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MEDIA INFLUBSEE @ CADE STUDT
RESOURCES . Quotable Quotes from the
o0 : Video Resource
+ Quoles from Key penonnel aloouch n . Mr Anton Staindl,

e CCUJ\PJ‘OJ\ TN 3&%‘ - L«P to \ﬁ\‘\a\ S General Manager - Communications and Road Safety TAC

? “The TAC is Victoria’s personal injury insurer.”
» Detasled A«\a,kssb o(: Cw«ryua\/\ o) i
4 & “Now if you think about that, what that means is TAC actually has a vested interest
M lc\?S’\ - ‘qq l"‘ - _ in trying to reduce the number of accidents that occur, and hence we are involved
- = in road safety. The more that we can stop people maiming themselves on Victoria's
* Loiot Cﬂl"\fm A QOOQ + R,Dad-b“ 1A g6 ~2008 20 i roads... the less costs to the TAC and therefore the broader Victorian community.”
About the TAc L “The TAC advertising campaign really is one part of the jigsaw if you like. There
i is very much a coordinated approach to road safety in Victoria with the TAC,
The economic and social costs associated with road accidents have made the issue 5 Victoria Police and VicRoads, as well as a network of local road safety councils.”
of road safety @ major concern for the community.
B) “So the advertising forms a key component of this overall approach, and really it
The Transport Accident Commission (TAC) was astabli;hed in 1987, under the . is designed fo edusale Victorians about 'h“? dal:\gars or the imeacl of r?cd “'“U"“‘_]
Victorian Transport Accident Act 1986 to ensure that road accident victims receive . an'd Wh:" the particular dangers are, be it drink-driving, be it speeding or be it
adequate compensation and fo reduce the cost of road accidents to the community. = fatigue.
= . . i N
The Transport Accident Commission (TAC) provides benefits and compensation to N "S”PP°T""Q that WI,l,l be the enforcement efforts of Police and the road enginesring
Victorians injured in transport accidents. Benefits include payment for: E works of VicRoads.
-
o hospital and medical costs; \ - “Each advertising campaign is subject to rigorous festing.”
o rehabilitation treatment, such as physiotherapy; and >
« compensation for loss of earnings. 5 “For each TAC ad there would probably be ten or fifteen concepts which are first
. N put fo research.”
The TAC also provides support for dependants {ie children) of people killed in = o
accidents. o “What we c!p is really target the market that we are actually aiming the campaign
N at, put a range of concepis before them and from there distil that down to one
Benefits cover injuries resulting from accidents involving cars, motorcycles, buses = creative con”cept that the research shows is going to have the biggest impact on
trains and trams. These benefits are available regardless of who causes the crash. C) that market.
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“From the point it is on air we go back into the broader marketplace with some
more quantilative research and just assess whether or not people are taking note
of the campaign, whether it has cut through, importantly whether it is resulting in
the changing of driving behaviour, and then ultimately whether or not we are
starting fo see the impact of that on our trends through reduced accidents.

I think the first campaigns were very stark, very ‘in your face’, probably since then
what we have seen is a little bit more of a move towards a combination of an
emotive—educational focus.”

“There is no doubt that the success of the TAC campaign has been its very heavy
research focus. We ensure that with each campaign it has been rigorously tested
in the marketplace and continues to be after it has gone to air.”

Superintendent Robert Wylie APM from Victoria Police
In charge of Traffic Support Division

“There is a three way partnership that manages the road safety campaign in
Victoria. TAC, the Police, and VicRoads are the third party.”

In answer to the question: ‘From your experience and from a Police perspective do
you feel that the the TAC road safety advertising campaign has helped lower the
road toll?’ Superintendent Robert Wylie replied: “There is no doubt whatsoever.
Plenty of research has been done to establish the effectiveness of the joint
campaign and there is no doubt that the combination of the advertising coupled
with the enforcement works very.we”.”

“You talk to the public and whilst a lot of people say they don't like the ads, every
one of them can tell you about them. So whilst they may suggest that they turn off,
and even if they do, they still remember what it is all about.”

Mr Eric Howard from VicRoads
General Manager, Road Safety

"VicRoads is the responsible state government agency for the safe and efficient
operafion of the Victorian road transport network. If's also got responsibility for
the development and the coordination of the road safety strategy in concert with
our key partners of course... the TAC work and the Police.”

“They use a few tools to try and make the ads relevant to the pecple they are trying
to influence. So with their drink-driving ads for instance they try and target them
at people who are potentially drink-drivers by choosing the types of characters in
the ads fairly carefully and by choosing the situations that they are in fairly
carefully.”

“} think the other thing that they do remarkably well is they make the advertising
material very believable, some of their ads have been better at this than others but
all of their enforcement ads for instance come across to their target audiences as
being very credible or very believable and | think that makes the message push
home a little bit more effectively for people.”

“We found that the stronger the intensily or the greater the intensity of advertising
then the lower the number of crashes, there is quite clear relationship when you
toke other things into account, advertising does have quite an impact on that
important measure of safety, the number of people who are being hurt.”

“When you take all the other factors out you are still left with a pretty strong
relationship between the TAC advertising campaign and crash involvement, so in
spite of all of those other influences there is still a “left over effect’ of the advertising
which means if we took the advertising away, or if we hadn't had it there in the
first ploce there is every chance the crash rate would be higher than it is now.”

Peter Hennessy from Sweeney Research
Director, Market Research

“If we look at some of the attitudes to Blame"” Percentages who agree.

“The TAC rood safety advertising is spearheading the introduction of road safety
messages into living rooms, into people’s homes, and we all know as Victorians
how effective that has been.”

