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Glossary
2BESAFE

2-Wheeler Behaviour and Safety (research project)

ACEM

The Motorcycle Industry in Europe

BASt

The Federal Highway Research Institute (Germany) - Bundesanstalt für Straßenwesen

BIVV-IBSR

Belgian Road Safety Institute (Belgium) - Belgisch Instituut voor de Verkeersveiligheid-Institut
Belge pour la Sécurité Routière

BMF

British Motorcyclists Federation

BU

Biker Union

CAST

Campaigns and Awareness-raising Strategies in Traffic Safety (research project)

DACOTA

Data Collection Transfer & Analysis (research project)

EC

European Commission

EMF

European Motorcyclists Forum

eSUM

European Safer Urban Motorcycling (research project)

ETSC

European Transport Safety Council

EU

European Union

FEBIAC

Fédération Belge de l'Automobile & du Cycle (Belgium)

FEMA

Federation of European Motorcyclist's Associations

FFMC

Fédération Française des Motards en Colère (France)

FMI

Federazione Motociclistica Italiana (Italy)

GRSP

Global Road Safety Partnership

IFZ

Institut für Zweiradsicherheit (Germany)

ITF

International Transport Forum

ITS

Intelligent Transport System

IVM

The German Motorcycle Industry Association (Germany) - Industrie-Verband Motorrad

KFV

Austrian Road Safety Board (Austria) - Kuratorium für Verkehrssicherheit

Lillehm.

Workshop on Motorcycling Safety, Lillehammer

LMI

Lëtzebuerger Moto-Initiativ (Luxembourg)

MAG Belgium

Motorcycle Action Group (Belgium)

MCTC

MC Touring Club (Denmark)

NMCU

The Norwegian Motorcycle Union (Norway) - Norsk Motorcykkel Union

OECD

Organisation for Economic Co-operation and Development

PTW

Powered two-wheelers

ROSA

European Handbook on Good Practices in Safety for Motorcyclists (research project)

SARTRE

Social Attitudes to Road Traffic Risk in Europe (research project)

SMC

Sveriges MotorCyklister (Sweden)

SUPREME

Summary and publication of Best Practices in Road safety in the EU Member States (research
project)

SWOV

Institute for Road Safety Research (the Netherlands) - Stichting Wetenschappelijk Onderzoek
Verkeersveiligheid

VRU

Vulnerable road user

VSV

Flemish Foundation for Traffic Knowledge (Belgium) - Vlaamse Stichting Verkeerskunde
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Executive Summary
This deliverable reports on the work performed during the project and the main outcomes of
the activities undertaken in relation to Awareness Campaigns. It focuses mainly on:


Compiling an overview and an evaluation of existing European awareness campaigns
that focus on road safety, including those that relate specifically to PTW riders.



Making recommendations on ways and means of conveying specific safety messages
to the motorcycling community.

Road safety campaigns are powerful instruments for decreasing road accidents, but they have
only limited effectiveness over time. For this reason they are often combined with long-term
education. Campaigns are crucial as a support for other road safety measures such as
legislation, engineering and enforcement.
Significant differences exists between sub-groups of riders regarding both their motivations
for riding a motorbike, their motorcycling practices, and their respective attitudes towards risk
and risk taking while motorcycling. Potential countermeasures to be implemented for
increasing road safety for motorcyclists (in terms of awareness campaign, training, riding
licences or traffic laws, for example) should take into account these sub-group characteristics
and their respective differences.
With the objective of gathering as much expertise as possible, the project collected feedback
and information from different sources. Part of the work consisted of identifying and
summarising the main outcomes of EU co-financed projects of relevance to safety campaigns.
These projects, available on the ERSO website, include 2-BE-SAFE, CAST, DaCoTA,
eSUM, ROSA, ROSYPE, SARTRE 1-4, and SUPREME.

The project then worked at identifying priority areas for EU action according to the different
stakeholders. This feedback collection took several forms:
a literature review of the main policy documents: Annex 14
a questionnaire (Amplifying Questions) designed to survey the different categories of
stakeholders directly involved into the policy making (Member States, the European
Union, Motorcycling Community representatives, EU stakeholders). Answers to the
questionnaire were collected via phone interviews, written answers or face-to-face
meetings and are summarised in Annex 4/ annex 5/ annex 6/ annex 7;
a public survey targeting the riding population: Annex 1
input from project workshops: Annex 13

Based on the interviews held with Member States experts, motorcycling community
representatives and the CAST project representative, the project was able to list the key
elements for a successful PTW safety campaign. Views listed in this report come from:
 Member States’ National Authorities:
5
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France: Conseil National de Sécurité Routière
Latvia: Latvian state roads
Luxembourg: Ministère du Développement durable et des Infrastructures
Netherlands: Department of Road Safety, Ministry of Infrastructure and
Environment
Norway: Norwegian Public Roads Administration
Romania: Road Traffic Directorate
Slovakia: Ministry of Transport
Slovenia: Slovenian Traffic Safety Agency
Sweden: Swedish Transport Administration
UK: Department for Transport
 Research community
Austria: KFV (Austrian Road Safety Board)
Belgium: VSV ; BIVV-IBSR
Czech Republic: Division of Road Safety and Traffic Engineering, Transport
Research Centre
Germany: Federal Highway Research Institute (BASt)
Greece: National Technical University of Athens
Hungary: GRSP Hungary Association
Netherlands: SWOV Institute for Road Safety Research
 EU stakeholders: CAST project
 Motorcycling Community (Industry/users)
Belgium: FEBIAC; MAG Belgium
Denmark: MCTC
France: FFMC
Germany: IVM; IFZ
Italy: Ducati; FMI
Germany: BU
Luxembourg: LMI
Norway: NMCU
Sweden: SMC
UK: BMF
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In addition, the Motorcycling Community representatives were asked to complete an
awareness campaign questionnaire1 offering a selection of PTW safety-related campaigns
from different countries and different producers, to evaluate public road safety campaigns.
The project analysed all reference campaigns via a subjective assessment to arrive at its
recommendations.
Finally, as part of the process of analysing awareness campaigns, the project organized a final
debate during one of the 3 project forum and discussed the deliverable outcomes with pan-EU
stakeholders. The project then discussed the views of pan-European stakeholders and
deliverable key findings with the CAST project representative.
The deliverable concludes with methodological aspects and recommendations for future
campaigns.

The project Deliverable 7 on Awareness Campaigns provides the following outcomes:
A summary of EU research work on awareness campaigns and main conclusions for
the past decade (Annex 21)
A picture of EU riders’ perception of national campaigns (Annex 1)
The motorcycling community’s evaluation of PTW safety awareness campaigns in
Europe (Annex 10)
Designing safety messages toward the motorcycling community: common principles
and rider-specific interventions (Annex 6, Annex 13)
Dissemination channels and means to reach the motorcycling community:
RIDERSCAN pan-European surveys lessons (Annex 1, Annex 2, Annex 3).
A summary of Recommendations for Action gathered from:
o PTW safety policy priorities main references (Annex 14)
o Amplifying Questions Member States (Annex 4)
o Motorcycling Community (Annex 5)
o EU Stakeholders (Annex 6)
o EMF2015 discussions (Annex 13)

Based on these inputs and a comprehensive review of needs, the project team identified a List
of recommendations and priority actions for European and national levels, summarized in the
report on Needs for Policy Action.
This project report was reviewed by Deliverable 7 Reference Expert Andy Mayo from Local
Transport Project UK (eSUM coordinator) for the latest comments.

