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Executive Summary 

Introduction  

Research Objective and Background 

One of the Idaho Transportation Department’s (ITD) primary goals is to improve traffic safety. Alcohol 

impairment is a significant contributing factor to fatal and serious injury crashes in Idaho.(1) In previous 

research conducted by the Center for Health and Safety Culture (Western Transportation Institute, 

Montana State University) using its Positive Community Norms Framework, a strategy to reduce alcohol-

related crashes in Idaho by engaging bystanders to prevent others from driving after drinking was 

explored.(2) This research identified potential messages that could be used in a media campaign to 

increase bystander engagement. The purpose of this pilot project was to test these messages using a 

universal media campaign, engage local stakeholders to leverage the media to reduce impaired driving, 

and to evaluate its impact on beliefs and behaviors regarding bystander engagement as well as on 

alcohol-related crashes.  

Overview of Pilot Project 

Three communities were identified for the pilot study: Blackfoot, Lewiston and the City of Twin Falls. 

These communities were selected because of their geographic distribution across the state, diversity of 

size, and their high rates of alcohol-impaired driving incidents. The remaining communities in the state 

(excluding these three) were used as a comparison group. Written surveys were mailed to a random 

sample of households in each of the three pilot communities as well as across the state before and after 

the communications campaign to document change. The brand “Courageous Voices Create Safe Roads” 

was created, and media including television and radio ads were developed using this brand and placed 

in these three communities from late 2013 to late 2014. Supportive materials including a brochure, 

speaking points, sample presentation, press releases, and a website landing page were also created. 

Stakeholders from the three communities were identified and recruited to participate in initial training 

about the project. About 21 individuals from the three communities participated in a two-day training. 

However, there was little engagement by the stakeholders after the initial training.  

Evaluation 

Surveys among adults in the three pilot communities conducted before and after the media campaign 

were compared to assess change. Also, surveys among adults from across the state (outside of the three 

pilot communities) were compared to see if any changes occurred in areas where the media messages 

were not placed (perhaps as a result of other efforts to address this issue). Comparisons (using T-tests of 

the means) showed statistically significant improvements in beliefs addressed in the campaign messages 

in the pilot communities. Specifically, agreement with the belief that most adults agree people should 

try to prevent a stranger from driving after drinking enough alcohol to be impaired and agreement with 

the statement that “I should try to prevent a stranger…” increased statistically significantly (p<0.001 and 
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p=0.008, respectively). Furthermore, the perception that most people would support individuals who 

chose to prevent a stranger from driving after drinking too much increased (p<0.001) as did the 

perception that most people would try to intervene (p<0.001). Other related beliefs increased as well.  

Beliefs not addressed in the campaign showed no changes. No changes were seen in responses outside 

of the three pilot communities thus supporting the notion that the campaign caused the changes 

measured in the pilot communities. 

The surveys revealed no changes (in either the pilot communities or in the statewide sample) in self-

reported behaviors about intervening to try and prevent a stranger from driving after having too much 

to drink, calling 911 to report a potentially impaired driver, or driving within two-hours of drinking. 

Because these behaviors are somewhat rare (most people do not drive after having too much to drink, 

therefore, relatively few people are in a position to intervene), measuring changes in these behaviors 

can be challenging with relatively small survey samples.  

The number of calls to 911 to report drinking and driving were collected from two of the three pilot 

communities and showed anecdotal evidence of increases during the campaign. Crash reports indicated 

a slight reduction in alcohol-related crashes during the year of the campaign. However, the reduction in 

the pilot communities occurred at a rate similar to the reduction at the state level. Thus, the campaign 

does not appear to have reduced alcohol-related crashes. 

Conclusion and Recommendations 

Media pieces were able to be created and placed based on the messages identified in previous research. 

Analyses of the surveys both in the pilot communities and in communities outside of where the media 

were placed indicate the campaign changed the targeted beliefs. However, there was no known 

engagement (such as using the supporting media materials, working to change local practices or policies, 

or engaging specific groups such as schools or community groups) by local stakeholders to support the 

campaign in the pilot communities after participating in the training. Neither changes in behaviors nor 

reductions in alcohol-related crashes were found. These results are consistent with previous efforts 

conducted by the Center for Health and Safety Culture in which behavior change often requires several 

years of intense messaging and is more likely to occur when supported by other strategies at the local 

level. 

