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Campaign Briefing


Speed – Live with it

(Campaign to make speeding socially unacceptable amongst all adults)








Launch date: 4th January 2010

	Introduction

 

	This briefing provides you with an overview of the plans to re-run the ‘Live with it’ anti-speeding advertisements early in the new year.  The campaign was developed in 2008 and aired for the first time early in 2009 in order to refresh our speeding message and build impact.

	Background



	Speed is still one of the biggest single contributory factors in fatal road accidents.  In 2008, 4,685 people were killed or seriously injured (KSI) in crashes where a speed contributory factor was reported; 586 of these were fatalities.
   

We know that there are many reasons why people speed: time pressures, distractions, tailgating, media images that glamorise speed and make it seem socially acceptable and a sense that ‘everyone else is doing it.’  Phase One of qualitative research undertaken in July 2008 revealed that we are also up against ‘internal’ barriers to changing people’s attitudes to speeding: 

· ‘Fast is fun’ – it gives people a sense of freedom (e.g. from family/work duties etc). 
· People feel insulated in their cars – ‘in a bubble’ - which removes them from wider society and normal rules.  
· A sense that behind the wheel, people are transformed into a different being – not directly answerable to the person that they are in other contexts.
· Driving magnifies aspects of people’s self-identity and emotions such as excitement, thrill, anger, resentment, etc. 

· There’s a widespread tendency for people to distance themselves from the probability of an accident happening (e.g. thinking it’s more likely to happen to someone else, etc) and believe that they have weighed up the risks in a rational way.  

The Speed campaign aims to address these barriers and puncture the myth that ‘accidents only happen to someone else’.  


	Campaign Objectives



	To convince drivers that the speeds that they perceive not to be dangerous are in reality putting themselves and others in danger.   

Key Performance Indicators: To increase the number of drivers who agree strongly that a few miles an hour over the 30mph speed limit can make all the difference between life and death. (59% of drivers currently agree strongly: BMRB April 2009.)   

To increase the number of drivers who think it is extremely unacceptable for people to be driving at 40mph in a 30mph speed limit area.  (56% of drivers currently think it is extremely unacceptable: BMRB April 2009.)  

	Target Audience & Messages 



	Broadly speaking the target audience is all adults.  This is because the reality is that speeding is an everyday event for many motorists.  While young men (aged 17-24) feature most prominently in the casualty figures, a survey showed that over 70% of drivers admitted to speeding (Source: BMRB 2007).  Four types of drivers who speed have been identified:  

· Unintentional speeders 

· Moderate occasional speeders 

· Frequent high speeders (“excessive speeders”) 

· Socially deviant drivers (“excessive speeders”) 

(Source: ‘Effective Interventions for Speeding Motorists’ by Fylan, Conner et al.) 

However, qualitative research to explore initial advertising concepts (Flamingo Stage 1, July 2008) showed us that these typologies are not mutually-exclusive.  The average driver will demonstrate behaviours from more than one of the above categories.  Although drivers may exhibit predominantly one behaviour, actions are often driven more by occasion e.g. running late and speeding on a familiar stretch of dual carriageway when there is little traffic and the weather is fine or driving below 30mph on a residential street next to a park where children are playing.   
Stage 2 of the research showed that the strongest approach would be to focus on the consequences a driver faces if they kill an innocent person while speeding.  The lifetime of guilt that killing another person brings was enough to puncture the feeling that ‘accidents only happen to someone else’.    



	Campaign Activity 



	A second burst of the ‘Live with it’ TV, radio and cinema advertisements is planned to run from 4th January 2010 until 31st January 2010.  

TV will continue to provide broad awareness of the campaign message, create discussion and encourage belief that speeding is socially unacceptable.

Cinema will reach our audience in a captive and impactful environment, which allows for a heightened level of emotional stimulation.  

Radio is a key medium to reach people when they are in the act of driving.  Timings are therefore targeted around drive time.  In addition, data from Reported Road Casualties Great Britain shows that the likelihood of speeding increases from 5pm and between 8pm and 2am, so our airtime will be up-weighted against these times.    

	Campaign Creative 



	Please click below to view the Live with it advert:

http://www.dft.gov.uk/think/focusareas/driving/speedurban?whoareyou_id=&page=Overview


	Campaign Resources available



	Please visit the link below to view and download the adverts.  Click on ‘speed’ in the catalogue to order campaign posters.

http://think.dft.gov.uk/think/mediacentre/


	Campaign Evaluation 



	The campaign will be evaluated through post-tracking research which will gauge changes in attitudes and awareness on key measures such as the temptation to speed and support for the 30mph speed limit.  The results of the tracking research will be available in February 2010 and published on the THINK! website Feb/Mar 2010 at http://www.dft.gov.uk/think/mediacentre/recent
    

	For further information 
Lauren Psyk, Campaign Manager: lauren.psyk@dft.gsi.gov.uk or 020 7944 4640
Camilla Wilkinson, Team Head: camilla.wilkinson@dft.gsi.gov.uk or 020 7944 4687
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