“What we have seen in recent years is a very successful combination of Police
enforcement, engineering works on roads, educational activities that we may
undertake in concert with our partners following on behind that advertising to
promote road safety and to reduce the road toll significantly.”

“The advertising s critical, it is very very important to us, it is world class and world
leading and great things have flowed from the capacities to reduce the road toll
by combining a number of actions together with that advertising.”

Ms Anne Harris from RACV
Chief Behavioural Scientist

The role of the RACV in relation fo the road safety advertising campaign s to...
“have researched principles and counter measures and to undertake them in o
coordinated partnership approach.”

“RACV believes that the TAC campaigns which have been running have made
road safety an important issue in the community. And that's been extrémely
important, not only for raising people’s awareness and getting people to change
their behaviour, but also in just putting it on the agenda; so governments are more
conscious of it, the media are more conscious of it and we have this collective
awareness of the issue. It is a lot easier fo get counter measures introduced,
governments are more likely lo introduce and adopt road safety counter measures,
s0 that has all been extremely important in just raising the consciousness of the
Victorian community about road safety. And we believe the TAC have done that
with the assistance of course of VicRoads and the Victoria Police to try and improve
road safely in Victoria.”

Mr Warren Harrison from MUARC

Senior Research Fellow, Monash University Accident Research Centre

“They are very strongly focussed on gefiing people’s attention through using
emotive and somefimes quite shocking confent. That's the aftention grabber if you
like. A lot of the ads have that attention grabber at the front of the ad to make
sure people are attending right from the beginning.”

“A few years ago we tested some ideas fo say 'the road toll has come down a long
way, hey Victorians you have done a really good job!' and surprisingly the
community said 'no, don't tell us that, because then we might revert back fo our
bad old ways, keep the pressure on us.”

“If we compare it against road safety campaigns in other parts of Australia and
road safety campaigns in other parts of the world, and we continually do that, the
TAC are coming out light years ahead of the others. They are far more effective.
They are far more persuasive. They are far more meaningful fo people than any
other campaign we have seen elsewhere in the world.”

Rob Dow from Grey Advertising
Creative Director ’

‘How do you gauge the success of a particular advertising campaign?’
“On an ongoing basis we are constantly monitoring each campaign and that gives
us feedback as to how that message has been received and if there are any

;:]arricular problems or issues with it. And then subsequently... by the road toll and
the stats.”

“Each campaign is obviously designed fo address a particular problem or issue
and if we find that the particular issue is being answered that is one measure of
success but.... the monitoring which takes place across Victoria through random
sample telephone interviews is the one real way we can judge and see how
effective the campaign has been.”

“...In the last couple of years we have had a liftle bit more enforcement... whereas

Realistic 95% before it's been the highly emotional, 'shock-horror' high impact accidents and so
Beneficial 1% forth which have been the key to the campaign. It's now a combination of those
Important 97% highly emotional messages and some very rational stories...”
Thought provoking % =
Effective 89% :j ® The TAC road safety advertising campaign “has been around now for fen years;
Tough 65% SRS it's had a dramatic effect on aftitudes and driver attitudes and hopefully youngl
Overall Campaign Percentages who agree. = m people coming into the situation where they are just about to drive.”
If the commercials stop people speeding or drink driving I'm all for them’ 98% [
‘Are they a good idea?’ 97% Siim “It hasn't just saved lives on the road, it has saved enormous sums of money in
‘Road safety is such an imporfant thing that any advertising which helps to e compensation payments o major accident victims.”
reduce the road toll is justified’ 93%
‘They make you aware of your responsibilities as a driver and a passenger’ 94% &m

SR

cm




vvisr
G_.i@
& 'i@
John Schwartz from Swinburne University I=-FY A e“dix 1
Lecturer in Media & !9 pp
“} think the TAC ads are working ona theory that the r.nediu does have power, and = i 2 Road TOII statlstlcs
they are working on the assumption that the media actually affects audience ey
behaviour over time.” ) T X ‘
“Over time the TAC has been prefty much on the right frack.” ;._i )
“These are very well structured ads, that have been very well thought out. They e'_i'-s
spend a lot of time, effort and money making these ads, and scripting them, and foom ey
making sure that the shoot makes the ad as realistic as possible.” l
C‘i 2
"TAC ads are very easy to recall... that shows the success of an ad campaign.” cig
) e . . [
“Most ads actually work with positive reinforcement with o happy ending, most ads 1
have a happy ending... TAC ads, and WorkCover ads have the tragic ending.” [ iS
“I would argue that in the first decade of TAC ads they have been very, very C‘"iS
effective in setting agendas, in getting us to think about things in particular ways [
and in making some things culturally acceptable, that is, to be safe, and [other :!5

things] such as drink-driving unacceptable.”

\_Iictor'ian Road Toll Trends
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1. INTRODUCTION.

In 1991, the 1990 TAC Road Safety cam-
paign was judged the outright winner of the
inaugural AFA Effectiveness Awards.

In 1993, the continued effective management L

of this communication strategy was again
judged best in its category.

The reason we are entering this campaign a
third time, is based on the fact that we have
not only sustained the relevance and impact
of this .campaign, we have improved the
effectiveness beyond the record level
achieved in 1992.

1994 was a year in which the economy
improved significantly, and consumer confi-
dence and spending grew.

This led many social commentators to pre-
dict that, with a more vibrant economy and
more kilometres driven, the road toll would
inevitably increase.

Many others suggested that effectiveness of
the campaign was waning as a result of
over-familiarity.

