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UNIT 1

1. IlpounTaiiTe M BLIyYHTE CI0BA:

1) road safety JIOpOXKHAs 6E30TaCHOCTh

2) harm Bpe, yuiepo, 310, oouaa

3) death CMEpPTh

4) injury MOBPEXX/ICHUE, paHa, TpaBMa, yIuo

5) property COOCTBEHHOCTh

6) damage Bpel, TOBPEKIECHUE, YOBITKH, KOMIIEHCAIMS 32

yOBITKH, yepo

7) crash aBapwsi, OJIOMKA, KPYIICHHUE

8) vehicle CPEIICTBO TIEPEIBIKCHHSI

9) mode METOJI, CIOCO0, MaHepa, 00pa3 IeiCTBHS
10) air BO3IyX
11) exclusively WCKJIFOYHUTENBHO, EINHCTBEHHO
12) toreduce YMEHBIIATh, COKPAIIATh
13) consequence MOCIIECTBHE, PE3YIILTAT
14) health 3710pOBbE
15) prevention HPEIOTBPALICHHE, IIPEIOXPAHCHHE
16) acute OCTPBIH, KPUTHIECKUIT
17) victim JKepTBa
18) overwhelmingly B IIOJIABJISOIIEM OOJIBIIMHCTBE CIIyYacB
19) prior MPEeIIIEeCTBYIOIIHNA
20) fatality kaTacTpoda, HecHacThe, 0OPEUCHHOCTD
21) complicated 3aIlyTaHHBIN, CIIOKHBIH
22) casual CITyJaiHbIH, HEMPeaHAMEPEHHBIH
23) toinvolve BOBJIEKATh, BbI3BIBAThH, BKIIOYATh
24) essentially IO CYLIECTBY, CYIIECTBEHHBIM 00pa3oM
25) arbitrary MPOU3BOJILHBIN, apOUTPaXKHBIH, TPETEHCKHUI
26) engine JIBUTaTeIIb
27) heart attack CepJICUHbIIA MPUCTYII
28) to occur BCTPEYAThCS], ONAIaThCsl, CIy4aThCs
29) uncertain TOYHO HEU3BECTHBIH, HEOPEIEIEHHbIN
30) whether 71, JTE000# U3 ABYX, KOTOPHIi (M3 BYX)
31) todepend 3aBUCETh
32) compensation BO3MeEIIEHHE, KOMIIEHCALHS
33) amount (n, v) CyMMa, WUTOT, KOJHMYECTBO; JOXOAMTH JO, CO-

CTaBJIATH



34)
35)
36)
37)
38)

39)
40)
41)
42)
43)
44)
45)
46)

47)
48)

49)
50)
51)
52)
53)
54)
55)

56)
57)
58)
59)
60)
61)

62)
63)
64)
65)
66)

67)
68)
69)
70)

even
data
jurisdiction
to exceed
to specify

statute

because of
minor

abruptly

to change
thereby

driver

single vehicle property
damage crashes
benefit
regardless of

legal
obligation
rate
performance
measure
indicator
exposure

to count
road traffic
per capita
licensed
sense
available

to assess
intervention
goal

impact

to affect

severity
occupant
velocity

to estimate

JTaKe

JAaHHEIE, (PaKTHI, THPOPMAIUL

FOPHCIVUKIINSA, OTIPABICHUE MTPABOCYAUS
MIPEBHIIIAT

BBIJIaBaTh CIICIIU(PHUKALNIO, OIPEACIITh, yCTa-
HaBJINBATh

3aKOH, CTaTycC, YCTaB

n3-3a

MaJiblii, MEHBIIUHA

PE3K0, BHE3AIMHO

WU3MEHATD

TE€M CaMbIM

BOAUTENH

MOBPEXKACHUE OJTHOTO TPAHCIIOPTHOTO CPEICTBA
B pe3yJibTaTe aBapuu

BBIT0J1a, CTPAXOBOE IMTOCOOUE, MPEUMYIIIECTBO
HEB3Upas Ha, HE CYUTAACH C, HE oOpamias BHU-
MaHHs Ha

IOPUANYECKUHN, 3aKOHHBII

00513aTeNBCTBO, JIONT, TOIATOBAst PacIicKa
HOpMa, CTETEHb, CKOPOCTh, TEMIT

WCIIOJTHEHHE, AeMCTBHE, XapaKTepUCTHKA

Mepa, U3MEpeHne

moKasareb, IpU3HaK, hakrop
MOJIBEPIKEHHOCTh (PHUCKY, BHEIIHEMY BO3JEH-
CTBHIO)

CUYHUTATh, IOJCUUTHIBATD

JIOPO’KHOE IBUKEHHE

Ha YTy

HMMEIOLIUH pa3pelleHue

YYBCTBO, OIIYIIICHUE, CMBIC]I, 3HAYCHHE
JIOCTYIIHbIM, WMEIOIIUNCSA B PAaCHOPSIKCHUH,
TOJHBIN

OIICHUBATD, OMPEICIATh CyMMY IITpada
BMEIIATENHCTBO, TOCPETHUYECTBO

1eJTb, 3a/1a4a

yaAap, TOIYOK, MECTO y/apa; BO3IeHCTBUE

JIEHCTBOBATh, BO3JI€MCTBOBATD, HaHOCHUTDH
yiepo

CTPOTOCTh, CYPOBOCTb, TATOTHI

raccaxxup

CKOpOCTh

OLICHUBATH, YCTaHABJIMBATH CTOMMOCTH



71)

72)
73)
74)
75)

76)
77)
78)
79)
80)
81)
82)
83)
84)
85)
86)
87)
88)
89)
90)
91)

92)
93)
94)
95)
96)
97)

98)