Recommendations include: 

 building on the “Courageous Voices” brand for future traffic safety work that could include 
impaired driving, distraction, seat belt use, speeding, and other risky driving behaviors. The core 
message of “speaking up” to address traffic safety provides a framework to foster broader 
engagement at the community level.  

 continue leveraging the existing positive norms at the community level that can provide energy 
to foster local coalitions to take additional steps to address traffic safety.  
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 using highly targeted media to reach those most in a position to act. For example, we 
recommend that the media developed for placement in alcohol retail establishments should be 
used in future efforts to address impaired driving. 

 investing more in local involvement and leveraging of the media to engage action and policy at 
the community level. This may require “seed” funding and/or partnerships with existing entities 
at the community level. Local stakeholders can use the media as a catalyst to promote family 
engagement, school or driver education programs, workplace safety programs, enforcement 
strategies, and local policy change. 

 shifting from viewing communication campaigns as only a tool for behavior change to viewing 
campaigns as a catalyst to support local efforts to address traffic safety thus resulting in 
sustained, long term change in traffic safety culture. While sustained communication efforts can 
impact behavior, augmenting campaigns with local efforts using multiple strategies is more 
likely to result in greater and sustained change. 
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Chapter 1 

Introduction 

Research Objective and Background 

One of the Idaho Transportation Department’s (ITD) primary goals is to improve traffic safety. Alcohol 

impairment is a significant contributing factor to fatal and serious injury crashes in Idaho.(1) In previous 

research conducted by the Center for Health and Safety Culture (Western Transportation Institute, 

Montana State University) to identify media messages to reduce alcohol-related crashes in Idaho, 

engaging bystanders to prevent others from driving after drinking was identified as a potential 

strategy.(2) This research used the Center’s Positive Community Norms Framework and the theory of 

planned behavior(3) to predict bystander engagement using responses from a survey of a random sample 

of adults across Idaho. Based on analysis of the responses, four primary messages to foster bystander 

engagement were identified (see Table 1).  

Table 1. Primary Messages to Foster Bystander Engagement 

1. “Most Idaho adults do not drink and drive.” 

2. “Most Idaho adults agree they should try and prevent a stranger from driving after drinking.” 

3. “Most Idaho adults agree they would try and prevent a stranger from driving after drinking.” 

4. “Most Idaho adults agree with strongly enforcing impaired driving laws.” 

 

Furthermore, the previous research identified the need to provide information to adults about how to 

intervene in a safe and effective manner. Three options for intervening were identified. Those 

intervening should: (1) seek to have the impaired driver stay and not drive; (2) seek to have the impaired 

driver get a ride with someone else (including taxis or public transportation); or (3) report the impaired 

driver to law enforcement if the individual chooses to drive. 

The purpose of this project was to address three questions: 

1. Can a media-based campaign be created to change beliefs and behaviors associated with 
engaging bystanders to prevent a stranger from driving after drinking? 

2. Can local stakeholders become engaged to support the effort and take additional measures to 
address impaired driving in their communities? 

3. Does increasing bystander engagement to prevent a stranger from driving after drinking reduce 
alcohol-related car crashes? 

Overview of Pilot Project 

The Idaho Transportation Department elected to conduct a pilot study to answer these questions. Three 

communities were identified for the pilot study: Blackfoot, Lewiston and the City of Twin Falls. These 
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communities were selected because of their geographic distribution across the state, the diversity of 

size, and their high rates of alcohol-impaired driving incidents. The remaining communities in the state 

(excluding these three) were used as a comparison group. Key stakeholders from the three pilot 

communities were identified, recruited and trained in the approach. Surveys were conducted in each of 

the three pilot communities as well as across the state before and after the intervention to document 

change. Media including television and radio ads were created and placed in these three communities.  
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Chapter 2 

Summary of Project Activities 

Overview 

There were a number of activities undertaken to perform the pilot test. A pre-intervention survey was 

completed in the three pilot communities as well as across the rest of the state. These surveys provided 

local data for the messages as well as established baseline measures for evaluation. Stakeholders from 

each of the three communities were recruited and provided training about the project. Media was 

developed and placed in each of the three communities. Finally, the same survey used prior to media 

placement was repeated in the three communities and across the state to assess change. Each of these 

activities is described in greater detail below. 

