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Road Safety Campaigns

4.1 Summary

A well designed, targeted and researched road safety campaign comprising the appropriate
elements of education awareness, training and publicity and that deals with both attitudinal and
behavioural factors leading to collisions is vital. Remember the following important points:

Expertise and experience in launching effective campaigns is available. Check with Road
Safety GB and regional road safety groups prior to designing and implementing an in-house
campaign.

Ensure that all campaigns are evidence-based and targeted, rather than driven by out-dated
stereotypes.

The budget for any road safety campaign that supports engineering measures should be built
in to the scheme’s costs.

Liaison with neighbouring authorities may result in cost and resource benefits when a problem
is experienced across boundaries.

A regional campaign brings benefits of scale and is recommended when there is a generic
problem in the region, allowing remedial measures to be offered in the home area of high-risk
riders.

Every opportunity should be taken to include vulnerable road users in any educational or
promotional campaign.

Sponsorship opportunities exist, especially from those associated with retail or leisure services,
and provide excellent opportunities to present initiatives to riders at their own gathering places.
Ensure that all campaigns are monitored and evaluated.

4.2 Context

Road safety campaigns are a vital component to improving the safety record of motorcyclists. Rider
attitudes play a major role in determining rider behaviour, irrespective of age or trip purpose. Measures
designed to influence behaviour must address these attitudes and take account of the spirit and
individuality often expressed in choosing a motorcycle as the travel mode. Riders respond better to
messages that relate to their own perspective and are likely to ignore general “must do” or “must not do”
messages
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4.3 Education

Education through publicity successfully affects attitude and behaviour but, for it to be truly effective, it
must be:

+ Research and data led. Analyse the physical and psychological factors leading to collisions and devise
valid counter-measures.

+ Carefully targeted at its audience. Rider consultation and negotiation will help to ensure that content is
appropriate. The target audience may include other road users.

+  Welcomed by that audience. It must be meaningful to its audience and contain specific advice or
benefits; general warnings to ‘ride safely’ are meaningless as most riders think that they are already
riding well.

+ Evaluated in order to measure its effectiveness.

4.4 Training

Appropriately designed training which addresses skills, attitudes and the particular risks faced by different
users effectively complements publicity campaigns. Try to avoid prescriptive skills training formats and use
the results of collision analysis and the individual’s existing performance weaknesses to guide the content.
This can involve tailored assessments of rider ability.

4.5 Partnership Working
4.5.1 Internally

Road safety education campaigns are most effective when combined with their engineering and
enforcement counterparts. The project engineer responsible for road layout changes should keep their
Road Safety Officer (RSO) colleagues informed but, ideally, involve them at the design and road safety
audit stages. Police cooperation may also valuable.

A publicity campaign can explain engineering changes to a road layout, the reasons for these and can be
backed up by enforcement when necessary. It is recommended that education and publicity budgets are
included in scheme costs.

4.5.2 Across Boundaries

If there is a specific problem within the boundaries of the authority which is not peculiar to any one site or
group of sites, then a local campaign, carefully targeted to address the root cause of the problem, is worth
serious consideration. Liaison with neighbouring authorities and police forces may highlight a ‘shared’
problem which no individual body can overcome in isolation. Co-operation with neighbouring authorities
is then cost effective and facilitates publicity both where riders live and at the location of concern. Riders
often travel some distance from their homes to favoured riding areas but are most likely to be reached by
campaigns close to their homes.
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4.5.3 Across a Region

At a regional level, it is recommended that the ‘higher risk’ groups are targeted, including sports bike
riders and urban commuters. Again, this requires analysis of the factors that lead to collisions and
the implementation of measures designed to address them. Best practice involves a combination of
educational and psychological measures designed to influence rider attitude and behaviour, provide
appropriate needs-based training and implement consistent and supportive enforcement.

4.5.4 Nationally

+ Central and local government have forged excellent links with the motorcycle manufacturer/retail
associations and key rider and training groups to share knowledge and coordinate activities. For
example, an ‘edutainment’ rider safety DVD “A street, a track, an open road” was produced with the
Motorcycle Industry Association (MCIA).

+ Road Safety GB is the main ‘clearing house’ for local authority educational and publicity measures
and it is recommended that the appropriate Road Safety GB adviser be consulted before initiating any
new measures. Obviously, collaboration between all interested parties is essential to attain cohesive
and effective approaches and to avoid duplication. The Road Safety GB web site includes examples of
previous schemes.