99)
100)
101)
102)
103)
104)
105)
106)
107)
108)
109)

surrogate

to post
signage
highway

to contribute

an error
brake

steering

throttle

lack

severity
comprehensive
outline
neighborhood
vulnerable (adj, n)
calming

tool

shared

to rely on
interaction
distinction

carriageway
footway

to approach
entertainment
option
freeway

opportunity
fuel

despite
average

to bank
curve
tire-traction
gravity
camber
frost
bitumen

to enhance

3aMECTHUTEINb, CyIbs MO HACIEICTBEHHBIM Je-
JIaM | OIIEKe

paccTaBIsATh, CTABUTh

rpadryecKue U TeKCTOBBIE 3HAKU 1 0003HAYCHUS
nrocce, aBTOMarucTpaib, 10pora
COIEMCTBOBATh, CIOCOOCTBOBATh, BHOCHUTH
BKJIaJ]

ommunoKa

TOPMO3

PYJICBOC yIIPaBJICHUEC

JIpoccenb, TOPMO3

HEI0CTATOK

CTPOTOCTh, CYPOBOCTh

BCEOOBEMITIOIINH, OOIIUPHBIN, BCECTOPOHHHMA
ouepTaHue, HabpOCOK, OCHOBHI

COCEZICTBO

YSA3BUMBIH, paHUMBIH, YS3BUMOE MECTO
CIIOKOMHBIH, yCIIOKauBaoOLIUit

HHCTPYMEHT

pa3neneHHbI

[oJ1araTthbCs Ha

B3aNMOJIEHCTBHE

pasinyeHue, paclo3HaBAHUE, Pa3IHdYUe, OTIIH-
YUTEIbHAS 0COOEHHOCTh

Mpoe3Kas 4acTh JOPOTU

MEIIeX0IHAs TOPOXKKA, TPOTyap
MPUOIIKATHCS, 1ETaTh MPEIIIOKCHHS

MPUEM, Pa3BIICUCHUE, 3PCITUIIEC

BEIOOP, ITPaBO BEIOOpA, CACTKA

JIOpOTa C OTPaHWYCHHBIMH TOJCTYIIAMH, aBTO-
MarucTpaib

YIOOHBIN CITydaii, OIaronpHusTHAS BO3ZMOXKHOCTB
TOIIJIIMBO

HECMOTPS Ha, BOIPEKU

cpelHee Yncio, YOBITOK OT aBapuu

JIeNaTh BUPAX, HAKIOHATHCS,; IeIaTh HACKIIb
KpHBasi, M3ru0, 3aKpyriIcHHE, BUPAK
CLICTUICHHUE IIMHBI (C TOPOXKHOH MOBEPXHOCTHO)
TSKECTh, CEPbE3HOCTh, BAXXKHOCTh

BBINYKJIOCTh, H30THYTOCTh KPhLITa

MOpO3

TYIpOH, ACTOTh

YBEIMYNBATh, YCUINBATh, TIOBHIIIATH



110)
111)
112)
113)
114)
115)
116)
117)
118)
119)

120)
121)
122)
123)

124)
125)
126)
127)
128)
129)
130)
131)

132)
133)
134)
135)
136)
137)
138)
139)
140)
141)
142)
143)
144)
145)
146)
147)
148)
149)

drainage
bend (n, v)
bystander
rail

to anchor

to skewer
compartment
to break
base

rather

violently
to hit

to collapse
vicinity

errant

to protect
attenuator
to absorb
to slow
gently

to strike
devastating

to dissipate
transfer (n, v)
to tear
hazard
intersection
violent
pavement

to incorporate
lane

to fade
snowplow

to glue

to embed
shallow
trench

to carve

to impress
edge

BOJIOOTBOJI, JPEHAK
cru0, u3rud, rHyThCs

CBUJIETEIb, 3pUTEIH

mmoJioca, TepuiIa, orpana, peibc

CKpEIUISITh

HACaXHBATh, IPOPE3aTh

KyTIe, OTCEK, OTJCIICHHE

JIOMaThCsl, pa30MBaTh

OCHOBA, TITOMIAIKA

CKOpee, TMpEeANnovTUTENbHEe, BEpHee; CIerkKa,
JI0 HEKOTOPOM CTeNeHU

CHJIFHO; HETIPaBHIILHO, HCKAKEHHO

yAapsITh

BBIXOJUTB U3 CTPOS, CIUTFOLITIBATHCS
OKPECTHOCTh, OKpPYTa, COCEACTBO; IPUOIH3H-
TEJIBHOE YHUCIIO

CTPAHCTBYIOIINH, 3a0JTyAITHH, 0Ty KIAIONTIi
3alHINATh, IPEIOXPAHATh, OIUIAYHBATh
TIOTJIOTUTENh, 3aTyXaHWe, TIIyITUTEb
MOTJIONIAaTh, BCACHIBATD; OTUIAYMBATH PACXO/IbI
3aMeIIATh

MSTKO, OCTOPOKHO

yAapsITh, HATKHYTHCS, NIAHTAKUPOBATH
pa3pyIIUTEIbHBIH, OIyCTOMINTENbHBIN, OIaB-
JIIeMbIT

pacceuBartbCsl, pa3roHsTh, PACTOYATh

nepeaada, HIEpeHOCHTD, IepEMeIIaTh
W3HAIIUBATHCS, U30PBATh

PHCK, OTTACHOCTh

nepeceueHne, MepeKpeCcToK

CHUJIbHBIH, OCIIeHbIH

JIOPOXKHASL OJICKIA, TOPOKHOE TIOKPHITHE
3aperUCTPUPOBATH, COEAUHATHCS

y3Kasl 1opora, poxXo.