Pre-Intervention Community Survey 

A brief survey to measure core components predicting bystander engagement to prevent a stranger 

from driving after drinking was developed based on the survey used in previous research.(2) This survey 

measured important beliefs and intervening behaviors before any media was released in the 

community. The survey was designed to be very brief to increase response rates. It was implemented as 

a paper survey distributed using a three contacts: an initial letter sent by a representative of ITD;  a 

cover letter, survey, and return envelope sent by the Center for Health and Safety Culture; followed by 

another letter, survey and return envelope sent two weeks later. All mail used first class postage. The 

return envelope used a business reply license so the respondent did not have to use postage. The letters 

and survey are included in Appendix A.  

In January 2013, 1200 household addresses were randomly selected in each of four areas: Blackfoot (zip 

code 83221), Lewiston (zip code 83501), Twin Falls (zip codes 83301 and 83303), and the remainder of 

the state (all zip codes excluding the four previously stated). Each household received the three 

mailings. Mailings returned as undeliverable were removed from the sample.  

Age, gender, and 30-day drinking behavior were measured in the survey to assess representativeness of 

the sample. In general, those who participated in the survey were older than the general population of 

Idaho based on the 2013 US Census estimates (see Table 2). The prevalence of drinking alcohol in the 

past 30 days among survey participants was similar to the rate measured by the Behavioral Risk Factor 

Surveillance Survey conducted in 2013 (50.4%).(4) Table 3 summarizes participation in the pre-

intervention survey.  

A statistical report of the survey responses was used to inform the messages for each community (see 

Appendix B). A Key Findings Report for each community was created to summarize the results (see 

Appendix C). 
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Table 2. Summary of Age of Pre-Intervention Survey Participants 

Community 

Age 

18 – 34  35 – 44 45 – 54 55 – 64 65 or older 

Blackfoot 8.3% 15.0% 13.6% 25.3% 37.8% 

Lewiston 8.2% 12.0% 20.7% 24.5% 34.7% 

Twin Falls 6.4% 8.5% 17.3% 24.0% 43.8% 

Statewide* 6.3% 12.3% 21.2% 26.7% 33.5% 

Idaho (US Census) 34.3% 18.1% 19.2% 9.2% 19.2% 

*excluding the three pilot communities 

 

 

Table 3. Summary of Pre-Intervention Survey Participants 

 Population 

Blackfoot Lewiston Twin Falls Statewide* 

Number of Surveys 362 391 345 383 

Confidence Interval 5.1% 4.9% 5.3% 5.0% 

Response Rate 30.5% 33% 30.1% 32.7% 

Male 51.7% 52.2% 51.8% 56.1% 

Prevalence of 30-day drinking  
(as reported on survey) 

26.2% 51.7% 47.4% 49.3% 

*excluding the three pilot communities 
 

Training Local Stakeholders 

Stakeholders involved in addressing impaired driving in the three pilot communities were identified and 

recruited to participate in a two-day training provided in Boise on February 20-21, 2013. The training 

provided background on the approach and initial results from the surveys for each community. Most of 

the participants represented law enforcement (see Appendix D for a list of attendees).  

The participants were invited to join an online community of practice to stay informed about the 

project. The online community of practice was a private website that required a username and 

password. Preliminary media, reports and other materials were posted on the site. 
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Media Development 

Initial efforts on media development focused on developing an overall brand for the project. 

“Courageous Voices Create Safe Roads” was selected because it connected with the core strategy of 

fostering bystander engagement through “speaking up” and because it had potential to address other 

traffic related safety issues in the future. For example, a courageous voice could not only ask an 

impaired driver to get a ride, it could also ask a friend to wear a seat belt or a co-worker not to use their 

cell phone while driving.  

