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INTRODUCTION

The National Highway Traffic Safety Administration (NHTSA) is developing communications and advertising ideas for use in a new drunk driving campaign that combines high visibility enforcement and a communications support.  This campaign will endeavor to influence men ages 21-34 to avoid driving while drunk.  

For this phase of campaign development, four “follow-up” focus groups* were assembled to assess two TV commercial ideas -- each with two different taglines -- plus extension tactics (a variety of social media, mobile messaging and guerilla marketing activities) linked to each of the TV ideas.  All four groups were held in Schaumburg, Illinois, on April 27 and 28, 2011.  A total of 36 respondents participated in the groups (nine per group).

*	In March, eight groups were assembled in Indianapolis and Orlando to assess seven potential taglines plus four TV commercial ideas.  From these groups, alternatives were narrowed to the two TV commercial ideas and the two taglines that were further assessed in the four follow-up groups in Schaumburg.


For all groups, respondents were pre-screened to ensure they met these characteristics:

· Licensed drivers who drive at least 10 miles per day at least twice a week
· (Approximately half of respondents): work in a job that involves some form of hands-on manual labor -- i.e., “blue collar job”
· Self-describe themselves has having certain characteristics that typify risk-takers
· Consume alcohol at least twice a week, and usually consume 3 or more servings of alcohol per drinking occasion

Additionally for each group, a mix of people who were White, African-American and Hispanic was recruited. 

The two taglines used in the assessments appeared as part of each TV commercial: 

· Drive drunk. Get busted. 
· Drive sober or it's all over.

The two TV commercial ideas, in animatics-format, were revealed to participants as simply “A,” “B,” “C,” and “D.”  However, these are the titles of the scripts as they are known by NHTSA and its contractor for this project:

· “Dunker Driving” with the “Drive drunk. Get busted.” line (commercial “A”)
· “Dunker Driving” with the “Drive sober or it’s all over.” line (commercial “B”) 
· “Invisible Cops” with the “Drive drunk. Get busted.” line (commercial “C”)
· “Invisible Cops” with the “Drive sober or it’s all over.” line (commercial “D”) 

Campaign extension ideas connected with the “Dunker Driving” commercial were:

· Guerilla tactic: Vehicles filled with “alcohol” placed in high-pedestrian-traffic venues, along with key messaging linked to the campaign
· Mobile tactic: “Dunk It” mobile phone site and related apps for information and planning
· Social media tactic:  A way to “dunk” a friend via photos; and post the photo on the friend’s Facebook page.

Campaign extension ideas connected with the “Invisible Cops” commercial were:

· Guerilla tactic: Actual people camouflaged to appear in high-pedestrian-traffic venues, along with opportunities for media coverage of passers-by reactions upon “seeing” the hidden people
· Mobile tactic: A “photo bomb” idea where a friend’s photo appears on his (and others) phones with a police officer added to the background    
· Out-of-home media tactic: Bus shelters with translucent images of police officers that require a second-look (along with key messaging linked to the campaign)


TOPLINE FINDINGS

“Invisible Cops” (TV, plus two of the extension ideas) is the campaign approach that more effectively conveys the message that police are stepping up enforcement of drunk driving.

The “Invisible Cops” TV commercial was deemed engaging (“It will get and hold your attention”) and assertive in terms of making people believe that cops are, indeed, stepping up enforcement.  Participants who overtly complimented the commercial liked the unique ways the police officers were camouflaged.  And even those participants who were critical of certain aspects of the idea (see below) thought the line, “They’ll (the police) will see you before you see them” was particularly provocative, relevant and believable.  

Nevertheless, there were a few aspects about the commercial that were criticized:

· The “sneakiness” and “creepiness” of the police officers
· At the beginning of the commercial, the weirdness of the drunk couple walking alone in what appeared to be a dark alley or street
· The implication that officers will allow obviously drunk people to get in their vehicles and drive away before stopping them (a contradiction to the belief that officers should “protect,” and therefore preempt the drunk drivers from even starting to drive)

Virtually all comments about the commercial -- positive and negative -- echoed findings from the Indianapolis and Orlando groups.

Of the communications extension ideas, the mobile tactic (the “photo bomb” idea) and the out-of-home tactic (bus shelters with translucent images) were commended as smart ideas that tied in well with the TV commercial.  The guerilla tactic (camouflaged models in high-pedestrian-traffic areas) was considered too obtrusive and over-the-top to have any positive impact; rather, participants believed most people would find the models as either frightening or simply a waste of money.

(Regarding the “Dunker Driving” TV idea, although a number of respondents expressed that this commercial conveyed stepped up enforcement better than “Invisible Cops,” some negative sentiments would adversely impact the potential of this idea to convey the intended message.  Primarily, these sentiments were (1) the commercial idea is already too familiar and would be regarded as “I’ve already seen it a thousand times”; (2) all the things and people pouring out of the car are too excessive (plus some of the items, such as the guitar and laptop, don’t make sense and are distracting); and (3) it’s an approach that’s too comical for such a serious topic.  Further, of the “Dunker Driving” extension ideas, only the placement of alcohol-filled vehicles in high-pedestrian-traffic areas was complimented; the other two extension ideas were mostly criticized.)


The tagline “Drive sober or it’s all over” in conjunction with the “Invisible Cops” idea is the more effective of the two taglines.

Two attributes about this tagline gave it the edge over “Drive drunk. Get busted.”:

1. The rhyme makes it more memorable and interesting
2. The line’s logo graphic -- a stylized police officer -- tied in better with the commercial idea

Several participants complimented the added implication of “bad consequences” suggested by the phrase “or it’s all over.”


The term “impaired” is not in the target audience’s lexicon relative to “drunk”

Throughout the total of six hours of discussion among 39 participants, “impaired” was never mentioned without explicit prompting.  Most frequently, participants referred to “drunk driving” and “DUIs” throughout all the topics.  Additional slang terms spoken multiple times (without prompting) included these:

· Wasted
· Trashed
· Slammed
· Sloshed
· Hammered

Prior to the close of each of the four groups, a quick exercise was done to compile other terms meaning “drunk.”  “Impaired” was never mentioned.  When asked specifically about the word “impaired,” most responses fell within one or more of these categories:

· “It’s a word no one ever uses.”
· “It’s a legal word, not a word that we say.”
· “It’s too vague, with too many meanings” (e.g., impairment caused by other substances; forms of intellectual or physical disabilities)
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