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Public information about road safety

Summary

In the Netherlands, public information has already been used as an instrument to improve road safety
since the 1930s. The final aim of each information campaign is a voluntary and durable change in
traffic behaviour. This requires road users to have sufficient knowledge about a problem and to adapt
their behaviour. Here public information also plays an important role. The more road users relate to a
problem, the more effective an information campaign will be, especially if it involves behaviour that is
easily adapted. In actual practice this usually is not the case, as a result of which public information on
its own has hardly any or no effect at all on road user behaviour. Public information can be effective if
it is part of a large behaviour campaign and is combined with police enforcement, rewards, or other
methods. Research has an important role in the preparation of an information campaign.

Background

Public information is often used as an instrument to improve road safety. Beside traffic lessons and
driver training, it is part of the larger field of traffic education. Information about risk comminication is
defined as a methodical communication activity that aims at motivating people or helping them to use
healthy or safe behaviour (Brug et al., 2007). Brug et al. distinguish five steps to achieve durable
behaviour change:

— problem awareness: attention for a problem;

— better knowledge of a problem: knowledge of its magnitude and causes;

— attitude change: awareness of pros and cons of specific behaviour and the accompanying feelings;
— behaviour change: stopping unwanted behaviour and learning new standards and behaviour;

— desired behaviour should be maintained; the new behaviour should become a routine.

Generally, three main types of (governmental) public information are distinguished, namely
informative, educational and persuasive information (see Van Woerkum & Kuiper, 1995). The
government uses informative information to give information to the public that they can use to rapidly
find useful answers to frequent questions. Educational information is used to help the public to reach a
well-founded sensible decision. Persuasive information, finally, is used by the government to convince
the public of the preference of certain behaviour, so that they will also adopt it.

In addition to this distinction, a difference is often made between mass media and interpersonal
information. Interpersonal information involves two-way communication between information official
and client in which the information official receives immediate feedback. Mass media information is
characterized by one-way communication using mass media like television, internet, radio,
newspapers and free local papers.

This fact sheet will discuss the history and set-up of information campaigns, the principles of
behavioural psychology that need to be taken into account, and other factors that determine the
effectiveness of public information. We will mainly restrict ourselves to public information using the
mass media that is aimed at convincing the public: mass media persuasive information. A specific
form of this type of public information, Fear-based information campaigns, is discussed in a different
SWOV fact sheet.

How did public information about road safety develop in the Netherlands?

In the Netherlands, information campaigns in the field of road safety date back to the 1930s. Leerink
(1938) paints a picture of intensive information efforts in those days. The Association for Safe Traffic
Amsterdam which was founded in 1931 organized 'propaganda weeks' directed at specific groups of
road users. The organization which was then called KNAC (Royal Dutch Automobile Association) and
the Royal Dutch Tourist Club ANWB published road safety brochures and put special safety -
advertisements in the papers. KNAC also invented a kind of mobile information: a car driving around
the country ('the mobile traffic educator') that used exchangeable signs to give 'traffic hints' to road
users committing errors.
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In the period 1970-2000, information campaigns about traffic were often carried out on an ad hoc
basis at the initiative of different organizations (Dutch Traffic Safety Association, Ministry of Transport,
Dutch Association of Insurers), and not always with a clear connection between national and regional
activities. In recent years, the government's public information policy with relation to road safety has
been more coherent and facilitating. The greater coherence gained ground because mass media
information was joined with enforcement and regional activities in specially planned campaign periods.
Greater coherence was also achieved by bringing separate campaign themes like seatbelts, alcohol,
aggressive behaviour, or bicycle lighting under the common denominator ‘Arriving home safely’.
Campaigns at the regional level are facilitated by making available a toolkit consisting of information
material that has been developed at the national level (Tamis, 2004).

How does persuasive information work?

A model that is often used to understand and analyse how persuasive information works is McGuires
12-step model (McGuire, 1986). It is somewhat more detailed than the five steps described by Brug et
al. (2007). If information is to result in behaviour change, McGuire says that people must be (1)
subjected to the message and (2) pay attention and (3) be interested. Next people have to (4)
understand the content of the message, (5) possess or acquire the skills to perform the desired
behaviour, and (6) bring their attitude in conformity with the message. Then people have to (7) commit
the new information, knowledge, and attitude to memory and (8) be able to retrieve it from memory at
the right time and in the right situation. Next, people must (9) decide to adapt their behaviour to the
recollected information, and (10) act on the decision. Finally the actual behaviour must (11)
immediately be confirmed/rewarded, and (12) be maintained.

