Study summary, January 19th 2018

Data from East Riding of Yorkshire Public Health shows that road traffic
collisions are the most common mortality factor for 17-25*year olds.
Crash investigation data shows that observation and failure to look
properly or anticipate other drivers’ manoeuvres are amongst the most
common causation factors. So, what makes young drivers so
vulnerable, and how they can be advised and protected are some of the
questions that the Road Safety team at East Riding of Yorkshire Council
have been trying to address.
In an effort to highlight the importance of developing safe driving
practices and produce valuable Road Safety Education resources, East
Riding of Yorkshire Council and the Safer Roads Humber Partnership
commissioned i2 media research limited, a spin off company of the
Psychology Department at Goldsmiths, University of London, to
conduct an academic study to explore how drivers of varying
experience and training differ in how they view the roads as they drive,
and how distractions affect their behaviour.

The volunteers
In the months preceding the study, a call for volunteers was promoted
via local media (local papers and radio), on social media and on TV. The
communications activity generated a strong response, with over 300
people from the East Riding area volunteering to participate. Over 40
participants took part in the full study. Three groups of drivers were
recruited: inexperienced (less than 4 years driving experience),
experienced (20+ years of driving) and advanced (professional drivers
or people with an advanced driving course certificate).
*2014-16 Morality: ERY residents 17-25 years of age (count and proportion of all deaths, source Public
Health England)

The study

In July-August 2017 participants
were invited to The Defence
School of Transport (DST) in
Leconfield, to take part in the
study.
Each participant was asked to drive a specific route around the Defence
School of Transport track in a dual controlled car as well as to watch a
video of selected clips from the Driver & Vehicle Standards Agency’s
(DVSA) Hazard Perception Test on a large TV screen.
Specific mental distractions (e.g., counting backwards, texting) were
used as part of the study to simulate the effect of distractions while
driving.

The technology
Eye tracking technology was used to obtain an accurate, real time
representation of where drivers were looking in a range of driving
scenarios.
Both fixed (Tobiix3-120) and head-mounted mobile (Pupil Labs) eye
trackers were used for different parts of the research.

What we observed
 Experienced drivers tend to look further ahead: compared to
novice drivers, anticipating bends and scanning further ahead
on the road ahead.



People can’t do two things at once: whether it was a cognitive (i.e.,
counting backwards) or a combined cognitive and physical task
(i.e., texting), distractions tended to impair drivers’ performance
irrespective of their ability.

 Drivers scan less when thinking about something complicated:
performing a demanding task while driving, resulted in a
tendency for participants to have a less distributed gaze pattern,
with less visual attention to peripheral areas.
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Heat map illustrating distribution of gaze using HPT clips

Heat map illustrating reduced distribution of gaze when
performing a difficult cognitive task simultaneously

 Some of the inexperienced drivers tended to be overconfident:
when asked to indicate how well they thought that they drove
compared to their peers, novice drivers tended to score more
positively than experienced/advanced drivers. They were also
less likely to say that the distraction tasks affected their driving.

Media and communications
 Positive coverage of the initiative
Both the study launch, designed to encourage volunteers to the
study, and results feedback day, received extensive media
coverage – in the local press, radio and TV. This coverage was
helpful in communicating the key goals of the activity – to raise
awareness of how distractions can impair driving.

 Online engagement
In addition to the 300+ people who volunteered to take part in
this project, extensive online communications and engagement
has been initiated, and a substantial extension of activity is
planned. The campaign will focus on the core message of
distractions being bad for driving, and will be communicated by
a series of short form videos. These have been created by
Imagen Productions (Beverley) and will be distributed via the
internet and social media (primarily Facebook), in support of
behaviour change to improve road safety.

Next Steps
 Education and outreach for Behaviour Change
East Riding of Yorkshire Council and Safer Roads Humber will
start to use the video outputs from the study in educational and
outreach behaviour change activities. A topic for consideration
is the evaluation of these behaviour change activities, possibly
via a Randomly Controlled Trial.

 Extension to cycling and powered two wheelers
The team have developed plans to extend the research further
to use a similar methodology to explore cycling and powered
two-wheeler user behaviour. The goals of this research are to
understand how experience changes behaviour, and to use this
insight to support behaviour change approaches to improve
road safety. For this activity, we are engaging with relevant
partners nationally and internationally.

 Exploring innovations in driver training and testing
Based on our experience with the DVSA’s Hazard Perception
Test clips, we have identified a series of potential innovations
and developments worthy of detailed research. We plan to
further the depth of our research in this area, in collaboration
with relevant partners nationally and internationally.

First Stage Evaluation
 Both the study launch, designed to encourage volunteers for the
research project, and the results feedback day received
extensive coverage by the local and regional print media, radio
and TV as well as digital coverage on their associated websites
and social media channels. This included targeted key media,
including BBC Radio Humberside and Look North presenters,
being invited to take part in the driving challenge themselves
and report on their experiences. This resulted in engaging
broadcasts and contributed to the success of the volunteer
appeal.

 The scale and success of the positive media publicity was in
part down to the level of buy-in the communications
campaign received from influential media organisations such
as Radio Humberside, Look North and Calendar which
committed a lot of time and resource into their coverage.

Sarah Walton BBC Look North Presenter
 PR activity also included articles on council external channels
(such as its website and social media) and internal channels
such as The Grapevine and Insight.
 Marketing activity included targeted advertising using
council print and digital platforms including social media
boosted posts featuring short-form videos.
 The coverage of the first stage volunteer recruitment and,
more particularly, the results event helped to communicate
the key goal of the activity - to raise awareness of how
distractions can impair driving - to a huge combined print,
radio, TV and online audience

Communications Objectives
 To attract enough suitable volunteers to register their
interest in participating by raising awareness and interest in
the study through PR activity and marketing, including
advertising. The target number was 45 and nearly 300
people registered online within the required timescale.
 To raise awareness of the study and its important findings:
o promoting the council as a pioneering organisation
with its partnership with i2Media Goldsmiths
University of London
o to use emerging technology to tackle road safety
issues
o to promote behaviour change among motorists
o to reduce the number of killed and seriously injured
collisions involving a target age group on East Riding
roads.

Return on Investment
 Across all sectors, the media coverage the study received was
far higher than anticipated. Calculating a financial return on
investment of this media coverage is difficult as the majority
of TV and radio coverage was by BBC. However, if the
equivalent commercial rates are used to calculate the airtime
the study received, we estimate that the study returned
between £70-£80K in media coverage, resulting in a 56-64%
return on investment above and beyond the study goals.

To discuss collaboration in our future studies, please contact:
Paul.McConnon@eastriding.gov.uk

