AAAAAAAAAAAAAA

Swinburne Safe
Driving Campaign

‘Don’t Truck Around’ - Campaign Report
2018

HARD EDGE



CAMPAIGN REPORT

Introduction

The 2018 Re:act brief presented to Swinburne Communication Design
onours Students was to create a campaign to promote safe driving,
cycling and walking around trucks. Most importantly, the campaign’s

alm was to educate the 18-25 year old audience on the safety risks when
interacting with trucks on the roads.

The developed campaign, ‘Don’t Truck Around’, used colloguial and bold
language to draw in the audience and create a meaningful and retainable
message. In particular, the campaign intended to highlight the importance

of recognising a truck’s blind spots, the time trucks need to stop and turn,
and to humanise truck drivers.
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Target Audience

The campaign’s target audience was road users aged 13-25. While this
sample of young people has displayed basic awareness regarding the
oversized nature of trucks and their difficulty moving around roads,
there Is little awareness about the specific risks and their mpact, for
example limited visibility and many blind spots.

As a result, this campaign intended to use bold messaging and design

to catch the audience’s eye and consequently educate them using truck
safety statistics and messages.
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Communication Strategy

Our strategy was to create a campaign with a strong educahonat message.
—or It to reach our desired audience, we used colloguial language to create
our two primary messages.

Our first message, ‘It's Time to Give a Truck, revolved around the concept
that it Is time to care about trucks on the road, and therefore take
responsibility for our own safety by educating ourselves about how trucks
behave and the risks to be aware of.

Our second message, ‘Don’t Truck Around,” became the face and logo of
the campaign, urging our young audience to behave safely around trucks
on the road. Focusing on a strong yet witty tone of voice to resonate with
our audience, this message highlighted the serious nature of road safety
and warned our audience to avoid becoming another statistic by being
smarter around trucks.

Our campaign became one of diversification. We highlighted truck safety
statistics and warnings that were relevant to all drivers and vulnerable
road users. This ensured that we did not tfavour car drivers over pedestrians

and cyclists.
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Deliverables

Print Advertising

AQ Posters

Promotional

Swinpburne Open Day

Merchandise

INnteractive Truck Poster

Articles

Digital Advertising
Soclal Media Sites
Website
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Print Advertising

Promotiona

. posters p

aced around Swinburne,

Hawthorn and Glenferrie area.
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Promotional

Swinburne Open Day

A stall was set up at Swinburne Open Day to educate the target
audience. The campaign website was on display and merchandise
iIncluding hats, air fresheners, car bumper stickers and t-shirts
were handed out to all that stopped by.
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Promotional

Swinburne Open Day

An interactive poster display invited viewers to place a dot on an area
that they didn't realise was a truck's blind spot . This was greeted by
many as an informative tool that made them realise they didn’t know
everything about road safety.
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Promotional

°romotional accessories for tr
‘Don’t Truck Around’ campaign.
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Promotional

The winning campaign was featured on notable websites such
as the Swinburne Knowing and swinburne University websites,
Mumbrella and Australasian Transport News.




CAMPAIGN REPORT

Promotional
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Digital Advertising

A website was created for the ‘Don’t Truck Around’ campaign.
This can be found at www.donttruckaround.com



http://www.donttruckaround.com
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Digital Advertising

—acebook and Instagram accounts were created for
the campaign. Facebook in particular brought a sizeable
amount of traffic to the ‘Don’t Truck Around’ website.
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Results

The ‘Don’t Truck Around’ campaign was a success. Feedback
from the Swinburne Open Day was positive and indicated the
campalgn was educational and a smart way to attract the
attention of our young age group.

The website has received 346 unique visitors resulting in 909
website page views. Our Facebook page reached over 33,000

people in sponsored posts with 310 link clicks. This drove more
than 60% of our website traffic.

The successful results of the ‘Don’t Truck Around’ campaign

raised awareness of being safe around trucks and achieved
our campaign goals.
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