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Welcome

• Statewide Updates

• Partner Highlights
• M3 Motivational Concepts

• Bike Walk Central Florida

• USF College of Public Health

• Jacksonville Jaguars

Speeding, Distracted, and Aggressive Driving

• Campaign Evaluation

• Other News

• Action Items and Next Steps



Statewide 
Updates



Target Zero Safety Outreach in Florida Communities

Our FDOT Team Members – Our Partners – Our Communities
Safety Observances, Messages, Toward Collective Goal of ZERO



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



Safety Campaign Evaluation

Community Event 
Surveys:  
 - Marketing visibility
 - Social Norms, Behaviors

Organic Social Media 
Metrics:
 - Engagement
 - Engagement Rates

Paid Media Metrics:
 - Impressions
 - Cost per Impression

Earned Media Metrics:
 - Impressions
 - News Media Value

Website Metrics:
 - Visits to Sites
 - Time on Sites
 - Site Features Used

Behavioral Surveys: 
Before and After 
Paid Campaigns

✓ Baseline Evaluation Behavior Surveys: July 2022
✓ Campaign Deployment: October 2022 – June 2023
✓ Post Evaluation Behavior Surveys, Paid and 

Earned Media Metrics: July 2023
✓ Ongoing: Organic Social and Website Metrics, 

Community Surveys

New measures to evaluate behavior change (Outcome Based):

Traditional Metrics:



Partner 
Highlights



M3 
Motivational 
Concepts















Bike Walk 
Central Florida



USF College of 
Public Health / 
CUTR



Target Zero – Social Marketing 
Technical Assistance

Center for Urban Transportation Research 
(CUTR) - Scope of Work

Mahmooda Khaliq Pasha

Sara Hendricks



Goal & Tasks…

▪ CUTR at USF will provide technical assistance and serve in an advisory role in 

the implementation and evaluation of the behavior change campaigns. 

1. Capacity building on social marketing for FDOT key personnel

2. Situational analysis of safety culture within FDOT/US

3. Outcome evaluation and proposed behavioral observation

4. Cross cultural campaign technical support and neuromarketing



1. Capacity building on Social Marketing

▪ Purpose: to sensitize staff/partners, to increase uptake of social marketing 

based approach, and to allow staff to adapt and tailor work for their particular 

district. 

▪ Plan to offer training on Social Marketing and its application to transportation 

safety using our work as a case study.

▪ Audience: District level staff and partners



2: Situational Analysis/Safety Culture at FDOT and 
Selected DOTs Nationally

▪ Purpose:  Gain better understanding of existing campaign approaches and 

activities of District Safety offices

▪ Speak with FDOT personnel and DOTs nationwide to understand approach 

and lesson learned

▪ Activities:

Identify key staff
Develop 

questionnaire(s)

Conduct 
phone/virtual 

meeting 
interviews

Summarize and 
synthesize key 

findings



3: Social Marketing—Monitoring and Evaluation Technical 
Assistance

▪ Purpose:  Lay out road map for planning and implementing Phase 1 

evaluation and  Phase 2 cross-cultural campaign

▪ Activities:  Technical support for multi-stage Phase 1 follow-up survey of 

Primary Audience and Phase 2 baseline survey planning for Primary cross-

cultural audience

◦ Phase 1:  Analysis of existing survey data and development of metrics to monitor over 

time.

◦ Phase 2: Development of evaluation approach for cross-cultural campaign and 

concurrently, introduction of behavioral observation evaluation. 



a) Identification and onboarding of community advisory committee.

b) Selection of research methods, development of questionnaires/survey for 
implementation

c) Developing of analysis strategy for formative research collected and training of 
consultant staff.  

d) Translation of research findings into creative brief

e) Neuromarketing to pre-test campaign collateral

4: Cross-cultural Campaign Development and Implementation



Questions

Mahmooda Khaliq Pasha, PhD, MHS, CPH

Associator Professor – College of Public Health

813.974.4390

mkpasha@usf.edu

Sara Hendricks

Senior Research Associate – CUTR

813-974-9801

hendrick@usf.edu

mailto:hendrick@usf.edu


Jacksonville 
Jaguars



Player Ambassador

(Actual Player TBD)







Campaign 
Evaluation and 
Monitoring



Campaigns, Components, and Corresponding Metrics

*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

Initial Audience: Male Drivers Aged 22-27        Precursors: Managing time, stress, overcommitments, 
need for constant connection.