Media pieces were created using the Courage Voices theme to support the project. Each piece was 

reviewed by representatives of ITD as well as participants from the training. Revisions were made based 

on the feedback gathered. A brochure, speaking points, presentation, press release, and op-ed letters 

were created to provide background on the project (see Appendix E). These materials raised concern 

about alcohol impaired driving and also clarified the strong positive norms that most people do not 

drink and drive, most agree it is wrong to drink and drive, and most support strong enforcement.   

Television, radio and billboard advertisements were created for paid placement in the three pilot 

communities. Each spot used the Courageous Voices theme and addressed one or more of the core 

messages. The first video (Voices – ISP) used an Idaho State Police officer to establish a clear message 

that strong enforcement was supported by the communities. The second video (Voices – Stokes) used a 

key leader at ITD (Deputy Director Scott Stokes) to help connect the overall campaign with ITD. Three 

additional videos (House Party, Bar, and Courage) used actors in various settings to demonstrate what 

intervening behaviors look like. They were meant to be simple and relate to the citizens of Idaho. Table 

4 summarizes these advertisements. Audio versions similar to the videos were also created (for radio 

placement). Scripts for the television and radio messages are included in Appendices G and H. Because 

of concerns regarding limited, local television and radio reaching the Blackfoot area, three newspaper 

advertisements were also placed in the local newspaper (see Appendix I). 

To bring messages to people in settings where alcohol was present, materials were developed for 

placement in bars. Posters, window clings, napkins, urinal liners were created using the same core 

messages and the Courageous Voices brand. However, these materials were never placed. 

Appendices F – J include copies of all the materials created. In addition, a website landing page was 

created on ITD’s website. The url “idahocourageousvoices.com” was purchased and directed to 

dedicated website pages that described the project. 
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Table 4. Summary of Television, Radio and Billboard Advertisements 

Name of Piece Format Core Message 

Voices – ISP Video, audio Most adults do not drink and drive. Most adults support 
strong enforcement of DUI laws. 

Voices – Stokes video, audio Most adults do not drink and drive. 

House Party* video, audio Most adults would try to prevent someone drinking and 
driving. 

Bar* video Most adults would try to prevent someone drinking and 
driving. 

Courage* video, audio Most adults would try to prevent someone drinking and 
driving. 

Speak Up* audio Most adults would try to prevent someone drinking and 
driving. 

Do Not Drink and Drive* billboard Most adults do not drink and drive. 

Would Prevent* billboard Most adults would try to prevent someone from drinking 
and driving. 

Support Enforcement* billboard Most adults support strong enforcement of DUI laws. 

*Three different versions were created – one for each community. 

 

Media Placement 

Billboards, television and radio advertisements were placed in each of the three communities beginning 

in November of 2013 until October of 2014. An Idaho media firm (Davies-Moore) was hired by ITD to 

handle the media placement. The spots were rotated over the months. Television and radio 

advertisements were suspended in May and June while other traffic safety messaging occurred (e.g., 

Click it or Ticket, etc.). In addition, billboards were placed in each of the communities, and newspaper 

ads were purchased in Blackfoot.  

While media pieces were created for use by local stakeholders (e.g., speaking points, letters for local 

newspapers, presentations, etc.), we are not aware of any use of these materials. Newspapers across 

Idaho were monitored for articles about impaired driving related to the project. No articles or letters to 

the editor were identified. 
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Post-Intervention Community Survey 

The pre-intervention survey was repeated in November and December of 2014. The survey followed the 

same protocol as used previously. Households were randomly selected in Blackfoot, Lewiston, Twin Falls 

and across Idaho. Each household received three mailings (same process as used in the pre-intervention 

survey). Mailings returned as undeliverable were removed from the sample.  