+ The Road Safety Knowledge Centre, which has been developed by Road Safety GB with funding from
the DfT, is a web-based library of road safety related information and expertise and is available free of
charge to subscribers.

+ The Road Safety Observatory provides access to independent road safety research and information for
those working in road safety and the public. The programme, which provides access to research on a
range of road safety issues, is run by a board of UK road safety organisations and the Department for
Transport.

+ The European Safer Urban Motorcycling (eSUM) Action Pack is a guide to help politicians and
engineers organise their work when promoting motorcycle urban road safety

4.6 Determining Target Audience and Message

Arguably, there is no single target or message for an effective and overarching campaign. Riders choose
their mode of transport depending on their individual needs and cultural influences. This means that the
message to be propagated differs considerably depending on the target audience. Generic warnings

to ‘ride safely’ often fall onto deaf ears because the target audience does not recognise that they are
intended for them. The Government’s “THINK” campaign provides an excellent opportunity to tie any local
campaign into a nationally recognised approach.

When identifying and analysing the potential target audience, it would be helpful to understand the broad
yet distinct motivations, aspirations and perceptions of safety experienced by different rider groups. In
2009, the DfT commissioned research that explored motorcyclists’ attitudes to safety and their decisions
which impact upon safety. The report identified the seven segments of rider, each with their own
behavioural patterns and collision propensity rates.
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Groups of riders choose their own level of risk, consciously or otherwise. If there is a particular problem
within a defined locality then in-depth analysis of police collision reports will identify specific collision
involvement factors for the different rider groups. This facilitates the creation of appropriate interventions
involving publicity, training or education, together with engineering and/or enforcement. Further
investigation by someone skilled in riding may be valuable in supplementing the raw data available from
police collision reports. This is a relatively straightforward task at a local level but will need greater effort
to achieve on a regional or national basis.

Groups that may need to be targeted, depending on the local situation, include:

+ Teenage moped and scooter riders: The attitudes and behaviours exhibited by this group of riders can
often be influenced by peer pressure or fashion trends.

+ Urban riders: This group is often exposed to similar risks in their riding environment with many
collisions occurring at junctions, often in circumstances where they had priority. A common approach
may also help the following riders:

» Scooter riders — urban commuting
» Commuters — longer distance
»  At-work riders eg fastfood delivery and couriers.

+ Leisure riders: These riders are at higher risk on rural roads and so, again, a common approach is
desirable. This category includes riders of:

»  Sports bikes — experience shows that it is extremely difficult to attract the attention of these riders.
» Tourers / adventure
»  Custom bikes and cruisers.

4.7 Campaign Examples

Analysis of police data or local surveys can provide useful information on home addresses and this allows
the campaign elements to be delivered to the target group. Good examples of campaigns and initiatives
include the following:

+ BikeSafe is an initiative run by police forces around the UK who support the motorcycling community
by holding assessment rides, rider skills workshops and theory sessions led by experienced police
motorcycle patrol officers. The Association of Chief Police Officers (ACPO) has approved a national
syllabus for guidance to forces on the content, structure and management of BikeSafe activities.
BikeSafe’s approach to reducing motorcycle casualties is ‘multi-agency’ and includes:

Motorcyclist involvement including “observed rides”

Industry and dealer involvement

Raising awareness of potential dangers

Highlighting the importance of ‘post test’ training

Encouraging other road users to “Think Bike”

Educating and advising on security of motorcycles and regular checks for stolen machines and parts.
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+ The “Shiny Side Up” campaign, launched in 2002, is based in the East Midlands and consists of
police, road safety and collision investigation professionals. The name reflects a bikers’ saying about
the need to keep the tyre firmly on the road. The campaign is designed to persuade sports bike
riders, who figure predominantly in the region’s collision statistics, to examine their own attitudes
and behaviour. Emphasis is currently placed on installing signs in order to warn motorcyclists on
approach of bends where recorded crashes have occurred and to urge all road users to “Think Bike”.
The campaign website encourages motorcyclists to report potential/actual collision locations and
identifies ‘hotspots’ in their region. Stickers from the “Think Bike” range have also been distributed
free of charge. The sticker range (pictured) targets specific issues for their location or alerts against a
particular risk.