MIOCTETIEHHO McYe3aTh

CHErOOYUCTHUTENb

KIICUTh; OBITh HEOTITYYHO

BCTaBJISITh, BPE3aTh, BKAIBIBATh, 3aKJIa/IbIBATh
MEJIKHH, TOBEPXHOCTHBIN

KaHaBa, POB

pe3ath, BbIpe3ath, ACIUTh, POOHUTH, pa3/IeiIbIBaTh
BHE/IPSTH, 3aIlcUaTIeBaTh, IIOPA3UTh

Kpaii, KpOMKa, OCTpHUE, JI€3BHUE



150) drowsing COHHBIH, IPEMITFOIIHH

151) hum KYHOKAHUE, TYJICHUES

152) to awaken npoOyXaaTh

153) to release 0CBOO0OXaTh, W30ABIISATH, IPOLIATH (JI0JIT)

154) to drift off OTKITIOYaTHCS

155) rumble MOMMKa Ha MECTE NPECTYIUICHHUS; TPOMBIXaHHUE

156) owing to MO0 TIPHYHHE

157) shoulder UIEY0, YCTYII, 0004rHa, (IiaHery

158) objective eI

159) visual 3pPUTENbHBIN, ONTHYECKUHN, BU3YAIbHBIH

160) delineation OYepK, YepTeX, IUIaH, OIMCaHue, N300paKeHNE

161) wet MOKPBIH, BIaXXHBIN, MbsIHBIN

162) audible CIIBIIIHBIN, BHATHBII

163) vibratory BUOPHPYIONIHMH, BBI3BIBAIOIINN BHOpaNUIo, KO-
TICOTFOIIUICS, TPOKATITHIA

164) warning MpeaynpexKIcHIE, PEIOCTCPEKECHUE

165) to stray OTKJIOHHTBCS (OT TEMBI), COUTHC (C Ty TH)

166) to participate pasnensTh, y4acTBOBaTh

167) controversy IIPaBOBOH CIIOP, JUCKYCCHS

168) lobby 1060w, TpymIa JHL; KOPUIOop

169) to dominate npeo01anaTh, BO3BHIATHCS

170) agenda TIOBECTKA JTHS

171) forced (hopcupoBaHHbIH, NPUHYIUTENBHBIH, HCKYCCT-
BEHHBIH

172) segregation BBIJIEJIEHUE, U30JIALIUS

173) opinion MHEHHE

174) to fail HEJIOCTaBaTh, 0CIa0CBATh, IOTEPIICTh HEYIATY

175) perception BOCIIPUSITHE, OCO3HAHNE

2. IlpounTaiiTe N MepeBeANTE CJIOBA, 00 beTNHEHHBIE B THE3/1A CJIOB:

safety, safe; crash, to crash, to crash through, to crash down; injury, to in-
jure, injurious; to prevent, prevention, preventive; danger, dangerous, to be in
danger; fatal, fatality, fatalist, fatalistic, fatalism; to increase, increase, to be on
the increase; fail, failure, failing; pavement, to pave, paver; acceleration, to ac-
celerate, accelerating, accelerator, accelerant; removal, move, movement, to re-
move, removed.

3. ITpouuTaiiTe U NepeBeIUTE AHTOHUMBI

acceleration — deceleration; increased — decreased; forgiving — unforgiving;
discouraged — encouraged; fatal — non-fatal; to reduce — to increase; certain —
uncertain; modern — ancient; poor — rich; young — old; broad — narrow; in-
crease — minimize; forgiving — unforgiving.



4. Ilpouuraiite, nepeBeANTe U BHIyYUTe CHHOHHMBI '

to assess — to estimate; motorway — freeway; cat’s eyes — botts dots;
footway — sidewalk; cambered — crowned; fatality — death; rumble strips —
tone bands.

5. l'[po'mTaﬁTe M nepeBeauTe CJ1I0BOCOYCTAHMS

roadside units; raised rib markings; rumble strips; tone-brand; lane marker;
retro-reflective; Fitch barriers; guard rails; light poles; passenger compartment;
sight distance; road sight clear zones; interventions areas; traffic calming; road
users; eye contact; travel-limited generation; tire-traction; standing water; strict
furniture; impact energy; limited access highways.

6. IIpounTaiiTe U MepeBeIUTE TEKCT.
ROAD SAFETY

Road safety aims to reduce the harm (deaths, injuries, and property damage)
resulting from crashes of road vehicles. Harm from road-traffic crashes is greater
than that from all other transportation modes (air, sea, space, etc.) combined. Road
safety deals exclusively with road-traffic crashes — how to reduce their number and
their consequences.

Background. Road-traffic crashes are one of the world’s largest public health
and injury prevention problems. The problem is all the more acute because the vic-
tims are overwhelmingly healthy prior to their crashes. According to the
World Health Organization more than a million people are killed on the world’s
roads each year.

Types of harm. Fatality. Conceptually, the clearest type of harm in a road-
traffic crash is death — or a fatality. However, the definition of a road-traffic fatality
is far more complicated than a casual thought might indicate, and involves many
essentially arbitrary criteria. In the United States, for example, the definition used
in the Fatality Analysis Reporting System (FARS) run by the NHTSA is a person
who dies within 30 days of a crash on a US public road involving a vehicle with an
engine, the death being the result of the crash. In America therefore, if a driver has
a non-fatal heart attack that leads to a road-traffic crash that causes death, that is a
road-traffic fatality.

Injuries. How many road-traffic crash injuries occur in the world? The ans-
wer to this question is highly uncertain. Whether an injury is reported may depend
upon compensation and medical procedures as well as on the amount of harm.

Property Damage. Data for property damage crashes is even more uncertain
than for injuries. In some jurisdictions the criterion for reporting is damage ex-
ceeding some monetary amount specified by statute. Because of inflation, this re-
quirement may include more and more minor crashes as time passes, until the
amount is abruptly changed, thereby reducing the reported number of crashes.
Drivers generally report single-vehicle property damage crashes only if they see
some benefit in reporting them, regardless of legal obligations.



Crash Rates. The safety performance of roadways are almost always reported
as rates. That is, some measure of harm (deaths, injuries, or property damage) di-
vided by some indicator of exposure to the risk of this harm. Simple counts are al-
most never used. The annual count of fatalities is a rate, namely, the number of fa-
talities per year. Common rates related to road-traffic fatalities include the number
of deaths per capita, per registered vehicle, per licensed driver, or per vehicle mile
traveled. There is no one rate that is superior to others in any general sense.
The rate to be selected depends on the question being asked — and often also on
what data are available. What is important is to specify exactly what rate is measured
and how it relates to the problem being addressed.

Defining the problem. The standard measures used in assessing road safety
interventions are fatalities and Killed or Seriously Injured (KSI) rates, usually per
billion passenger kilometers. In the United States, crashes per million vehicle miles
is typically used for road safety.

