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INTRODUCTION

The National Highway Traffic Safety Administration (NHTSA) is developing tagline 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, seven taglines and four TV commercial ideas were assessed during focus groups in two cities: Indianapolis and Orlando.

Eight groups were held – four in each city – with a total of 70 respondents:

Indianapolis:

· March 9, 2011:

Men ages 21-25 (9 respondents)

Men ages 26-34 (9 respondents)

· March 10, 2011:

Men ages 21-25 (7 respondents)

Men ages 26-34 (9 respondents)

Orlando:

· March 16, 2011:

Men ages 21-25 (9 respondents)

Men ages 26-34 (9 respondents)

· March 17, 2011:

Men ages 21-25 (9 respondents)

Men ages 26-34 (9 respondents)

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. 

For the assessments of the taglines, simple boards with these seven taglines were shown for discussion:

· Impaired driving. Bright lights. Dim future.

· Drive sober or get pulled over.

· Drive sober or it's all over.

· Drunk driving. Stop or be stopped.

· Drive sober or game over.

· Drive drunk. Get busted.

· Booze. Cruise. Lose.

For the commercial ideas, animatics-formats of four TV commercials were presented.  Although called simply “A,” “B,” “C,” and “D” during the group discussions, these are the titles of the scripts as they are known by NHTSA and its contractor for this project:

· “Invisible Cop” (commercial “A” in the groups)

· “Best Friends” (commercial “B” in the groups) 

· “Dunker Driving” (commercial “C” in the groups)

· “Dance Club” (commercial “D” in the groups) 

Taglines and commercials were presented to each group in a random order to neutralize potential bias.

For this topline report, numbers of respondents and grade-point-averages (for TV commercial appraisals) are documented.  However, these are reported only to help illustrate the similarities and/or differences in certain findings; they are not intended to be statistical validations, for focus group research (due to small sample sizes and other factors) is qualitative – rather than quantitative/statistical – in nature.

TOPLINE FINDINGS --- TAGLINES
In order of assessment, starting with the most favorable:

#1:  Drive drunk. Get busted.

This line was considered the most assertive of all the lines in conveying the intended message that police are stepping up enforcement of drunk driving.  Its strengths were said to be its direct clarity and conciseness with just four short words.  Conversely, however, criticism centered on (1) it being overly aggressive; (2) the term “busted” is an old word that younger people don’t use anymore; and (3) it limits the threat or consequence to just being arrested (vis-à-vis other lines that implied a broader range of consequences).  Interestingly, the line was significantly more favorably assessed in Indianapolis, compared to Orlando.

In an individual written exercise, 24 of 70 respondents indicated that this line was “the best, in terms of it leading people to think that cops are stepping up enforcement to catch drunk drivers.”
#2:  Drive sober or it’s all over.
This line had the second highest number of respondents – 15 of 70 – during the written exercise indicating that it was “the best, in terms of it leading people to think that cops are stepping up enforcement to catch drunk drivers.”  

Respondents liked the line’s implication of a range of negative consequences of a DUI.  When probed further, all respondents could articulate a number of these consequences, including court costs, legal fees, loss of job or career opportunities, potential crash which injures another or themselves, jail time, undesired stigma among friends and family, etc.

Respondents also complimented the use of rhyme.

The phrase “drive sober,” compared to “drunk driving,” was liked by some, yet disliked by others.  Those who complimented it noted that it was an attention-getting departure from the overused term “drunk driving.”  Those who criticized “drive sober” noted that it sounded less aggressive or assertive than “drunk driving;” they also expressed confusion about what “driving sober” actually means, i.e., no drinks at all, just one or two, below the legal limit, etc.

Nevertheless, the line appears to have some merit if combined with a campaign message strategy that attempts to remind at-risk drivers of the adverse consequences of drunk driving (in addition to the high visibility enforcement message).

#3:  Drive sober or get pulled over.
This line had the third highest number of respondents – 14 of 70 – during the written exercise indicating that it was “the best, in terms of it leading people to think that cops are stepping up enforcement to catch drunk drivers.”  

Among many of the respondents who were critical of “Drive drunk. Get busted.” due to that line being overly assertive, this line was deemed a “friendlier” way to convey the message of high visibility enforcement.