Not until all twelve steps have been taken, a durable behaviour change will be achieved. Because
each step is preconditional to the next step, and because there can be a hitch at any step, this theory
makes it understandable that it is often difficult to achieve behaviour change by using public
information.

Which principles from behavioural psychology are important for information?

Several principles from behavioural psychology are important for the set-up and content of information
campaigns. Examples are the differences between central en peripheral processing of information
(Petty & Cacioppo, 1986) and between planned behaviour and habitual behaviour.

Central versus peripheral processing of information

When people are deeply involved in a subject, for example because it touches them personally, they
are motivated to search for information about that subject and to process it thoroughly. This so-called
central processing enables an enduring change of attitude and behaviour. When there is only limited
involvement with a subject, there is superficial, so-called peripheral processing of information.
Changes of attitude and behaviour are still possible, but these are unlikely to be durable.

Planned behaviour versus habitual behaviour

There also is a fundamental difference in information processing between planned behaviour and
habitual behaviour. When behaviour is planned, this is based on deliberate choices. Habitual
behaviour is not preceded by deliberate choices. The deliberate choice was made in the past, but due
to frequent repetition the behaviour has become (partly) automated; this saves time and energy. In its
most extreme form habitual behaviour has become an automatism of which one is totally unaware. In
less extreme cases a ‘deliberate choice’ is made for what one is accustomed to because this feels
safe and comfortable. It is more difficult to affect habitual behaviour with information than planned
behaviour.

Do information campaigns have the desired effect?

Information campaigns often succeed in getting attention for a problem and increasing knowledge
about a subject. In addition, information campaigns addressing a specific group can often achieve an
attitude change. To achieve the most ambitious goal, actual behaviour change, information only
without additional measures is insufficient or nor adequate at all. In 1991, the Netherlands Court of
Audit concluded in a critical evaluation that the effects of governmental information campaigns are
often limited to a certain ‘range’, ‘attention’, ‘knowledge’ and ‘understanding’. The Court of Audit rarely
found a contribution to wider acceptation of the message, not to mention to behaviour change. More
recently, experts once more concluded that just providing information usually is insufficient to change
behaviour (Pol et al., 2007; Veenman & Volmer, 2002). European road safety experts agree with this
conclusion by stating that road safety campaigns should as much as possible be accompanied by
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police enforcement or other additional measures (Silverans & Neve, 2007). This increases the chance
an information campaign will affect behaviour.

In the Netherlands, information in combination with police enforcement or rewarding has resulted in an
increased use of seatbelts and child protection devices, and an increased use of bicycle lights.
(Goldenbeld & Schaap, 1999; Hagenzieker, 1999; AVV, 2007). Other countries (e.g. Australia, New
Zealand, United States) also found that a combination of police enforcement and information results in
improved road safety (see Delaney et al., 2004).

If effects are measured at all, this is only done during or just after a campaign. This shows the short
term effects. It is likely that — if no new campaign is carried out — part of the possible effects that are
found disappear with the passing of time because the behaviour is insufficiently rewarded or
stimulated and has not become habitual.

When information and enforcement are combined it is difficult to measure the effects of information as
an independent measure. Examples are the annual mass media information campaigns against
alcohol in traffic that have been carried out since the introduction of the Dutch law on alcohol use in
1974. In periods of unchanging police enforcement (in the 1980s) the influence of information did not
result in any measurable changes in driving and drinking behaviour of Dutch drivers (Mathijssen,
2006). But this does not mean that public information should be left undone; information makes a
demonstrable contribution to knowledge increase and attitude change. This, in turn, contributes to the
acceptance of unpopular but effective measures like stricter enforcement. Especially the Bob
campaign (since 2001) does very well in in terms of reach, acceptance, knowledge increase, and (self-
reported) attitude change (AVV, 2007; Pol et al., 2007). This campaign not only addresses visitors of
bars, restaurants or hotels, but also addresses people who visit friends or go to a party. This campaign
does not discourage drinking, but pleads for safe transport afterwards: the designated driver.

Why do information campaigns not always have the desired effect?