Yet, as our case will demonstrate, the
Victorian road toll dropped to a new, all-time
 low figure, the lowest since records were

" first kept in Victoria.

To put the results of the years 1993 and
1994 in context, we shall first review in
principle an outline of our thinking and our
strategic/creative development method, as
contained in both our 1991 and 1993 AFA
submissions.

Then we shall present our case for the 1995

AFA Effectiveness Award based on the man-
agement and improvement of this campaign

during the years 1993 and 1994,

We shall candidly outline the critical lessons
learnt in 1993, a year in which the road toll
increased over the previous year, and then
through four case histories that put these
lessons into practice, demonstrate how
advertising was a critical factor in helping
Victoria achieve the lowest road toll in its
history.

A road toll that is now recognised to be one
of the lowest, if not the lowest in the devel-
oped world.

‘What has emerged in the fourth and fifth
years of the TAC campaign, is a range of

case studies and statistics that prove an even |
stronger case for the effectiveness of adver-
tising in changing both short and long-term |
behaviour and attitudes.

I

2. SUMMARY 1989 TO 1994.

In five years, using the 1989 road toll as a |
benchmark, the TAC campaign has had an
ever-increasing impact on the behaviour of
Victorian drivers.

A 51% reduction in the road toll.
1619 lives saved.
Victoria’s lowest road toll in history.

At 1.3 per 10,000 registered vehicles, one of
the lowest road fatality rates in the world,
if not the lowest.

An average 92% unaided recall of the cam-
paign over 12 tracking studies.

An average 97% community support.

More then $500 million saved in claims
costs for our client.

An estimated $1.6 billion saved in the
reduced cost of providing medical, police
and emergency services, lost productivity,
and other economic costs to the community.

We achieved this result because,
together with the TAC,

we marketed road safety as
though it were a consumer prod-
uct, and have not only been able
to sustain the relevance and
impact of the campaign, but
improve its effectiveness.

3. OUR CLIENT.

TAC is the sole provider of transport acci-
-dent, personal injury insurance in Victoria.

The objectives of the TAC include improv-
ing the financial performance of the insur-
ance scheme and reducing the cost to the ;,
community of road accidents, human pain
and suffering, health care, police and emer-
gency services, economic loss to society, etc

i But we also discovered an audience that des-
! perately wanted something done about the

| road toll. -

" They wanted road safety ads to work.

5. THE ROLE OF RESEARCH. |

4, DIFFICULTY OF TASK 1991/92. | The difficulty of our task was to find ways
to make our message a more relevant, and

In the period 1984 to 1989, the Victorian road ’ even more effective deterrent, to more peo-

toll experienced a consistent, 6-year upward | ple.

trend, to peak at 776 in 1989, :

From the beginning of the campaign,
in December 1989, research conducted by
Brian Sweeney, has been the backbone of all

concept development. + In this initial research for example, we iden-

. We could not afford to simply maintain our :
| tified a series of fundamental do’s and don’ts |

Cm we needed to explore and elimi-

Road Toll Trends " nate the emotional barriers that were still When we started working on concepts, that have remained relevant throughout the ., I
6 - yoar upward trend In Victorian Road Fatalities blocking the reception of a number of hard our task was complicated by the huge 4 first five years of the campaign. {
[ — 76 “ case drivers. variety of road safety ads, public relations i :
/' . . . o campaigns, and good corporate citizen mes-
750 Through continual analysis of road accident sages, that had cluttered the market, THE “DO’S”
Tred Projeciion e . . H
s (764) statistics and attitudinal research, we deﬁnecJ . like |
70 705 01 a series of issues and specific target audi- We had to cut through this confusion of Do - be as shocking as you like. ;
550 ences that had not been add:essed“ by th‘: messages, and establish a new, single-mind- Do- be as emotional as possible. :
638 69 ‘ more general messages based on "speed ed community focus on road safety.
0 and "drink/driving". | Do- ensure that a communication leaves
e e w A = * » { : us thinking that “this could happen
Sousce: Monash University Acciden Rescarch Centre We asked why the community was ignoring ! to me” !
all the warnings? ! . !
The community was outraged. ‘ ) Do-  emphasise the link between i
Something had to be done about it. Why had so many previous road safety cam- drink/drive, speed, and real acci-
And not just “seen” to be done, i paigns failed to stem the road toll? dents.
but something done that would bring
the road toll down. Our brief was to upset, outrage and appal.
But how far did we have to go? THE “DON’TS”
In 1990, the TAC Road Safety campaign con- B .
tributed to a 29% drop in roa?i, fatalfiitiei Don't - concentrate on twisted metal.
to 548. %]’EI'I(‘)UGH, CYNICAL MAR- Don’t - bore us with statistics.

By December 1992, the campaign had con-
tributed to a 49% drop to a figure of 396 ;
fatalities, the lowest jn Victoria's history to <
that time. )

i Don’t - lecture us.
; We discovered an audience that was going to
‘be tough, and extremely cynical, towards
any ad campaign that would ask them to
confront an issue, like death.

Don’t - threaten us with authority, uniforms,
or financial penalties.

Don’t - suggest that we cannot have a drink.

(7

But as we entered 1993, there was a strong

feeling within the community that the cam-
paign could only grow weaker, and the road
toll increase, as the community became de-

sensitised by our style of message.




6. THE CAMPAIGN.

(a) MARKETING ROAD SAFETY
AS THOUGH IT WERE
A CONSUMER PRODUCT

We took a decision to market road safety,
as though we were marketing a consumer
product.

A product that had to survive in a tough,

cynical market.

