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What We Are Going to Cover TodayWhat We Are Going to Cover Today

• The Disciplined Process

• A History Lesson

• What Did We Learn?

• Tools You Can Use



• Policy
• Program

•• Traffic ResearchTraffic Research
FARS DataFARS Data
Enforcement DataEnforcement Data
VMT DataVMT Data

• Communications
•• Market ResearchMarket Research
•• Communications PlanCommunications Plan
•• Creative DevelopmentCreative Development

The Disciplined ProcessThe Disciplined Process

Program

Communications

Policy



In public health campaigns 
communications 

must support programs that work
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The 1970sThe 1970s



The 1980sThe 1980s
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The 1990sThe 1990s



Big Idea in the 1990sBig Idea in the 1990s

• The benefits of clever, creative appeals 
to buckling up had been achieved
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We Know What WorksWe Know What Works

Campaign Publicity Enforcement

Heightened Awareness/ Perceived Risk of Punishment

Fewer Fatal and Nonfatal Injuries

Higher Seat Belt Use



Developing the right message…
For the right audience…
In the right place…
At the right time.

Changing Behavior Through Media and MarketingChanging Behavior Through Media and Marketing 
That Support a ProgramThat Support a Program



Lessons Learned  Lessons Learned  

• Use data to identify your target audience
• Test messages to be sure they resonate 

with audience
• Develop creative material that tracks with messaging
• Don’t mess with the brand – be firm
• Use enforcement messages to support enforcement and 

social norming in off enforcement periods
• PSA’s don’t solve the problem 



Tools You Can UseTools You Can Use

Programs
• Mobilizations/Crackdowns
• Sustained Enforcement

Products
• National Communications Plan
• Communications Calendar
• Planners
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Communications Communications 
CalendarCalendar



www.TrafficSafetyMarketing.gov



Strategic Communications Strategic Communications 

• A system, not a slogan

• A program, not a press conference

• A benefit, not a message

• A long-term effort, not a one-time shot
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