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Roadside
advertising
promoting
road safety

A submission by the
Outdoor Media
Association
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The Outdoor Media Association ASSOCIATION

The Outdoor Media Association (OMA) is the national industry body representing the majority of Australia’s Out of Home
(OOH) media display and media production companies, as well as some media display asset owners.

The OMA welcomes the opportunity to provide input to the NSW government’s consultation on the 2026 Road Safety Action
Plan.

We believe that OOH advertising has an important role to play in supporting behaviour change on our roads.
As a place-based medium, OOH advertising can deliver important safety messaging to drivers while they are on the roads.

The following examples demonstrate the positive impact that road safety campaigns that use OOH advertising have a
significant positive impact on driver behaviour.

The OMA and our members regularly work with state and federal governments and others to deliver campaigns that help to
change behaviour and make our roads safer.

We welcome the opportunity to continue working with the NSW government.

For more information, please contact Emma Carr at emma.carr@oma.org.au
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Changing Driving Behaviour ASSOCIATION

Roadside advertising can play an important role in
changing driver behaviour by providing contextual

\' o NSYOU messaging, when and where people need to see it.
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® OOH advertising o 68% of OOH advertising
targets drivers while is by the roadside
they are driving

® Contextual advertising e 32,400 roadside
is 19% more effective advertising signs across
Australia

® Creative with 7 words or
fewer is recalled 1.5x more




OUTDOOR
The right message at the right moment BRI rITtISe

¢¢ Overall the results are consistent with the idea
that campaigns can be more effective in the
short term if the message is delivered with
personal communication in a way that is
proximal in space and time to the behaviour
targeted by the campaign.”

Phillips, RO, Ulleberg, P, Truls Vaa, T. (2011)




SPEEDING. HOW. SORRY. WILL YOU BE?
DON'T RUSH

State road safety campaigns



Speeding. ™
No one thinks
big of you.

NSW’s 2007 Pinkie
campaign

Achieved 97%
campaign
awareness

Reduced P-Plater
death toll by 46%
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QLD’s 2015 Dry Drivers campaign

« The campaign achieved record 90% campaign recall

« 89% of people said they were more aware that, as a designated driver, it is best not to drink at all



WA’s 2016 Time with Mum
campaign

30,000 fewer speeding
incidences across the
state

70% of people surveyed
said that the campaign
worked because it made
them think about the
embarrassment of losing
their licence



i If you have zero demerits, you're one of WA's

Use your influence to make a difference.

WA’s 2016 Zero Heroes campaign

« 82% agreed that Zero Heroes are safe drivers who can influence those around them to drive safer
on our roads

* 66% said the ad made them stop and think about how they drive



Safe and effective
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In 2018, the Australian Road
Research Board (ARRB) was
commissioned by the OMA to
conduct a research project
measuring the real-world driving
impact of a digital billboard. This
followed a similar ARRB study
conducted for Main Roads
Western Australia.

Using video data of vehicle
movement, the study measured
lane drift and stopping over the
line incidents, which are factors in
75 per cent of road accidents.

The study concluded that digital
billboards had little to no negative
impact on driver behaviour,
regardless of dwell times.

In fact, the results showed that
the presence of a billboard could
have a positive effect by focusing
lateral attention, reducing visual
distraction and improving driving
performance.

! Australian Naturalistic Driving Study (ANDS),
Accident Research Centre, Monash University, 2018.

Lane drift
either
improved or
was
unaffected

Stopping over
the line
Improved

During the
study, there
were no
Incidents
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Recommendations




Recommendations

Harnessing the power of roadside advertising can have a
significant impact on road safety. This is recognised by

the car insurance industry, where insurers regularly run , =
road safety campaigns because they see the economic ‘ s SR e
benefits in the form of fewer claims. :

The OMA recommends that the NSW government
includes a focus on positive behaviour change through
roadside advertising in the 2026 action plan.

e Share and adopt ® Use contextual message
campaigns that have delivery to reach drivers
proven to be while they are driving
effective

® Work with industry ® Work in partnership
to maximise impact with international road
through best safety initiatives and

practice creative campaigns




Outdoor Media Association
Suite 504, 80 William Street
East Sydney NSW 2011

T Office 02 9357 9900

F 02 8356 9500
info@oma.org.au
WWW.0ma.org.au



