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Abstract  
Lack of community engagement in road safety issues has been a difficult barrier to 
achieving greater road safety outcomes. In this project, our aim was to develop a road 
safety campaign that humanises cyclists. We devised a four-step approach to develop and 
implement the campaign to engage the community and achieve positive outcomes. The 
four steps were: 1) key stakeholder engagement, 2) community consultation, 3) campaign 
creation and delivery and, 4) evaluation. As this project was conducted in 2020/2021, 
we address how we managed disruptions caused by COVID-19. Key findings show the 
campaign was successful and increased understanding of safe behaviours and positive 
influence on attitudes about cyclists. The frameworks used for this project are provided 
and while the insights from this project apply to cyclist safety, the steps can be applied 
to improve collaborative projects to include community engagement in any area of road 
safety. 

Key Findings   
• Assumptions held by a community about a road safety issue need to be tested. 
• It is essential to involve a community in a road safety campaign from the start of the project. 
• For a local road safety campaign, local people are more effective than celebrities or influences. 

Background  

How do you get a community to care about road safety? 
That was the underlying question addressed in this 

study. While the project focused on humanising cyclists, 
the underlying question is key to all road safety issues. In 
this paper we examine the steps taken to understanding 
and engaging a community in a road safety issue with the 
goal of improving road safety outcomes. The project was 
initiated by the Alpine Shire Council (the Council) who 
recognised the need for action to improve safety for cyclists 
on the road, specifically in shifting the culture among dri
vers to stop seeing cyclists as an impediment to their trip 
and instead as people. The Alpine Shire region is part of 
Northeast Victoria, where cycling tourism in the area is 
worth an estimated A$120 million per year. However, nar

row, mountainous roads can make sharing the space chal
lenging. 

Our response was informed by the public policy ap
proach developed by Bugeja et al (2011) (Figure 1). This ap
proach recognises three ‘outside’ stages are needed to cre
ate a window of opportunity to catalyse policy action. 

The Council had already taken steps towards addressing 
the three ‘outside’ stages, having been awarded a TAC Road 
Safety Community grant to implement a campaign. Our 
tasks were to test what had been proposed and maximise 
the road safety outcomes for the cyclists in the Alpine re
gion. Below we present the project steps and how the theo
retical model structured the project. 

Generate problem recognition    

The Council had identified the issue in their region was a 
poor relationship between drivers and cyclists on the roads, 
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Figure 1. Theoretical framework; Public policy     
approach to injury prevention     (Bugeja et al.  ,  2011)  

specifically, drivers who were tourists to the region, and cy
clists who were a mix of local residents and visitors. The 
Council considered hostilities were exacerbated on popular 
tourist routes through the mountains by tourist drivers who 
were not familiar with the roads and impatient about be
ing held up by slower moving cyclists. The understanding 
of the Council was residents in the Alpine Shire region were 
positive about cyclists on the road. This was based on their 
own cycling experience and the successful cycling tourism 
industry. 

Prepare injury prevention policy     

In their funding application, the solution proposed by the 
Council to create and launch a campaign that aimed to hu
manise cyclists, modelled the ‘Drive with care’ campaign 
from Bike PGH in the United States (Bike PGH, 2014). The 
campaign focused on ‘real people’ with a range of jobs, re
sponsibilities and positioned them in their family with the 
tagline, ‘Rides a bike’. Given it was almost ten years since 
the US campaign, the Council acknowledged a static, print-
based campaign would not have the cut-through it once 
did. The new campaign would need to also include a video 
version of the campaign given the support from the local 
cinema in Bright. The working title for the campaign from 
the Council was Ride like a local. 

Create political will    

Political will is a critical and often most difficult step to 
achieve, including in road safety. The challenge is to per
suade decision makers to act according to the science which 
might be at odds with what is considered politically palat
able. However, in this project, this was not a factor as the 
Council had internal support for the project. 

Recognise window of opportunity     

Funding from the TAC provided the window of opportunity 
and the Council put the project out to tender. As a starting 
point, this seems straightforward, the next step being to 
develop a campaign using local people, targeting tourist 
drivers. However, our team has extensive cyclist safety re
search and campaign experience and we were aware of 
some red flags: 1) the budget, $20,000 was too small for 
this project. It could cost the entire budget on the campaign 
alone; 2) there was no provision to test the veracity of the 
problem, that is – were tourist drivers really the problem? 
3) how would they know it worked? How would the cam
paign be evaluated? 

