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• Methodology

• Literature Review

• Significant body of information exists

• Well funded national and international 

programmes

• Best Practices

• Detailed Guidelines for Designing, 

Implementing and Evaluating RSC

• PIARC Group focused on Key Focus Areas in RSC 

for Road Administrations / Authorities

• Use existing literature to develop a Survey 

Questionnaire  

PIARC Report Road Safety Campaigns



• Methodology

• PIARC Survey Questionnaire

• Critical Analysis of the Key Focus Areas of RSC

PIARC Report Road Safety Campaigns

1) Primary Objectives of 

Campaigns

2) Understanding Road User 

Behaviour 

3) Identifying Target 

Audience

4)   Types of Media

5)   Evaluation of Campaigns



• Respondents

Argentina, Australia, Belgium, Canada, 

Cuba, Hungary, Korea, Malaysia, Mexico,

Portugal, South Africa, Spain, Switzerland, USA

PIARC Report Road Safety Campaigns



• Primary Goal: Influence Road User Behaviour

• Contributory Factors to Road Crashes 

1) Primary Objectives of a RSC

Human Factors

93%

Vehicle Factors

13%

Road Environment 

Factors

34%



• Primary Objectives

• Create awareness

• Educate safe and unsafe behaviour

• Change attitudes and beliefs

1) Primary Objectives of a RSC

Change

road user 

behaviour

• PIARC Survey revealed that:

• 72% of respondents had the primary objective of 

creating awareness as a means to changing 

behaviour

• 50% of respondents used all three to influence change

• 100% of respondents indicated that changing / 

influencing road user behaviour is a vital part of their 

country’s road safety strategy



• Why try and influence road user behaviour ?

• People should know what is in the best                     

interest of their own health and well being ? 

2) Understanding Road User Behaviour

• Crashes are random by nature, probability !

• “It won’t happen to me !”

• Many have beliefs that are sceptical or even 

superstitious?

• We often underestimate lack of education

• Would we do things differently “if we knew better” ? 

• Clip 1

• Clip 2
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Clip 2.wmv


• Behavioural Change is a complex scientific field 

of study

• Theory of Planned Behaviour

• Combination individual and social factors 

Intention  Behaviour 

• Design Interventions around the factors and 

predict changes

2) Understanding Road User Behaviour



2) Understanding Road User Behaviour

Behavioural 
Intention
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2) Understanding Road User Behaviour

Have skill and 
experience, 

did it before !

My friends 
speed all the 

time !

No recourse, 
no fine ! No 
Problem !

I’m late! 
need to 
make up 

time!  

Excessive 
Speeding



2) Understanding Road User Behaviour

Have skill and 
experience, 

did it before !

My friends 
speed all the 

time !

No recourse, 
no fine ! No 
Problem !

Intention to 
Comply 

with Speed 
limit

No 
Speeding 

!!!



2) Understanding Road User Behaviour 

• PIARC Survey revealed that only 20% of respondents 

indicated that Campaigns were based on Scientific 

Theories of Behavioural Change, and were instead based 

on perceived behavioural changes that were likely to 

occur

• Main disadvantage relates to the evaluation of the 

predicted changes

• Is the RSC having the desired effect?

• If not, why not?



• The road safety issue/s to be addressed will 

determine the campaign Target Audience 

• Who are involved ?

• Entire road user population 

• Road user type

• Direct / Indirect 

3) Identifying the Target Audience

Plot of Number of Pedestrian Fatalities 

per Age Group
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3) Identifying the Target Audience

• The PIARC Survey Revealed that:

• 89% of respondents indicated that crash data 

was used to identify the Target Audience

• 67% of the respondents made use of crash 

and traffic violation data to identify Target 

Audience 



• Target Audience Segmentation

• Homogenous groups that respond in similar ways to 

the same stimuli

• The PIARC Survey Revealed that:

• Only about 40% of respondents segmented the 

Target Audience of which half segmented by age

mostly

• Segmented Target Audience allows the media and 

message types to be  to be more refined

3) Identifying the Target Audience



4) Types of Campaign Media

Media Type 
Advantages  Disadvantage 

Reach, Information, Costs Reach, Information, Costs 
Television Very Large Reach High Production Costs

Radio Large Reach, High Selectivity Low Attention

Cinema Selective Audience High Production Costs

Newspaper Mass Audience Short lifespan

Magazines Good for Segmented Audience High Noise Ratio

Flyers, brochures Low Costs, Allows for complex 
messages

Low Attention

Direct mailing Good for Small Segmented 
Audience

"Junk Mail" Image

Face to face Highly Effective Low Exposure, High Costs

Telephone Highly Effective Low Reach, High Costs

Internet Website Low Costs Audience Controls 
Exposure

Billboard Posters High Exposure, Longer lifespan Low Attention, Low 
Information Capacity



4) Types of Campaign Media
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PIARC Survey Results:  Media Types Used 



• Social Media

•Target Audience - Segmentation

•Generation Y : Born 1982–2000,  Age group 11 to +/-30yrs

•<Road crashes leading cause 

4) Types of Campaign Media



• RSC are rarely if ever, done in isolation and 

naturally form part of a road safety activity or 

strategy:

• Supporting Activities

• Enforcement

• Legislation

• Education

• Engineering Improvements (Vehicle or 

infrastructure)

4) Types of Campaign Media



4) Types of Campaign Media

Clip 3

Clip 3.wmv


78%
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Enforcement Legislation Education Road 
Infrastructure

Vehicle 
Enhancement

PIARC Survey Results:  Campaign 
Supporting Activities 

4) Types of Campaign Media



• Types of Evaluation

• Before implementation – run pre-test gives guidance 

to type of responses and reception

• During Implementation - Adjust the media plan 

(frequency, duration)

• After Implementation (Outcomes)

• Results or Impact of the Campaign

5) Evaluation Techniques



• Limitation of Crash Results Evaluation

• Crashes (fatal or injury) not always measureable

• Requires Time

5) Evaluation Techniques



• Limitation of Crash Results Evaluation

• Consider crash rates, e.g. per 10 000 vehicles

5) Evaluation Techniques



• Limitations of Crash Results Evaluation

• Impacts on Target Audiences

5) Evaluation Techniques



• Alternative Outcomes Evaluation Measurements

• Awareness levels

• Expert opinion

• Number and types of road users reached

• Change in:

• traffic knowledge

• attitudes

• behaviour reported by individuals

• violation rates 

5) Evaluation Techniques



5) Evaluation Techniques

• The PIARC Survey revealed that:

• 33% of the respondents used increased awareness   

as a success indicator

• 22% used changes in behaviour

• 22% used reduction in injuries and deaths



Conclusion 

• Road safety campaigns form a vital part of a country’s 

road safety strategy – INTEGRATED WITH 

SUPPORTING ACTIVIES

• Road administrators and authorities should understand  

and appreciate the key focus areas of a RSC

• RSC objectives should be guided by available crash 

and offence data

• Available crash and offense data can guide the 

definition of the RSC target audience

• The target audience should be segmented to better 

understand their characteristics and expected 

behavioural changes



Conclusion 

• Behavioural Change Methods must be used to 

better understand and predict road user behavioural 

changes

• The target audiences should guide the type/s of 

media to be used

• Social media is a rapid growing media type for 

specifically for younger road users

• Alternative RSC evaluation techniques must be 

considered, such as changes in behaviour and 

attitude



Thank you for your attention!

cabler@nra.co.za 


