EXECUTIVE SUMMARY

Attitudes and behaviours of the ACT licence holding population

 regarding speeding

Background and objectives
ACT Policing is currently in the first stages of developing a multi-faceted approach to behaviour change encompassing social marketing, community engagement, mass media, social media and interpersonal support working to complement and assist ACT Police enforcement.
In order to inform the development of the strategy there is a need to understand more about the attitudes and behaviours of the ACT licence holding population in regard to the ‘fatal five’ behaviours.   
Research is therefore required to provide actionable recommendations that can clearly and accurately shape the development of the strategy including: 
· The prioritisation of specific groups in accordance with their communications needs and likely receptiveness to communications;
· The nature and tone of messages that will resonate with different target audiences;
· Direction to appropriate media channels for different audience segments; and
· Ongoing communications strategy direction
This summary details the findings of research for the Australian Federal Police (ACT Policing), on unsafe driving behaviours in the ACT, and specifically one of the five fatal behaviours namely, speeding.

Methodology and sample 
Quantitative phase

Findings are based on the conduct of an initial online survey amongst ACT licence holders aged 17+ years. A total of n=1243 interviews were completed. Data was post weighted in line with ABS statistics on age and gender. 
All quantitative research was conducted between 17 and 26 September 2012. 
In order to achieve one of the primary objectives (i.e. prioritisation of specific groups in accordance with their communications needs and likely receptiveness to communications) we incorporated a segmentation model into the quantitative phase. 

We know from social marketing theory that people who are engaging in an undesired behaviour (e.g. speeding) and who have either neutral or negative attitudes towards it are likely to be most influenced by communications aiming to bring about attitudinal/ behavioural change.
In the example below this would be Segments 4, 5, 7 and 8.  By contrast, Segments 1, 2 and (3) are already largely where we want them, while Segments 6 and 9 are likely to be too entrenched in negative behaviours/ attitudes to be influenced by communications.
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Fig 1: Quantitative: The Sheth–Frazier segmentation model, and how the model segments the audience 

Qualitative phase

Findings are also based on the conduct of six group discussions amongst ACT licence holders who speed (as outlined below). They were pre-recruited according to the aforementioned attitudinal and behavioural ‘segments’ of those who speed, and as established during the preceding quantitative phase. Groups were split according to gender. 
The qualitative research was all conducted between Monday 5 and Thursday 8 November 2012. 
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Fig 2: Qualitative: Focus Group structure
Main findings from Quantitative phase
Incidence
· Speeding was the most common ‘fatal’ driving behavior amongst survey participants (ACT residents); with 91% indicating that they regularly or irregularly exceed the speed limit. 
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Fortunately, just under three-quarters of participants (73%) fall into one of the target segments (4, 5, 7 or 8), which are likely to be influenced by communications. 
Speeding behavior
· Participants indicated greater compliance to speed limits when driving in 50km zones compared to a 100km zones. Further to this, participants were likely to partake in lower range speeding in 50km zones compared to 100km hour zones - thus indicating speeding is largely proportionate to the speed limit. 
Attitudes and perceptions towards speeding
Perception of ACT speed limits
· When participants were asked about acceptable driving speeds before being booked for speeding, participants were more lenient towards speeding in 100km zones compared to 50km zones and most participants considered that speed limits are ‘about right’ (69%). Segment 8, however, was significantly more likely to feel speed limits are too low (40%).
Statements association regarding safety and risk
· Overall participants reflected agreeable/ desirable attitudes about the safety and risks of speeding, namely that the risk of collision increases with speed (83% agreement). Interestingly, participants were more permissive of speeding when the roads are quiet, and ‘if you are driving safely’ than speeding in general.
· The influence of having passengers in the car on speeding behaviour was inconclusive, with only 48% in total agreeing they wouldn’t speed in the presence of passengers; agreement was lower amongst the ambivalent segments.
Statements association regarding enforcement and penalties
· With regards to attitudes about enforcement, most participants agreed that police presence reduces speeding (84%), but reflected slightly less confidence about the effectiveness of penalties; 69% agree that enforcement reduces the road toll, and 51% agreed that fines are a form of revenue raising rather than a deterrent. Around two-thirds of participants considered they’d be embarrassed to get caught speeding, this was significantly lower amongst the ambivalent segments. 
Main findings from Qualitative phase
· The research demonstrated important differences in speeding behaviours, and associated motivations amongst the target audience. 