Given our collective passion for cyclist safety and this 
rare window of opportunity, we called the Council to offer 
our expertise and share our concerns. We wanted to help 
make sure that regardless of who was awarded the project, 
the best outcome was delivered. We offered our support in 
whatever capacity would best help the Council, for exam
ple, reviewing applications and providing a steering com
mittee throughout the project. Following these early dis
cussions, the Council invited us to bid for the project, which 
we did and included our caveats about the project scope. 

We were awarded the project in June 2020. Given all the 
background work done by the Council, it would make sense 
to jump into the next step, ‘Catalyse policy action’, and 
start creating the campaign. But based on our road safety 
knowledge, we knew we needed to go back to the prob
lem generation stage and make sure targeting tourist dri
vers was the right approach. 

The aim in this study was to develop an evidence-based 
campaign that engaged the community and contributed to 
humanising cyclists on the road. 

Setting – Alpine Shire region      

The project was conducted in the Alpine Shire region ap
proximately 320 kilometres north-east of Melbourne, Vic
toria. The region, also known as the Victorian high country 
is largely national parks with popular ski fields and moun
tain biking. In 2019, over half a million people stayed 
overnight as tourists to the Alpine shire with three quarters 
(74.8%) visiting on holiday (Alpine Shire Council, 2022). 

It was important to understanding that although the res
ident community is small (13,200), there is not one ho
mogenous ‘Alpine Shire’. Residents felt affiliated with their 
area and township (e.g., Bright, Mt Beauty, Myrtleford) and 
the region contained a number of communities in different 
geographic areas within the shire. Tourists were considered 
a separate category with distinct differences in attitudes 
and behaviours compared to residents. The Council were 
clear that while Bright is the largest township in the region 
(19% of the population), it is an oversimplification to 
equate Alpine with Bright and a campaign needed to in
clude the whole region. 
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Method  

Our starting point was to test the Council’s assumptions 
that local people were positive about cyclists and the cam
paign needed to target visiting drivers. We planned the pro
ject in four stages: 1) key stakeholder engagement, 2) com
munity consultation including local residents and tourists, 
3) campaign creation and delivery and 4) evaluation. Orig
inally, stages 1 and the local resident part of stage 2 were 
to be in-person, however, we needed to adapt in response 
to the disruptions of COVID-19 (COVID). Discussed below 
are the practical approaches we used to manage the project 
during the disruptions and the modified study design. 

Managing a COVID-disrupted project –      
practical approach   

Similar to almost everything in the world, this project was 
impacted by COVID. Most significantly on 9 July 2020, when 
the Victorian Government implemented a ‘ring of steel’ 
around metropolitan Melbourne (Stage 4 lockdown). The 
‘ring of steel’ was a government restriction that prohibited 
travel between metropolitan Melbourne and the rest of the 
state. Police enforced the measure stopping all drivers, and 
this research study did not meet the criteria for approved 
travel. All the researchers lived in Melbourne and were pro
hibited from travelling to regional Victoria. Any in-person 
consultation and engagement were not possible and the 
project required modification. 
Inception meeting:  COVID meant that we were unable 

to meet in person so we moved to online. The inception 
meeting included the researchers (MJ, RN, VJ) and rep
resentatives from the project partners (Alpine Shire, Amy 
Gillett Foundation). Typically, a project inception meeting 
would involve the researchers and one representative from 
the partners but we took advantage of meeting online to in
vite everyone who would be involved in the project (com
munication, tourism, marketing, administration, account
ing, management). Having everyone in the inception 
meeting ensured everyone understood the aims of the pro
ject and the potential challenges. 
Simple tools to staying on track:      our first simple tool 

was weekly meetings for the duration of the project (Thurs
days, 9-10am) to maintain momentum and help with ac
countability and transparency. We provided our project 
partners with regular updates and invited them to join us at 
regular intervals (four-six weeks). We used the same online 
meeting link for the entire project to minimise the hassle 
of finding the ‘right’ link. The meeting frequency may seem 
excessive; however, weekly meetings were critical to main
taining momentum and focus. 