Speed is a key goal of modern road design, but impact speed affects the se-
verity of injury to both occupants and pedestrians. For occupants, Joksch (1993)
found the probability of death for drivers in multi-vehicle accidents increased as
the fourth power of impact speed (often referred to by d the mathematical term dv
(“delta V’), meaning change in velocity). Injuries are caused by sudden, severe ac-
celeration (or deceleration), this is difficult to measure. However, crash reconst-
ruction techniques can be used to estimate vehicle speeds before a crash. There-
fore, the change in speed is used as a surrogate for acceleration.

Interventions. One method is to post special safety signage on the most dan-
gerous highways. Interventions take many forms. Contributing factors to highway
crashes may be related to the driver (such as driver error, illness or fatigue), the
vehicle (brake, steering, or throttle failures) or the road itself (lack of sight dis-
tance, poor roadside clear zones, etc.). Interventions may seek to reduce or com-
pensate for these factors, or reduce the severity of crashes that do occur. A compre-
hensive outline of interventions areas can be seen in Management systems for road
safety.

Road design. On neighborhood roads where many vulnerable road users,
such as pedestrians and bicyclists (both young and old) can be found, traffic
calming can be a tool for road safety. Shared space schemes, which rely on human
instincts and interactions, such as eye contact, for their effectiveness, and are
characterized by the removal of traditional traffic signals and signs, and even by
the removal of the distinction between carriageway (roadway) and footway (side-
walk), are also becoming increasingly popular. Both approaches can be shown to
be effective.

Outside neighborhood roads, design features are added to increase motorized
safety and mobility. These features come at increasing costs; costs which include
monetary amounts, decreased or discouraged usage by non-motorized travelers, as
well as aesthetics. Benefits include a broader spectrum of occupational, cultural and
entertainment options than enjoyed by more travel-limited generations.



At the other end of the spectrum from neighborhood roads are motorways,
which may be called freeways, limited access highways, Autobahnen, Interstates or
other national names. Motorways have the best engineered road features, limited
access and minimize opportunities for conflict so are typically the safest roads per
mile traveled and offer better fuel economy despite higher average speeds.

Better motorways are banked on curves in order to reduce the need for tire-
traction and increase stability for vehicles with high centers of gravity. Most roads
are cambered (crowned), that is, made so that they have rounded surfaces, to re-
duce standing water and ice, primarily to prevent frost damage but also increasing
traction in poor weather. Some sections of road are now surfaced with porous bi-
tumen to enhance drainage; this is particularly done on bends.

Most street furniture is now designed to absorb impact energy and minimize
the risk to the occupants of cars, and bystanders. For example, most side rails are
now anchored to the ground, so that they cannot skewer a passenger compartment, and
most light poles are designed to break at the base rather than violently stop a car that
hits them. Some street furniture is designed to collapse on impact. Highways authori-
ties have also removed trees in the vicinity of roads; while the idea of “dangerous
trees” has attracted a certain amount of skepticism, unforgiving objects such as
trees can cause severe damage and injury to any errant road users.

The ends of some guard rails on high-speed highways in the United States are
protected with impact attenuators, designed to gradually absorb the kinetic energy
of a vehicle and slow it more gently before it can strike the end of the guard rail
head on, which would be devastating at high speed. Several mechanisms are used
to dissipate the kinetic energy. Fitch Barriers, a system of sand-filled barrels, uses
momentum transfer from the vehicle to the sand. Many other systems tear or de-
form steel members to absorb energy and gradually stop the vehicle.

Road hazards and intersections in some areas are now usually marked several
times, roughly five, twenty and sixty seconds in advance so that drivers are less
likely to attempt violent maneuvers.

Most road signs and pavement marking materials are retro-reflective, incorpo-
rating small glass spheres or prisms to more efficiently reflect light from vehicle
headlights back to the driver’s eyes.

Lane markers in some countries and states are marked with Cat’s eyes or
Botts dots, bright reflectors that do not fade like paint. Bolts dots are not used
where it is icy in the winter, because frost and snowplows can break the glue that
holds them to the road, although they can be embedded in short, shallow trenches
carved in the roadway, as is done in the mountainous regions of California.

In some countries major roads have “tone bands” impressed or cut into the
edges of the legal roadway, so that drowsing drivers are awakened by a loud hum
as they release the steering and drift off the edge of the road. Tone bands are also
referred to as “rumble strips,” owing to the sound they create. An alternative
method is the use of “Raised Rib” markings, which consists of a continuous line
marking with ribs across the line at regular intervals. They were first specially
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authorized for use on motorways as an edge line marking to separate the edge of
the hard shoulder from the main carriageway. The objective of the marking is to
achieve improved visual delineation of the carriageway edge in wet conditions at
night. It also provides an audible/vibratory warning to vehicle drivers, should they
stray from the carriageway, and run onto the marking.

The U.S. has developed a prototype automated roadway, to reduce driver
fatigue and increase the carrying capacity of the roadway. Roadside units par-
ticipating in future Wireless vehicle safety communications networks have
been studied.

There is some controversy over the way that the motor lobby has been seen to
dominate the road safety agenda. Some road safety activists use the term “road
safety” (in quotes) to describe measures such as removal of “dangerous” trees and
forced segregation of the vulnerable to the advantage of motorized traffic. Ortho-
dox “road safety” opinion fails to address what Adams describes as the top half of
the risk thermostat, the perceptions and attitudes of the road user community.

7. IlonOepuTe onpeneaeHnsi K TEPMAHAM.

1) raised ribs a) have rounded surfaces
2) freeways b) is designed to collapse on impact
3) carriageway c) consist of a continuous line marking with ribs

across the line at regular intervals
4) street furniture d) roadway
5) cambered roads e) limited access highways

8. OTBeTHTE Ha BONPOCHI.

1. What does road safety aim to?

2. What is the clearest harm in a road-traffic crash?

3. When is death considered to be a road-traffic fatality in America?
4. What property damage crashes do drivers generally report?