In general, those who participated in the survey were older than the general population of Idaho based 

on the 2013 US Census estimates (see Table 5) but were similar to the ages of those who participated in 

the pre-intervention survey (see Table 2). Table 6 summarizes participation in the post-intervention 

survey. Compared to the pre-intervention survey, the post-intervention survey had a lower response 

rate, less participation by males and similar levels of 30-day drinking among respondents. A statistical 

report of the post-intervention survey is included in Appendix B. 

 

Table 5. Summary of Age of Post-Intervention Survey Participants 

Community 

Age 

18 – 34  35 – 44 45 – 54 55 – 64 65 or older 

Blackfoot 7.1% 12.0% 18.0% 31.2% 31.6% 

Lewiston 10.5% 10.1% 15.4% 21.7% 42.3% 

Twin Falls 5.4% 11.7% 12.7% 23.4% 46.8% 

Statewide* 6.3% 11.9% 15.7% 25.0% 41.0% 

Idaho (US Census) 34.3% 18.1% 19.2% 9.2% 19.2% 

*excluding the three pilot communities 

 

Table 6. Summary of Post-Intervention Survey 

 Population 

Blackfoot Lewiston Twin Falls Statewide 

Number of Surveys 276 327 274 271 

Confidence Interval 5.8% 5.4% 5.9% 6.0% 

Response Rate 26.1% 33.0% 29.7% 26.6% 

Male 41% 41% 40% 42% 

Prevalence of 30-day drinking 24% 59% 46% 55% 

*excluding the three pilot communities 
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Chapter 3 

Evaluation 

Overview 

The pilot was created as a quasi-experimental design. The intervention was evaluated by comparing 

beliefs and behaviors at baseline (prior to the intervention) with those after the intervention. These 

changes were compared in both the intervention communities (Blackfoot, Lewiston, and Twin Falls) as 

well as communities excluding these three across the state (thus acting as a control). In this way, 

changes more likely associated with the intervention would appear in the intervention communities and 

not appear in the other communities.  Figure 1 represents the change model. 

In addition, alcohol-related crashes were compared in both the intervention communities and across the 

state before and during the intervention. 

 

Figure 1. Change Model 

 

Changes in Campaign Awareness 

Individuals were asked how often they had heard or seen messages about trying to prevent others from 

impaired driving before and after the intervention.  Awareness of such messages did not statistically 

significantly change in the intervention communities and decreased in other communities across the 

state (see Table 7).  The campaign awareness message did not explicitly ask respondents about the 

“Courageous Voices” campaign because this name had not been chosen at the time of the baseline 

survey, and we wanted the post-intervention survey to be directly comparable to the pre-intervention 

survey and thus elected not to change the question. 

 

 

Beliefs 
and 

Behaviors 

(pre-
intervention) 

Media 
Intervention 

Beliefs 
and 

Behaviors 

(post-
intervention) 

Changes 
in 

Outcomes 
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Table 7. Changes in Campaign Awareness 

Campaign Awareness 

Means 
(1=never, 2=once/twice, 3=monthly, 4=weekly, 5=daily) 

Intervention Control 

2013 2014 Sig. 2013 2014 Sig. 

In the past 12 months, how often have you heard or 
seen any media messages about trying to prevent 
others from impaired driving? 

2.66 2.55 0.051 2.51 2.15 <0.001 

 

Changes in Beliefs 

The survey measured several beliefs determined in the previous study(2) to be predictive of intervening 

behaviors (see Table 8).  The means of responses from surveys before and after the intervention were 

compared using T-tests. There were no statistically significant changes in these beliefs among the 

control communities.  

Several beliefs changed in the intervention communities. Specifically, agreement with the perceived 

injunctive norm to intervene (e.g., perception of how most adults would respond to “I should try to 

prevent a stranger from driving after drinking enough alcohol to be impaired”) increased significantly 

(p<0.001). Agreement with the self-reported injunction to intervene (“I should try to prevent a 

stranger…”) also increased (p=0.008).  

The perception that most people would support individuals who chose to prevent a stranger from 

driving after drinking too much increased (p<0.001) in the intervention communities. Although this 

belief was not directly addressed in messages, it was indirectly implied by the messaging, and thus its 

change is consistent with the overall aim of the campaign. 

