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User Outreach Working Group

Intermediate Report
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The Work Process

• Focus on aspects of communication     
and consumer behaviour
• Analyse best practices and research
results
• Develop a communication model
• Develop recommendations
• Define next steps and prepare follow-
up
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Consumer Campaigns

Euro NCAP
• Star Rating system
• Creates « pull demand »
• Increasing number of 

5star cars

Master Test
• First Europe-wide comparative test 

on active safety
• Identifying weak points especially in 

terms of safety
EuroTest

• Common test platform
• Media: logo, website, flyers, 

brochures, conferences
• Media penetration > 15 m
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Experiences from suppliers

• Supplier safety campaign
• Product training of car 

dealers and consumers
• Incentive programmes for 

salesmen / point of sale 
support

• Consumer marketing

• Naming of safety
functions

• Technical
abbreviations

• Different names for
identical functions �

confusion
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•Simple Messages and credibility are essential

•Technical communication is a mortal sin

•Media Campaigns are effective but
• Require constant news
• Difficult to sustain for longer periods

•Consumer Tests
• High penetration in the media market
• Test protocols and media agreements
• Difficult communication if products show only little differences
• Selection of products

•Label
• The product speaks
• Dynamic label can include new eSafety devices when they are on 
the market

• Media communication more difficult

First Results
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The Communication Model

WHOM EFFECTCHANNELWHO WHAT

Expertness

Trustworthiness

Credibility Message

Persuasion

Information

Newsvalues

Media

Indir. Comm.

Direct Comm.

Advertising

PR

Target Gr.

Opinion Leaders

Opinion Seekers

Opinion Followers

Attention

Interest

Desire

ActionUninterested
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Recommendation

Platform with strategic principles

Media work Marketing Political work

• Consumer       
Information 
(Function)

• Consumer Test
• Media Launch

• Consumer         
Information 
(Product)

• Advertising
• Dealer Training
• Fares

Incentives
• Tax
• Insurance

Labelling
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Key Elements of Communication Platform

• Wide participation of stakeholders
– Manufacturers, Users, Suppliers, Media, Member States…

• Non-competitive character
• Internal agreement on

– Financing
– Ownership

• Development of
– Media protocols
– Test protocols

• Definition of campaign subjects (Input Road Maps WG)
• Development of media material
• Cooperation with agencies



Meeting with Member States 
18/10/2005

9

Communication concept

Competitive
Phase

Pre-competitive
Phase

Market Offer
Market Demand
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Communication concept

Logo,testimonials,
VIP quotes

Stakeholder
Cooperation/
journalists

Identification
Target groups

Pre-
competitive

Phase

Underlying technologies

Applications

Expert Magazines, Technical Fact Sheets,
Technical articles, Functionality Test Reports, 

Scientific Conferences, Special Exhibitions

Target Group Magazines, Popular articles, key 
messages based on user cases, easy to 

understand, low technical level

Pre-Crash
Crash

Avoidance

Crash
Impact

Reduction
Post-CrashUser cases

Freak-Level
1. Multiplier

Pre-competitive
R & D

Translation level

Driver/Buyer/Opinion leader
2. Multiplier

European TV Campaign (e-Sense)
General Public
3. Multiplier

e-Safety enabledReassurance
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Communication concept

Competitive
Phase

Based on pre-competitive R&D company 
individual product developments and focus

Company individual Promotions/
Marketing with reference to 
General Public campaign but 

with individual features/brands,
part of vehicle promotion

Sales Force training

Dealer Training/POS material
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Next steps

•Definition of Communication Platform

•Definition of Pilot Campaign

•Development of Final Report

•Transition to Pilot Phase