THE NEED FOR BRAND NAMES

Our first task was to develop brand names
for "drink/drive" and "speed".

These brand names became the respective
themes for these two campaigns.

For drink/drive, we developed the line:

If ybu drink; then ‘d'r'vﬂe-, |

you're a bloody idiot.

And for speed:

 Don't fool yourself,

~speed kills.

(b) SEGMENTING OUR
TARGET AUDIENCE.

With drivers of different age, sex, and dri-
ving experience, there was a real need to
develop specific messages to target specific
problem groups, within the community.

For example, from the campaigns that ran
1989/92.

And in 1991, we added concentration:

I’s in your hands,
concentrate orkil.

In 1992, seat belts:

Belit up,

In 1993, ‘motorcycles:

Look bike.

Hard to see, easy to kill.

And in1994, a specific rural t'heme:. g

Country people die
on counry roads.

And fatigue:

Wake up to yoili*Seif;

fatigue kills.

Examples of target segmentation featuring
our most recent campaigns of 1994.

Picture removed from Media kit for §
copyright reasons :

or suffer the pin. ‘

A SINGLE, POWERFUL PROPOSI-
TION.

We had to develop a single, compelling
proposition.

Research indicated that the key, was to con-
front the community in a way that would
strike deep at core emotions, personal fears,
and feelings of vulnerability.

Prior to this campaign, the greatest single
deterrent was the “rational” fear of losing
your licence. But only six weeks into the
| campaign, the “emotional” fear of finding
| yourself responsible for the death of another
| . human being, hiad become a far more power-
! fuldeteirent,
TR

"Flashback drink drive TVC launched 04 Sept 1994",

It was a proposition that compelled our tar-
get market, in marketing terms, to buy our
product.

|~

It is a proposition that remains as relevant
on December 31, 1994, as it was at launch
on December 10, 1989.

"Flashback" was targeted at young, blue collar male drivers,
and along with a powerful communication of guils for killing
another person, we also ised the life-time ish

of p

"Country People Die" is targeted specifically at owr rural

| audience who have had an unshakable belief that rural fatali-
ties involve metro drivers who don't understand driving on
country roads.

S

“Beach Road" is targeted at dri-
vers who try to justify excessive
speed by blaming the speed of sur-
rounding traffic.

Girlfriend” is targeted at male

drink/drivers, under 25 3
vers, under 25 years. This is in complete contrast to the fact that 71% of rural fatal-

ities involve rural people.

And each problem required a spe-

Research identified the problems.
cific execution.

try Kids" is targeted at
iplined male drivers, under
20 years of age, particularly

in the country.

“Tracy" is targeted at young,
female Provisional
sence drivers who tend to speed.

”CDM‘I
o

"Nightshift” targets the causes-and effect of driving while in a
stare of fatigue.

While our campaign was targeted primarily at young male dri- ‘
vers, the concept was thoroughly researched to ensure rele-
vance to all ages and both genders.

) b G

And "Joey" is targeted at young

blue collar males who remained
the largest offenders of

"Silent Night” and "Auld Lang Syne" were targeted at the gen-
eral Chrisimas and New Year celebration mentality, both pos-
ing the critical question "should you be driving home
tonight?"

ple who believe
1 is un-cool to wear seat bells.

ly address

1ve

1

A single ad, no matter how power-
the whole problem.

ful, could never effect




BUILDING BRAND LOYALTY.

Building an equivalent to product brand loy-

alty was critical.

Like any consumer product, the market had
to believe our product was relevant to their
needs, their values, and their lifestyle.

With a proposition built on responsibility
for death, credibility was critical.

When people saw the ads, they had to spon-
taneously think:

“That could be me...
that could so easily be me...”

They had to experience the real trauma

of an accident.

They had to feel it, live through it,
participate in it.

They had to believe that what they

saw was real.

Real accidents.

Real emotions.

Real people suffering, real pain and trauma.

The slightest suspicion that anything is
staged, and they’ll simply switch off.
They’ll grab any opportunity, to distance
themselves from a message that deals with
the responsibility for death.

Making the core emotional deterrent of our

message both accessible and easy to relate to

on a deeply personal level, has become the
backbone of this campaign.

For example, when we finalised the cut of
the fatigue commercial titled "Nightshift",
the female passenger made no suggestion to
the driver to pull over if he was tired.

MERCHANDISING.

Merchandising was a key part of
our strategy.

Our aim was to build the same kind of
market presence for our brand names
(themes), as high profile brands like
Mars, Coca-Cola and McDonald's.

and community events, plus outdoor promo-
tion, including mobile billboards for Speed

Cameras and Booze Buses, positioned on i
highways, during peak traffic periods. (

|
I
We used extensive sponsorship of sporting i
I
|

upertram — “Should you be
driving home tonight?”

Under 18 VSFL and Teal Cup
Jfootball competition.

AFL football teams
Richmond, Essendon,
Footscray and Geelong.

Melbourne Festival
Sponsorship.

Melbourne Fringe Festival
Sponsorship.

When we researched the concept as a double
head, the overwhelming response was that
the driver was irresponsible and the female
deserved the consequences for allowing the
scenario to occur,

But when we added a line from the female
"if you're tired, pull over", respondents atti-
tudes changed dramatically.

Suddenly they could relate to the couple as
behaving normally, if somewhat stupidly.
Suddenly, they could personally relate the
message to their own behaviour, and the
message was effective.

. In.all we have produced twenty-one com-
mercials. Six were launched in 1990, with a

. further five launched during the 1991/92

i _period, and five new initiatives in our most

. recent year, 1994.

| With few exceptions, all ads remain relevant
and continue to run in rotation, with the
; most recent productions being favoured.

