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Road Safety affects many families in Western Australia every year. Last year alone, 
161 people lost their lives on our roads, and thousands more were seriously injured.  
This has a devastating flow-on effect to loved ones, family, friends, workplaces and 
has a significant impact on lifestyle due to permanent disabilities. Since the State 
Road Safety Strategy, Towards Zero 2008–2020 was introduced, there has been a 21 
percent drop in the number of fatalities in Western Australia.  However, every road 
death is one too many, and we need to ensure that as a state we are doing as much 
as possible to reduce this issue that changes lives and families forever.

Towards Zero outlines the philosophical Safe System approach to reducing road 
trauma, which requires the pillars of safe vehicles, safe roads and roadsides, safe 
speeds and safe road users.

In 2015, 60% of fatalities were a result of crashes with recorded driver behavioural 
factors.  Of the critical injuries, 62% were a result of crashes that police suspect 
involved at least one driver behavioural factor.

Educating and improving driver behaviour encompasses consistent education and 
enforcement strategies and activities to be fully effective.  Health promotion principles 
tell us that when a small individual risk is widespread, the behaviour of the population 
must be changed.  

The road safety education campaigns, which have been run in Western Australia over 
the past 15 years, have been successful in raising awareness of the priority of road 
safety issues and have assisted in keeping the behaviour of drivers and road users in 
check. These campaigns have been coordinated where possible with enforcement 
activity to assist in the believability and credibility of the campaigns. They were 
developed and tested based on crash data, crash types and the evidence collected on 
a case by case basis The campaigns were measured and reported on the community 
as a whole, and certain target groups with reference to message takeout, wear out and 
intention to change.

This methodology had been successful and effective, but I wanted to know if we could 
find out more from the community in how we were communicating with them, and 
whether we should be looking at other methodologies or messages.  In 2012, through 
a large community engagement process, we introduced positive messaging on the 
topic of speed, and it was targeted to the segment who were ‘always rushing’. Through 
insights collected at that time, we established that people needed some hints on how 
to slow down, as their speeding was not intentional, and they were leading ‘hectic’ 
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lifestyles.  This was the first time that health promotion had entered into positive 
messaging (away from negative consequences) and it proved to be effective with the 
target group. It resonated with them, provided information on how to control this part 
of their life on the road, and is still quoted by many today.

This experience kept me interested in the benefits of consumer insights, and also 
provided some hindsight into the Nudge theory, and the opportunity to review 
behaviour change theory to maximise or effectiveness and improve the efficiency of 
results and improve the behaviour and attitudes of drivers on our roads.  This should 
then have a flow-on contributory effect on reducing road crashes and trauma.

The behaviour change model we follow promotes the following 4 stages:

• Raising the salience of the issue,
• Personalising the behaviour,
• Shifting the individual’s attitudes,
• Changing the behaviour to the desired state.

In 2014, I was keen to revisit the behaviour change process model we followed, the
approaches we used, and to build our knowledge and understanding of the community 
and their thoughts and attitudes about road safety.  This information would provide 
essential intelligence for us to develop campaigns which would be more appropriate, 
targeted and effective.  We wanted to reconnect with the community to understand 
more holistically what their behaviours and attitudes were in relation to the issues most 
predominant in serious and fatal crashes in WA.

The underlying theory of addressing behaviour change relies on understanding where 
people’s attitudes and behaviours are in relation to specific topics, identifying what you 
are setting out to change, and measuring any changes made.  We did not have up-to-
date information at the level required regarding our priority areas and needed to 
establish the current community attitudes and behaviours.

The project was developed using a collaborative approach with our key behaviour 
change partners being creative and research bodies.  TNS and 303MullenLowe had 
both been involved in National health campaigns which were already basing their 
strategies around changing models and approaches, and it was a great opportunity to 
involve them and engage on their knowledge, skills and experience to determine a way 
forward for us to explore.

The resulting agreed approach which was to be led by TNS involved three stages, 
each of which provided new information, and through their expertise in this field, were 
able to lead the Commission to discover information and insights about the various 
segments in relation to each issue, and determine the focus of the next stage based on 
the learnings and information from the preceding stage.  The way forward involved 
understanding the community attitudes and behaviours on our specific topics through a 
staged approach, using a robust sample size in both number and geographical split 
between metropolitan, regional and remote WA.

• Stage 1 - Market segmentation according to the 4 identified key behaviours.

• Stage 2  - Quantitative and Qualitative deep dive study on the priority segments
identified for further information regarding the driving behaviours.
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• Stage 3  - A Super-Group forum, aimed at engaging with specifically selected 
and recruited participants to better understand what they do, and the potential 
messages and methods we could look at to address the issues.