Our second simple tool was a shared, detailed Gantt 
chart in Google Sheets. The breakdown of tasks by project 
stage became our agenda to structure meetings, track 
progress and identify concerns for discussion. The docu
ment was shared with the entire team, including the part
ners. We built on the document with additional sheets to 
track details of the project (e.g., budget, communications 
strategy, stakeholder contact details, survey questions, 

prize winners etc). This document became the single source 
of information, available to everyone and updated live; it 
streamlined our processes and eliminated confusion (e.g., 
version control). 
Modified timeline:  In consultation with the Council, we 

repeatedly delayed in-person research stages in response 
to COVID restrictions. This was both the practical govern
ment sanctions and in response to the sentiment in re
gional areas and reported antagonism about people from 
Melbourne, where there were more active cases of COVID, 
visiting regional Victoria. In addition, the Council advised 
lockdowns were limiting tourism and they observed fewer 
people riding and driving on the roads. It was assumed this 
may affect drivers’ experiences and alter perceptions about 
sharing the roads. 

Following further delays due to lockdowns, we aban
doned the in-person stage in August 2020. On reflection, 
this was the correct decision. The ‘ring of steel’ continued 
for four months and would have made it impossible to de
liver the project in the original format in an acceptable time 
period. 

The final modified approach kept the four stages but 
shifted Stages 1 and 2 to online. The study protocol was ap
proved by Monash University Human Research Ethics Com
mittee (HREC) (Approval number 2021/25152-55794) in
cluding all modifications (MJ, RN) and RMIT University 
HREC (VJ). 

Modified Method and Results     

Stakeholder engagement   

In consultation with the Council, we identified 53 key 
stakeholders at individual and/or organisational levels, 
across business, community and civic sectors that operated 
in the Alpine, including: 

Stakeholders were invited to participate in one of two 
one-hour online focus groups (Thursday 20 August 2020, 
n=7; Wednesday 26 August 2020, n=9). Participants were 
from local council, local businesses (Bright, Mt Beauty), cy
cling related businesses, schools (primary), health care, so
cial and community groups, Victoria Police and tourism. 

• Accommodation (e.g., caravan parks) 
• Alpine Shire Council 
• Cycling related businesses 
• Department of Transport 
• Health care 
• Local cycling clubs 
• Local retailers (e.g., coffee shops, brewery) 
• Representative organisations (e.g., Chamber of Com

merce) 
• Schools 
• Social, community (e.g., Rotary, Country Women’s 

Association) 
• State parks (e.g., Mt Buffalo Park) 
• Tourism 
• Trucking companies active in Alpine 
• Victoria Police 
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Both groups followed the same schedule that started 
with a welcome and introduction, semi-structured discus
sion of four topics (below) and closed with next steps. 

There were three key roles for the researchers during the 
focus groups: topic chair, note taker and time keeper. These 
roles were allocated according to each researcher’s exper
tise. All focus groups were recorded and we typed notes di
rectly into a live GoogleDoc visible to all researchers that 
allowed us to capture key comments and assist the topic 
chair by providing live feedback and discussion prompts. 

In addition to the focus groups, the discussion topics 
were emailed to all 53 invited participants, inviting any ad
ditional comments or insights. Feedback was received from 
5 stakeholders who did not attend the focus groups. From 
the analysis of the focus groups and the additional feed
back, five key areas were identified: concerns, attitudes, 
road rules, infrastructure and behaviour. These findings in
formed the survey that was developed for the community 
consultation stage. 

Community consultation   

Following COVID disruptions, the community engagement 
stage was also moved online. Informed by insights from the 
stakeholder focus groups, the researchers developed an on
line survey (Survey 1). Questions also asked about content 
for the video campaign, in particular gestures or actions al
ready used on the roads that could be utilised in the cam
paign to address the overarching project aim, to humanise 
cyclists. We invited feedback on Survey 1 questions from 
the Council, Amy Gillett Foundation and two key stake
holders: Tourism North East (TNE), and Ride High Country 
(RHC). TNE and RHC were integral in identifying popular 
cycling routes in the area. 

The survey was developed and published on Qualtrics 
XM Platform, hosted by Monash University. The survey was 
open for one month from 15 September 2020 then on re
quest from the Council, extended to 1 November 2020. The 
survey was open to people who were residents or visitors to 
the Alpine area. 