· Regular speeders were perhaps more likely to speed deliberately, prompted by a range of factors, including an assessment of road conditions as ‘safe’ for travelling above the speed limit, a belief that it was possible to avoid detection (optimism bias), coupled often with time pressure to be somewhere. For some deliberate speeders in the study, speeding was also associated with a sense of fun or liberation.  

· Others tended to speed more unintentionally, reflecting the influence of a range of more ‘automatic’ factors including: normative influences (following the traffic or going with the flow), a sense of control and comfort in driving, distraction and inattention to signage, and road conditions that provided a sense of safety about speeding, albeit, for this group, on a less conscious level. 
· There was broad awareness of potential risks involved in speeding, ranging from relatively mild repercussions through to death and associated social impacts. Nonetheless, the research revealed a lack of recognition of the potential for even low level speeding to have serious consequences. 

· Indeed, the research once again demonstrated that many of the more extreme potential repercussions were not considered concerning or relevant on a personal level, again reflecting the influence of optimism bias on personal risk assessment. Instead, the more salient risks for both infrequent and regular speeders again centred on legal repercussions (loss of licence and associated loss of freedom), together with a sense of shame and embarrassment about being caught. 

· The disconnect from more extreme consequences of speeding was also apparent in response to the communications presented to study participants. While those depicting death and injury were successful in engaging audiences, messages tended not to be internalised. 

· Indeed, there was a tendency across the study for participants to self-exclude from characters and scenarios depicted in the advertisements wherever possible. Conversely, those executions not employing a character based approach were less likely to be dismissed on these grounds, and therefore held a broader based appeal.  

· Importantly, the risks of being caught for speeding were considered far greater, largely reflecting the widespread use of speeding cameras. This magnified concern about the legal consequences of this behaviour.  

Recommendations from the research
For future communications 
· Consideration could be given to focussing on the legal consequences of speeding – most notably the potential for loss of licence and associated loss of freedoms. This is a salient concern for many, and is less likely to be rejected by this audience than approaches focussing on death or injury.

· In addition, a more ‘scientific’ approach focussing on the potential impacts of low level speeding could also be considered. There is clearly a lack of understanding of the risks of speeding at low levels, and indeed, the risks when road conditions are supposedly ‘good’. Building awareness of such risks may go some way to encouraging deliberate speeders to re-assess their behaviour.  

· The research strongly highlights the need for communications on this issue to be relatable and personally relevant in order to avoid self-exclusion, and, ultimately, rejection. This applies both to characters and scenarios used in any execution. Conveying a number of different situations/ scenarios may help to broaden the appeal. 

· While a mass media communications appeal is likely to be effective in reaching deliberate speeders such an approach is unlikely to impact unintentional speeders, who tend to be influenced by normative and environmental factors that tacitly encourage speeding while they drive. Consideration should therefore additionally be given to using prominent bill-board advertising on roads and motorways, serving as a reminder to people to check their speed, and correct accordingly.   

In terms of enforcement
· Existing enforcement approaches would appear to be successful in deterring speeding. The penalties associated with speeding are generally well known, and serve as an effective deterrent. 
· Equally important, the risks of getting caught for speeding are considered to be relatively high – reflecting to a large extent, the effective use of speed cameras. Consideration could therefore be given to placing speed cameras more widely across the ACT, and/or increasing police monitoring of speeding further. 
Regarding the surrounding environment
· Environmental factors also play a significant role in influencing driving behaviours. Certain road conditions, in particular, work on both conscious and unconscious levels to encourage speeding. This emphasises the ongoing importance of clear and easily discernible road signage, including signs identifying the speed limit, and those highlighting the existence of speed cameras, in encouraging motorists to be mindful of their speed. Confusion around speed limits was particularly evident in relation to school-zones. 
In terms of education
· Consideration should also be given to educating learner and provisional drivers about the potential impacts of low level speeding. Addressing this issue in the Learners’ test may help to correct misconceptions about ‘safe speeding’ from an early age.