The perception that most people would try to intervene increased (p<0.001) in the intervention 

communities. This belief was directly addressed in the media. Similarly, individual intention to intervene 

(as measured by agreement with the statement “I would try and prevent a stranger from …”) increased 

slightly as well (p=0.051).  

The perception that most people support strong enforcement of impaired driving laws increased 

(p=0.031) in the intervention communities. This belief was addressed in media messages in the 

campaign. 

Among those beliefs that did change, the changes were similar among the three pilot communities. 

Other beliefs did not change in the intervention communities. This is consistent with the media 

campaign which did not explicitly address these other beliefs. 
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Table 8. Changes in Beliefs 

Belief 

Means 
(1= Strongly disagree; 7= Strongly agree) 

Intervention Control 

2013 
n=1,114 

2014 
n=877 Sig. 

2013 
n=387 

2014 
n=271 Sig. 

It is wrong to drive after drinking enough alcohol to 
be impaired. 

 
6.80 6.77 0.463 6.70 6.81 0.187 

In your opinion, how would most adults in your 
community respond:  “It is wrong to drive after 
drinking enough alcohol to be impaired?” 

 
6.01 6.07 0.284 6.04 6.00 0.634 

I should try to prevent a stranger from driving after 
drinking enough alcohol to be impaired. 

 
6.11 6.25 0.008 5.99 5.98 0.917 

In your opinion, how would most adults in your 
community respond:  “I should try to prevent a 
stranger from driving after drinking enough alcohol 
to be impaired?” 

* 

5.26 5.48 <0.001 5.23 5.16 0.510 

I know what to do in order to prevent a stranger 
from driving after drinking enough alcohol to be 
impaired. 

 
5.12 5.22 0.160 4.94 4.90 0.757 

Most people around me at the time would support 
me if I chose to prevent a stranger from driving 
after drinking enough alcohol to be impaired. 

 
5.48 5.72 <0.001 5.47 5.51 0.692 

If the situation arose, I would try to prevent a 
stranger from driving after drinking enough alcohol 
to be impaired. 

 
5.89 6.00 0.051 5.76 5.90 0.211 

In your opinion, how would most adults in your 
community respond:  “I would try to prevent a 
stranger from driving after drinking enough alcohol 
to be impaired?” 

* 

5.09 5.31 <0.001 5.01 5.06 0.561 

Employees at establishments where alcoholic 
beverages are consumed should try to prevent a 
customer from driving after drinking enough 
alcohol to be impaired. 

 

6.38 6.34 0.428 6.26 6.34 0.438 

In your opinion, how would most adults in your 
community respond: “Employees at establishments 
where alcoholic beverages are consumed should 
try to prevent a customer from driving after 
drinking enough alcohol to be impaired?” 

 

5.54 5.57 0.542 5.50 5.52 0.841 

Local law enforcement should strongly enforce 
drinking and driving laws. 

 
6.76 6.73 0.300 6.73 6.65 0.254 

In your opinion, how would most adults in your 
community respond: “Local law enforcement 
should strongly enforce drinking and driving laws?” 

* 
6.08 6.18 0.031 6.08 6.10 0.883 

*indicates beliefs addressed in media messages 
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Changes in Behaviors 

Intervening Behaviors 

Individuals were asked before and after the campaign if they had tried to prevent a stranger from 

driving after drinking enough alcohol to be impaired in the past 12 months. Chi-square measures were 

used to determine that there were no statistically significant changes in intervening behaviors between 

2013 and 2014 in either the control or intervention group (see Table 9). It is important to note that most 

people reported that they had not been in a situation to prevent a stranger from driving after drinking. 

Therefore, measuring change in intervening behaviors is difficult because it involves measuring a change 

among a small group of people (and thus harder to detect with relatively small survey sample sizes). 

Table 9. Changes in Intervening Behaviors 

“In the last twelve months, have you tried to prevent a stranger from driving after drinking enough 

alcohol to be impaired?” 