1

To see the questionnaire: Marot, L. Delhaye, A. (2015), Awareness campaigns review – Overview of PTW
safety awareness campaigns in Europe, Annex 10 of the EC/MOVE/C4 project RIDERSCAN.
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1. Introduction
Powered two-wheelers (PTWs) are a
popular form of transport providing
mobility to millions of people
worldwide. However, unlike other
forms of motorised transport, PTW
users, like cyclists, remain more
vulnerable due to the intrinsic
characteristics of the vehicle.
PTWs variety (Source: OECD/ITF report on motorcycle safety, 2015 – to

Over the past decade, collision records
highlighted a substantial decrease in
PTW casualties (motorcycles and
mopeds). This decrease, albeit less
pronounced than for other means of
transport, is taking place against a
substantial increase in the number of
PTWs on the roads.

be published)

In 2008, the Lillehammer Workshop2
highlighted the need to
Number of PTWs on the roads (Source: OECD/ITF report on

 Get safety messages to the riders:
Safety messages to riders should
be developed in partnership with
rider groups, in order to use the
effectiveness of peer advice in
communicating key issues to riders
on issues that will impact their
communities (priority n°6);

motorcycle safety, 2015 – to be published)

 Develop integrated awareness
campaigns, which should be
PTW casualties in Europe (Source: OECD/ITF
regular,
targeted
campaigns
report on motorcycle safety, 2015 – to be published)
addressing both motorcyclists and
other road users, where necessary supported by other action (e.g. enforcement), on safetyrelated subjects;(Priority 7)
 Portray responsible riding: Codes of practice should be developed in order to promote
and market motorcycling responsibly; the motorcycling press and rider organisations
should also promote responsible behaviour codes. (Priority 9)
 To develop an awareness of PTWs and mutual respect between road users, education
activities and campaigns should be set up from childhood, to emphasize that ”road safety
means road sharing”. (Priority 10)
2

http://www.internationaltransportforum.org/jtrc/safety/Lillehammer2008/lillehammer08.html
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Since then, several EU research projects have addressed the awareness issue through
campaigns and education (cf. Annex 21), all of them underlining the need to pay particular
attention to the acceptance issue, and recommending the involvement of the riding community
in the identification of the safety messages.
Where do we go from here?
With the aim to contribute to the common mutual understanding efforts between
governments, riders, other road users and road safety professionals, the RIDERSCAN project
focused on:


Compiling an overview and an evaluation of existing European awareness campaign that
focus on road safety, including those that relate specifically to PTW riders.



Making recommendations on ways and means of addressing specific safety messages to
the motorcycling community.
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2. Project activities and work overview
2.1. EU Research main conclusion (Annex 21)
This section compiles a selection of relevant extracts from EU-financed research projects in
relation with awareness campaigns. These projects are available on the ERSO website (latest
consulted on 15/03/2015).
The comprehensive list of selected extracts is available in Annex 21.

Road safety campaigns are powerful instruments for decreasing road accidents, but they
have only limited effectiveness over time. For this reason they are often combined with
long-term education, which forms people’s thinking and conviction in childhood and
adolescence. This approach fosters considerate and cautious drivers, who can sometimes
be reminded of specific risks through road safety campaign. (2BESAFE)
Road safety campaigns as a stand-alone measure generally don’t have a large effect on
road safety. However, campaigns are crucial as a support for other road safety measures
such as legislation, engineering and enforcement. (SUPREME)
Campaigns to improve the mutual understanding of all road users can be helpful in this
regard and have been mentioned several times by motorcycle riders. These campaigns
need to make both motorcycle riders and car drivers aware of the vulnerability of PTW
riders and need to foster safe interactions between different road users. In addition, media
needs to promote a positive attitude towards special protection clothing and protection
equipment. This can be achieved by promoting an attractive image of PTW riders.
(2BESAFE)
Development and implementation of measures to communicate the risks should be based
on:
o Specific knowledge about motorcyclists’ expectations, attitudes, motivations and
habits concerning drinking and riding, speeding, use of safety equipment and
interactions with car drivers.
o Knowledge about specific motivations for the use of powered two wheelers.
o Age and gender specific differences. (SARTRE4)
Awareness topics: 5 key awareness topics in the area of European PTW research were
identified as follows
o Speed: Contrary to expectation, motorcycle riders, at each age group received
fewer speeding tickets than car drivers. Again, this may mostly reflect the amount
and type of ‘exposure’ and enforcement efficiency, and not necessarily universal
slower driving by motorcyclists compared to car drivers. (SARTRE4)
o Alcohol: Riding a motorcycle while impaired is known to be a very high risk
activity. The impact of alcohol on riding skills is even greater than for car driving
skills. Motorcyclists seem to be aware of this and often decide to do ride when
10
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they have been drinking (Syner & Vegega, 2000). This point is important to
mention because it shows that motorcyclists are already aware of the risk
associated with drink-riding. Communicating this risk and informing motorcyclists
about it therefore appears to be a waste of effort and other means of deterrence
have to be found; However, those results have to be moderated by geographical
considerations. Indeed, motorcycle use is very different among SARTRE countries
because of both cultural and weather differences, especially between northern and
southern countries. The type of motorcycle, the profiles of motorcyclists, the
frequency of use and the number of motorcyclists differs widely between those
European regions. (SARTRE4)
Given that in most Mediterranean countries alcohol production and consumption
have been interwoven with the economy and culture for a long period of time,
authorities should actively try to modify the behavioral culture of drink-driving
among PTW users. It is evident that a shift in culture towards making drink driving
socially unacceptable requires not only intensive police control supported by a
severe penal system, but also large-scale awareness raising campaigns over a
sustained period of time, aiming to increase perceived susceptibility to drinkdriving fatalities. (eSUM)
o Protective equipment: The results of the survey revealed important differences
between various groups of motorcyclists and also various countries in usage of
protective equipment (other than helmets). Besides general safety awareness of
individual countries, there are complex factors affecting wearing rates.
The percentage of motorcyclists wearing a technical jacket is highest in Austria,
Sweden and Estonia, and the lowest in Greece, Italy and Hungary. Back protection
equipment is most used in Sweden, Ireland and Austria and the lowest use is again
found in Greece, Italy and Hungary. The use of technical shoes/boots is most often
found in the Netherlands, Sweden and Austria, while less often in Italy, Greece
and Serbia. Finally, use of a phone system installed in the helmet is highest in
Serbia, Israel and Austria, while the lowest usage is in France, Sweden and
Slovenia. There is a relation to styles of motorcycling typical for individual
countries, but also to weather conditions. (SARTRE4)
o Helmet wearing: According to respondents, their safety helmet wearing rate is
high with less than 2% reporting that they “never” or “rarely” wear a helmet. The
type of road that the motorcyclist uses is one factor affecting helmet use with the
highest rate on motorways (“always” wear a helmet 91,4%) while it is the lowest
in built-up areas (“always” wear a helmet 84,6%). However, the proportion of the
riders always wearing a helmet is clearly below the ideal level of 100%.


Gender: The percentage of females “always” wearing a helmet is
somewhat higher (consistently greater than 2% higher) than that of males
for each of the four road categories.
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Engine size: The helmet-wearing rate is higher among drivers riding
motorcycles with an engine size greater than 250 cc, consequently with
higher performance and higher speed potential.



Annual mileage: The percentage “always” wearing a helmet is somewhat
lower among those who drive more than 5,000 kilometres a year on a
motorcycle compared to those who drive less than 5,000 kilometres a year.
However the helmet wearing rate is significantly lower if motorcycle
mileage exceeds 10,000 km/year



Location: A significant relationship between the countries and helmet
wearing has been found for all road categories (e.g. less than 60% of
motorcyclists always wear a helmet in Serbia; more than 97%
motorcyclists always wear a helmet in Estonia).