Public information in relation with road safety makes people aware of risks that go together with

behaviour and presents a solution or alternative behaviour. Certain psychological mechanisms can

undermine the effect of this type of information:

— People are inclined to be unrealistically optimistic about their skills to avoid danger and risks.
Information that threatens the feeling of personal invulnerability will be ignored, labelled unreliable
or unimportant information, or be 'explained away' (Velthuijsen, 1996).

— One's own experiences are included in personal risk estimation, for example that one is a very
good driver, has never been involved in a crash, and always wears a seatbelt. The result is that
general risk information as is given in the media is considered to be relevant for others, but not for
oneself. (Velthuijsen, 1996).

— If the information message unintendedly conveys the feeling of being patronized or the freedom of
choice being limited, this can lead to psychological resistance (reactance) against the content of
the message (Tertoolen, 1994).

— People consciously accept certain risks that are pointed out by information (Wildervanck, 1988).

— Habitual behaviour is very difficult to change without help from special devices or external
pressure, even if one should wish to do so (AVV, 1995).

— If one is insufficiently concerned with the road safety problem, the information processing is not
sufficiently 'central’ but more 'peripheral’ instead; this decreases the chance of durable behaviour
change.

— If the information message is not consistent with the values and norms that are important to the
road user, this can result in so-called cognitive dissonance. In that case the road user feels an
unpleasant inner tension because his own preference or behaviour is in conflict with the information
message. A psychological mechanism to eliminate this unpleasant feeling is to find extra
arguments to negate the message. This can result in behaviour that is the opposite of what the
information wishes to promote.

What can be done to ensure an information campaign having the desired effect?

As was mentioned earlier, an information campaign has a better chance of success if the target group
is concerned with the problem (central information processing) and if the campaign takes possible
habitual behaviour into account.

If the information is aimed at a problem in which people are very interested anyway, the conditions for
the campaign are already favourable from the start. There will in any case be much attention for the
content of the message (Rooijers & De Bruin, 1988). In 1995-1996, for example, the campaign about
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the right adjustment of head rests coincided with great media interest for whiplash, a new
phenomenon at the time. With this support the campaign resulted in a considerable increase from
40% to 60% of correctly adjusted head rests (see also the SWOV fact sheet Whiplash and
prevention).

The commitment is also strong, and therefore there is a positive basis, if the information is in line with
social trends, behaviour patterns, or 'life styles' (Wittink & Goldenbeld, 1996). The main reason that
the Bob campaign is successful is that it doesn't exclude people with a lifestyle (or circle of friends)
which involves going out and drinking (Pol et al., 2007).

Information can also be successful when it involves behaviour that can be changed fairly easily (e.g.
adjusting a head support) and no strongly set behavioural patterns need to be broken.

When habitual behaviour does need to be broken or when the target group is not yet sufficiently
interested in the issue, there are several ways this can be dealt with and thereby increase the
information effect. This is discussed below.

Stimulate involvement

Involvement, and hence the central information processing, can be stimulated in different ways

(Schaalma et al. 2007), for example by:

— presenting the message in an unusual, new manner; a Dutch example is 'Goochem the armadillo’
who stimulated attention for child safety in connection with seatbelts);

— presenting a new or unexpected message; an example is the Bob campaign in 2001 that conveyed
a new message which did not discourage drinking as is customary, but supplied information about
a concrete and feasible solution for transport afterwards;

— making an explicitly personal demand for attention for the message (for example 'Who is the Bob,
you or me?').

Breaking habitual behaviour

An information campaign can attempt to break habitual behaviour in different ways. Schaalma et al.

(2007) mention these five manners:

1. give information at those moments that people go through an important change (e.g. moving
house, marriage, child birth) when the old behaviour is evaluated once again;

2. give 'reminders' at crucial locations (for example, the presence of Goochem the armadillo in the car
to remind the child (and its parents) to use the seatbelt);

3. give feedback about habitual behaviour at regular intervals (for example with a speed feedback
sign alongside the road);

4. draw attention to alternative behaviour and reward this behaviour;

5. give people tips about what exactly they should do to replace old habits with new ones

Especially manners 3 and 4 involve more than just information, there a combination with other
intervention methods, like feedback or rewarding, is required. When information is part of an
integrated campaign, including for instance police enforcement and supplementary information or
rewarding activities at a regional level, success is more likely than when the information is an
individual measure (Tamis, 2004).