Research has continually indicated that a
! 60 second length is required to break
through the surrounding programming and
 advertising clutter, and allow time for the

(¢) CAMPAIGN STRUCTURE.

The following graph indicates the timing of
each campaign, plus the introduction of
Speed Cameras and Booze Buses, all plotted

. viewerto become completely involved in the

against a declining road toll.

Victorian Road Toll

Moving 12-Monch Totai and Campaign Lsunches
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7. SCALE OF ACHIEVEMENT.

The Road Toll 1989-94

Victorian Road Fatalities. —’

1000

800 | 7
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200 e B0 2 |
1989 1990 1991 1992 1993 1994

The numbers speak for themselves.

VICTORIA'S ROAD TOLL
NOW DOWN BY 51%

| SINCE CAMPAIGN LAUNCH.

1,619 lives saved in five years.

We’ve contributed to the lowest road toll
since records were first kept in Victoria,
in the early 50s.

And the vehicle population has increased
7 fold since then.

VIC. VS NATIONAL AVERAGE 1994,

If we compare the State Road tolls for 1994,
Victoria achieved a 14% reduction in road

. fatalities, compared with a national average

! of 0.4%.

+ emotion, the action and proposition.

d | While television has remained our prime
medium, we have made growing use of
| radio and outdoor to achieve saturation of
our message.

- MEDIA BUDGETS - 1993 & 1994.

200 e e 1993: $9.55 million.
s e 1994: $8.36 million.
800 a¥itmpas vi87
200 Television: 64%
Press: 5%
. Radio: 18%
Outdoor: 13%

FATALITIES PER 10,000 VEHICLES.

To put this measure in perspective, we suf-
fered 9.1 deaths per 10,000 vehicles in 1960
and an outrageous 11.3 per 10,000, back in
1948.

Vic. Vs National Average

% reduction 1894

Vic.

Nat. Average

Source: TAC Planning

Fatality Rate.

Interstate and National
(Deaths per 10,000 registered vehicles)

0 i : Bl
VIC NS Q- Aun USANZ_SWUK&!IUHII’

S O MARC, Mo D 19

THE VIC. VS NATIONAL AVERAGE
EXCLUDING VICTORIA.

However, if we exclude-the Victorian result

from the nationial figure, Victoria’s reduction *

of 14% compates with a national increase
of 3%.

Vic. Vs National Average

% reduction 1694

%

AL
Vic, Nat. Average
(Excluding Vic.)

Source: TAC Planning

By December. 1994, this figure had dropped
to 1.3 deaths per 10,000 vehicles.

Indications are that this is the lowest road
fatality rate in the developed world.




THE EVIDENCE. DRIVER ATTITUDES. .(¢) COST EFFECTIVENESS.
Alcohol-Related Fatalities (®) CHANGEIN :
Drivers/Riders over 0.05% BAC In the twenty-second tracking study,com- |  SAVINGS TO TAC.
) CHANGE OF BEHAVIOUR. 1% pleted early January 1995, we recorded the  -Reduction in TAC claims costs and operat-
1989 following measure of changed driver atti- i ing overheads. -
One of the key measures is the actual change 1990 30% tudes. $ Millions
in driving behaviour, and the perceived 1991 29% 1990 89
changes in driver's minds. While the growth since 1992 appears small, - 1991 15 - i
1992 ‘ it is in fact a reinforcement of the self per- | 1992 122
1993 ] 8% ception in drivers’ minds that they arenow | 1993 94
ALCOHOL-RELATED FATALITIES. 1994 better drivers than they were in 1992. '1&93 SAVING: _5_3.%
In 1989, 113 drivers/riders were killed with 5 Year pEmmEmEERETEE . is highlichts a consistent improvement in
a BAC reading exceeding 0.05%. Average e e ' ﬁfe?fehaiiw and attitudcs,p -~ SAVINGS TO THE COMMUNITY.
From January to December 1994, this num- S T—— The results challenge suggestions that the In their report “.The Social Cost of
ber was reduced to only 49. campaign is close to wear-out. Transport Accidents in Australia - 1992”,
SPEED Or that our audience has grown over-famil- the Federal Bureau of Transport and

Communication Economics estimated that
the savings to the Victorian community of
reduced accident costs since 1989 has been
$760 million.

iar to, or desensitised by, our style of com-
munication.

Alcohol-Related Fatalities

Drivers/Riders over 0.05% BAC

In 1989, of all vehicles speed tested the
police recorded 23.2% for exceeding the rel-
evant speed limit.

1989

] i This figure included lost production, lost
1990 ?1527394, this percentage was reduced to earninggs. vehicle damage, and the costs of
1991 T ' prov‘idi.ng medical, police and emergency

X . services. -
1992 % Vehicles Exceeding Speed Limits Based on these figures it would be fair to
assume that total savings will have far
1993 exceeded $1 billion in the 5 years to 1994.
1994 - RETURN ON INVESTMENT.
wree: VicRoads Dan/Foreasic Pathology 1989 23.2%

Over the past 5 years, the TAC has invested
$125 million in accident prevention, of

The percentage of all drivers/riders killed 1994 [

with a BAC exceeding 0.05%, has also been
" reduced from a 5-year average (1984/88) of
37%, to only 24% for the period January to
December 1994.

‘Source: Traffic Camera Office, Victoria Police.

(d) ADVERTISING EFFECTIVENESS.

Throughout the campaign, market reaction
was tracked through research. Twenty-four
tracking studies have been conducted to
date, the most recent in July 1995, involving
interviews with more than 600 adults in
Victorian metro and country areas.