Passengers’ helmet-wearing rate is somewhat lower than that of the drivers
with 78,5% of the motorcycle drivers “never” carrying a passenger without
a helmet. The proportion of motorcycle riders who report “never” carrying
passengers without a helmet is the lowest for the youngest age-group (1824 years of age); as age rises the proportion of those carrying passengers
only with helmet increases. (SARTRE4)

The city of Athens in particular should address the limited PTW helmet use
compliance through massive publicity and more systematic police enforcement
efforts. (eSUM)
o Driver distraction: Driver distraction is understood as a form of inattention and
has been defined as “a diversion of attention away from activities critical for safe
driving, toward a competing activity”. Given the difficulty in removing the causes
of distraction, such as the use of mobile phones, and in enforcing laws related to
particular sources of distraction, the use of strong campaigns to promote risk
awareness and change behaviour is a necessary part of a program of
countermeasures. Contrary to drink-driving, norms have not yet changed for driver
distraction in spite of consistent results showing that risks are known. Research
data supports the idea that car driver distraction is not connected to the lack of
perceived risk but rather a disconnection between the norms underlying the
behaviour and knowledge of risk. This data suggests that driver distraction
campaigns cannot simply focus on risk-awareness strategies, but should instead
use an approach that deals also with enforcement norms. (DACOTA)
Cell phone use: One of the research-based recommendations for action to address
the cell phone use issue is to inform, educate and train road users: Drivers need to
be made more aware of the dangers of mobile phone use and of other various
distracting activities and educated about the possible effects of distraction, their
ability to compensate for it, as well as receiving practical advice on how to deal
with telephones in vehicles. (DACOTA)
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Motorcyclist profiles: significant differences exists between sub-groups of riders,
regarding both their motivations for riding a motorbike, their motorcycling practices, and
their respective attitudes towards risk and risk taking while motorcycling. Potential
countermeasures to be implemented for increasing road safety for motorcyclists (in terms
of awareness campaign, training, riding licences or traffic laws, for example) should take
into account these sub-groups characteristics and their respective differences, in order to
be specifically adapted according to each motorcyclist’s profile. Such type of dedicated
“target approach” per profile may be a more efficient way for road safety than general
countermeasures among all the riders. (SARTRE4)
There is a very clear distinction between Northern and Southern European motorcyclists.
They are very different regarding their motivations (and thus profiles), use of safety
equipment, drinking and driving, and their proportion of road deaths compared with other
classes of road user. We thus recommend a different approach to road safety
communication in Northern and Southern European countries. (SARTRE4)
Identified human factor - problems to be addressed: (ROSA)
o The tendency of young riders to violate the rules of safe riding and towards a lack
of knowledge of potential risk. Similarly the lack of the required level of cognitive
skills for safe riding due to the lack of experience was identified
o The tendency to over-rate their own abilities and chances of positive outcomes,
due to the psychological construction of unrealistic optimism.
o Low hazard perception skills to detect or predict potentially dangerous traffic
situations and a lack of abilities to respond appropriately in the face of the hazard.
o Risky attitudes carried out by motorcyclists in group riding, particularly at
weekends and holidays
o Risky behaviour associated with specific personality features - sensation seeking,
and risk-taking decisions of some riders
o Attitudes and risky behaviours associated with riders who have aggressive
personality or anti-social traits
o The effects of fatigue on motorcyclists reaction time and decision making ability
o Alcohol consumption related to motorcycling rallies and weekends
o Fail to detect the motorcycle by the other road users, despite its presence in the
driver’s field of view, (referred to as “the conspicuity hypothesis”)
o The motorcyclist’s image among the other road users.
Identified problems related to training: (ROSA)
o Lack of training to ride a motorcycle
o The motorcyclists´ awareness and education
o First aid for motorcyclists

13
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o The other users´ awareness
Identified problems related to wearing protective equipment: (ROSA)
o Lack of information about the clothing the riders need
o Lack of information about how to choose a helmet
o Incorrect use of helmet
o Lack of awareness about the use of helmet
o Improvement of the safety performance of the helmet
o Improvement of the safety performance of clothing
o Lack of acceptance of some, or all, forms of protective equipment
o How to know and identify the correct homologation / certification of the products
o Lack of homologation procedures for all the clothing sold related to riders.
Methodology: A communication campaign is not the only measure that can reduce the
number of road crashes. Other supportive activities such as enforcement, education and
legislation are often used in combination with communication campaigns. A campaign
should:
o Be based on statistics and research
o Be selected according to a specific target audience
o Translate the overall goal into specific objectives
o Have a strategy and roll-out plan
o Put over the right message
o Be properly implemented
o Be rigorously evaluated
o Disseminate the results. (CAST)
Risk communication approaches should include internet-based dialogue oriented
strategies. Addressing safety topics on social networks seems to be a promising strategy to
reach younger people. Enhanced risk communication should be implemented in the
process of obtaining a motorcycle licence. (SARTRE4).

2.2. RIDERSCAN pan-European surveys


The European Motorcyclists Survey (Annex 1)

A survey targeting European riders was designed to collect information on the motorcycling
community around Europe and to gain a better overview of similarities and differences in
terms of riding, attitudes and safety needs.
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The survey was conducted as an open participation survey, open to the general public in each
participating country for 6 months. It was available in the following languages: Czech,
Danish, Dutch, English, Finnish, French, German, Greek, Hungarian, Italian, Norwegian,
Polish, Portuguese, Slovenian, Spanish and Swedish. The survey was advertised through rider
clubs and the national press. The Pan-European survey was disseminated at national level via
riders’ groups and the motorcycling press as well as via Internet. It collected over 17,000
usable answers from 18 European countries (more methodological details in Annex 1).
It consisted of 4 parts:
I.

General information: this part of the survey aimed at segmenting motorcyclists per
country according to basic socio-economic information.

II. Mobility habits: This part of the survey aimed at understanding what kind of
journeys motorcyclists undertake in general and more specifically with their
powered two-wheelers.
III. Riding habits: This part of the survey aimed at gaining more details on riding
habits.
IV. Safety habits: This part of the survey aimed at gaining more details on safety
habits.
The analysis of the answers included a normalised European dataset and national datasets.
The survey dissemination channels also tell us about the best ways to reach segmented
motorcyclists.
National motorcyclist association and motorcycling club membership

Figure 1 Breakdown of membership of a national motorcyclist association / motorcycling club (EU dataset)

o In the normalized European dataset, 22.8% of the respondents are members of a
national motorcyclists association and 32.7% are members of motorcycling club
(Figure 1). This membership rate varies greatly from country to country with the
North of Europe showing the highest affiliation rates (Figure 2).
members of a national motorcyclists association

members motorcycling club

Sweden

88.1%

Finland

62.7%

Denmark

87.8%

Norway

59.9%

Norway

72.8%

Germany

52.1%

Switzerland

63.7%

Denmark

50.2%

15
Deliverable 7 - Awareness Campaigns

Netherlands

62.6%

Sweden

47.1%

Finland

55.4%

Switzerland

46.1%

Spain

54.3%

Netherlands

40.9%

France

31.3%

United Kingdom

36.5%

Belgium

25.9%

Greece

32.8%

United Kingdom

25.4%

Spain

29.9%

Greece

9.7%

Belgium

29.6%

Italy

7.4%

Italy

26.8%

Germany

5.9%

Portugal

24.5%

Portugal

5.4%

France

17.8%

Czech Republic

2.1%

Czech Republic

14.1%

Figure 2 Membership rate of a national motorcyclist association / motorcycling club per country (answers per
country)