Condition Year “I have not been in that situation.” No Yes 

Control 2013 66.4% 29.1% 4.5% 

2014 59.2% 33.6% 7.2% 

Intervention 2013 65.3% 27.9% 6.7% 

2014 65.1% 28.6% 6.4% 

No changes statistically significant; p>0.3 in all cases. 

 

Individuals were also asked about their perception of whether most adults in that situation tried to 

intervene. Based on prior analysis(2), the perception of whether most adults would try and intervene 

predicts intervening behavior. There were statistically significant (p=0.001) increases in the perception 

that most people tried to intervene in the intervention group between 2013 and 2014. This change is 

consistent with the messaging campaign. There were no statistically significant changes in the control 

group (see Table 10). 

Table 10. Changes in Perception of Intervening Behaviors 

“Do you think most adults in your community who were in that situation tried to prevent a 

stranger from driving after drinking enough alcohol to be impaired?” 

Condition Year No Yes 

Control 2013 61.2% 38.8% 

2014 58.8% 41.2% 

Intervention 2013 53.6% 46.4% 

2014 45.7% 54.3%* 

*p=0.001 
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Calling Law Enforcement 

Calling law enforcement (e.g., 911) to report a potentially impaired driver was one strategy for 

intervening that was promoted in the media. However, based on self-reported data, there were no 

statistically significant changes in calling law enforcement between 2013 and 2014 in either the 

intervention or control sites (see Table 11). 

Table 11. Changes in Self-Reported Calls to Law Enforcement 

“In the last twelve months, have you called law enforcement to report a potentially impaired 

driver?” 

Condition Year No Yes 

Control 2013 91.1% 8.9% 

2014 92.8% 7.2% 

Intervention 2013 90.6% 9.4% 

2014 92.1% 7.9% 

 

The number of calls to 911 reporting drinking and driving by month were collected from law 

enforcement agencies in each of the three pilot communities. The number of calls from Blackfoot 

included all calls to 911 and was excluded from the analysis. Table 12 shows the number of calls 

reporting drinking and driving by month highlighting those months when the campaign media were 

placed. In six of the nine months when media were placed, the number of calls to 911 reporting drinking 

and driving were higher compared to the same month when the campaign media was not placed.  

Table 12. Number of Calls to 911 Reporting Drinking and Driving 

Month 2013 2014 

January 16 24* 

February 28 28* 

March 24 34* 

April 25 26* 

May 20 30* 

June 25 26 

July 39 31 

August 37 31 

September 33 30* 

October 23 28* 

November 26* 16 

December 20* 22 

* indicates when campaign was active 
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Driving Within Two Hours of Drinking 

Although it was not a primary focus of the intervention, changes in driving within two hours of drinking 

were also assessed. Respondents were asked how many times in the past 60 days they had engaged in 

this behavior. There were no statistically significant changes in either the prevalence of engaging in this 

behavior (that is, the percentage of people who indicated they had engaged in this behavior one or 

more times) or the average number of episodes reported among those who did report engaging in the 

behavior. 

Changes in Outcomes 

The numbers of alcohol-related crashes (non-fatal and fatal) were compared prior to the campaign 

(2013) and during the campaign (2014) for the intervention communities as well as across the state. In 

2014, alcohol-related crashes were lower in the intervention communities compared to 2013; however, 

the reduction in the number of crashes was in a similar proportion as reductions across the state during 

the same time period (see Table 13). Thus, there is no evidence that the number of alcohol-related 

crashes reduced to any greater degree in the intervention communities than across the state. 

Table 13. Alcohol-related Crashes 

 Year 

Condition 2010 2011 2012 2013 2014 

Control communities 1,296 1,176 1,138 1,151 1,081 

Intervention communities 107 84 93 103 96 

 

Summary of Changes 

Several beliefs that were targeted by the campaign changed in the intervention communities while no 

similar changes of these same beliefs were found in the control communities. No changes in self-

reported intervening behaviors or self-reported calls to law enforcement were found. While alcohol-

related crashes were lower in the intervention communities in 2014 than in 2013, the reduction was in 

similar proportion as the reduction across the entire state, and thus, there is no evidence that the 

reduction is related to the intervention. 
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Chapter 4 