Of all the charts we could present, two
establish the basic effectiveness of this cam-
paign beyond doubt.

UNAIDED RECALL.

Within 4 weeks of the first ad going to air,
we achieved an unprecedented 92% unaided
recall, a figure we have maintained as an
average ever since.

Our most recent response was 93%.

To quote Brian Sweeney (from his Wave 12
January '93 Tracking Study):

"As a market research company involved in a broad diversi-
1y of advertising effectiveness, we believe the results (of this
campaign), 1o be unparalleled”

COMMUNITY SUPPORT.

We offered respondents a series of state-
.ments, including the following to measure
the degree of community support:

“these ads may disturb me, but if power-
ful ads like that can help save lives, I'm
all for running them...”

Community Support.

“these ads may disturb me, but if powerful ads like
that can help save lives, I'm all for running them...”
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‘Unaided Recall Of Campaign.

As you can see, in our twenty-fourth wave
tracking study, 97% agreed.

Again, to quote Brian Sweeney
(from his Wave 22, January '95 Tracking
Study):

"Clearly, the community embraces the advertising still.
These figures indicate that it is not worn out. Interestingly,
on the dimension, "I still think it won't happen to me’, the
23% agreement figure is the lowest recorded in the five
years of measurement’.

(Sweeney Tracking Study No.22 Jan/95)

which $55 million has been invested in
media advertising.

So while the immediate return to the TAC
is $501 million, the overall saving to the
community will be more than $1.6 billion.

|
|
|
{
|
i () THE STRATEGIC IMPORTANCE OF

i COMMUNITY DEBATE.

! Community debate was a key element of our

: strategy.

: We deliberately set out to create manageable

! controversy and community debate.

The media was fed with a continual source in
of information and hard facts to keep the '
debate alive.

We generated 869 recorded incidents of the
"drink/drive" and "speed" message in news
and current affairs during the first year of
the campaign. Over the five years to
December 1994, no other advertising cam-
paign to our knowledge has generated the
media coverage of the TAC road safety cam-
paign.

One of the best and most recent examples of
media coverage occurred at the conclusion
of 1994 when the road toll established a
new, all-time low.

WINING THE RGAD WAR

ot

It’s.official: Vic roads world’s safest -



). 1993 - THE LESSONS
LEARNT.

EVIDENCE BEYOND
REASONABLE DOUBT.

Our best evidence for effectiveness beyond
reasonable doubt, lies in the fact that the

critical statistics quoted, are a matter of pub- ‘(a)

lic record.

But to prove the case for advertising, over
other influences in the community, we offer |
four critical lessons learnt in 1993, plus four !
brief case histories based on the campaign as \
it was conducted in 1994.

1993 - WHAT HAPPENED?

Suddenly, things didn't quite go all our way.
ROAD TOLL 1989 - 1993,

The overall road toll for 1993 suffered an

Victorian Road Fatalities.
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800 | 776
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1989 1990 1991 1992 1993

increase of 40 over the previous year.

(b)

We desperately wanted to know why, learn
from the experience, and apply this knowl-
edge to 1994.

When we analysed the creative/media strate-
gy for 1993, we identified four key factors | (©)
that we believe contributed to the increase.
We did not produce any new (effective)
message for a 9 month period.

During the 9 month period January to
September 1993, no new campaigns went to
air.

In the last 3 months of this period - July,
August and September - the fatality rate |
increased by 15 over the same period the
previous year.

While the rotation of existing ads is legiti-
mate and gives them a long, active life, if
they are seen:too often without new ads
introduced into the mix, our overall deterrent
message begins to lose it's  impact.

Research indicates that our audience
demands that they see a new interpretation
of the road safety message at least 3-4 times
a year.

The rural road toll increased by 46 over
the previous 12 month period.

While the Melbourne metro fatality rate

It became blindingly obvious that we finally !

had to recognise rural drivers as having quite
different attitudes and behaviour in relation

.to road safety.

‘We launched a 2-week motorcycle.cam-
paign, that took the focus off our prime
target market. :

A 2-week Motorcycle campaign was
launched in March, during which the toll
increased by10 more than for the same 2-
week period in 1992.

The message was designed to reflect what
happens.in most motorcycle accidents .
involving cars, as agreed by both riders and
motorists. !

Poor visibility of motorcycles is the key
problem. And that the casual road concentra:
tion of motorists is the prime cause of the
two coming together.

The evidence suggests two negative factors
contributed to a rise in fatalities.

In focusing on a minority issue, we took the
emphasis off our prime target audience,
young blue collar male motorists.

However, as a communication aimed direct-
ly at motorcycle riders, the campaign itself
was strategically sound, with motorcycle
fatalities for 1993 down 25% on 1992.

(d) The road toll increased by 10 as a result
of
the Wangaratta bus crash.

The fourth factor was the Wangaratta bus
crash,

The loss of 10 lives in a single accident hac
a significant impact on the cumulative total

THE LESSONS LEARNT IN 1993.

While each of these four factors may have
contributed to an increase in the road toll, i
would be too simplistic to draw a direct cor
relation between these factors and the actua
toll,

But looking back, there were three valuable
lessons to be learnt.

We need to keep our focus on prime issues,
targeted at our prime target audience.

To keep our message fresh and updated
at all times, with a new interpretation at lea:
every four months.,

To develop a specific message and campaig
theme targeted at rural drivers, to place the
road safety problem right in their own back
yards.

dropped 2% in 1993, the rural fatality rate
had increased 23%.

10. 1994 - THE LESSONS PUT
INTO PRACTICE.