Motorcycle magazines readership

Figure 3 Breakdown of motorcycle magazine readership (EU dataset)

o Reversely, the EU dataset show a great interest for motorcycle magazines
European wide (Figure 3), which is confirmed for all countries, with the UK
showing the greatest interest (91.1%) and Greece, the lowest though still 57%. In
Denmark, Sweden and Switzerland, the rate of our respondents that are reader of
motorcycle magazine is really important (more than 80%) and it is also in these
countries that we found a large rate for membership to motorcyclists association
(more than 63% for Switzerland and more than 87% for Denmark and Sweden)
(Error! Reference source not found.). A very interesting fact to be considered
when preparing safety awareness campaigns.
Readers of motorcycle magazines
United Kingdom

91.1%

Denmark

87.4%

Sweden

85.9%

Switzerland

82.7%

Portugal

79.7%
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Germany

79.6%

Italy

78.0%

Norway

77.7%

France

76.9%

Netherlands

67.8%

Finland

67.7%

Czech Republic

63.4%

Spain

60.2%

Belgium

59.7%

Greece

57.5%

Figure 4 Readership rate of motorcycle magazines per country (answers per country)

Engine size
Top 10 registered models in the EU – 20143
Rank

Brand

Engine size

1

BMW

Above 1000cc

2

YAMAHA

501-750cc

3

PEUGEOT

Below 125cc

4

HONDA

125-400cc

5

YAMAHA

251-500cc

6

YAMAHA

751-1000cc

7

PIAGGIO

Below 125cc

8

BMW

Above 1000cc

9

HONDA

251-500cc

10

KAWASAKI

751-1000cc

Figure 5 Top 10 registered models in the EU – 2014. Source: ACEM

o Among the 10 most popular registered models in the European Union in 2014
(Source ACEM), three have engine sizes below 400cc (Figure 5). Compared with
the declared PTWs owned (Figure 6), it appears that small engine sizes are underrepresented in the RIDERSCAN dataset, while engine sizes between 401-700cc
are over-represented. While this comparison should be fine-tuned with national
registration numbers, it certainly illustrates that riders of PTWs with a small engine
size were not reached by the RIDERSCAN survey dissemination channels (PTW
press/national association/clubs). For this particular segment, other dissemination
channels should be investigated, including social media and/or dealer networks.

3

ACEM, Powered two wheeler registrations in EU and EFTA countries 2014 statistical release, February 2015
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Figure 6 Breakdown of engine size in Europe (merged answers) (Source: RIDERSCAN EU dataset)

Safety attitude

Figure 7 Breakdown of answers for the following statement 'Motorcycling will never be made risk-free' (EU dataset)
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'Riding a motorcycle involves taking a higher risk than driving a car.'
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54,0%
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52,3%
48,6%

27,8%

48,0%

35,5%

47,4%

28,4%

47,3%
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34,5%

46,1%

Italy

35,0%

46,0%

United Kingdom
Greece

39,0%
36,2%

42,1%

43,1%

42,0%

Netherlands

43,6%

41,7%
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Norway
0,0%

38,7%
29,2%

41,7%
31,9%

46,8%

20,0%

I totally agree

42,7%

Finland

Denmark

I agree partially

29,5%

40,0%

60,0%

80,0%

100,0%

Figure 8 Country breakdown of positive answers for the safety statement 'Riding a motorcycle involves taking a
higher risk than driving a car' (answer per country)

o The vast majority of EU riders tend to agree that risk will remain an inherent
element of riding a PTW, and that riding a PTW will always be more dangerous
than driving a car (Figure 7 and Figure 8). The statement “Motorcycling will never
be made risk-free” gains a large consensus throughout Europe, with at least 70% of
the riders in each selected country totally or partially agreeing with it. We find the
highest level of agreement (totally and partially combined) in the Netherlands
(96.5%) and the lower level in Greece (77%). Riders totally agreeing with the
statement were to be found most in Sweden (77.3%) and again the fewest in
Greece (39.7%) (Figure 8).

19
Deliverable 7 - Awareness Campaigns

Figure 9 Breakdown of answers for the safety statement 'Riding a motorcycle involves taking a higher risk than
driving a car' in Europe (EU dataset)

o Here again, the statement “'Riding a motorcycle involves taking a higher risk than
driving a car” was unanimously accepted in Europe (80.6%) (Figure 9) with at
least a 60% level of agreement (totally or partially combined) in every selected
country. The highest level of agreement was found in Germany (91.8%) and the
lowest level in France (61.1%).

Figure 10 Which statement best defines motorcycle safety? (EU dataset)

o The proposed sentence “Riding is not more dangerous than other modes of
transportation, it is mainly about the right attitude and behaviour, and everyone
sharing the road properly” has been chosen by the majority of the riders in all
surveyed countries. (Figure 11)
Finland
Czech Republic
United Kingdom
Sweden
Portugal
Norway
Netherlands
Switzerland

78,9%
68,1%
67,7%
65,4%
63,9%
61,7%
60,3%
56,6%
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Italy
Germany
Greece
Spain
Belgium
Denmark
France

51,2%
50%
48,2%
47,8%
44,5%
43,9%
40,2%

Figure 11 Percentage of respondents choosing the statement “Riding is not more dangerous than other modes of
transportation” (national rates)

o At least 50% of respondents considered that this sentence best defines motorcycles
safety in Finland, Czech Republic, United Kingdom, Sweden, Portugal, Norway,
the Netherlands, Switzerland, Italy and Germany. (Figure 11)
o It is in France that this sentence was chosen the least unanimously with 40.2% of
respondents choosing this answer. The second preferred French answer is “To
make motorcycling safer, it is the job of road authorities to improve riding
conditions (road infrastructure, tax cuttings on motorcycling protective equipment,
etc…)”, chosen by 25,1% of French respondents. (Figure 12)
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Figure 12 Country breakdown of answers (national rates)
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o While the first statement chosen to best define motorcycle safety was the same in
all surveyed countries, the second most chosen answer varied (Figure 13). To
enhance motorcycle safety, 3 solutions can be considered:
 Road authorities’ responsibility: improving riding conditions: Belgium,
Greece and France.
 Motorcyclists’ responsibility: improving training: Italy, Norway, Sweden,
Denmark, Germany, Spain, Switzerland, the United Kingdom, the Czech
Republic and Finland.
 Other road users’ responsibility: car driver training and awareness: the
Netherlands, Portugal.
35,00%
30,00%

To make motorcycling safer, it is
the job of road authorities to
improve riding conditions

25,00%
20,00%
15,00%

Motorcycling is dangerous and
one should be extremely well
trained before getting on the
road with a bike

10,00%
5,00%
Portugal

Netherlands

Finland

Czech Republic

United Kingdom

Switzerland

Spain

Germany

Denmark

Sweden

Norway

Italy

France

Greece

Belgium

0,00%

Motorcycle safety, it's all about
car drivers' training and
awareness

Figure 13 Second most chosen answer per country to the question " Which sentence best defines motorcycle safety?"
(national rates)

Safety campaigns

Figure 14 Breakdown of answers on riders’ perceptions of official road safety campaigns in Europe (EU dataset)
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26.0%