5. What do common rates related to road-traffic fatalities include?
6. What is a key goal of modern road design?

7. What forms do interventions take?

8. What measures can be taken to increase safety on the roads?

9. IlpounTaiiTe HH:KENPUBEAEHHBIIT TEKCT U NMEPECKAKUTE €ro Mo-PyCCKH.
MOTORWAY

Motorways (called freeways in North America) have the highest design stan-
dards for speed, safety and fuel efficiency. Motorways improve safety by:

prohibiting more vulnerable road users;

prohibiting slow-moving vehicles, thus reducing speed variation and potential
for same direction travel,
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separating crossing traffic by replacing intersections with interchanges, thus
reducing potential into the side, most vulnerable vehicle section (side impacts are
also responsible for some of the most serious traumatic brain injuries);

removing roadside obstacles.

Although these roads may experience greater severity than most roads to due
higher speeds in the event of a crash, the probability of a crash is reduced by re-
moving interactions (crossing, passing, slower and opposing traffic), and crash se-
verity is reduced by removing massive, fixed objects or surrounding them with en-
ergy attenuation devices (e.g. guardrails, wide grassy areas, sand barrels).

Motorways are far more expensive and space-consumptive to build than or-
dinary roads, so are unused as principal arterial routes. In developed nations, motor-
ways bear a significant portion of motorized travel; for example, the United Kingdom’s
3533 km of motorways represented less than 1.5 % of the United Kingdom’s road-
ways in 2003, but earn 23 % of road traffic.

The proportion of traffic borne by motorways is a significant safety factor.
For example, even though the United Kingdom had a higher fatality rates on both
motorways and non motorways than Finland, both nations shared the same over-
all fata-lity rate in 2003. This result was due to the United Kingdom’s higher pro-
portion of motorway travel. Similarly, the reduction of conflicts with other vehic-
les on motorways results in smoother traffic flow, reduced collision rates, and re-
duced fuel consumption compared with stop-and-go traffic on other roadways.

The improved safety and fuel economy of motorways are common justifi-
cations for building more motorways. However, the planned capacity of motor-
ways is often exceeded in a shorter timeframe than initially planned, due to the
under estimation of the extent of the suppressed demand for road travel. In de-
veloping nations, there is significant public debate on the desirability of contin-
ued investment in motorways.

Motorways around the world are subject to a broad range of speed limits. Re-
cent experiments with variable speed limits based on automatic measurements of
traffic density have delivered both improvements in traffic flow and reduced colli-
sion rates, based on principles of turbulent flow analysis.

With effect from January 2005 and based primarily on safety grounds, the
UK’s Highways Agency’s policy is that all new motorway schemes are to use high
containment concrete step barriers in the central reserve. All existing motorways
will introduce concrete barriers into the central reserve as part of ongoing upgrades
and through replacement as and when these systems have reached the end of their
useful life. This change of policy applies only to barriers in the central reserve of
high speed roads and not to verge side harriers. Other routes will continue to use
steel barriers.

Pavement Design. Poor pavement construction can lead to safety problems.
If too much asphalt or bitumenous binder is used in asphalt concrete, the hinder
can “bleed” or “flush” to the surface, leaving a yen smooth surface that provides
little traction when wet. Certain kinds of stone aggregate become very smooth or
polished under the constant wearing action of vehicle tires, again leading to poor
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wet-weather traction. Either of these problems can increase wet-weather crashes
by increasing braking distances or contributing to loss of control, lithe pavement
is insufficiently sloped or poorly drained, standing water on the surface can also
lead to wet-weather crashes.

Road safety advertising. Road traffic authorities around the world have
mounted advertising campaigns to convince driver to operate vehicles safety.

Non-motorized lobby. Pedestrians’ advocates, environmental groups and re-
lated organizations such as Road Peace have been strongly critical of what they see
as moves to solve the problem of danger posed to vulnerable road users by motor
traffic through increasing restrictions on vulnerable road users, an approach which
they believe both blames the victim and fails to address the problem at source.
This is discussed in detail by Dr Robert Davis in the book “Death on the Streets:
Cars and the mythology of road safely”, and the core problem is also addressed in
books by Professor John Adams, Mayer Hit and others.



UNIT 2

1. IpounTaiiTe U BLIy4YHTE CJIOBA:

1)
2)
3)
4)
5)
6)
7)

8)
9)
10)
11)

12)
13)
14)
15)
16)

17)
18)
19)
20)
21)
22)
23)
24)
25)
26)
27)
28)
29)
30)

injury
road
safety

to reduce
publicity
to aim to
to ensure

to encourage
support

to get across
target audience

message

to generate
safety issues
to involve
to promote

to reinforce
attitude
considerate
behaviour

to contribute
casualty
approach

to raise
profile

to utilize
media
poster
ambient
complementary

TpaBMa, paHa, paHEHHE, TIOBPEXKICHUE

Jiopora

0€e30IaCHOCTh

COKpaIaTh, yMEHbIIATh

peKiiama, mpornaranja, TIacHOCTh

HaIpaBIIsATh Ha

obecreunBarh, MPUHUMATh MEPHI MPEIOCTOPOIKHO-
CTH, 3aCTPaXOBHIBATh

MOOMIPATH, TOAAEPKUBATH, 000IPSITH

MOJIIEPIKKA

YETKO U3JI0KHTh, COACHCTBOBATH

00BEKT BO3JIEHCTBUSA, IIeNieBasi TpyImma, IeieBas
ayTUTOPHS

co00IIeHNE, TUCHEMO, MIOCTIAaHUE

MTOPOXK/IATh, BHI3BIBATH

POOJIEMbI TEXHUKH 0€30MTaCHOCTH

BOBJICKATh
MOIICP)KUBATH,
JIopor)
YCHJIMBATh
OTHOILICHUE
Cepbe3HbIi, 00yMaHHBIN, BHUMATEIHHBIN
[IOBEJICHUE

COZICHCTBOBATD, CIIOCOOCTBOBATH

aBapus

MOAXO/

MOJIHUMATh

npoduib

HCIIO0JIb30BAaTh

cpelcTBa MaccoBOM HH(OpMAIHU

a¢wuma

OKpY>KaroIIui

JIOIIOJHUTEIbHBIA

IIOBBIIIATH (3,[[. . 0e30macHOCTh
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31) authority BJIACTh