Rules for a ‘good’ information campaign

Some rules for a good information campaign are (AVV, 1995; Damoiseaux, 1998; Pol et al. 2007):

¢ In advance, test the message on the target group for opinions, questions, and feelings it evokes.

Draw attention (by pointing out a wrong or by responding to an emotion).

Be consistent in the argumentation and unambiguous in the message.

Give information that is truly useful.

Ensure that people remember the message at the appropriate moment (reminders).

Enable people to make their own decision: the information needs to increase their feeling of

freedom rather than limit it.

Make sure the information message allows for identification.

e Appeal to the receiver's sense of responsibility.

e Do not communicate the unwanted behaviour, but, on the contrary, the desired behaviour; teach
the new behaviour instead of discouraging the old behaviour.

e Stimulate the desired behaviour with the prospect of a (concrete) reward.
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e Show exemplary behaviour from the target group's immediate surroundings and behaviour that fits
their perception of the environment.
e As a messenger, set the right example; be reliable.

How is a good information campaign set up?

According to Damoiseaux & Kok (1998) the preparation of an information campaign roughly consists
of two phases: 1) a phase concerning content, and 2) a development phase. The first phase is used
for an exploration of the problem which makes clear how problem and behaviour are related, and
which possibilities there are to influence this behaviour. The second phase is used to determine the
content and the design of the campaign. Table 1 shows the questions that need to be answered in
each phase, both by consulting experts and literature, and by interviewing subjects.

Campaign phase Main question

1.Preparation of content

a. Problem analysis What is the relation between problem and behaviour?

b. Behaviour determinants Which personal, social, or environmental factors determine behaviour?

. Feasibility of influencing To what extent can the behaviour determinants be influenced?

c
2. Development of the campaign

a. Policy analysis To what extent does the information purpose connect to policy?

b. Target group analysis How can the information meet the expectations, experiences, wishes, and possibilities of the
target group?

c. Message analysis Is the structure of the message sound and clear, and does the message offer an effective
solution?

d. Medium analysis Which medium or media are best suited for conveying the message?

e. Monitoring Which possible developments can partly affect the outcome of the campaign and therefore

need to be monitored?

f. Pre-test Is the message understood? Do the form and the content of the message meet the
expectations and capabilities of the target group?

Table 1. Questions that need to be answered in the preparation of an information campaign according
to Damoiseaux & Kok (1998).

A good preparation also involves designing the assessment of the behaviour effects and, if possible,
the campaign's effect on crashes (Delhomme et al., 2009). Such an assessment also makes it
possible to carry out an economic assessment of the campaign in terms of a cost-effectiveness or a
cost-benefit analysis (see the SWOV Fact sheet Cost-benefit analysis of road safety measures).
Although economic assessments of information campaigns are strongly recommended (Delhomme et
al., 2009) they are generally missing. Especially for national campaigns it is very difficult to find a good
reference group, which makes a good research design almost impossible.

Conclusions

The purpose of mass media information is to provide knowledge, change attitude and to change
behaviour. Only under very favourable conditions, e.g. a target group that from the start is very
committed to the subject and the focus of the campaign on new, relatively easy behaviour, can
persuasive information result in changed attitude and behaviour. In complicated everyday practice the
conditions generally are less favourable (automatic or complex behaviour, or behaviour that is difficult
to change; a target group showing little involvement). Public information as a stand alone measure can
therefore not be expected to have much behavioural effect or to have any at all. However, some
behavioural effect can be expected if the information is part of a larger behaviour campaign containing
elements of police enforcement, rewarding, or other methods of change.

SWOV Fact sheet 5 © SWQV, Leidschendam, September 2008

Reproduction is only permitted with due acknowledgement


http://www.swov.nl/rapport/Factsheets/UK/FS_CBA.pdf

Publications and sources
(SWOV reports that are written in Dutch usually have an English summary)

Algemene Rekenkamer (1991). Voorlichtingscampagnes van het Rijk. Uitgeverij SDU, s’-Gravenhage.

AVV (1995). Modulenboek gedragsbeinvloeding in de regio. Directoraat-Generaal Rijkswaterstaat,
Adviesdienst Verkeer en Vervoer AVV, Rotterdam.

AVV (2007). Thuiskomen in 2006; Een overzicht van de monitoringsresultaten van de
verkeersveiligheidscampagnes in 2003-2006. Directoraat-Generaal Rijkswaterstaat, Adviesdienst
Verkeer en Vervoer AVV, Rotterdam.