Conclusion and Recommendations 

Conclusions 

This project was a pilot of using a communications campaign to improve traffic safety. The purpose of 

this project was to address three core questions: 

1. Can a media-based campaign be created to change beliefs and behaviors associated with 
engaging bystanders to prevent a stranger from driving after drinking? 

o The pilot project demonstrated that media (in various forms including television, radio, 
print, and supporting materials) can be created based on the recommendations of the 
previous study.(2)  

o The project demonstrated that the media changed core beliefs predictive of intervening 
behaviors. Beliefs addressed in the media statistically significantly changed among 
individuals in the intervention communities and these same beliefs did not change in 
other communities in Idaho. Beliefs not addressed in the media did not change. 

o The project did not demonstrate changes in intervening behaviors (as reported by 
survey participants) even though beliefs did change. This may be a result of the difficulty 
of measuring these behaviors because they are relatively rare (most people do not drive 
when they are impaired, and therefore there are relatively few people who find 
themselves in a situation to intervene). This also may be a result of the short time 
period of the project. In our experience, behavior change often requires two to three 
years of messaging with relatively high levels of dosage. 

2. Can local stakeholders become engaged to support the effort and take additional measures to 
address impaired driving in their communities? 

o Some local stakeholders were successfully recruited to participate in initial training. 
However, the majority of these were law enforcement officers and other key 
stakeholders were missing.  

o Engagement after the training was difficult to sustain. There were no local coalitions 
that maintained participation after the training. The media was not utilized by any local 
stakeholders, and no additional activities occurred at the local level in support of the 
project. 

3. Does increasing bystander engagement to prevent a stranger from driving after drinking reduce 
alcohol-related car crashes? 

o Because bystander engagement behaviors did not change during the pilot project 
(based on self-reported results), we are unable to draw any conclusions about whether 
increasing bystander engagement impacts impaired driving. Alcohol-related crashes did 
decrease during the project in the intervention communities; however, alcohol-related 
crashes also decreased statewide, and the rate of decrease in the intervention 
communities was similar to that experienced across the state. 
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Based on the changes noted above, the communications campaign was effective at changing the beliefs 

addressed in the messages among a random sample of adults in the intervention communities. 

However, no changes in intervening behaviors were detected. While the changes in beliefs were 

statistically significant, they may not have been large enough to result in measurable changes in 

intervening behaviors. These results are similar to other projects conducted by the Center for Health 

and Safety Culture whereby change in behavior often lags change in beliefs and thus takes longer to see 

results.  

Recommendations 

Based on the results of this pilot project, we offer the following recommendations: 

 The “Courageous Voices” brand has value and offers a messaging basis for future traffic safety 
work that could include impaired driving, distraction, seat belt use, speeding, and other risky 
driving behaviors. The core message of “speaking up” to address traffic safety provides a 
framework to foster broader engagement at the community level.  

 A positive frame based on leveraging the existing positive norms at the community level can 
provide energy to foster local coalitions to take additional steps to address traffic safety. 
However, additional support may be needed to develop local infrastructure to support a local 
coalition. 

 Using highly targeted media will help reach those most in a position to act. We recommend that 
the media developed for placement in alcohol retail establishments should be used in future 
efforts to address impaired driving. 

 Future efforts should include more investment in local involvement and leveraging of the media 
to engage action and policy at the community level. This may require “seed” funding and/or 
partnerships with existing entities at the community level. Building local coalitions with 
representatives from a variety of agencies and interests takes time; however, local coalitions 
can be very effective at achieving behavior change. Coalitions can use the media as a catalyst to 
promote family engagement, school / driver education programs, workplace safety programs, 
enforcement strategies, and local policy change. 

 Overall, shifting from viewing communication campaigns as only a tool for behavior change to 
viewing campaigns as a catalyst to support local efforts to address traffic safety may result in 
more sustained, long term change in traffic safety culture. While sustained communication 
efforts can impact behavior, augmenting campaigns with local efforts using multiple strategies is 
more likely to result in greater and sustained change. 
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