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Objectives

* Define and differentiate between human factor research/social
marketing and other social change approach

» |dentify up to three elements of the human factor/social marketing
approach

e Connect elements of the human factor/social marketing process to
Target Zero Initiative of Florida.
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Question

Think back to your most recent work, in
developing an initiative on traffic safety (i.e.
distracted driving), what are some of the

initial steps you took?
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https://www.youtube.com/watch?v=Nnt0LA1axAY

What is this ad selling?

A.Hide behind a larger vehicle while driving to
avoid police

B. Slow down to not get stopped by police

C.Drive safely and observe speed Iimits
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What Is the key promise?

A. Driving while focused on the road helps you
avoid police

B. Driving the speed limit will help avoid accidents

C.Driving the speed limit keeps you and your
family safe
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Who iIs this ad for?

A.Individuals driving a vehicle

B. Passengers of a vehicle

C.Law enforcement
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Congratulations!

_ _ _— . ————————
You've just absorbed some key lessons about human
factor research or social marketing.

»Behavior specific — focus on specific ask
»Benefits — What the end-user wants, needs, aspires to be..
»Exchange - If you give up this, you can get that

*Audience segmentation - One size fits all — not a good strategy
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Soclal marketing

An approach to changing behavior capitalizing
on traditional marketing tools to promote
sustainable and positive social change

Human- Guided by
centered Research
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Social Marketing I1s Not

= Social Media ENRICH

NOT EXPLOIT.

(It’s in our hands)

= Advertisement

» Using social causes
to sell products
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Traditional approaches...

=EXxpert driven

= Education ToP DOoW

= Persuasion

= Behavioral change
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Traditional approach audience focus...

* Focusing on the “hard to reach”

= Focusing on everyone Why don't
THEY do it?

= \When we can’t reach them, we ask...
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Mindset of a marketer...

= \What Is wrong with our programs?

= \What do we need to offer to offset their costs?

= What would make our product more attractive than the
competition (what they are currently doing)?
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Core Principles of Human

Factor Research/Social
Marketing
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Specific behavioral focus.

= Knowledge isn't enough
= Educating people will not lead to

change
= Telling people will not lead to

change

= Strategic decision about the
behavior you wish to influence.
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Segmenting audience

e “One size doesn't fit
anybody very well”

 Responsibility to manage
resources
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Exchange (What’s In it for me)

Costs Benefits
(Barriers) (Motivators)

e Getting people to turn
on do not disturb

 Benefits > Costs = Control over
Value (relative to S
competition)
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Example: Speed Camera Lottery

e
* Focus on reducing speeding in Sweden

» Engaged people by offering a reward
for obeying the speed limit

* The average speed was reduced by
22%

= An example of behavior change
coupled with changes in design.
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Core Principles

e ——————————————————S
= Specific behavioral focus

= Segmenting the audience

= Understand
competition/exchange

= Develop integrated marketing
mix —4 P’s
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Target Zero

lllustration of Human
Factor Research/Social
Marketing in Action




Target Zero

The Problem:

* Transportation-related
serious injuries and
deaths across Florida

@  ONFLORIDA'S ROADS...
iiiiiiii 8 daily fatalities

= Driver behavior is a HTTITITITTITTY P
contributing factor T 49 icjnjmjﬁes

i aaidddiidgg
TARGET @
FATALITIES & SERIOUS INJURIES

But when it comes to human lives, no
fatality or serious injury is acceptable.
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Source: 2021 Florida Strategic Highway Safety Plan
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Developing a Solution

o
\/\ H
To eliminate serious

Data Driven Human Factor injuries and fatalities

Approach throughout the
state's transportation

system
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Evaluating Previous Campaigns

» TZ focused on identifying reasons for the behaviors contributing to
crashes (pre-cursors) and developing influential messaging
addressing those behaviors

Precursor Driving
behavior behavior

How do we mfluence
change at this point in
time?

. Crash
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Behavioral Focus and Audience Segment
.,

= Behavioral Focus — Fear of missing out (FOMO), anxiety with
missing notifications from family, employer and friends.

= Audience Segment: Young Males 22-27
* Informed by formative research and existing research

* Reasoning
0 Young adults emerging into financial independence
0 Assuming responsibility for own health insurance
o Entering long-term relationships
o Assuming responsibilities for loved ones — including children
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Existing Data = Primary Data Collection

Evaluation of
current work

Review of existing
campaigns for similar
audiences

Why? Way of learning what
works and what does not. Able
to assess whether there is
something to build upon/the
need to start from scratch.