32) to cascade HHUCIIAAATh KaCKaJoM

33) employee CiTy>Kaimi, pabounit

34) customer 3aKa34YiK, KIIMEHT

35) consistency HOCTOSIHCTBO, ITOCJICI0BATEIBHOCTb
36) sponsorship CIOHCOPCTBO

37) celebrity H3BECTHOCTH

38) advertising peKIIaMUPOBaHHE

39) key KITIOY

40) priority MPUOPUTET

41) seatbelt peMeHb 6e30MacHOCTH

42) fatigue YCTaJIOCTh

43) overall campaign  moBceMecTHas KAMITAHUS

44) rational MOTHBHPOBKA

45) responsibility OTBETCTBEHHOCTB, 0053aHHOCTD
46) wvulnerable YSI3BUMBIN

47) awareness OCBE/IOMJIEHHOCTh

48) rather cKopee

49) to happen CITy4aThCsl, IPOUCXOAUTD

50) to cause MPUYHHSITH

51) to influence BIIHSATH

52) acceptance ono0penue

53) brand 3HaK (3aBOJCKOM WK HUPMEHHBII)
54) pedestrian TeIex o0

55) mood HacTpoeHHe

56) remainder 3]1.: co3aarenu (ITo ra3ersl)
57) adult B3POCIIBIN

58) neatly TOYHO, YETKO

59) to escapsulate H3J1araTh, OOPHCOBHIBATH

60) to target nomnajaarh B 1elb

61) toinstill BHYIIATH

62) reminder HATIOMHUHAHUE

63) to capture YBIIEYb, CUJION HABSA3aTh

64) crucial peraronumit

2. IIpounTaiiTe U MepeBeIUTE TEKCT.

BANNER FOR ROAD SAFETY IN THE UK

The UK Government has an objective of reducing road deaths and serious in-
juries by 40 per cent (50 per cent for children) by the year 2010. Key factors in
achieving that objective are improved road user behaviour and acceptance of engi-
neering and enforcement initiatives that increase road safety. Education and pub-
licty play a key role in raising consumer awareness and acceptance.
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Our road safety publicity aims to:

ensure that there is a high profile for road safety as a matter for general concern;

complement police and local authority activities;

encourage broader support from private sector partners;

get across specific messages to target audiences;

generate media interest in road safety issues.

It does this by:

involving a broad spectrum of society in promoting safer roads for everyone;

encouraging and reinforcing attitudes that lead to safer and more considerate
behaviour by all road users;

promoting understanding of the need for better road safety behaviour;

contributing to the general aim of reducing road casualties and meeting the
casualty targets for year 2010.

Our basic approach is national publicity using a mix of emotion and facts
that raise the profile of road safety. We utilize a range of media channels — TV,
radio, press, posters, ambient etc. — to provide a national platform to stimulate
complementary regional and local authority activity and to encourage private sec-
tor companies to cascade messages to their employees and customers. A range of
free publicity material is made available to local authorities and others to promote
consistency of messages at national and local level. We have also entered into
sports sponsorship with the Rugby Football League and the English Football
League to enable us to get our messages across to a wider audience using a celeb-
rity based approach.

Road Safety advertising has been a key priority for many years. In the past,
advertising sad on specific themes such as drink drive and seatbelts. In recent
years we have communicated many more messages — such as fatigue and use of
mobile phones. We wanted people to see that these extra individual messages
were part of an overall campaign to improve road safety. So in June 2000, we
launched a new campaign under one banner — THINK! — to unite our various
road safety messages.

The rationale for THINK! the aim of Government road safety campaigns is to
reinforce the need for drivers and other road users to take responsibility for their
own safety and for the safety of others on the road. In the wider context, the theme
of personal and social responsibility is central to the Government’s philosophy and
to its transport policies to encourage more responsible travel choices.

The encouragement of more people to walk or cycle instead of driving makes
the promotion of safety for more vulnerable road users and the responsible and
considerate behaviour of drivers even more important.

Road safety publicity campaigns raise public awareness that accidents do not
just happen, rather they are caused. Public awareness campaigns can help to influ-
ence the attitudes and behaviours that cause accidents. They also create public ac-
ceptance for safety engineering and police enforcement and they give national fo-
cus and context for local initiatives aimed at making the roads safer and for
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third parties to carry road safety messages in the context of their own commer-
cial activities.

The THINK! campaign was therefore launched:

to contribute to achieving the targets for road casualty reduction by year 2010,
as set out in the Government’s policy strategy document “Tomorrow’s roads: safer
for everyone”;

to use all the marketing tools available to us to get across road safety mes-
sages effectively and meaningfully;

to draw together a wide range of road safety messages under a single concept;

to get across specific advice to road users while impressing on all the need to
THINK! while using the road;

to help to stimulate a year round presence under a new road safety brand;

to encourage new partnerships to associate with the brand in promoting
road safety.

The THINK! campaign is not about the motorist as such, or the pedestrians, or
cyclists, motor cyclists, etc. It is about people, about the citizen, about each and
all of us. It is about how we all use our roads safely, whether we happen to be
motoring, walking, cycling or whatever. This is mainly to build a mood of “we’re
all in it together” to have greater effect.

Having set out the rationale for THINK! the remainder of this paper focuses
on what we have done to promote the campaign. The expression, “show me the
child at seven and I’'ll show you the adult” neatly encapsulates our approach. We
target people from childhood to adulthood, aiming to instill good practice at a very
early age with frequent reminders for teenagers and adults. The remainder of this
paper captures our approach. Part 1 looks at our crucial child road safety work.
Part 2 focuses on adult road safety looking at individual themes while Parts 3 and 4
look at evaluation and draw conclusions on our overall approach.

3. [lonOepuTe aHTINIICKNE YKBUBAJIEHTHL.

1. Tlpomaranma 6€30MaCHOCTH JIO-
POXXHOTO JBIKCHHUS HAlpaBlieHa Ha TO,
9TOOBI JOHECTU OIPEICICHHYO HH(OP-
MAalUIO 10 LEeJIEBOI ayAUTOPUU.