34.6%
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Figure 15 Top answers per country % perception of official road safety campaigns (answers per country)

o Answers to the question “Which sentence best defines your perception of official
road safety campaigns” vary greatly from country to country (Figure 15) without
any correlation with membership or readership rates (Figure 1 and Figure 2). This
means that riders’ perceptions of an official road safety campaign are directly
influenced by his/her own personal assessment of the quality of the road safety
campaign.
o Riders from Belgium, the Czech Republic, the Netherlands, Poland and the United
Kingdom have a good perception of the awareness campaigns conducted by their
national authorities, as seen by the top selected answer “Public road safety
campaigns address the right issues and use language and images drivers and
riders understand” (Figure 15).
o For France, Italy, Spain and Switzerland, riders seem to think that official
awareness campaigns can be offensive and put over a negative image of
motorcycling and motorcyclists (Figure 15). Error! Reference source not found.
o In Austria, Finland, Germany, Greece, Norway, Portugal and Sweden, the top
answer chosen by riders is “I am not aware of public road safety campaigns”.
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Amplifying questions directed at Member States and EU Road Safety Authorities
(Annex 4) and the motorcycling community (Annex 5) confirmed that public
authorities do not conduct any campaigns in Greece, Norway and Sweden, and that
they are very rare in Austria. In Germany this result is quite surprising, given the
various campaigns launched by public authorities such as Runter vom Gas (Figure
15).
o In Austria, Finland and Greece, the second most frequent answer is “Public road
safety campaigns do not address the right issue”. In Germany, Norway, Portugal
and Sweden the second most frequent answer is “Public road safety campaigns
give a bad image of motorcyclists and motorcycling”. This means that, even when
there is no public awareness campaign in their country, riders there tend to have a
negative image of official road safety campaigns (Figure 15).



Intelligent Transport System for PTWs User Survey (Annex 3)

The RIDERSCAN ITS survey aimed to capture the attitude of riders towards safety systems
at large. More specifically, the objectives of the survey included the identification of:


rider subgroups with different attitudes towards safety and safety systems/devices;



systems/devices evaluation by riders;



national differences within Europe with reference to an average European sample.

The survey was available for a period of 3 months in the following national languages:
Bulgarian, Czech, Danish, Dutch, English, Estonian, Finnish, French, German, Greek,
Hungarian, Italian, Lithuanian, Norwegian, Polish, Portuguese, Rumanian, Slovakian,
Slovenian, Spanish and Swedish. The survey was advertised in all European countries through
rider clubs and the national press.
The survey was composed of 2 parts: a first part segmenting riders according to their location,
riding profile and background, and their attitude towards safety and technology; the second
part offered a list of systems/functions (cf. 5.Classification of ITS Systems/Functions) for
which riders were asked to rate from 0 to 4 the estimated safety potential, whereby a rating of
0 clearly underlined the identified potential danger and the implicitly recommended not
pursuing such technology.

Riders profiles
On average, the European dataset (comprised of Belgium, Denmark, Finland, France,
Germany, Greece, Italy, Luxembourg, the Netherlands, Sweden and the United Kingdom duly corrected with park and accident rates) is mainly representative of riders 26 and older
and essentially male riders.
The majority of riders (65.3%) have more than 10 years of experience, and 89.1% more than 3
years, while annual mileage with PTW(s) is pretty uniform, being above 3000 km/year.
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The results show a strong polarization of usage between commuting (i.e. going to
work/school/university) and leisure/hobby/sport/short rides (88.0% overall), to be correlated
with the main mean of transport: 66.1% of car users use their PTW for
leisure/hobby/sport/short rides, while 67.0% of respondents using a PTW as their preferred
means of transport are commuters (Figure 16).

Figure 16 Most often used means of transport vs PTW usage (European dataset) – data add up to 100% for the most
often used means of transport

Within the European dataset commuters and leisure riders (i.e. leisure/hobby/sport/short rides)
are differently represented at national level (Figure 17): Germany represents the country with
the highest percentage of leisure riders (almost 70%), while at the opposite end Greece has a
share of almost 70% of commuters and only 20% of leisure riders.
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Figure 17 PTW usage by country (European dataset) – data add up to 100% for each country

2.3. The motorcycling community’s evaluation of
awareness campaigns in Europe (Annex 10)

PTW safety

As part of the Amplifying Questions, the Motorcycling Community representatives were
asked to complete an awareness campaign questionnaire, with a selection of PTW safetyrelated campaigns from different countries and different producers, to evaluate public road
safety campaigns.
Below is a summary of the subjective but informative assessments of the national
representatives of the motorcycling community.
Campaigns evaluated positively
 BELGIUM: Keep an eye on each other (nl: Heb oog voor mekaar
– fr: Gardez un oeil sur l’autre)
Campaign materials: video, posters, flyers, press releases, field actions
disseminated on the Internet, social media, TV, general and specialised
press, on highways, in driving schools and city halls at national level.
This campaign targeted both PTW riders and car drivers and aimed at
highlighting interaction with other road users and taking each other’s
behaviour into account.
Campaign message: Be aware of the presence of riders in day-to-day traffic.
Evaluation by FEBIAC: 4/5
26
Deliverable 7 - Awareness Campaigns

Good points of this campaign: targeted both riders and car drivers.
Bad points: lack of sufficient resources to conduct a broad campaign in the media.

 GERMANY: Slow down (de: Runter vom Gas)
Campaign materials: eye-catching billboards alongside motorways,
spots in cinemas, TV-spots, radio-spots, even a safety box
(information and safety tools) for young riders in one federal state,
disseminated on the Internet, social media, TV, in newspapers and
magazines, alongside motorways at national level.
This campaign targeted all road users, but especially all PTW users and above all novice
riders.
It targeted speeding, young riders and PTW visibility.
Campaign message: Excessive speed is dangerous!
Evaluation by ACEM: 4/5

Evaluation by Biker Union: 4/5

Good points of this campaign: No
shocking motives were used, though the
images pointed to a disaster. The campaign
covered all traffic participants. With
different motives for each group, all traffic
participants were sensitized for the
problems of the other.

Good points of this campaign: The
campaign did not use a “raised finger
approach”, providing advice and showing
the consequences, but also using the
emotional level to deliver its messages.
Riders’ representatives were involved in
most of the activities concerning PTWs.

Bad points: PTW riders themselves know
very well the risk involved in riding a
PTW and felt a little bit “bored”.

Bad points: no bad point identified by
Biker Union.

 ITALY: Two wheels, one life (it: Due ruote una vita)
Campaign materials: flyers, posters, radio campaigns disseminated on the
Internet, social media, TV, newspapers, specialised press, motorcycle
events at regional level.
This campaign targeted all road users, with a strong focus on young riders.
It targeted speeding, respect of rules and care while riding.
Campaign message: Respecting rules and taking care saves lives
Evaluation by ACEM: 4/5
Good points of this campaign: The slogans are very effective and the media used to spread the
message are very good to reach young people.
Bad points: the campaign scale (regional diffusion). If the message had been spread through
national media, it would have reached many other people.
27
Deliverable 7 - Awareness Campaigns

 FRANCE: On a motorcycle, the danger is to think there is none (fr: à moto le danger
c’est de penser qu’il n’y en a pas)
Campaign materials: 1-minute video clip broadcast on the Internet (including social media to
disseminate it) and on national TV.
This campaign targeted motorcyclists and their risk homeostasis.
Campaign message: On a motorcycle, the danger is to think there is none
Evaluation by FFMC: 4/5
Good point of this campaign: tackling the risk homeostasis issue: danger comes when you
don’t expect it.
Bad points: showing a motorcyclist with an aggressive riding style reinforces “clichés” and
prejudices against PTWs instead of encouraging greater attention to vulnerable road riders.
The main negative message is the underlying statement contained in the campaign that
motorcyclists are responsible for their accidents.
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 UNITED KINGDOM: Think!
Campaign materials: videos, information, commercials on TV, radio spots,
the Internet, social media, magazines, posters at national level but well
disseminated throughout the world.
These campaigns targeted all road users and PTW users, focusing on rider
behaviour, personal protection, helmets, etc. They address collisions with
other road users (where the other driver did not look or see the
motorcyclist) and single-vehicle collisions (where rider skills were the
cause or prime factor).
Campaign message: Take longer to look for bikes.

