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We do not have the time!

ABS needed more then
20 yeas to be
implemented in all new
cars

EuroTest:Today only
20% of the drivers know
what ABS and how it
works
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Objectives

• to investigate methodologies of how to improve the take 
up of eSafety systems amongst the general public

• to study good practices to make users aware of such 
technologies and systems, and their benefits

• to define the influencing factors for the acceptance of 
eSafety systems  by the user

• to liaise with the other eSafety Working Groups and 
specify their specific requirements in respect of user 
awareness 

• to develop recommendations to the increase of user 
awareness for eSafety systems, and propose actions for 
the stakeholders



Best Practices

• Studied Road Safety Campaigns

• Studied communication concepts of 
consumer tests
– EuroNCAP
– EuroTest
– Master Test

• Experiences from system suppliers
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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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Trustworthiness of German Organisations
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How to Communicate

• The Messages
– Simple

– No technical details
– Consistent

• Manufacturers offer
• Consumer

Organisations confirm
• Repeat at the POS

• The Instruments

– Constant Media Work
– Consumer Tests
– Labelling

– Materials for POS, 
Driving Schools
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Target Group: General Public

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-Crash

User cases

Freak-Level
1. Multiplier

Pre-competitive
R & D

Translation level

Driver/Buyer/Opinion leader
2. Multiplier

Structured European Approach

General Public
3. Multiplier

e-Safety label

Reassurance

Logo,testimonials,
VIP quotes

Stakeholder
Cooperation/
journalists

Identification
Target groups
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Target Group POS

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

Other Target Groups

•Fleet operators
Act as 

good 
consumer
s

Example: 
Sweden

•Novice Drivers,    
Driving Schools
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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

The Communicaton Platform



Key elements of Communication
Platform

• Wide participation of stakeholders („the willing and the
able“)
– Manufacturers, Users, Suppliers, Media, Member States…

• Non-competitive character
• Internal agreement on

– Financing
– Ownership

• Definition of campaign subjects (Input Road Maps WG) 
Development of
– Media protocols
– Test protocols
– media material

• Cooperation with agencies
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The Communication Platform
Membership

• Membership Categories
– Full Member with full

financial contribution, full
voting right

– Supporting, reduced
contribution and voting
right

– Goodwill member

• Car Manufacturers
• System Suppliers
• Car dealers
• Automobile Clubs 
• Driving Schools
• Insurances
• Road Safety Institutes
• NGOs
• European Institutions
• Member States
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Priorities from Road Maps WG
Vehicle based systems:

� ESP (Electronic 
Stability Program)

– Blind spot monitoring 
– Adaptive head lights 
– Obstacle & collision 

warning 
– Lane departure 

warning

Infrastructure related Systems:

– eCall
– Extended environmental 

information (Extended 
FCD) 

– RTTI (Real-time Travel 
and Traffic Information) 

– Dynamic traffic 
management 

– Local danger warning 
– Speed Alert
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ESP as a Pilot Project
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ESP Equipment Rates 2004
Germany

Volumes

no ESP

optional ESP

standard ESP

Segment

Source: Bosch



Recommendations from the
User Outreach Working Group 

Communication Platform

O
perationaldetail

Euro
barometer

• Action list

• Best Practices

Pilot on 
E

SC

• Background 

• Recommendations

• Guidelines
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Project 2

Project 3

Strategy for Public Awareness Activity



Next Steps

• Report with recommendations
• Evaluate results of Eurobarometer

– Qualtiative Study
– Quantitative Study

• Set up Communication Platform
– Members
– Resources
– Finances
– Pilot

• i-Car initiative
– Deployment benchmark
– Performance Testings
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