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Our principles.

Evidence-based solutions

Citizen-centric outputs

Robust evaluation

Measurable objectives

SG outcome focused

Creative and bold!

Rooted in audience insight



Road safety policy background.

?

By 2020, halve the number of 
global deaths and injuries from 

road traffic accidents

We live in communities that are 
inclusive, empowered, resilient 

and safe

Framework Priority Focus Area: 

increasing safer driving behaviours 

of young drivers



Re-framing our marketing approach.

Two opportunities –

1. Reframing our strategic positioning

2. Taking an audience-led marketing approach

?



Young men aged 20-29 a focus for marketing, 

not newly qualified drivers.

?

Inexperience is 
the top 
contributory 
factor for men 
aged 17-25 
involved in 
collisions.  This 
drops sharply by 
age 26+.

Source:  Scottish Government Analytical Services, sample size of 100, indexed by Republic of Media

Speed and control 
for 26-29 year 
olds



Younger drivers are key to addressing the three 

Priority Focus Areas.

?

Source:  Scottish Government Analytical Services, sample size of 100, indexed by Republic of Media

Men aged 26-29 are the most likely 
age group to contribute to a road 
collision or a collision with a 
Vulnerable Road Users due to 
speeding, followed by men aged 17-
25.



Young men – the insight.



So - saying  ‘Don’t Risk It’ to young men….?



Instead we needed to reframe perceptions of 

a good driver and remind our target audience, 

‘The Invincibles’, that a good driver is a safe 

driver, one who is in control.



Creative approach.

?



Creative approach.

?

key family members.



Creative approach.

?

Drive like Gran’s in the car

#DriveSmart





Hero film 3 - Mates





Media strategy.

?

Be the 
content 
they love

Be in the 
content 

they love



Press coverage in key print and online media

Field activity

Partnerships with 
employers, gyms etc



The campaign is helping to reframe perceptions of 

a good driver.

?



What’s next?

?

• Drink and drug-drive festive campaign launches 1st

December

• New social content from Gran focusing on ‘morning after’ 

and ‘best approach is none’

• Partnerships with local pubs/clubs/taxi firms

• VRU campaign launches 11 November – here’s a sneak 

preview….
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Thank you. 
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