Evaluation by SMC: 4/5

Evaluation by BMF: 5/5

Good points of this campaign: The videos
do not blame the riders for all accidents
and are accurate and reasonable.

Good points of this campaign: good
campaign in general.
Bad points of these campaigns: these
campaigns do have the capacity to
“frighten-off” potential riders or unsettle
family members of motorcyclists but these
risks exist in any public safety message.

Bad points: no bad point identified by
SMC.

Campaigns evaluated negatively

 BELGIUM: Go for Zero
Campaign material: posters alongside motorways at regional level.
This campaign targeted car drivers and motorcyclists.
Campaign message: Have respect and consideration for each other
Evaluation by MAG Belgium: 1/5
Good points of this campaign: no good point identified by MAG Belgium.
Bad points of this campaign: nobody notices the posters; they are only alongside motorways.
And the message is not the most relevant for motorcyclists’ safety.
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 ITALY: On the right road –risk through a kid’s eyes (it: la
Buona Strada – Il rischio letto attraverso gli occhi dei bambini)
Campaign material: video, radio campaigns, flyers disseminated on TV
and newspapers at national level.
This campaign targeted all road users, calling for rules to be respected.
The spot dedicated to PTWs and bicycles was not launched because ANCMA (association of
manufacturers) and FMI didn’t agree with the message sent because it seemed that it was
always a PTW rider at fault.
Campaign message: pay attention.
Evaluation by FMI: 2.5/5
Good points of this campaign: the message to all road users to respect rules.
Bad points: there were different messages for each vehicle except for bicycles, mopeds and
motorcycles. PTW riders need a specific message, without making them feel guilty. As
vulnerable road users, they need dedicated messages, for instance the need to respect, to be
conspicuous.

2.4. Key elements for the efficient design of PTW awareness campaigns
(Annex 4, Annex 5, Annex 13)

Collecting the views and information of the various stakeholders involved into the areas of
work covered by the project was part of the key activities to have a better understanding of
priority actions. This collection of feedback and information took several forms:
•

a literature review from the main related policy documents: Annex 14

•

a questionnaire (Amplifying Questions) designed to survey the different categories of
stakeholders directly involved into the policy making (Member States, the European
Union, the Motorcycling Community representatives, EU stakeholders). Answers to
the questionnaire were collected either from phone interviews, written answers, or
face-to-face meetings and are summed up in the Annex 4/ annex 5/ annex 6/ annex 7;

•

inputs from project workshop: Annex 13

Following this structured approach, the project team worked at identifying priority areas for
EU action according to the different stakeholders.


Stakeholders Safety Priorities – Awareness campaigns

With the objective to gaining a preliminary overview of the key safety aspects to be
considered in the PTW safety debate, and of the project safety areas in particular, the project
team undertook a detailed comparison of the PTW safety policies of key PTW/road safety
stakeholders.
The table below summarizes the identified key safety aspects for each key stakeholder.
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It should be noted that the documents were not written at the same time, meaning that some of
them are more up-to-date than others. For the complete overview of the PTW safety policies
and reference details, please refer to Annex 14.
D7 – Awareness campaigns
- Safety messages to be developed in
partnership with riders’ group
- Awareness campaigns addressing
both car/PTW users (PTW
vulnerability, most common crash
scenarios, risk factors, high-risk
behaviours)
- Integrated awareness campaigns (with
completing safety actions e.g.
enforcement, etc.)
- Portray responsible riding (code of
marketing practice)
- OV drivers and PTW awareness
campaigns (share the road campaigns)



ETSC

Lillehm.

FEMA

EC

ACEM

-

Yes

-

-

-

-

Yes

Yes

-

-

-

Yes

-

-

-

-

Yes

-

-

-

-

Yes

Yes

-

-

ITF

Yes

Yes

General CAST elements: how to design an awareness campaign4

The CAST project recommends following 6 steps when designing a road safety campaign:
1. Getting started: the very first step to do before launching a campaign is to clearly
define why you need an awareness campaign. This means identifying the problem you
want to address.
o Identifying and defining the problem: based on data.
o Analysing the context: in which context the problem occurs.
o Locating partners and stakeholders and getting them involved: the more
stakeholders from the sector are involved, the better the message will be
designed and accepted.
o Drafting the budget: costs for research and evaluation should also be included.
o Gather the campaign partners together for a kick-off meeting: the general
objective and the campaign strategy should be drafted between partners.
o Calling for bids and setting up the campaign team: the bidders may include
advertising, production, and media-buying agencies, public relations agencies,
and researchers. Outside researchers are at least recommended to conduct the
evaluation of the campaign.

4

European Commission, Road Safety Communication Campaigns. Manual for design, implementation and
evaluation (abridged version), 2010, www.cast-eu.org/docs/CAST_RoadSafety_EN.pdf
CAST project, IBSR-BIVV, Manual for Designing, Implementing and Evaluation Road Safety Communication
Campaigns, 2009, www.cast-eu.org/docs/Manual_final.pdf
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2. Analysing the situation: this process is fundamental to understand in detail the
problems targeted. The following steps, in this order, are needed:
o Thoroughly analysing the problem and possible solutions: analysis of in-depth
studies, theoretical models, past campaigns, marketing studies on the target
audience.
o Deciding whether to segment the audience: it is often best to segment the
audience in order to address the distinct needs and characteristics of particular
subgroups. Several subgroups can be targeted.
o Determining how to act on main motivations and reach the audience: find out
what factors contribute to the problem behaviour identified.
o Defining the campaign’s specific objectives: identifying the campaign’s
primary and secondary objectives.
o Gathering information from evaluations of past campaigns and other actions:
select an evaluation methodology appropriate to the campaign and its
objective.
3. Designing the campaigns and the evaluation: the elements collected during steps 1
and 2 will be necessary to design the campaign. In parallel, complementary actions or
programmes can be designed too.
o Developing the campaign strategy: try to answer these questions: what should
we do? How should we do it?


Define the strategy: type of campaign, scale.



Develop the content of the message: context, structure and style of the
message. The message should be as clear as possible.



Choose campaign identifiers: spokespersons, logos, mascots, brands,
etc.



Select the media and define the media plan: according to the budget,
the target audience, etc.



Develop and pre-test the messages and slogans in their full context:
message testing tells you more about the strengths and weaknesses of
the message.

o Designing the campaign evaluation: try to answer this question: how will we
know if the campaign is working or not?


Define the objectives of the evaluation: the minimum is to determine if
the campaign works or not, and whether or not it is cost effective.



Choose the evaluation design and sample: choose a sample and use a
control group.



Develop evaluation measures: road-accident data, observed behaviours,
self-reported data, and cost data.
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Define methods and tools for collecting data: qualitative or quantitative
method.