ACHIEVING A RECORD
LOW ROAD TOLL.

We started 1994 knowing that the acid test
for the TAC campaign would be to regain
ground lost in 1993, and to contribute to a
further significant reduction in road fatalities
and injuries. :
To provide evidence beyond reasonable
doubt, we shall outline four brief case histo-
ries based on campaign launches during
1994, and the immediate impact and results
of these campaigns.

1. "COUNTRY PEOPLE DIE".

As we outlined earlier, the rural road toll
in 1993 increased 23% over 1992.

Based on specific rural attitudinal research,
we concluded that we needed to recognise
rural drivers as a separate target audience.
The impact of the recession, and youth
unemployment emerged as issues that may
explain part of the rural increase in road
fatalities.

But it also became clear that the key to
reversing this trend could well lie in debunk-

- ing a myth widely held in rural communi-
ties.

“7 out of 10
people who die on
country roads live
. in the country” ..

Research indicated that 78% of people in
rural towns believed that most of the fatali-
ties on their local roads involved travellers
passing through.

Mainly city drivers unused to country roads.

But the fact is that 71% of TAC's rural acci-

dent fatality claims involved people living in

country areas.

So we made a decision to develop and

research a concept designed to convince

rural drivers that "country people die on

country roads".

Country people y
die on

country roads.

All research was conducted in small rural

| communities to ensure that we did not fall
for the trap of "city people trying to speak
like country people”.

Against all research evidence in the past
relating to statistics, we positively
researched a simple statement that

.explained:

"7 out of 10 people who die on country
roads, live in the country”.

The "Country People Die" campaign was
launched on March 2, in rural markets only.

The launch was supported by a massive PR

" drive through rural media, and an increase in

random breath testing by Victoria Police.

In addition, we tagged all other commercials
that ran in rural markets with the theme line:

"Country people die on country roads",
This integrated campaign worked.
THE RESULTS.

The Victorian rural road toll figures speak
for themselves.

236
188

1993 1994

Rural Road Toll

In 1994, the campaign contributed to a 20%
drop in the rural tol}.



Wake up to your-
self,
fatigue kills.

EASTER - FATIGUE.

Fatigue is predominantly caused by sleep
deprivation.

‘When you do not get the correct amount of
sleep your body needs, you build up a "sleep
debt".

Your body clock recognises this debt and
overpowers your mental capacity and literal-
ly switches your body off for a period of
time.

In other words, you just drift off to sleep.
You have no say in it, and it is most likely to
occur mid-afternoon or late in the evening.

Of course, if it happens while you're behind
the wheel of a vehicle, you could kill your-
self, your passengers, and any number of
people in other cars,

The Easter break has traditionally been
a peak road toll period. ’

‘We focused on the issue of fatigue for Easter
because it is a period when tens of thousands
of drivers try to cram too much distance into
too short a time.

We launched the "Nightshift" concept on
March 27, 1994.

THE RESULTS.

The Victorian road toll for the Easter break

.was an all-time low 5.

This was in stark contrast to an overall
national upward trend, best demonstrated by
a NSW Easter toll of 16 .

Now we are the first to admit the difficulty
of quantifying random events like road acci-
dents, but let's look at the results of a track-
ing study, conducted with 602 Victorians,

metro and country, just 3 weeks after the
"Nightshift" concept went to air.

Unaided recall: 97%
Community support: 99%
Effectiveness of message: 100%
Impact on the road toll: 87%

The key statistic in these results was a 100%
"effectiveness of message".

Of the 2 key copy points in the commer-
cial...

"brings home the dangers of driving
when you're tired..."

"the necessity to take breaks from
driving when tired...”

...100% of the 602 respondents fed them
back to us.

None of us have ever experienced such a
100% response before, for any piece of com-
munication.

if you drink,
then drive, you're
a bioody idiot.

SEPTEMBER - DRINK/DRIVE.

In Victoria, September is the start of a period
when we come out of winter hibernation.

The football finals are held, the spring racing
carnival gathers momentum, and it has tradi-
tionally been a period where people take the
risk of drinking then driving. g

In 1994, we developed a new drink/drive
concept titled "Flashback" that focused pri-
marily on the guilt of being responsible for

another person's death, one of our most
proven, powerful deterrents.

But we also emphasised the penalty suffered
by the guilty driver, the risk of permanent
injury that would not only change his life

of critical emotional relationships with loved
- ones.

In research, it proved a powerful deterrent
message.

It was launched on September 3.

THE RESULTS.

In practice, "Flashback" contributed to the
- lowest September and October road toll fig-
ures in the history of Victoria.

The September figure of only 17 is the low-
est monthly road toll figure ever recorded,
period.

4.

CHRISTMAS-NEW YEAR
DRINK/DRIVE.

The Christmas/New Year celebration is
another traditional period of driver risk tak-
ing, with an understandable emphasis on
drink/drive.

For 1994, we developed a new sub-theme,
and built it into a total promotional package
that reflected the social spirit of the period.

The theme remained "If you drink, then
drive, you're a bloody idiot".

But the content of all dialogue centred on
discussion of the question "'should you be
driving home tonight?"’

We produced two ads, the first for the lead-

<« up to Christmas Day, the second for the

week between Christmas and New Year's
Day.

The Christmas ad used the traditional carol
"Silent Night" as a backdrop to an office
party discussion between a bunch of guys on
the question of one of them driving home
after drinking.

- Into this 60 second sequence, we cut 5 sepa-

rate accident scenarios from existing con-
cepts as "hit hard" reminders of the risks
they would take if they ignored the advice.

