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INTRODUCTION

The National Highway Traffic Safety Administration (NHTSA) is developing advertising ideas for use in a new national Click It or Ticket campaign to support mobilization efforts.  This campaign will endeavor to influence men ages 18-34 to always wear their seat belts.  

For this phase of campaign development, four TV commercial ideas (and related materials for other media) were assessed during focus groups in two cities: Kansas City (Missouri) and Seattle.

Eight groups were held – four in each city – with a total of 72 respondents:

Kansas City (all respondents were residents of Missouri):

· March 7, 2012:

Men ages 18-25 (9 respondents)

Men ages 26-34 (9 respondents)

· March 8, 2012:

Men ages 18-25 (9 respondents)

Men ages 26-34 (9 respondents)

Seattle:

· March 14, 2012:

Men ages 18-25 (9 respondents)

Men ages 26-34 (9 respondents)

· March 15, 2012:

Men ages 18-25 (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

· Admit that there are times they don’t always wear their belts
Additionally for each group, a mix of people who were White, African-American and Hispanic was recruited. 

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:

· “Dinged” (commercial “A” in the groups)

· “Bobbleheads” (commercial “B” in the groups) 

· “Faker-Rooney” (commercial “C” in the groups)

· “It’s Beginning” (commercial “D” in the groups) 

Commercials were presented to each group in a random order to neutralize potential bias.

This preliminary topline report presents only the major implications of a synthesis of findings from all eight groups.  A follow-up topline report will be prepared summarizing the relative strengths and advantages of all four ideas.   

TOPLINE IMPLICATIONS
“Faker-Rooney” is the advertising idea recommended for further development and production.

This commercial was given the most favorable assessments across all eight groups. The rationale behind their assessments was remarkably consistent in all groups.
· The creative concept that framed “Faker-Rooney” – that is, drivers using their own techniques to try to “fake” belt use when law enforcement is around – was highly relevant.  Many respondents admitted that they, too, use similar techniques.

· Because of this high degree of personal relevance, respondents who thought the commercial was funny realized they were laughing at themselves.

· The humor conveyed by the “X-Games” style of unique names for the various faking techniques was both liked and intriguing to respondents who considered this idea the best of the four.

· Respondents noted a clear and obvious portrayal of highly visible enforcement.  They also commented that this enforcement message was shown from beginning to end of the commercial.

· In a grading exercise (prior to any group discussion about the commercial), “Faker-Rooney” received significantly more “A” grades than any other commercial, relative to the commercial’s effectiveness in conveying NHTSA’s intended message of stepped up enforcement.
Even though there was a higher propensity of the younger (age 18-25) respondents to provide positive feedback for “Faker-Rooney,” the older (age 26-34) respondents also remarked favorably.

Although respondents offered a variety of suggestions to improve the commercial, the core idea and creative concept should remain intact.

The “Faker-Rooney” TV commercial – in both concept and execution – achieves the communication goal* set forth in the Creative Brief for this campaign.

*The Brief’s communication goal: “Generate high awareness and belief  

  of stepped-up day and night enforcement of seat belt laws.”

Other extensions of the idea were assessed with generally favorable feedback, particularly in terms of consistency of elements of the overall creative concept.  As with the TV commercial, executional suggestions were voiced, but the concept still garnered positive remarks.
Curiously, one of the more frequent suggestions was to portray “diversity” in the commercial, and more specifically, show women also trying to fake belt use.  In several groups, respondents were curious as to why the drivers in the commercial appeared to be “only younger men.”
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