Brug, J., Assema, P, van & Lechner, L. (2007). Gezondheidsvoorlichting en gedragsverandering; Een
planmatige aanpak. Van Gorcum, Assen.

Damosieaux, V. (1998). De compositie van de voorlichtingsboodschap. In: Damoiseaux, V., Molen,
H.T. van der & Kok, G.J. (red.) Gezondheidsvoorlichting en gedragsverandering, p. 269-289. Van
Gorcum, Assen.

Damoiseaux, V. & Kok, G. (1998). De planning van gezondheidseducatieve interventies. In:
Damoiseaux, V., Molen, H.T. van der & Kok, G.J. (red.) Gezondheidsvoorlichting en
gedragsverandering, p. 75-89. Van Gorcum, Assen.

Delaney, A., Lough, B., Whelan, M. & Cameron, M. (2004). A review of mass media campaigns in
road safety. Monash University Accident Research Centre MUARC, Victoria.

Delhomme, P., Dobbeleer, W. de, Forward, S., Simdes, A., Adamos, G., Areal, A., Chappé, J.,
Eyssartier, C., Loukopoulos, P., Nathanail, T., Nordbakke, S., Peters, H., Phillips, R., Pinto, M.,
Ranucci, M.-F., Sardi, G.M., Trigoso, J., Vaa, T., Veisten, K. & Walter, E. (2009). Campaigns and
Awareness Raising Strateqgies in Traffic Safety (CAST). Manual for designing, implementing, and
evaluating road safety communication campaigns. Belgian Road Safety Institute BIVV, Brussels.

Goldenbeld, Ch. (1996). Evaluatie van de campagne 'Voorkom nekletsel'. R-96-43. Stichting
Wetenschappelijk Onderzoek Verkeersveiligheid SWOV, Leidschendam.

Goldenbeld, Ch. & Schaap, J. (1999). Evaluatie van de campagne 'Val op, fiets verlicht'. R-99-16.
Stichting Wetenschappelijk Onderzoek Verkeersveiligheid SWOV, Leidschendam.

Hagenzieker, M.P. (1999). Rewards and road user behaviour: An investigation of the effects of reward
programs on safety belt use. Proefschrift Rijksuniversiteit Leiden, Leiden.

Leernink, J.A. (1938). De verkeersveiligheid op den weg. Samson, Alphen aan den Rijn.

Mathijssen, R. (2006). Rijden onder invioed. WODC, Den Haag.

McGuire (1985). Attitudes and attitude change. In: G Lindzey & E. Aronson (eds.), Handbook of social
psychology, vol. 2, p. 233-346. Random House, New York.

Petty, R.E. & Cacioppo, J.T. (1986). Communication and persuasion. Central and peripheral routes to
attitude change. Springer Verlag, New York.

Pol, B., Swankhuisen, C. & Vendeloo , P. van (2007). Nieuwe aanpak in overheidscommunicatie;
Mythen, misverstanden en mogelijkheden. Coutinho, Bussum.

Rooijers, T. & Bruin, R.A. de (1988). Voorlichting en verkeersveiligheid. Verkeerskundig Studie-
centrum VSC, Rijksuniversiteit Groningen, Haren.

Schaalma, H., Kok, G. & Brug, J. (2007). Theorieén en methodieken van verandering. In: Brug, J.,
Assema, van, P. & Lechner, L. (2007). Gezondheidsvoorlichting en gedragsverandering; Een
planmatige aanpak, p. 123-149. Van Gorcum, Assen.

SWOV Fact sheet 6 © SWQV, Leidschendam, September 2008

Reproduction is only permitted with due acknowledgement


http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=modulenboek+regio+avv&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=thuiskomen+avv+2007&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=thuiskomen+avv+2007&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=C+29681&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=C+29681&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Search=Search&display=1&pg=q&q=20090148+ST&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Search=Search&display=1&pg=q&q=20090148+ST&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Search=Search&display=1&pg=q&q=20090148+ST&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=r9643&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=r9916&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=C+12606&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=C+12606&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=Leernink&start=0
http://www.wodc.nl/images/rijden onder invloed_tcm44-84968.pdf
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=Lindzey+Aronson&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=Lindzey+Aronson&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=B+28292&start=0

Silverans, P. & Neve, P. de (2007). SUPREME; Thematic Report Education and Campaigns.
Directorate-General for Transport and Energy, European Commission, Brussels.

