Road Respect Campaign

Northumbria Safer Roads Initiative
tdg - The Design Group
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Project Overview
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Designs have been developed so they are understood ‘at a glance'. Given that 50% of road fatalities

| design style utilises a palette of bright and
highly visible colours that are easily picked up by headlights on outdoor media sites, and clear font styles
which are often shown in white against a black background for enhanced stand-out. Where appropriate
supporting imagery or iconography is used o give context and achieve instant impact. Copy is nearly
always limited to only a few words, ensuring that messages are succinct and memorable.
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Summary of Results

Results are presented using road accident data supplied by Gateshead Council, in March 2010 and other sources (where stated).

Putting data in contexl:

The Department of Transport (DIT) and other road safety bodies generally look at acciden! data (KSI data) by comparing figures oves
& 3 year period. This longer ime frame ensures that the efiects of any 'freak occurrences’ are ironed oul {e.g. bad weather causing
lots of accidents in one year). This leads to figures which are more representative of the actual effectiveness of an initiative

In order te evaluale the effectiveness of the Road Respect campaign in 2009, the below statistics are therefore based on comparing
KSi Data for e ‘rolling’ 3 year period. In thic case: 2006-2007-2008 versus 2007-2008&-2009.
Definitions:

KSl = Killed or Seriously Injured people only {i.e. doesn't inciude minor cuts & bruises)
A 'Collision’ = the crash or accident itself _
A ‘Casualty’ = 2 dealh OR serious injury to someone involved in the crash

(e.q. & car crash invelving 2 cars and 4 people overall represents 1 callision but could mean up to 4 casualties)

Results

Overall Road Deaths and serious injuries in the region reduced by 1.4%
In real terms this represents 8 fewer deaths or serious injuries throughout the year-2009 and. based
on the figures outlined earlier, equates 10 cost savings of up to £14.4million.

More significantly however, having focused much of the 2009 aclivity on getting key messages through
to young drivers (age 17-24), the tollowing figures are observea:

Road Deaths and Serious Injuries among young drivers in the region are
down by 6%

In real terms this represents 11 fewer deaths or serious injuries within this age group of high-risk
drivers and based on the figures outlined earlier equates o cost savings of up to £19.8m.

Crucially the percentage reduction in Road Deaths and Serious Injury amongst Young Drivers is over 4
times greater than the overall reduction figure for Northumbria, suggesting that the specific focus on this
age group has significantly contributed to @ measurable and positive change in behaviour.

Following independent research carried out by Bluegrass Research in February 2010
Awareness of the Road Respect Brand & Campaign increased by 40%

The initial target figure of 25% awareness was smashed with the campaign actually hitting 31% awareness
for its 2009 activity (up from 22% in 2008 and 19% in 2007). When compared to the previous year's
figures, this represented an increase in awareness of 409,

NSRI is responsible for & geographical area with e population of circa 1.8 million, so in real terms these
results mear tnal, as ol the end of 2009:

e over 550,000 people in the North East are now aware of the Road Respect campaign
and what it stands for.

« In 2009 alone: (using the same distribution channels and working to the same budgets)
improved creative delivery has ensured that the campaign resonated with an additienal
162,000 people. This figure is 3 times greater than the larget figure of 54,000.

Positive behavioural change was assured by 27% of respondents

Furthermore...out of those people who were aware of the 2009 campaign - 27% say that specifically due
to their exposure to the Road Respect campaign’s crealive content and messages, they now intend to drive
with greater respect for themselves and other road users.

This equates to almost one in three drivers who saw the campaign now driving more safely, or in real
lerms - over 150,000 people.
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Results (cont.)

Level of engagement with the campaign has increased by 50%

Despite & small reduction in the number of road show-style events in 200$ (vs. 2008), measurable
footiall at these events has actually increased by 50%. [Aimost 7 in 1€ research respondents had
visited & road show event].

More significantly however, the level of ‘visitor engagement’ has mere than doubled, increasing
from 7% {in 2008) tc 17 %. Visitor engagement measures the number of people who chose to spend
more than 5 minutes interacting with the campaian at roac shows. Interactive road show conten! was
significantly enhanced within the creative mix for 200¢,

The 2009 campaign has potentially saved tax payers up to £19.8million:

This is based on the measured reduction figures for Road Deaths and Serious Injuries and the natienally
recognised economic costs for each scenaric.

Given the limited annual budge! on which the campaign mus: operate (£200,000 for all communications
including £50,000 for design) this represents & dramalic return on investment.

Other Road Safety Partnerships now wish to join the campaign

It must be emphasised thal Road Respect is & regional campaign, operating within Northumbriz
only...Howevey, following the impressive results of 2009 and the level of consumer engagement in
the creative content / message delivery, several bordering road safety partnerships (Durham, Teesside
and Cumbria) have expressed interest in adopting the campaign identity and specific content for use
in their own geographical areas. Discussions are now underway te determine how the campaian can
be successfully extended to these areas.