Plan the evaluation

4. Conducting the ex-ante evaluation and implementing the campaign: the ex-ante status
should be used as a baseline for the other phases of the evaluation. You also need to
produce the actual campaign materials and launch the campaign.
o Conducting the ex-ante evaluation
o Producing the campaign materials
o Implementing the campaign: the timing of the launch is very important since it
creates unique opportunities to get free publicity for the campaign.
o Controlling the release of campaign materials and possibly feedback to
previous steps: in case of implementation issues, corrective measures can be
applied.
5. Completing the evaluation and drawing conclusions: this step is essential to determine
if the campaign was effective and achieved its goals.
o Implementing the chosen evaluation method for the during- and/or aftercampaign periods
o Processing and analysing the evaluation data: comparison of the ex-ante data
with that obtained in the during and/or after period(s).
o Gathering cost and cost-effectiveness information
o Drawing clear conclusions about the campaign: identification of successful
elements and elements that did not work, and why.
6. Writing the final report: one of the main goals of writing the report is to provide
important information and feedback not only to the partners involved in the campaign,
but also to stakeholders, researchers, and the general public. It is crucial to disseminate
the results of the campaign, ensuring that the information is widely distributed and
easily accessible. Indeed, any improvement in future campaigns depends on the
availability of thorough and rigorous campaign evaluation reports.


PTW specificities: key elements related to PTW safety campaigns

As part of the information collection process, the Amplifying Questions surveys aimed at
collecting the views of the motorcycle industry, riders’ representatives, national road
authorities, road safety and research institutes on the 8 safety areas covered by the project.
Moreover, relevant EU stakeholders were asked to give feedback on the recommendations
identified by the RIDERSCAN project. For the Deliverable 7, a member of the CAST project
were interviewed and commented on the different recommendations.
According to answers received from the motorcycling community, there are two important
things to highlight in an awareness campaign for powered two-wheelers users or on PTWs:

33
Deliverable 7 - Awareness Campaigns

Feedback from CAST (Annex 6)
 To raise awareness of other road users on the It depends on the nature of the problem
presence of riders
 To send a positive message to riders

Agree - If you start moralizing people,
there is a kind of rejection of the
message

Member States’ experts and road safety and research institutes also made recommendations
for the design of an awareness campaign for or on PTWs:
Feedback from CAST (Annex 6)
 To focus the campaign on providing solutions: point Very important to give the audience
to what the danger is and how to ride/drive safely, specific feasible instruction on how to
with concrete information for safe motorcycle riding. reduce the risk
E.g.: how to change behaviour or give examples of
dangerous situations and how to behave. It is more
convincing if you show which behaviour should be
preferred to avoid an accident.
 A lot of people to be reached by the message:
widespread publication. The campaigns are more
effective when they are broadcast on TV, reaching all
motorcyclists. Campaigns in specialized magazine are
less useful as they tend to reach motorcyclists already
aware of road safety.

Important to have a general channel of
dissemination.

 To bring together all stakeholders, including riders.

Very important to have as many
stakeholders from the motorcycling
community as possible

Riders who read MC press are not
always safety aware

 Proper identification of the problem: in order to This is a necessary first step
realise a good campaign, we have to see what the
actual PTW problems are.
 To talk to other road users: talk with car drivers and
all road users and make them aware of PTW
presence.

It depends on the nature of the problem

 Prepare the awareness campaign by prevention work Campaigns that are combined with field
in the field (practical workshops at the beginning of activities have proved to be more
motorcycling season).
effective than stand-alone campaigns
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Similarly on the negative aspects, the motorcycling community highlighted two important
things to avoid in an awareness campaign for powered two-wheelers users or on PTWs:
Feedback from CAST (Annex 6)
 To send out a message stating that riders have sole It depends on the nature of the problem
responsibility for their accidents
 To give the impression that “extreme riding” is the Except if you want to target extreme
regular way of riding
behaviour as such

According to Member States’ experts and road safety and research institutes, elements that
should be avoided are:
Feedback from CAST (Annex 6)
 Sending out a too negative message is less convincing
for users. We should not show the result of an accident
(death, etc.). The use of shocking pictures or videos to
provoke a behavioural change is maybe not the right
way to achieve a long-term effect on safe traffic
behaviour.

Fear is not effective in the long term.
But if you do use fear appeals, don’t
let them interfere with the change in
attitude or behaviour you want to
have.

 To do not stigmatize the rider: the message won’t be If you start moralizing people, there is
accepted and won’t work. You have to choose a a kind of rejection of the message.
message that the motorcycling community can support.
Don’t target a specific and extreme behaviour because
it is not the “normal” behaviour of most of the riders.

The project also asked stakeholders to identify topics of relevance for future awareness
campaigns to increase PTW safety:
Which safety messages would you recommend to focus on in your
country?

Countries

Car drivers, please pay attention to two-wheelers, especially when
approaching crossroads.

ACEM Italy
FFMC France
Biker Union Germany
SMC Sweden

Regarding single-vehicle accidents: Don’t be over-confident! An
exaggerated opinion of oneself is often the cause of an accident.
One’s own competence in taking curves in particular is often
overestimated.

ACEM Germany
Biker Union Germany

Road safety awareness in general

NMCU Norway
SMC Sweden
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Regarding multi-vehicle accidents: Better look twice! If PTW
riders are aware of their risks, this knowledge can help to avoid or
reduce the dangers.

ACEM Germany

Always wear protection and the right clothes, even during a hot
summer, as they can save lives.

ACEM Italy

Use your head and be careful: public roads are not a motor-racing
circuit.
Target the riders without a licence

ACEM Italy

Target distracted driving

SMC Sweden
FMI Italy

2.5. Other stakeholders’ feedback (Annex 6, Annex 13, Annex 14)
As part of the data collection and validation processes, the project organized 3 forums, and
discussed the deliverable outcomes with pan-EU stakeholders. The memorandums of the
workshops can be read in Annexes 11, 12 and 13. Below is a compilation of interesting
comments made by participants and/or speakers in relation to data collection activities.


Stakeholders workshops’ comments

As part of the data collection process and gathering of input, the RIDERSCAN project held 3
stakeholder forums to discuss the various safety topics and the information collected. The
memorandums of the workshops can be read in Annexes 11, 12 and 13. Below is a
compilation of interesting comments made by participants and/or speakers in relation to
awareness campaigns and safety communication to the riders.
 Methodological aspects:
o There is a need to segment an awareness campaign as riders do not form a
homogenous group. If “the” motorcyclist does not exist, “the” rider safety
campaign does not exist either.
o Safety campaigns should be based on a broad approach involving a step-bystep procedure to design campaigns (CAST model). Steps suggested are:


Looking at the specific situation



Designing the campaign and evaluation



Ex-ante measurement and campaign implementation



Ex-post measurement and evaluation conclusions



Reporting to gain input for the next cycle

o ACEM emphasised the fact that awareness campaigns are an area where there
is a need to have a common commitment from the sector as a whole, and
requires all people to be involved.
o One delegate underlined the fact that the public sector can contact and seek
advice from advertising agencies to better sell the product “road safety”, more
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easily than other institutions.
 Evaluation and effects
o The UK stressed that evaluating a campaign is absolutely crucial, to know
whether the campaign is working or not, and whether the money has been
spent properly. How can you learn whether a campaign is effective or not if
you don’t get feedback and evaluation? The involvement of an academic
institution can be beneficial.
o Overall,
a
number
of
campaigns
analysed did
have a certain
impact
on
accidents,
even the small campaigns. But you need to distinguish between the effects on
knowledge, the effects on road user attitudes, and the effects on behaviour or
intended behaviour, as all three can influence accidents. This means that a
campaign for getting or giving more knowledge or insight into a problem can
be called effective if it is proven that the knowledge levels before and after the
campaign are different, compared to a group not exposed to the campaign.