THINK BSKE

www.shinysideup.co.uk

‘Think Bike’ Shiny Side Up campaign sticker

+ The DfT THINK! BIKER ‘named rider’ campaign has had a positive impact on the profile of road safety,
according to evaluation reports. The TV adverts visually personalise the riders by displaying names
and powerful phrases such as “new dad” in neon lights. View the advert online

The radio adverts describe the life and loss of a ‘named rider’ killed in a collision. The successful
campaign had been re-launched on TV and radio in 2013.

THINK BIKE. THINK BIKER.

Think Bike ‘Named Rider’ campaign

+  “Someone’s Son”, as the name suggests, is a highly humanizing campaign from road safety units
across the Yorkshire and Humber region. Its aim is to encourage road users to take care and look out
for PTWs, whose riders are almost certainly someone’s son, brother, partner, mother etc. Although
developed independently of the “Think! Named Rider” campaign, the campaigns complement each
other. National research has shown that drivers can experience ‘inattentional blindness’ when the
object the driver is looking at holds no meaning for them. The ‘Someone’s Son’ campaign aims to
provide that meaning.
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* Nottinghamshire, Leicestershire and Derby support the Bare Bones project which was created to
address a 400% increase in injuries to moped and scooter riders in Nottingham. It is aimed at 16-19
year old moped and scooter riders in urban areas. In addition to publicity materials, DVDs and training
resources, the website communicates safety messages and emphasises the importance of wearing
protective clothing and “the right gear”.

+ The Motorcycle Industry in Europe, ACEM, as part of the framework of the European Road Safety
Charter, developed the “Lucky 13” cartoon series. It features a motorcyclist who explains through
his clumsy behaviour what to look out for as he rides around the roads and how to avoid the potential
risks related to the infrastructure. Each cartoon focuses on a particular risk factor and provides tips to
riders on how best to tackle situations including junctions, diesel and liquid spills, night time hazards
and outsized central islands.

+ Leicestershire County Council’s bike safety website provides eye-catching diagrams of road-users’
varying reactions to demonstrate the dangers of relying on “blind faith”.

+ Devon County Council’s “Bringing Bikes out of the Blind Spot” programme helped the highway
authority to re-engage with bikers, canvass their views, develop skills, focus the work of engineers
and designers on motorcyclists’ needs and ensure Devon was seen as a ‘bike friendly’ county. The
“Max Rider” brand was subsequently developed to act as a bridge between the highway authority,
its partners and bikers. It encourages skills development, offers advice and guidance to riders and
acts as a portal for reporting highways defects. It also provides Continuing Professional Development
for motorcycle instructors. The Max Rider brand is now used by a nhumber of organisations in the UK
which provides some consistency on the south west peninsula.

+ Launched in March 2013, REALRIDER® is a smart phone app for motorcyclists that automatically
detects if a collision occurs and contacts the emergency services by reference to the user’s last known
location. It is the only app on the market that is directly linked to the NHS and has support of the
999/111 Government Liaison Committee. The app also allows riders to record routes and upload them
to a dedicated web platform. Pictures, video content, hazard reporting and route-related comments are
encouraged to provide RealRider with intelligence on routes in real time.

+ Merton Council’s ‘Live Long and Prosper’ project won a Prince Michael international Road Safety
Award in 2012. Although open to both novice and experienced motorcyclists throughout the borough,
the majority of students live in traditionally black and ethnic minority socio-economic areas. The
project has three distinctive but complementary elements:

»  “Brighter Biker” (for 17-24 year olds) which consists of a free three-hour theory session. Students
study hazard perception, positioning and statistical information on collisions to emphasise the
vulnerability of riders on the road. In addition, they learn about hazards on motorways, rural
and urban roads to increase understanding of speeds. Buying the right size machine, basic
maintenance, correct clothing to minimise injury and insurance is also covered. After examining
compulsory basic training with appropriate interactive videos, the students receive a voucher to
book the CBT with the named provider.
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» “Better Biker” (for more experienced riders) presented by a Road Safety Officer, a representative
from The Advanced Institute of Motorists and practical Bike Safe training; and Joint On-Road
Operations with Metropolitan Police and RSO to pull riders over and advise them on high visibility
clothing and training opportunities.

» Joint On-Road Operations with Metropolitan Police and RSO to pull riders over and advise them
on high visibility clothing and training opportunities.