Stage 1 - The segmentation phase

In this preliminary stage, we engaged with 1500 respondents, and by using the Sheth-
Frazier segmentation model, we were able to understand what the community were 
thinking and how they were behaving relating to the topics of speeding, drink driving, 
seatbelts and using mobile phones while driving.  The Sheth -Frazier model provides 
us with a matrix of 9 segments, ranging from positive, neutral and negative attitudes, 
which then get coded by the behaviours these respondents actually do in the order of 
never, sometimes and regularly.  Once these matrices had been completed, we were 
able to identify where we needed to place more effort, and where people were acting 
appropriately.  

This was new and critical information for us moving forward.   The words attitude and 
behaviour are used in various contexts by many, and for the first time in WA (and 
Australia as far as we can establish), we were now able to understand what those 
relationships of attitudes and behaviours on our roads looked like for the topics we 
investigated. We also now had evidence to support that there were drivers who were 
simultaneously engaging in other negative driver behaviours on our roads. 

This stage also provided us with basic profiles on the following variables: 

• Age
• Gender
• Working status
• Income
• Frequency of driving
• Type of licence
• Personal affiliations (describing themselves as risk takers)

At this point in the project, we were able to clearly see the size of the segments for the 
four behaviours tested, and had enough information to understand their profiles.  Many 
research projects would stop here and write their marketing strategies based on this 
information which is quite robust and information rich.  What we wanted further to this 
however, were the insights that went with this information.  Why do people undertake 
these behaviours, and what do they believe of themselves while driving on the road?  
This would help us develop appropriate messages and strategies to address these 
attitudes, and possibly start to influence some behaviour change practices.

Stage 2 - The deep dives (qualitative and quantitative),

In this stage we used a mix of traditional and non-traditional research methods to flesh 
out the ‘why’ and ‘what’.  Due to the deeper nature of the research required, it was at 
this point we focussed our efforts on certain segments in speeding and mobile phone 
use.
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It was not considered that traditional focus groups would provide us with any new 
information on these topics at this stage.  The participants chosen for this stage were 
committed to participating in an on-line forum over a two week period with some 
observation work and reporting, and diary keeping.

The amount of new knowledge and insights we received from this stage was 
staggering.  We could build a picture of the types of people who were in the segments, 
why they drove the way they did, and some of the attitudes they hold about these 
behaviours.

We also started to get an understanding of the actions and messages required to 
make them change their behaviours on the road. It was clear that those drivers in 
segments 4 and 5 did not see themselves as risk takers, and they justified their 
behaviour on those ‘sometimes’ moments where they made a mistake, or it was 
necessary for that situation or moment.  They were also the group that if they were 
caught once, they were highly unlikely to reoffend.

Many respondents commented on the embarrassment levels of being ‘caught’ by the 
police for road violations, with some of them also stating that they would be 
embarrassed to tell their friends. This insight provided useful information relating to 
the continued use of enforcement messages and that they were of particular relevance 
and effective reminders for many segments.  However, this alone was not enough for 
all segments.  Segments 6 – 9 needed to see the actual back up of evidence of being 
caught on the road, ie seeing police out there, or speed cameras.  We will now be in a 
situation where we will be able to monitor the movement between the various 
segments in years ahead for these campaign topics.

It was becoming increasingly clear that segments 6 and 7 were a hard group to 
change, as even though they had the right attitudes, they still thought they were good 
drivers and ‘in control’.  Segment 9 displayed low attitudes and regularly undertook 
negative driving behaviour.  

Through this in-depth research we discovered that messages around death and 
serious injury did not affect segments 6-9 at all.  They considered that they were 
always in control of their vehicle and that crashes were not going to happen to them.  
They were far more concerned about losing their car or their driver’s licence.

This was an incredibly rich insight, and it provided the evidence for us to create a 
campaign built on this segment’s fear of losing their independence. The research also 
allows us to share the information with Police to support and demonstrate how their 
efforts in enforcement on the road is an effective and a necessary tactic.

Through this research we were compiling a brand new approach to addressing the 
education process and direction for road safety campaigns in WA.

Stage 3 -   The Group workshop 

In this stage, we worked with the research agency, the creative agency, key people 
from the Road Safety Commission, invited attendees from government, and 10 
participants from the segments identified who undertook negative driving behaviours 
relating to speeding and mobile phone use while driving.
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The participants selected for this session were auditioned for creativity, as this group 
was also going to be used for developing ideas and messages for us to consider in our 
future campaigns.  In fact, they were also tasked to not use or look at their phones on 
the journey to the workshop, which provided interesting discussion early in the 
workshop.

