Youth alcohol - Four mates
The videos are available on: http://www.landtransport.govt.nz/advertising/drink-driving.html#fourmates
This information was obtained from the website
A new series of road safety television advertisements goes to air asking young drivers to support their mates and ‘take one for the team’ by driving sober. 

Key messages 

· The target audience for this campaign is young guys who drink with their mates. These guys are typically aged between 15-24 years. 

· Youth drink driving is a serious road safety and public health issue in New Zealand. Each year, young drivers cause nearly half of all the alcohol-related road crashes on New Zealand roads. In 2006, they injured or killed more than 1000 people. 

· Most youth drink driving crashes only involve one car so it’s often a case of mates hurting their mates. 

· Mates are important to young guys. We want to establish sober driving as something that mates do to get each other home safely. 

· The key message for this campaign is that taking your turn to be the sober driver is an expected part of being a good mate. 

· The advertising campaign comprises four television advertisements. Each advertisement stands alone and shows one of four mates taking their turn as the sober driver. 

· The campaign introduces two new taglines: Be the sober driver and take one for the team and If you can’t drive sober, take one for the team. 

· The advertisement will be supported with radio, outdoor, print and other advertising.

· Youth drink driving is a serious road safety and public health issue in New Zealand. Last year 15 to 24-year-old drivers were responsible for 44% of all the alcohol-related road crashes on New Zealand roads, causing 42 deaths and over 1,000 injuries.

· A teenage driver on New Zealand roads with a blood alcohol level of 80mg/100ml (the current legal limit for adults) is 16 times more likely to be involved in a fatal crash than a sober teen, and 87 times more likely than a sober adult.*

· “Most youth drink-driving crashes only involve one car, so it’s often a case of ‘mates hurting mates’. We need to establish sober driving as something that mates do to get each other home safely - taking your turn as the sober driver should be an expected part of being a good mate,” said Wayne Donnelly, Land Transport NZ Chief Executive. 

· The new TV campaign comprises four ads, each showing one of four mates taking their turn as the sober driver, and illustrating how he’s chosen for the job on each specific night. The advertisements will be supported with radio, outdoor, print and other advertising.

· The advertising campaign supports the ongoing targeted drink-driving enforcement activities of the New Zealand Police. 

MATE ADVERTISMENT

Key messages 

· On 12 August 2007 a new road safety television advertisement that focuses on the issue of youth and drink driving will go to air. 

· The target audience is young drinking drivers and their mates and peers [15–24 year old males]. 

· Confronting young drinking drivers with the consequences of their actions, and with letting down their mates, is a way of influencing these drivers to change their behaviour. 

· Each year, over 40% of all alcohol-related crashes involve drinking drivers aged between 15–24 years. These young drinking drivers crashes injure or kill over 900 people each year. 

· In 2006, 585 crashes involved young drinking drivers and these crashes resulted 902 people being injured or killed. 

· The advertisement aims to show how drinking and driving betrays true mate-ship. It reflects the reality of young men, including their attitudes and language so that they can relate to the situation and engage with our message. 

· The message we want people to take out of the advertisement is that ‘Drinking and driving isn’t cool; it betrays trust and wrecks friendships.’ 

· Mates are very important to young men. They wouldn’t get into a car with a stranger who’s been drinking, but they believe their mate is a good driver. They don’t question whether he’s okay to drive if he’s been drinking. 