+ Another PMRS Award winner, Lothian and Borders Police, launched and ran a unique ‘Around the
Corner’ initiative. The scheme was designed to educate and encourage motorcyclists through direct
interaction with police motorcyclist. The website features many resources and advice, including a
powerful video filmed from a motorcycle as it negotiates rural road corners and encounters dangers.

+ There are clear commercial, social and community benefits to formal and informal gatherings of
motorcyclists. Regular large gatherings will present local police forces with both positive opportunities
to engage and occasional enforcement challenges. Poole Quay Bike Nights occur weekly and, thanks
to a national following, have on occasion attracted up to 3-4,000 people. The event has been running
for approximately 20 years. Initially lacking in formal policing or management, as the event grew in
popularity so did the complaints and problems with anti social riding. At that time, on average, the
event experienced at least 1 death and 5-10 serious injury collisions per year. In partnership with
the local council, Dorset Police managed the event and the routes used throughout the county and
operated high-visibility ‘marked’ and ‘unmarked’ patrols. This visible but low-key presence has led to
Dorset Police being regarded as one of the friendliest host forces of any bike event in the UK. This has
been achieved by working with riders through education and interaction.

+ In 2013, the Cambridgeshire & Peterborough Road Safety Partnership (CPRSP) launched a new
campaign called “Twist” (That’s why | should Think!) to encourage riders to consider further skills
training. TWIST takes a novel and tongue-in-cheek approach to what is a very serious issue; the main
element of the campaign is an animation running on Youtube and the TWIST website.

+ As motorcyclists often ride in groups or pairs, Kent Fire & Rescue recognised that the first person
on the scene of a collision will be a fellow biker. Consequently, they offer a free first aid course for
motorcyclists called “Biker Down!”

+ Bikewise is an innovative and award-winning initiative for motorcyclists developed to promote road
safety and motorcycle security throughout the year including charity rides and an annual show.
BikeWise engages with motorcyclists and has, in collaboration with partners, achieved a reduction
of 85% in KSI motorcycle collisions and reduced complaints of antisocial behaviour involving
motorcyclists by 60%.

Every campaign should educate other drivers on the presence and vulnerability of motorcycles. This

is especially valuable in urban situations where another driver is often at fault, for example, at priority
junctions when the rider is on the main road and the other driver is emerging from the side road. Similarly,
any driver or rider training programme run or sponsored by a local authority should include an element of
vulnerable road user appreciation.
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4.8 Resources
4.8.1 Sponsorship Opportunities

For local campaigns there are various avenues for financial sponsorship or ‘in kind’ support for
promotional activities. Organisations involved in the retail or promotion of motorcycling (both on and

off road) often offer enthusiastic support. This also applies to the proprietors of motorcycle ‘gathering
points’ including race circuits or public venues. Insurance companies are interested in rider safety and well
designed campaigns. Coordinated support will enhance targeted campaigns at little or no cost to the local
authority.

4.8.2 Resource Pooling

The pooling of local authority human and financial resources is desirable. Co-operation with local
commercial interests can be helpful and safety camera partnerships may be able to supply financial and
staff support.

4.9 Complementing Other Road Safety Campaigns

4.9.1 Partnerships

There is a tremendous amount of interest in motorcycle safety around the country so it is important

to combine resources to achieve effective and efficient campaigns. Any organisation contemplating a
campaign should check with Road Safety GB to see what has or has not worked and identify who else
regionally or nationally may be able to collaborate or advise.

Potential partners include:

+  Department for Transport (DfT)

+ Highways Agency (HA)

+ Local safety camera or casualty reduction partnerships

+ Association of Chief Police Officers (ACPO) via its BikeSafe scheme
+ Motorcycle Industry Association (MCIA)

+ British Motorcyclists’ Federation (BMF)

+ Motorcycle Action Group (MAG)

* Motorcycle Industry Trainers Association (MCITA)

+ The Institute of Road Safety Officers (IRSO)

+ Regional groups of the Institute of Advanced Motorists (IAM)
+ Royal Society for the Prevention of Accidents (RoSPA)

+ Insurance companies

« Transport for London (TfL)
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4.9.2 Wider Outlook

Neither leisure riding nor long distance commuting is constrained by local authority boundaries and many
collisions involve riders who do not live locally. Individual local campaigns often gain additional benefit
from overarching activities.