Recruitment  

According to the original Council tender, a minimum sam
ple size of 200 people was required in the community en
gagement. To meet this requirement, we recruited survey 
participants through a variety of channels, including social 
media (Amy Gillett Foundation, Alpine Shire Council), the 

researchers’ professional networks and social networking 
platforms (e.g., LinkedIn, Facebook) (Figure 2). In addition, 
a popular cycling event, the Alpine Classic, was scheduled 
for late January 2021. We liaised with the organisers of the 
event, O2, who sent the survey link to be sent to all event 
participants. 

Incentives  

Surveys were used in Stage 2 (community engagement) and 
Stage 4 (campaign evaluation) and both included an incen
tive prize draw. For each survey, the Council provided three 
‘Buy from Bright’ vouchers valued at $100 each. To be eligi
ble, participants needed to submit a completed survey and 
opt-in. Winners were selected at random, notified by email 
and their first name and first initial of their surname were 
published in the summary of results (Figure 3). 

Results  

In total, 569 completed survey responses were received for 
Survey 1 including from local residents (n=310, 54.4%) and 
visitors (from Victoria, n=212, 37.3%; outside Victoria, 
n=47, 8.3%). 

All responses were analysed to identify the key concerns 
about sharing the roads with cyclists including the perspec
tives of people who both cycled and drove as well as people 
who did not cycle. A key finding was how road users (dri
vers and riders) communicate to each other in the Alpine 
Shire. Responses identified an ‘Alpine wave’ consisting of 
a whole hand, raised finger or fingers, as a common form 
of communication among Alpine locals, and visitors to the 
Alpine Shire. Anecdotally, we recognised this as a common 
greeting in other parts of Australia. We determined a ‘wave’ 
should be a key feature in the campaign and support other 
messages around humanising cyclists and sharing the road 
from both residents and visitors. Figure 3 is the summary of 
key results, as provided to participants. Also, in the survey 
we invited people to be part of the campaign. 

Testing assumptions   

Key findings from the stakeholder focus groups and the 
community consultation challenged the assumptions made 
by the Council that negative attitudes towards cyclists were 
mainly from tourists. Both positive and negative comments 
were made in both stages by all groups including key stake
holders, local residents and tourists. Common negative 
points made were the legitimacy of cyclists as road users 
(i.e., roads are for cars, not bikes), the perceived value of 
trips (i.e., drivers’ trip purposes are of value while cyclists 
only ride for pleasure) and cyclists should only ride off road. 
The most hostile comments were made online by local res
idents in individual responses to Facebook posts made by 
the Council. 

Testing the assumptions was an essential component of 
this study and provided a solid evidence base for the cre
ative campaign. It was clear from the first two stages that 

• Concerns about drivers and cyclists sharing the roads 
in the Alpine Shire region including residents, visi
tors, specific locations 

• Attitudes and culture about key factors in perceptions 
about cyclists and perceptions of drivers/vehicle 
types 

• Road rules, behaviour and infrastructure: under
standing of how road rules contribute to behaviour on 
the roads. Advice about sharing the roads and the role 
of infrastructure 

• Suggestions to improve road safety 
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Figure 2. Survey 1 social media recruitment posts       

the focus of the campaign was not just visiting drivers but 
also local residents, both as drivers and as cyclists. 

Campaign creation and delivery     

The original project plan for the campaign included: road 
signage, print collateral for distribution, social media mes
saging, print media, video and radio. Production, originally 
scheduled for September 2020, was abandoned due to ex
tensive delays due to COVID lockdowns. There was also 
the foreseeable risk of additional costs (i.e., quarantine). To 
mitigate these risks, we abandoned the video component in 
consultation with the Council. In October 2020, we engaged 
creative agency DGB Group to develop the print/digital ele
ments. However, when lockdown restrictions were lifted in 
November 2020, we were able reinstate the video and we 
continued the campaign development to include the video 
with DGB Group. 

Development of the campaign – Live, Drive,        
Ride like a Local     

The researchers collaborated with DGB Group to translate 
key research findings into a creative campaign. Similar to 
the USA campaign, it would feature a range of people and 
include the new video component. To address the hostility 
towards cyclists identified in Stages 1 and 2 and to acknowl
edge that cyclists were also drivers who lived in the area, 
the tagline evolved to ‘Live, Drive, Ride Like a Local’. The 
approach was then storyboarded by DGB Group in collab
oration with the researchers. Researchers scouted filming 
locations throughout the Alpine region in late December 
2020. Researchers and DGB crew travelled to the Alpine 

Shire to film, photograph and interview residents and film 
location shots on 5-8 January 2021. 