Through the day, it became evident to this group how risky their behaviours were, and
through a process of role playing scenarios, workshops, activities and open sharing, 
their input and thoughts were recorded and discussed as to their potential use going 
forward.  There were very open comments made regarding how, why and when they 
use their mobiles while driving, and having discussions with them understanding why 
they undertook this behaviour while driving a vehicle.

Throughout the workshop, valuable insights and information were provided by the 
participants and these were used in the development of new creative content for the 
campaign.  There was also a lot of discussion regarding how this segment receives
their information; both through advertising or individual seeking of information.

By the end of the day many of the participants commented how they hadn’t even 
looked at their phones all day, and how surprised they were at themselves that they 
hadn’t looked at them, nor did they feel that they had missed out on anything going on 
outside their lives. One benefit of the day to us, was the understanding we were able 
to collect relating to how they felt, reacted and changed with new information provided 
to them, but also for us to understand how hard it is for this group to not refer to their 
phone for the duration of a trip.  The mobile phone had become a ‘habit’ to them 
already while they were driving.

Although we learned a lot of information through stage 3, I am not of the opinion that 
we would necessarily gain too much additional information running this stage again for 
a few years.  Stage 1 and 2 collectively provided us with enough new and detailed 
information and insights to develop and plan our campaigns going forward for the next 
few years.

Putting the Information and the insights together

After the 3 stages of the project were completed, and the interpretation and 
presentation of findings through TNS, the Road Safety Commission was now in a 
place to review what we were presented, and to develop a new direction for our 
campaigns, based on solid research, deeper understanding of the various segments, 
and what we would set about establishing as the best and most appropriate measures 
for short, mid and longer term behaviour change for road safety in WA.

The campaign plan was re-established to focus our efforts on 5 priority areas, and to 
support these campaigns with other smaller campaign messages of our minor 
campaign issues.  For the priority 5 campaigns, two major new pieces of work were 
established as a direct result of this research; one addressing and acknowledging the 
good drivers (segments 1-3) and as such setting the ‘social norm’, and the other new 
campaign directly targeting those risk taking drivers in segments 6-9.  

The first campaign was to address our Zero Heroes.  Thorough the research we could 
see the number of people doing the right thing all the time, and through collaboration 
with Department of Transport we could also find that 800K people (over half the driving 
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population) had no demerit points for the past three years, and almost 1.3million 
drivers had not received a demerit point in the last year.  This was useful information 
for raising the ‘social norm’ in the community, and that the majority of drivers were 
good drivers, and we wanted to acknowledge them, but also we wanted to challenge 
them to influence their circle of friends, family and others to drive well also.  They could 
become road safety ambassadors!   We had not addressed the social norms as 
directly before, and it appears to be resonating with the community already.

We further spread this message through a partnership with the West Australian, who 
ran a competition for Zero Heroes and provided a free fuel prize for the winner in the 
metro and regional areas.

This topic had not been addressed previously, and although too early to provide any 
campaign metrics as yet, the feedback so far has been positive, and many of the social 
media comments have been liked, shared and discussions have been captured in the 
media.

The second major new campaign direction was addressing the ‘risk takers.  This was 
done through a series produced depicting the life of a young man who lost his licence 
for 3 months, and needed to have his Mum drive him around.  This was fairly awkward 
at times, and as a 9-part series, is being released through social media channels, 
mass media and being shared through multiple digital properties.  The series “Time 
with Mum’ has already been recognised as a successful campaign on many levels, 
and is being shared well within the community.

Conclusion

This process has driven the development of our community education program for 
2016/17, and has provided insights we can share with other agencies regarding their 
role in reducing road trauma. This process has set a new benchmark in our behaviour 
change program to address road safety in Western Australia.

Without the collaborative efforts of the research agency, the creative agency and the 
number of people and participants involved, we would not have been provided with 
these rich insights to our business.  This has certainly taken us on a new level, and we 
are keen to keep progressing and monitoring the progress and effectiveness of this 
work over the coming years. It has provided enough knowledge and information from 
a robust sample size through a methodology which was well developed, and has 
provided The Road safety Commission with a new segments to talk with, about and 
engage with at many levels, on topics we now have more understanding of community 
insights which we then address through close collaboration with our major creative, 
media, research partners and our own knowledge and processes.

This project has been well worth the investment, and we are implementing the 
knowledge we have discovered over the next 6 months and look forward to reading the 
effectiveness measures and the changes we can make in the behaviour change of 
road users in Western Australia.
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