Tamis, J.A. (2004). Gedrag beinvioeden via verkeersveiligheidscampagnes: Meerjaren Programma
Campagnes Verkeersveiligheid. In: Werken aan maximaal effect, Nationaal Verkeersveiligheids-
congres NVVC 2004, 21 april 2004, Rotterdam.

Tertoolen, G. (1994). Uit eigen beweqing ...?! Een veldexperiment over beinvioedingsmogelijkheden
van autogebruik en de daardoor opgeroepen psychologische weerstanden. Proefschrift Universiteit
Utrecht, Utrecht.

Veenman, J. & Volmer, F. (2002). Government communication in the Netherlands: co-ordination and
planning. In: Bartels, G.C. & Nelissen, W.J.A. (eds.), Marketing for sustainability, p. 50-59. IOS Press,
Amsterdam.

Velthuijsen, A.S. (1996). Persoonlijke en onpersoonlijke impact van massamedia op risico-oordelen.
Proefschrift Universiteit van Amsterdam, Amsterdam.

Wildervanck, C. (1988). Inleiding in de sociale verkeerskunde. Coutinho, Muiderberg.

Wittink, R.D. & Goldenbeld, Ch. (1996). Sociale marketing van verkeersveiligheid. R-96-11. Stichting
Wetenschappelijk Onderzoek Verkeersveiligheid SWOV, Leidschendam.

Woerkum, C.M.J. van & Kuiper, D. (1995). Voorlichtingskunde, een inleiding. Bohn Stafleu Van
Loghum, Houten/Diegem.

SWOV Fact sheet 7 © SWQV, Leidschendam, September 2008

Reproduction is only permitted with due acknowledgement


http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=20071431+ST&start=0
http://www.nvvc-congres.nl/papers2004/Tamis .pdf
http://www.nvvc-congres.nl/papers2004/Tamis .pdf
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=tertoolen+1994&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=tertoolen+1994&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=bartels+nelissen+sustainability&start=0
http://cardweb.swov.nl/swov/website_uk_detail.html?Zoek=Zoek&display=1&pg=q&q=C+38878&start=0

	Summary
	Background
	How did public information about road safety develop in the 
	How does persuasive information work?
	Which principles from behavioural psychology are important f
	Do information campaigns have the desired effect?
	Why do information campaigns not always have the desired eff
	What can be done to ensure an information campaign having th
	How is a good information campaign set up?
	Table 1. Questions that need to be answered in the preparati
	Conclusions
	Publications and sources