The New Year version was built around a
similar structure, but featured the traditional
"Auld Lang Syne" in the background, and
the conversation took place between a hus-
band and wife (holding baby), at a backyard
family gathering.

We did not resolve the scenario in either ad,
leaving our audience to ponder the question
intheir ~ own minds whether they should
drive home tonight, or not.

The Christmas campaign launched
December 9, and the New Year campaign,
December 26.

THE RESULTS.

At 30 fatalities, the road toll for the month
of December was the lowest recorded since
1952, (See previous chart).

In terms of effectiveness of message, we
quote from the Wave 22, January '95
Sweeney Tracking Study:

"Recall, playback and understanding of the drink/drive
messages were as high in this wave as ever before... a func-
tion of the success of the Silent Night and Auld Lang Syne

concepts”.

17

forever, but psychologically stand in the way



11. ROAD SAFETY REMAINS

AN IMPULSE PURCHASE.

All the evidence suggests, that in the minds
of our target audience any new TAC cam-
paign results in a fresh wave of top of mind
awareness of our deterrent road safety mes-
sage.

As a result, we have concluded that in mar-
keting terms, road safety is not a rational,
considered-purchase decision.

It's more like buying a McDonald's ham-
burger.

Everybody knows what the product is, what
it tastes like, and where you buy it.

But you still need to be reminded of who
McDonald's is, and what they sell, every
day of the year.

And when they do this, their market
responds.

It’s no different with our message.
Road Safety is like an impulse purchase
decision that requires constant, high, top-of-

12. OTHER INFLUENCES.

(a) POLICE ENFORCEMENT.

It is important that we stress that advertising
is only one element of the TAC road safety
strategy.

We must also stress that the data quoted
does not imply that the road toll reduction
has occurred as a result of the advertising
campaign alone.

No road safety campaign could work with-
out a strong, physical Police presence and
enforcement on our roads.

| 2

-
P

. Police Breath Testing Car.

We believe that in addition to changing dri-
ver attitudes and behaviour, the campaign
has helped legitimise Police enforcement,
and provide strong moral support for Police

Officers doing an often difficult, thankless
job.

The bottom line is that without effective
Police enforcement, no awareness carapaign,
no matter how powerful, could avoid wear-
out.

At the same time, the Victoria Police have
frequently and publicly recognised that
enforcement without a deterrent awareness
through the media, will do little to change
long-term driver behaviour.

mind product promotion to penetrate and

motivate behaviour.

&

b) SPEED CAMERAS.

Many have claimed Speed Cameras as the
most effective deterrent.

Whilst we agree that they have had an enor-
mous social impact, and they are an
extremely effective deterrent, they do not
have the emotional power to change basic
thinking and attitudes.

As the following statistics demonstrate,

the greatest drop in the road toll occurred
prior to the full operation of Speed Cameras
towards the end of 1990 and into 1991.

In fact, over the past five years, the rate of
fall in the road toll was slowest during the
1991 year, when Speed Cameras should
have had their greatest impact.

FATALITIES
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(¢) A DEPRESSED ECONOMY.

FEWER KILOMETRES TRAVELLED.

There has also been a point of view
expressed that as a result of a recessed econ-
omy, fewer kilometres have been driven,
reducing the risk of road accidents.

And with Victoria suffering more severe
economic conditions, this effect should have
a greater influence on reducing the Victorian
road toll.

However, the facts would suggest otherwise.

Comparing Australian Bureau of Statistics
figures for total kilometres travelled by all
vehicles between 1988 and 1991, NSW
experienced a 9.2% reduction in kilometres,
compared to 5% in Victoria.

Yet in 1992, Victoria's road toll dropped by
21.5%, and NSW's toll dropped only 1.7%.

Economic recovery during 1994 also expos-
es a weakness in this line of argument.

The same social commentators who said that
the lower road tolls were a function of a
depressed economy, were predicting an
inevitable rise in the road toll as consumer
confidence and spending improved, and

. motorists would be prepared to drive longer

distances.

Yet, the Victorian road toll has been reduced
to a record low.

13. SUMMARY:

WHY HAS THIS CAMPAIGN
CONTINUED TO WORK
FOR FIVE YEARS?

Consumer marketing approach.
We were the first to market road safety as
though it were a consumer product.

Major research component.

‘We sought consumer involvement every step
of the way.

Through concept development, and then in
measuring the effectiveness of the communi-
cation against target audience.

Cut-through creative.

We went to the edge to achieve the credibikli-
ty and relevance that are critical to effective
communication.

And we have sustained these disciplines.

"Pull-through' media weight.

We quickly learnt that consistent exposure to
the message was required to cause long term
behaviour change.

Strong Police enforcement.

‘We cannot under-estimate the importance
of co-ordinating with Police activity.

Nor the importance of Police enforcement
through Booze Buses, Speed Cameras and a

highly visible Police presence on our roads. -

Community and media support.

A critical factor in putting road safety

on the social agenda and maintaining com-
munity debate.

" 14, A FINAL WORD.

"...a lot of people have been wishing us
thanks... thanks for all the years on televi-
sion, and the things she's done for people...

...but we just remember her as she was... she
was loving, she was talented...

...and I just hope that all you people out

- there will listen and don't think that the TAC

ads aren't real...
.they're real, and it can happen to you...

..and if somebody learns by this, it won't be
for nothing, will it...

Jenny Coco, the mother of Juanita Coco,
an 18 year-old singer who became popular
on Young Talent Time, in a television news
interview, the morning after her daughter
died along with two others, in a tragic,
avoidable car accident.
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