4.9.3 Driver/Rider Awareness Improvement Initiatives

The RIDE course started life as the National Driver Improvement scheme and was specifically developed
to address the bespoke needs of motorcyclists. The course is an intervention for riders whose behaviour
has brought them to the attention of the Police. A rider may complete a RIDE course at his/her own cost
as an alternative to prosecution but may only attend one course in 3 years. Motorcyclists who exceed
speed limits and are detected by automatic safety camera devices are only dealt with under the National
Speed Awareness Courses. The RIDE scheme aims to address the behaviour of those riders whose
riding could be described as anti-social, careless or thrill seeking. By inviting offenders to question their
assumptions about their personal ability and competency and alerting them to the dangers of reckless,
careless or anti social riding, the RIDE course strives to prevent re-offending and casualties.

Coaching motorcyclists to an advanced riding standard comprehensively improves their skills and
attitudes, according to a study published by road safety charity, IAM. In their survey, the most common
reason given for taking the test was to improve one’s general standard of driving (86%) and the vast
majority (78%) said it was their own idea to do so.

It is also worth remembering the Enhanced Rider Scheme which facilitates improvement training. Riders
looking for training should refer to the voluntary Register of Post-test Motorcycle Trainers (RPMT). Those
on the RPMT may provide Enhanced Rider Scheme training.

“Great Roads Great Rides” was one of the first driver information programmes developed by the Highways
Agency under its ‘Customers First Strategy’.

+ Launched in July 2006, it featured motorcycle race team riders and was backed by the THINK! road
safety campaign’s academy, the Driving Standards Agency and police motorcycle instructors. The
accompanying DVD’s 14 chapters covered group riding, reading the road, the science behind the
bike and what to do if you’re first to arrive at a crash scene. By working with industry, the emergency
services and road safety stakeholders across government, production costs were significantly
reduced. Over 250,000 copies of the DVD were distributed to riders at events, shows and through ’the
bike press’. In addition, BikeSafe and the Institute of Advanced Motorcyclists used sections of the
DVD in their motorcycle training programmes.

+ Following on from this success, “Great Roads Great Rides 2" has been produced. With clever filming
techniques, it puts the viewer on the bike, inside the helmet and close to the road. The rider takes the
viewer on a 14-minute ride-out on the motorway, urban and countryside roads and delivers on-going
observations as he rides in order to help viewers identify clues from the road environment ahead.

+ The DVD also offers an interactive challenge in which the ride-out section freezes at specific points to
test the viewer’s ability to read the road.
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+ Great Roads Great Rides 1 & Great Roads Great Rides 2 are available to view online at the Guidelines
for Motorcycling YouTube channel.

Diesel spills create a hazard for all road users but especially cyclists and motorcyclists. In addition, the
contamination of the highway by diesel can significantly damage the carriageway and require surface
replacement before their design life would normally be reached. A highly successful ‘grass roots’
campaign, started in 2003, called ‘KillSpills‘ raised awareness of the problem with Central and Local
Government, riders and the freight transport industry. Through a series of high profile rider events and
initiatives, the issue achieved significant attention and support from local authorities. For example, Devon
County Council’s “Spiller Killer” campaign paved the way for their wider “See it; Report it” initiative and
Derbyshire County Council display ‘warning stickers’ on all its HGVs.

4.10 Evaluation

Wherever possible any education, training or publicity (ETP) measures should be evaluated in order to see
if the desired outcomes have been achieved. The difficulty of evaluating ETP interventions was frequently
raised in ‘Road Safety Health Checks’ carried out by DfT with a number of local authorities across the
country in 2009. The need to increase and improve the evaluation of road safety ETP initiatives has

since gained even more focus. However, in light of diminishing resources, it is increasingly important to
understand identify the most effective initiatives at communicating crucial road safety message to the right
people.

DfT, RoSPA and local authority representatives have produced the E-valu-it toolkit. Campaign promoters
are asked a series of questions about their intervention, its aims and objectives. E-valu-it will then provide
recommendations for carrying out an evaluation of the intervention, accompanied by a template for

data collection, which, once completed, forms a final evaluation report. Users have the option to publish
their report on the website and to share their experiences and findings with national and international
colleagues. The main target audience for ‘E-valu-it’ is local road safety professionals, including those

from local authorities, emergency services and charities. However, anyone is free to use E-valu-it. In fact,
employers may find it useful to evaluate and improve their own at-work road safety initiatives.
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