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, 
organic social media

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

*Separated by geographic region for independent evaluation

Metrics: Impressions Metrics: Impressions, media value Metrics: Site visits, engagement rate Metrics: Events, reach, partnerships

Long Term Monitoring to Evaluate Behavior Change: Behavioral Surveys

Values: Being in control, 
admired.



Speeding Campaign – Paid Media and Website Evaluation

October 2022; June 2023
Target Audience: Males, Age 22-27

Behavior campaigns separated by geographic region for independent evaluation



Distracted Campaign – Paid Media and Website Evaluation

Behavior campaigns separated by geographic region for independent evaluation

June 2023
Target Audience: Males, Age 22-27



Aggressive Campaign – Paid Media and Website Evaluation

Behavior campaigns separated by geographic region for independent evaluation

June 2023
Target Audience: Males, Age 22-27



Influencer Campaign – Paid Media and Website Evaluation

WEBPAGE VISITS
251,513

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



Social Media and Community Engagement

• 182 organic social media posts 
• 367,000 impressions (views)
• Over 11,000 engagements (interactions)

Organic Social Media Performance 
July 2022 – June 2023

Community Engagement

Posts that used humor 
and pop culture 
performed highest

73%

Engagement 
increased

compared to prior year



Behavioral Survey

Self-Reported Behavior

Intent to Change

Social Norms

Perceived Behavioral

Campaign Recall

Risk Recognition

• 20% rarely leave early 
• 20% rarely wait to make a phone call or text 
• 10% rarely keep their full attention on driving 
• 15% exceed the speed limit to make up for lost 

time on an almost daily or daily basis 
• 40% report driving especially close to the car in 

front of them once a week or more
• Youngest drivers consistently had the least 

percentage of choosing the best safety behavior

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

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

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

• More than half of the drivers feel they do not have control 
over anxiety and stress while driving

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

✓ Confirms messaging is reaching this audience
✓ Confirms precursors to behaviors and focus of 

messaging / call to action

• Campaign Recall:
• 84-87% recall Speeding messaging
• 87-90% recall Distracted messaging
• 51-59% recall Aggressive messaging

• 15% of respondents identified these 
behaviors as extremely unlikely to result in a 
crash or close call

• 35% have been a driver in a crash in the last 5 years 
• 40% have been stopped by law enforcement in the past year 

Half of this group has been stopped more than once

400 young male respondents per region before and after October and/or June campaigns:

+ + +



Community Sightings and Feedback

“I enjoyed the simple way it grabbed my attention in a relatable real-life scenario. I know a lot of people, myself 
included, find themselves in a constant need to check their phone with every notification they get. I think this does a 
great job reminding us in a fun way that the texts and noise of the outside world can wait while we all focus on safety - 
our own, and everyone around us.”

“This ad triggered those protective mom feelings. I reminded my 
children [in their 20’s] to not text and drive. No one ever wants to 
have an officer come to their house with such horrible news.” “Stick figures are relatable to anyone” 

“Simple design is eye-catching and different”  

“Everyone likes stick-figure animation - 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.” 



Other News



Zimmerman School of Advertising and Mass Communications

FDOT is the ‘Client’ for a class semester!

Two teams of 10 students

Assignment – Create ad campaign for seatbelt safety

Audience – Young men

University of South Florida – Student Project



Print Materials Development

• Fall and Winter Safety Recipes
• Notepads
• Folders
• Enforcement Tear Sheets



Branded Tangible Items



Action Items



• Remember All Behavior Campaign Assets Are Yours Too

• All digital assets uploaded to website

• Continue to Promote Playlists, DND Messages, Videos PSAs, Audio PSAs, Social Media

Statewide

• Continue Community Outreach, Partnerships, and Safety Messaging!



Next Steps
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• Post-Evaluation of Effectiveness – Estimating Earned Media Value

• Presentation – FDOT October Executive Workshop

• Develop Plan for Next Round of Campaigns 

• Latin-American Messaging Development

Next Steps





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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