Local residents who were featured in the campaign were 
identified because they had volunteered in their response 
to Survey 1 or were recommended by Council. In total, 
11 residents were photographed and videoed cycling, dri
ving or walking in the Alpine Shire. Nine participants were 
interviewed about their experiences cycling in the Alpine 
Shire area (two people were not included due to scheduling 
constraints). Editing and post-production work were com
pleted in the week starting 18 January 2021. The campaign 
consisted of a series of complementary education and 
awareness outputs in both print and video/digital formats 
involving: 

The campaign was designed for print, digital and video 
and collateral included: 

Print 

• Alpine Shire residents (e.g., teachers, local business 
people) 

• images or activities of residents in their regular/work 
clothes, and cycling (sporting/lycra or casual) clothes 

• road safety messages with residents’ stories about 
sharing the road as a rider and a driver 

• full page colour ad in local newspaper (The Alpine 
Observer and Myrtleford Times) 

• finish line gantry for the Alpine Classic cycling event 
featuring six participants 

• A1 and A3 posters were created for each individual 
participant, featuring the ‘Live Drive Ride like a Lo
cal’ message, plus a quotation to accompany the in
dividual’s photograph (Figure 4) 

• A5 postcards were created for each individual partici
pant, featuring the ‘Live Drive Ride like a Local’ mes
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Figure 3. Summary of Survey 1 results      
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Figure 4. Examples of Live, Drive, Ride Like a Local posters (A4)           

Video 

Targeted distribution was achieved using the Council’s 
social media pages, geofenced posts to the Alpine region 
from the Amy Gillett Foundation and distribution by O2 to 
all event participants. 

Project Implementation and Delivery     

The campaign was launched at the Alpine Classic cycling 
event in Bright on 23-24 January 2021. This public launch, 
held on the public space in the centre of town, was attended 
by over 200 people including the featured campaign par
ticipants, their families and friends. The original project 
plan also included radio content, however, this could not be 
completed due to the time constraints. All original inter
view audio was provided to the Council for their use. 

Reach and engagement    

In total there were 34 social media posts from September 
2020 to April 2021. These posts included survey recruit
ment and campaign dissemination including the full length 
video, a short ‘meet the people’ cut (1 minute) and print 
images of all the people featured in the campaign. Almost 

Figure 5. Short film, click    link  to watch full video (3:28      
mins)  
URL: https://www.youtube.com/embed/5aPflYraKtw 

90,000 points of contact were reported for the social media 
posts (Table 1). 

Campaign video   

The full video has been viewed over 4,800 times on YouTube 
(over 1,200) and the Amy Gillett Foundation Facebook (over 
3,600). Note these are likely underestimates as the video 
posts were shared (AGF: 31; Alpine Shire: 1) and metrics are 
not available for shared posts views. 

sage, plus a quotation to accompany the individual’s 
photograph 

• metal stencil to allow Live, Drive, Ride like a Local to 
be spray painted on local surfaces (e.g. on the road) 

• short film (3 minutes) (Figure 5) 
• clips of residents telling their stories (30-90 secs for 

social media, cinema, television) 

Table 1. Points of contact through social media posts (e.g. people reached, liked etc)             

Facebook Instagram Twitter Total 

Alpine Shire Council 31,783 - - 31,783 

Amy Gillett Foundation 36,127 599 21,472 58,198 

Total 89,981 
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Figure 6. News article by Monash University Media       

In addition, Monash University media wrote and pub
lished a news article on their website (Figure 6). This was 
republished across ten outlets including mainstream media 
(e.g., The Sunday Herald Sun (print)) and online (e.g., 
www.eglobaltravelmedia.com.au). Summary data from 
Monash Media reports a reach of almost 1 million views 
with an advertising equivalent of $8,622. 

Importantly, data from the Monash University article 
included a sentiment rating of how the reposted article 
framed the content piece. Sentiment was mainly positive 
(80%) or neutral (20%). 

Impact – community conversations     

We received feedback about an interaction that occurred 
in response to the campaign. A woman, a resident from 
Bright, attended a community meeting the night the cam
paign image was published in the local paper. Before the 
meeting, people were chatting about the campaign and 
making general comments about cyclists when the follow
ing conversation occurred. 