DIT interested in working with Road Respect in Tyne and Wear

Within Northumbriz, the Depariment far Transport has noted the work and recent achievements of
the Road Respect campaign. Under its 'Local Transport Plan’ for Tyne anc Wear, the DT has asked
Road Respect to lead the way regionally in demonstrating how effective marketing communications
can deliver results, in place of traditiona! traffic-caiming measures (e.g. speed humps, 20 zones. elc...)

Funding for the campaign has been extended

Campaign successes have been further acknowledged with the extension of funding for the campaign
through to June 2011. tdg's own contracl has alse been extended in recognition of good work.

The campaign has been short-listed in multiple categories for 2010 CIPR
Excellence Awards

The Chartered Institute of Public Relations (CIPR) Excellence Awards take place each year, recognising
the best pubiic reiations successes throughou! the Uk over the previous 12 months. The judaing proces:
15 rigorous with only & fraction of the 750 entrants making il through to become finalists.

The Road Respect campaign is a finalist in two categories - Integrated Campaigns and Public Sector.

Research Resources

+ Department of Transport - Various publications

« TADU - Traffic Acaident Data Unit (Gateshead Council, Tyne & Wear)

- North East Regional Road Safety Project

- Office of National Statistics

- Independently conducted research results for campaign performance in 2009 and 2008 - 8luegrass Research
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Other Influencing Factors

1) Advertising

Advertising has always formed an integral parl of the campaian each yea, as it provides the broadest
and mosl immediate opportunity for distribution of the crealive content and key messages.

In both 2008 and 2009 il shouid be noled that the level of activity and expenditure in this area was
very similar (approx £80,000) over each 12 month period. Il was distribuied consistently within the
following areas:

Radio: Daily adverts on all major North East Stations (Metro, Magic, Real, Galaxy and Smooth)

Outdoor: 4-6 weeks campaigns on Bus rears, Bus sides Bus interior panels, Metro train interior panels,
Metro station 6-sheel posters and escaiator panels

Online: ongoing low level of activity on regional news medie websile - ralling monthly expenditure
1o an agreed level.

2) Public Relations

The campaign has never benefitiec from an ‘appointed’ PR agency. All press liaison is handled by the
Road Respeci campaign's Communications Manager. Throughout 2009, tde worked closely to advise
on how any new creative interpretations of & coreé message could be positioned to target audience(s)

3) Promotional Activity

Road show-styie events have typified the campaign since late 2006. In 2007, the number of road
show events was increased significantly to take in additional venues (schools colleges, shopping
centres and regional events)

Between 2008 and 2009 however the number of road show events actually decreased by & small
amount (i.e. to focus on quality of venue rather than quantity of events).

4) Human Behaviour

Measuring attitude or behaviour changes within the general public is no! an exact science - il is a
complicated issue with many emotional factors coming into play,

The Road Respect campaign fully acknowliedges that it cannol claim sole and exclusive credit for
preventing road deaths. It is however, the only campaign lo do what it does in the way that it does,
within Nerthumbria. So, given recent hard work and the overall results presented in this document,
we genuinely believe that the campaign can now confidently lay claim tc being the leading influencer
and one of the main driving forces benind safer roads in Northumbriz.

5) Influence of equivalent national campaigns within North East England

In judging this entry, it should be noted that there are also national road safety campaigns run by
organisations such as THINK! and Brake. These campaians cannot be ignored as they have a similar
agenge anc operale throughout the UK (including Norfthumbria,, working Lo national buagets that
are well in excess of that available for the Road Respec! campaign (at least 5 te 10+ times greater).

We are not able te detail the exact budgel / activity distribution for these national campaigns, but
they are not-for-profit campaigns themseives, so two important points should be noted:

1. We are not aware of any public information stating that budgets for these campaigns
have been increased over the period in question (2009) nor were we aware of any noticeable
increase in activity within Northumbria during 2009,

2. As national campaigns they are likely to face the same challenges as Road Respect, except
on & bigger scale - with budgets ultimately being skewed towards more populous driving
areas of the UK, where driving 'problems’ are mare prevalent.
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Other Influencing Factors (cont.)
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“You have to remember that what we’re trying to achieve with the
campaign isn’t easy. Behavioural characteristics and attitudes to
driving are often already engrained in a person’s mind even before
they are old enough to drive...To be successful, you have to deliver
something that is going to ‘cut through’ the preconceptions and
habits...which makes for a pretty tough brief.

tdg has consistently delivered impactful design solutions, often
working within very difficult parameters and to high expectations. In
the context of this kind of initiative, there is no such thing as an
‘overnight solution’ - the campaign has therefore really benefitted
from the diversity of materials developed by tdg and from the strategic
manner in which each piece of creative work has been developed.
Road Respect has a very unique look and feel to it - and it’s effective.

2009 represented the most successful year ever for Road Respect,
we’re really starting to see a difference in the region with more road
users recognising that driving behaviour is an issue of choice. This
has provided us with a great platform for continued success in 2010”.

Jeremy Forsberg
Communications Manager for the Road Respect campaign
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