<<
  /ASCII85EncodePages false
  /AllowTransparency false
  /AutoPositionEPSFiles true
  /AutoRotatePages /None
  /Binding /Left
  /CalGrayProfile (Dot Gain 15%)
  /CalRGBProfile (sRGB IEC61966-2.1)
  /CalCMYKProfile (U.S. Web Coated \050SWOP\051 v2)
  /sRGBProfile (sRGB IEC61966-2.1)
  /CannotEmbedFontPolicy /Warning
  /CompatibilityLevel 1.3
  /CompressObjects /Tags
  /CompressPages true
  /ConvertImagesToIndexed true
  /PassThroughJPEGImages true
  /CreateJDFFile false
  /CreateJobTicket false
  /DefaultRenderingIntent /Default
  /DetectBlends true
  /ColorConversionStrategy /LeaveColorUnchanged
  /DoThumbnails false
  /EmbedAllFonts true
  /EmbedJobOptions true
  /DSCReportingLevel 0
  /EmitDSCWarnings false
  /EndPage -1
  /ImageMemory 1048576
  /LockDistillerParams false
  /MaxSubsetPct 100
  /Optimize true
  /OPM 1
  /ParseDSCComments true
  /ParseDSCCommentsForDocInfo true
  /PreserveCopyPage true
  /PreserveEPSInfo true
  /PreserveHalftoneInfo false
  /PreserveOPIComments false
  /PreserveOverprintSettings true
  /StartPage 1
  /SubsetFonts true
  /TransferFunctionInfo /Apply
  /UCRandBGInfo /Preserve
  /UsePrologue false
  /ColorSettingsFile ()
  /AlwaysEmbed [ true
  ]
  /NeverEmbed [ true
  ]
  /AntiAliasColorImages false
  /DownsampleColorImages true
  /ColorImageDownsampleType /Bicubic
  /ColorImageResolution 300
  /ColorImageDepth -1
  /ColorImageDownsampleThreshold 1.50000
  /EncodeColorImages true
  /ColorImageFilter /DCTEncode
  /AutoFilterColorImages true
  /ColorImageAutoFilterStrategy /JPEG
  /ColorACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /ColorImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000ColorACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000ColorImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasGrayImages false
  /DownsampleGrayImages true
  /GrayImageDownsampleType /Bicubic
  /GrayImageResolution 300
  /GrayImageDepth -1
  /GrayImageDownsampleThreshold 1.50000
  /EncodeGrayImages true
  /GrayImageFilter /DCTEncode
  /AutoFilterGrayImages true
  /GrayImageAutoFilterStrategy /JPEG
  /GrayACSImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /GrayImageDict <<
    /QFactor 0.15
    /HSamples [1 1 1 1] /VSamples [1 1 1 1]
  >>
  /JPEG2000GrayACSImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /JPEG2000GrayImageDict <<
    /TileWidth 256
    /TileHeight 256
    /Quality 30
  >>
  /AntiAliasMonoImages false
  /DownsampleMonoImages true
  /MonoImageDownsampleType /Bicubic
  /MonoImageResolution 1200
  /MonoImageDepth -1
  /MonoImageDownsampleThreshold 1.50000
  /EncodeMonoImages true
  /MonoImageFilter /CCITTFaxEncode
  /MonoImageDict <<
    /K -1
  >>
  /AllowPSXObjects false
  /PDFX1aCheck false
  /PDFX3Check false
  /PDFXCompliantPDFOnly false
  /PDFXNoTrimBoxError true
  /PDFXTrimBoxToMediaBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXSetBleedBoxToMediaBox true
  /PDFXBleedBoxToTrimBoxOffset [
    0.00000
    0.00000
    0.00000
    0.00000
  ]
  /PDFXOutputIntentProfile ()
  /PDFXOutputCondition ()
  /PDFXRegistryName (http://www.color.org)
  /PDFXTrapped /Unknown

  /Description <<
    /ENU (Use these settings to create PDF documents with higher image resolution for high quality pre-press printing. The PDF documents can be opened with Acrobat and Reader 5.0 and later. These settings require font embedding.)
    /JPN <FEFF3053306e8a2d5b9a306f30019ad889e350cf5ea6753b50cf3092542b308030d730ea30d730ec30b9537052377528306e00200050004400460020658766f830924f5c62103059308b3068304d306b4f7f75283057307e305930023053306e8a2d5b9a30674f5c62103057305f00200050004400460020658766f8306f0020004100630072006f0062006100740020304a30883073002000520065006100640065007200200035002e003000204ee5964d30678868793a3067304d307e305930023053306e8a2d5b9a306b306f30d530a930f330c8306e57cb30818fbc307f304c5fc59808306730593002>
    /FRA <>
    /DEU <>
    /PTB <>
    /DAN <>
    /ESP <>
    /SUO <>
    /ITA <>
    /NOR <>
    /SVE <>
    /KOR <>
    /CHS <FEFF4f7f75288fd94e9b8bbe7f6e521b5efa76840020005000440046002065876863ff0c5c065305542b66f49ad8768456fe50cf52068fa87387ff0c4ee575284e8e9ad88d2891cf76845370524d6253537030028be5002000500044004600206587686353ef4ee54f7f752800200020004100630072006f00620061007400204e0e002000520065006100640065007200200035002e00300020548c66f49ad87248672c62535f0030028fd94e9b8bbe7f6e89816c425d4c51655b574f533002>
    /CHT <FEFF4f7f752890194e9b8a2d5b9a5efa7acb76840020005000440046002065874ef65305542b8f039ad876845f7150cf89e367905ea6ff0c9069752865bc9ad854c18cea76845370524d521753703002005000440046002065874ef653ef4ee54f7f75280020004100630072006f0062006100740020548c002000520065006100640065007200200035002e0030002053ca66f465b07248672c4f86958b555f300290194e9b8a2d5b9a89816c425d4c51655b57578b3002>
    /NLD <>
  >>
>> setdistillerparams
<<
  /HWResolution [2400 2400]
  /PageSize [481.890 680.315]
>> setpagedevice