Pan-EU stakeholders feedback – the CAST project

Finally, the project team discussed the main conclusions with one of the CAST Manual
authors to align the recommendations with the CAST work.
 Feedback from the CAST project on Member States’ and motorcycling community
recommendations can be summarized as follow::
o To bring together all stakeholders, including riders: The first step of the CAST
guidelines is to analyse the problem and then look for partners and stakeholders
and involve them. It is very important to have as many stakeholders from among
the motorcycling community as possible. This will allow you to pre-test your
messages for example.
o Short and popular messages; surprising and creative messages: It is really logical
to have a message that is as clear, short and legible as possible. If a message is
wrong or not clear you provoke confusion. One option is to have a creative and
surprising message to attract attention.
o To focus the campaign on providing solutions: It is very important to give the
audience specific instructions on how to reduce risk. If you don’t provide these,
you will only increase fear. And it is also necessary to provide feasible solutions.
o To target the right media: For PTWs, it may be more difficult to target a specific
target group in the audience.
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o To focus on large audience broadcasts. Campaigns in specialized magazines
target riders who are already safety-aware; the best place to broadcast campaigns
is a cinema (100% attention) with a wide variety of audiences: Using more general
channels like television or newspapers is also good. But we cannot suppose that
riders who read MC magazines are always safety-aware: specific media might be
needed to reach these people. As cinemas have a specific audience (young), it will
depend on the audience you want to reach.
o It is important to alternate campaign themes and styles (shocking, humorous, etc.)
constantly in order to keep people mindful of road safety topics: The choice of the
tone of voice of the message depends on the audience you want to reach. A best
practice would be to always pre-test your message on your audience. It should be
analysed and tested. You don’t necessarily need to alternate; you above all have to
test your message first.
o To precisely identify the targeted problem: An absolutely necessary step.
o To address other road users’ behaviour and make them aware of PTW
characteristics: This depends on the nature of the problem targeted.
o To complement awareness campaigns with prevention activities in the field
(practical workshops/screening at the beginning of the motorcycling season):
Campaigns that are combined with field activities have proven to be more effective
than stand-alone campaign.
o The biggest problem with awareness campaigns is that they usually aren’t
evidence-based. In the rare case that a campaign is evaluated: Research found
that not many awareness campaigns are fully evaluated. Often only the “reach” is
evaluated. But we should also evaluate the campaign’s impact on the target
audience in terms of knowledge change, attitude change, behaviour intention, selfreported behaviour and if possible actual change. The CAST recommendation is to
evaluate a campaign not only on reach. Of course, the reach element is important,
because if your campaign does not reach your audience, you have to change it to
make it effective. But often you only talk about actual change. In some cases,
campaigns target intermediate changes, changes in knowledge or attitude. As a
result, there are many more variables to be measured than just actual behaviour,
and indeed actual behaviour is sometimes hard to evaluate.
o Avoid sending out too negative messages; a campaign should not show the result
of an accident (death, etc.): Fear is not effective in the long term. But if you do use
fear appeals, don’t let them interfere with the changes in attitude or behaviour you
want to provoke. If your message is too shocking, people will be “turned off” and
you will not achieve any effect.
o Avoid stigmatizing the rider as the message won’t be accepted. Choose a message
that the motorcycling community can accept. Avoid targeting specific and extreme
behaviour because it is not the “normal” behaviour of the majority of the riders: If
you start moralizing people, there is a kind of rejection of the message. But if you
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want to target extreme behaviour as such, this is different.
o To raise awareness of other road users to the presence of riders and to send out a
positive message to riders: This depends on the problem you’re targeting. If it’s
single vehicle accidents you don’t need to care about other road users.
 What needs to be done is to analyse your problem, your audience, your media channel.
It is important also to report on which elements you used, etc. And then evaluate what
worked and what did not work, allowing best practices to be compared between
countries.
 The most important things are to have a good analysis of the problem you want to
address and of your audience, and to involve stakeholders.
 When a campaign is financed by the EU, it should be based on CAST principles. The
CAST principles provide guidelines on designing and implementing a campaign, but
above all on how to evaluate it. And it is crucial to evaluate the impact, thereby
gaining input for the next campaign.
 An EU-wide campaign would not necessarily be effective and pertinent, as there are
many differences between countries. To conduct an EU campaign, you would need an
analysis of common accident patterns. If this is not available, national or regional
campaigns are better. At present there is no room for a pan-EU campaign. What would
make sense would be to have a general baseline for Europe, to be adapted depending
on the country issue at stake.

3. PTW Safety Awareness Campaigns – Key challenges
The CAST project, backed up by the comments of one of its authors, referred to the
previously identified need to have a better understanding of pan-European problems, hence
the need for accurate data, before putting forward pan-European campaigns on specific
accident causation factors.
However, as safety awareness can take different form and involve different stakeholders,
work heading in the right direction can already be started. This includes:
Campaigns aiming at increasing mutual recognition and acceptance on the road.
The identification of a general baseline for European awareness campaigns for
PTWs, to be further adapted in line with national/regional/local PTW safety patterns.
Reaching riders in PTW dealerships, as the type of bike chosen by riders provides
clear information on their motives, the experience they seek and their concept of
riding (when they can choose the bike). Such persuasive communications, tailored to
the motivational requirements of the average rider of each motorcycle type, could be
provided when buying a motorcycle in an attempt to encourage safe riding behaviour.
Further research on risk definition, identification, awareness and assessment
considering different mobility patterns and riding styles in Europe (focusing on
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specific rider groups at greater risk such as novice or returning riders) would enhance
knowledge not only for the design of robust awareness campaigns, but also for hazard
perception training purposes and ITS development.
Such a study would also investigate the influence of cultural differences between
European countries on road safety: behaviour, perceptions, attitudes, beliefs of road
users; understand the link between different social factors (age, alcohol, riding in
groups) and behaviour.
Complementary studies should include research on:
o Other Vehicle drivers’ perception failures, road user distraction, and ways
to increase VRU awareness (including PTWs);
o Behaviour in traffic: to better understand all road users’ behavioural patterns
and their interaction (with and without technology involved); testing of: longterm analysis of rider behaviour in traffic; measures to improve the behaviour
of all road users;
o Extreme behaviour: understand the causes of extreme behaviour and design
effective measures to reduce it; identify the specific group of motorcyclists
showing extreme behaviour and find means to reach them;
o Protective equipment: develop and test personal safety equipment.

4. Deliverable conclusions
PTW accident investigation work has highlighted the relevance of human factors, including
individual behaviour, in accident causation. Awareness campaigns, broadly speaking, have
the capacity to play an important role in tackling some of these factors.
This is confirmed by the OECD/ITF Motorcycle Safety Report5 which underlines that,
although it is acknowledged that there is little research evidence on communication campaign
effectiveness, it is assumed that the media can:
 positively influence attitudes and behaviours
 provide information
 increase the acceptability of safety measures
One of the main strategic objectives of the European Commission Road Safety plans is to
improve awareness of PTW riders by other road users. The mid-term review of the EC
Communication on Road Safety 2011-2020 is therefore an opportunity to address the
challenge, making use of the recommendations issued by the various experts, one of which is
the need to include representatives of the PTW community in the design and development of
comprehensive and efficient awareness campaigns tackling PTW safety issues.

5

IMPROVED SAFETY FOR MOTORCYCLES, SCOOTERS AND MOPEDS © OECD 2015 (to be published)
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