2. Hammm 0a30BBIM METOIIOM SIBJIS-
€TCsl TPOIAraHjia, WCIONB3YIOIIas Kak
SMOIUK, TaK U (HaKThl, MOBBIIIAIOIIAS
POJBb M 3HAYCHHE MPaBWI OE30MaCHOCTH
JIOPOXKHOTO JTBIKCHHUSL.

3. OueHb Ba)XHO MOOIIPECHUE OOJIb-
IIMHCTBA JIFO/IeH, BRIOMPAIOIINX X060y
Y €3]y Ha BEJIOCHIIE/IE B3aMEH €3/IbI Ha
aBTOMOOWIIAAX, TpeOyIoIIei coOI0aeHUS
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a) The encouragement of more people
to walk or cycle instead of driving
makes the promotion of safety for
more vulnerable users and the respon-
sible and considerate behaviour of
drivers even more important.

b) Our basic approach is national pub-
licity using a mix of emotion and facts
that raise the profile of road safety.

c) Road Safety advertising has been a
key priority for many years.



TpaBUJI  0E30MACHOCTH, OTBETCTBEHHO-
CTH W BHHUMaHHS BOAWTENEH MO OTHO-
IIEHAIO K HAauOoJiee YA3BUMBIM TIOJIB30-
BaTeIsIM JIOPOT.

4. Vxe wmuoro user mnpomaranga d) Our road safety publicity aims to
Oe3omacHOCTH JOpOXKHOTO [BIKeHMs1 (et across specific messages to target
SIBJSIETCS IPUOPUTETOM. audiences.

4. 3akoHYHTE MPeT0KEeHHUS.

1. The UK Government has an objective of reducing road death and se-
rious injuries...

2. Our road safety publicity aims to...

3. The publicity does this by...

4. Our basic approach is national publicity using a mix of emotion and
facts that...

5. In the past, advertising focused on...

6. In recent years we have communicated many more messages — such as...

7. The aim of Government road safety campaigns is...

8. The THINK! campaign was launched...

5. BpIcKa:kuTe corJjiacue WJId HecorJacue ¢ 3asiBJICHUAMMU, HAYUHAA CBOW
otBet (ppazamu that’s right; certainly; that’ wrong; sorry, but...

1. Road Safety advertising has been a key priority for many years.

2. In the past, advertising focused on fatigue and use of mobile phones.

3. The encouragement of more people to walk or cycle instead of driving
makes the promotion of safety more important.

4. The THINK! campaign is about the motorist as such.

5. The campaign targets people from childhood to adulthood.

6. Education and age play a key role in raising consumer awareness and ac-
ceptance of engineering initiatives.

OTBeTbTE HA BOIPOCHI.

6.
1. How greatly is the UK Government going the reduce road death and injuries?
2. What does road safety publicity aim to?

3. What measures does it take to do this?

4. What is the basic approach to ensure road safety?

5. What did advertising focus on in the past?

6. What does advertising focus on in recent years?

7. What is the aim of Government safety campaign?

8. What does road safety campaign raise?

9. What can road awareness campaign help to do?

10. How is the Government road safety campaign called?

18



7. CocTaBbTe HECKOJbKO MpeNJIOKeHUIl 0 KaMIaHUM 32 0e30MacHOCTh
JAOPOKHOTO ABUKeHNs B BeukoOpuranuu.

8. OdbIrpaiite 1uaor.

A: — Have you heard of UK Government campaign for road safety?

B: — Oh, yes. They hope to reduce road deaths and serious injuries by 40 per cent.

A: — I’'m not sure that education and publicity can play a key role in raising
consumer awareness.

B: — But you must agree that national publicity may help in this case.

A: — Of course, if they utilize a range of media channels — TV, radio, press,
posters, ambient.

B: — I’m sure it’ll provide a national platform to stimulate complementary
regional and local authority activity.

A — Well. We’ll see.



UNIT 3

1. IlpounTaiiTe M BLIyYHTE CI0BA:

1)

2)

3)

4)

5)

6)

)

8)

9)
10)
11)
12)
13)
14)
15)
16)
17)
18)
19)
20)
21)
22)
23)
24)
25)
26)
27)
28)
29)
30)
31)
32)
33)
34)

independently
particularly
to appeal
code
fluorescent
clothes
reflective
medium

ad

cartoon
hedgehog

to relate

to tie
calendar
hook

to extend

to distribute
eraser

pencil case
t-shirt
taggos (pl) om tag
website
screen savers
accident statistics
to tend to

to counteract
influential
available
downloading
to promote
promotion

to target
presenter

to consume

CaMOCTOSITEITBHO
0co0eHHO

oOpatathcsi, B3bIBaTh

CHCTEMa CUTHAJIOB, KOJI

(bayopecieHTHBIH

oJIeKIa

otpaxaroruii (¢ 0TOIeCKOM)

TTOCPETHIK

00BsIBIICHHE, peKIaMa

KOMHUKC, MYJIbTHIUTHKAITUS

€)X, TIEPEHOCHOE MTPOBOJIOYHOE 3arpakJICHIE
OTHOCHTBCS

CBSI3BIBATH

pacnucaHue

COOBITHE, JIOBYIIIKA

MIPOI0IDKATH, IPOJICBATh

paszaBath, paclpeeNsiTh, pacpoCTPaHsTh
pe3uHKa

TeHasn

¢yTOONKa, TCHHUCKA

OMpKH

HUHTEPHET-CAUT, PEKJIaMHBII IIUT
9KpaHHas 3acTaBKa

CTATHUCTHKA aBapuii (HECUACTHBIX CITyYAacB)
HUMETh TeHJICHIUIO K

MPOTUBOIEUCTBOBATH

CEpbE3HbIH, BIAUATENbHBINA

TIPUTOTHBIH, UMEIOLIHIACS B PaCIIOPSIKCHUT
3arpy3Ka, CKaunBaHUE

peKJIaMHUpOBaTh

pexirama

HaMevaTh

MIPEACTaBUTENb

pacxomoBaTh
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35) media consumed by MepomnpusTHe, OMTAYMBAEMOE POTUTEIAME