As noted above, respondents also complimented the use of rhyme.

And as also noted above, the “drive sober,” vis-à-vis “drunk driving” comments related to this line as well.

The four other lines had numerous, consistently-voiced issues which led to significantly more criticism about each, rather than supportive comments.  For this topline report, these issues aren’t documented.  Nevertheless, each of the four lines had significant weaknesses in respondents’ assessments.

TOPLINE FINDINGS --- TV COMMERCIALS
Two commercials – “Invisible Cop” and “Dunker Driving” – were assessed more favorably by a notable margin than “Best Friends” and “Dance Club.”

· In a final wrap-up question after all four commercials had been viewed and discussed, a general consensus among nearly all groups was that “Invisible Cop” did the best job of portraying stepped up enforcement.  This was the case even in groups where “Invisible Cops” was more highly criticized.
Invisible Cop
Respondents liked the way the commercial conveyed the point that “cops will see you before you see them.”  Many could relate to this strongly as a result of their own experiences.  They also considered the enforcement message to be clear and obvious.  Further, many praised the serious tone (vs. humor) of the commercial.

Criticism mostly was focused on the sneakiness of the cops and the perception of “entrapment.”  Others commented on how unrealistic the whole scenario was, how the cop should not have let the driver drive away to begin with if he was clearly drunk, etc. 

In a grading exercise, “Invisible Cop” was rated as follows, relative to its effectiveness in conveying a stepped-up enforcement message:

Effectiveness grades:

A’s = 21 (most “A’s” of all commercials)
B’s = 20

C’s = 18                                                     Grade point average: 2.67

D’s = 7

                                     (A = 4.0, F = 0.0)

F’s = 4

Dunker Driving
Respondents liked the portrayal of the consequences of a DUI along with the enforcement message.  They enjoyed the humor and entertainment value of the commercial, particularly the keg, the girlfriend and the boss all spilling out of the car.

However, there were numerous comments that this commercial was too much like the existing drunk driving commercial.  A few respondents even stated that they had even seen this (“Dunker Driving”) previously.  Many raised the point that if they saw “Dunker Driving” as a commercial starting out as it was portrayed in the groups, they would immediately tune it out, for they had “already seen it a thousand times.”

In a grading exercise, “Dunker Driving” was rated as follows, relative to its effectiveness in conveying a stepped-up enforcement message:

Effectiveness grades:

A’s = 17

B’s = 31 (most “B’s” of all commercials)
C’s = 18                                                     Grade point average: 2.86

D’s = 3

                                       (A = 4.0, F = 0.0)

F’s = 1

Dance Club
Respondents liked the way the commercial engaged the viewer at the beginning of the commercial (“it gets your attention,” “it doesn’t look like any drunk driving commercial I’ve ever seen before”), then switched to a completely serious message with the line “the party’s over.”  Many said the commercial would work well among younger men. The commercial’s humor and entertainment value were also gauged favorably.

Yet, the enforcement message appeared to be overshadowed by the dancer.  The main thing most respondents noticed, remembered and talked about the commercial was the girl, rather than the guy being tested and arrested.

Several criticized the commercial for spending too much time with the dancing scene, and they suggested it be shortened to allow more time for the enforcement message.

Effectiveness grades:

A’s = 13

B’s = 19

C’s = 23                                                     Grade point average: 2.38

D’s = 9

                                     (A = 4.0, F = 0.0)

F’s = 5



(1 respondent did not note a grade)




Best Friends
Respondents had mostly critical remarks about this commercial.  Most comments focused on it being confusing.  Discussions about the commercial in nearly every group centered on questions, rather than comments, about what was going on.  In nearly every group, respondents suggested the “DUI guy” either have a shirt that has “DUI” in big letters and/or that person be “the alter-ego” of the guy who got the DUI (i.e., “another version of himself”).

The commercial was noted for its portrayal of consequences of a DUI, but much less so for portrayal of a high visibility enforcement message.

Effectiveness grades:

A’s = 2

B’s = 14

C’s = 18                                                     Grade point average: 1.56

D’s = 23

                                     (A = 4.0, F = 0.0)

F’s = 13
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