SOUTH FLORIDA

Focus

Community Input Groups/Interviews

Discussions with community
partners and organizations

Young males 18-34

o Why? Ability to have
Why? Share insights into what long-form discussions

Is feasible, sustainable, and : : :
influencing our priority with population in a

population space that fosters open
dialogue




Target Zero — Focus Groups with young males

FORMATIVE RESEARCH QUESTIONNAIRE

Gaining insight on young males driving ot e R e ok eraioe
presentation/facilitator includes tech details, infroductions, and rules of eugagement]|
behaviors and experiences et e s roup e e i et f s e e i

To get us started, let’s learn a Liftle more about one another. This will help us to

learn the names, but also to make sure our audio and camera continues to worlk

1. What is your name and what do you like to do for fun when you have free
time?

Thank you, let’s get started...

| Three (3) Florida regions: 2. E‘i}fl‘:ig.rewmecha.ractm‘ist{cs,macﬁnﬂsyouassociatewithagoodorsafe

< Probe: What do they do? How does what they do. make them a safe

* Miami-Fort Lauderdale dnve, Wt e somesction ek Yo e

No one leaves the house with the intention of getting in a crash or get injured

® O rI an d O—VO I u S i a 3. Continuing the discussion, What gets in the way of you being able to drive

safely?
o Probe: Of the points that you shared, what i3 one that must be

[ J Tam p a B ay_ addressed before any change in behavior takes place?

o Probe: What is something that could help to reduce these barriers?

up, in order to drive safely?
Let’s move to discuss what you see while driving...

= Four (4) virtual focus groups per region I T g v g e v

o Probe: how about speeding? Not paying attention to traffic lights or

with young males between the age of 18 B e g o
and 34.
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Key insights

Curbing risky driving behavior centered first on the
cell phone, second on the driver and third on the
environment.

= Barrier to safe driving — driver connectedness,

feeling of wanting to be connected to their
work, friends, family

= Where they learn how to drive — electronic
media, people such as family members

= Influence on risky behavior — environmental
distractions
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Marketing Mix —4 P’s

—_———————————————
Price Which costs to
lower?

Place Where to offer
products?

Product Which benefits
to offer?

Promotion What
spokespersons,
Information
channels,
activities?

]
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Product Strategy what are the benefits we can offer?

CUSTOM DO NOT DISTURB
MESSAGES

- - 1 "
PR -
DRIVE TIME - e N r
) lw,l
. k. — D yow knzaw mons wmamsrones ke ar pussrephy Seaure o
whish youUne o the road? Tunn on Do not DISu before you Srtee
mnd let the phone do all the hard work while you ride nd

= 2 " B FLVIBE GUY'S FLVIBE BUY'S
YOU TIME | A LO-FIBEATS | FEELTHE
How to enjoy your next trip _ __,.-"' RUUVE
- I m:umln

STRESSED BEHIND THE

WHEEL? P
We've all bean there! Anxiety and stress can have ,ur,uu running in circles, espedi shind tha whesl '\-__,..!"' L "-___--"-

That's why we've collected some resources 12 help make drive rlme\‘OLl tima. T FLVIBE GUY'S

Balow you'll -"inda':aﬂe‘.','cfnlayi-sts ccs‘.n-rr o 'ﬂl: dist rb messages, and more to halp you and BBUL AS A BukE VIBE EI.IY
e e . CLASSICS DOWNLOADS
Kiviree soimesie hat ieodi & riendly rersinder b0 dive salely” Use airy of oul premiads images 1 givt them a gertle push.

@.. ||||I|||m||||||u|||| |I||I|||ur||||||u|I||. e
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Price Strategy — which (in)tangible costs to lower

Maximizes need for personal down time, utilizes a feature already embedded In
their cellular device, Setting do not disturb prior to ride limits distractions and
asserts autonomy and independence

 Young men want to feel: In control, respected, valued, honored, free, safe,
private, proud, winners, masculine

 They value: Authentic connections (with influencers), autonomy, self-control,
power, winning, being envied, impressing peers
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Place Strategy — where behavior occurs/decision-making
., ———————————————————————

Place Strategy: Making young males’ personal vehicle driving
environment safer from point A to point B.

Cell phone: Eliminate distractions
Driver: In control of decision making
Environment: Create a stress-free atmosphere
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Promotion Strategy — Where information iIs received
Y
Young males learn how to drive and get information from electronic
media and people close to them such as family members

3{:.-,.- : = .- »
DO NOTDISTURB Promotion Strategy: Community
and sporting events throughout
the state. Social media and paid

advertisements.




Want to learn more, stay engaged...
_ _ e E——————————————
= Social Marketing certificate at USF College of Public Health
= Workforce development trainings on social marketing
* Develop social marketing-based solutions for traffic safety

Contact: Mahmooda Khaliq Pasha, PhD, MHS, CPH

mkpasha@usf.edu
813.974.4390
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