Figure Placeholder   

The man’s comment is concerning, both the content and 
that he felt comfortable making it publicly. The positive 
outcome was due to the woman’s response and could easily 
have deteriorated into an argument. While he may have in
tended to be flippant or humorous, it may indicate deeper 
anti-cyclist sentiment from some residents in the Alpine 
community. 

Evaluation  

Two months post-campaign, an online survey was con
ducted to evaluate the campaign effectiveness (print and 
digital versions) in terms of empathy for road users, knowl
edge of road rules and understanding of safe, shared road 
use (Survey 2). The Council and Amy Gillett Foundation 
provided feedback to draft questions. Timing of the evalua
tion was in consultation with Council to allow time for dis
tribution of the campaign collateral via their social media 
platforms. 

As for Survey 1, the final survey tool for Survey 2 was 
published on Qualtrics XM Platform hosted by Monash Uni
versity. It was open from 16 March to 25 April 2021 to peo
ple living in the Alpine area and visitors. Descriptive statis
tics were used to analyse survey responses. 

Recruitment  

Invitations to respond to Survey 2 were made via social me
dia platforms. As for Survey 1, the survey was open to all 
interested people who lived in or visited the Alpine Shire. 
Also, the Survey 2 link was emailed to all Survey 1 respon
dents who had agreed to participate in the evaluation. 

Results  

Evaluation survey responses (n=97) reported positive reac
tions. After watching the video, the top two unprompted 
key messages were: people riding bikes are normal people 
(34%) and mutual respect is needed when sharing the road 
(27%) with most people (92%) agreeing that more educa
tion of drivers and cyclists is needed. Most respondents 
wanted campaigns to include the local area (91%) and local 
residents (82%) rather than social influencers (51%) or 
celebrities (48%). 

In comparison to the response to Survey 1, 97 responses 
for the evaluation is comparatively low. We used social me
dia to recruit for both surveys through project partners 
(Amy Gillett Foundation, the Council), however we did not 
have the additional post to cycling event participants that 
was available for survey 1. It is likely this played a role in 
the lower recruitment rate. 

Conclusion  

The success of this project was in large part due to the 
strong relationships built with the Council staff through 
regular communication and a shared willingness to try new 
and innovative approaches. The travel disruptions, particu
larly the ring of steel, due to COVID caused substantial dis
ruptions to this project. Trust between the Council and the 
researchers that we were all working towards the same goal 
gave us the flexibility to deliver a successful project that en
gaged the local community. 

This project successfully engaged a local community to 
humanise cyclists, specifically by identifying cyclists as lo
cal people. The project provides important insights about 
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Key learnings   
Connecting researchers and practitioners:    Offering our road safety expertise was a simple phone call that led 
to a great partnership and effective campaign. However, our initial intention was not to pitch for the project, 
rather to offer to help. While we are not suggesting researchers need to cold call, nor offer their expertise for 
free, it highlights a gap in the road safety community – we need stronger links between researchers and practi
tioners. Word of mouth is not good enough. There is definitely a role for the greater networking and engage
ment, for example through the Australasian College of Road Safety and the annual Australasian Road Safety 
Conference to help facilitate those connections. 

Practical approaches to transparent projects:     Many of the pragmatic, practical approaches and simple tools 
we used in this project evolved in response to COVID and generated unexpected benefits. We are continuing to 
use many of the approaches in our ongoing projects including the inclusive inception meeting, weekly meet
ing, shared Gantt. We encourage other researchers and practitioners to share their project management ap
proaches to find simple and transparent ways to deliver projects. 

Researchers – collaborate all the way:      Often researchers focus on just one side of an issue, either defining 
the problem or developing a solution. Our recommendation is researchers need to work with partners to de
liver the whole project, from problem identification to translation, delivery and evaluation (Figure 7). It can be 
easy to focus on detailing the problem then leaving it to others to work out the next steps. It is important for 
researchers to collaborate across all stages. 

In this study, it would have been simple just to develop the campaign and not test the Council’s assumptions, 
or to have handed over the insights and let DGB Group develop the creative campaign. However, the best out
come was only possible because the research team worked with the partners across the entire project. We en
courage other researchers to consider both sides of road safety – helping stakeholders understand the problem 
AND develop and evaluate the solution. 

Figure 7. Framework for Live, Ride, Drive like a Local         

the type of content that engages local communities and will 
help to inform future campaigns. 
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