parents
36) case study KOHKPETHBIH [IpUMeEp
37)  to knock down cOuTh
38) tohurt MIOBPE/IMTH, YIINOUTD, TIOPAHUTHCS
39) to appropriate MpeHa3HaYaTh
40)  restraint KpeIUIEHHE, CPEACTBA IS YCTAHOBKH
41)  toapply TIPUMEHATD, KacaThCsl, HATIPABIIATH BHUMAHHE Ha
42)  tofit cenarh yA0OHBIM (IPUTOAHBIM), TIOATOHSTh
43) trip Oe31Ka
44)  journey My TENIECTBHE
45)  washroom Tyaner
46)  imagery o0passl
47)  listing CIIMCOK
48) coverage OCBEII[EHHE COOBITHS
49)  adult belts PEMHH JIJIst B3POCIIBIX
50) suitable MIPUTOTHBIH
51) bike (bicycle) BeJocuIe]
52)  to wear HOCHTb, OJICBaTh
53) gear MEXaHHu3M, KopoOKa Tiepesiad, CIeTIeHIe
54) safety gear 3aIIUTHOE CHAPSIKEHHE
55)  helmet IeM
56)  recess KaHHUKYJTbI
57) gang KOMITAHHS
58) to update YCOBEPIICHCTBOBATH, OOHOBIATHCS
59) virgin HOBHYOK
60) totrain TOTOBHUTBCS

2. IlpounTaiiTe U epeBeIUTE TEKCT.
CHILD ROAD SAFETY IN THE UK

Our publicity to influence child behaviour is broken down into various age
bands. Our general approach is to:

target groups that have the most influence over the child/young person.
Sometimes this is the child/young person themselves and other times someone
close like a parent;

wait with stakeholders who have the power to help us deliver the messages.
Our key stakeholder group is the Road Safety Officers (RSOs) who work in local
councils and who have very good established channels with the local community.
Our road safety material is disseminated primarily through them;

use a mix of marketing tools that compliment and reinforce each other to get
the points across effectively e.g. advertising to children, direct marketing through
RSOs, PR and websites;

adapt the messages and tactics in the light of changing circumstances and re-
search findings.
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Children in the 0—6 age group. Our key target here is parents. In particular
we need to make sure we reach parents in the lowest socio-economic groups as
their children are up to 5 times more likely to be involved in road accidents and
parents from ethnic minorities as their children are also disproportionately at risk.
Other targets are the children themselves and teachers.

Two main elements to child road safety campaign for this age group are: child
pedestrian road safety and in car safety.

Our main pedestrian campaign messages are: parents start teaching road
safety as early as possible and children under 8 have difficulty judging speed and
distance and so should not cross roads alone.

Teaching road safety is a process. Parents need to be aware of the dangers and
how they change as the child gets older. Within this there are a myriad of mes-
sages / advice that parents need to know about, such as explaining to children the
meaning of “stop” and “kerb” as early as possible and explaining that they must
always stop at the kerb.

Always set a good example yourself. Children learn by example and by joining in.

Delivery Tactics. Our main way to get the messages across to parents is
through a leaflet — Get Across Road Safety for Parents of 0—6 year olds.
There is also another leaflet in the same series aimed at parents of 7—10 year olds.
Teaching road safety is not a single message campaign and so needs good ex-
planatory material.

The leaflets were produced following research amongst parents. The research
was heavily weighted in favour of parents from the lowest social groups as we
wanted to make sure that their view were taken into account, we also did research
with mothers from ethnic language communities from the Indian Subcontinent.
The results were that parents wanted:

information on how to teach not just what to teach;

age specific advice;

material that they could use with their children;

the ethnic language groups wanted dual language as proficiency in the native
tongue varied across the generations in the household.

The Get Across booklets give lots of tips and advice on teaching road
safety and have interactive exercises that parents can do with their children.
There are also dual language versions — English with Punjabi, Gujarati, Urdu and
Bengali. Other languages are available on request. They are distributed predomi-
nately by Road Safety Officers through the local links they have with the com-
munity e.g. links with health workers, nurseries, doctors surgeries, and at local
road shows and events.

We have also linked with another government initiative called Sure Start. This
project targets parents with children in the 0—5 age range in the most deprived areas
in Britain and gives advice and help on a range of subjects such as accident prevention
and encouraging children’s speech and language development.

Film. A public information film, which TV stations show when they have a
break between programs and unsold advertising space, allows us free advertising.
Our pedestrian safety film emphases to parents the importance of teaching road
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safety explaining that parents teach colors and counting and should also remember
to teach road safety. This filler would tend to be shown during programming that is
watched by mothers with young children.

Editorial/broadcast coverage stimulated by PR is also used to get coverage
for our messages on relevant TV programs, in the lifestyle press (primarily
women’s and parenting magazines) and in the regional media.

Our website www.thinkroadsafety.gov.uk provides road safety advice including
advice to parents on keeping their children safe on the streets and in cars. Visitors
can choose the section they want either by visitor type e.g. parent, teacher, child or
by road safety topic e.g. child road safety, child in car safety.

In car road safety. Key target here are parents, primarily mothers or main
carer. Our messages are:

before you fit your child car seat make sure it fits your child;

make sure your car seat is correctly fitted;

be careful when using or buying second hand car seats;

use your child car seat every trip even on short journeys.

We use a mix of tools to convey messages:

Press and poster advertising: we advertise in parenting and women’s weekly
magazines targeting parents in all social groups. Readership of parenting maga-
zines tends to have a higher socio economic demographic. So we advertise in a mix
of titles that together reach groups across the socio-economic spectrum. The adver-
tising has a dramatic style which gives it standout on the page and allows the
reader to take out the main message with one glance.

Poster advertising: in baby changing rooms in service stations and out of town
shopping centers. The poster gets the messages across as pictorially as possible with
ticks and crosses showing what to do and what not to do. In this way it would also
be relatively easy for those whose first language was not English to understand or
parents with literacy problems.

A Leaflet entitled “How to fit your child’s car seat” gives advice on what type
of car seat to use depending on the size of the child. It comes with its own dis-
penser and is in a handy pocket style size.

Public Information Film: like the teach road safety film, this is shown by TV
channels free of charge in a slot that fits with the intended target audience.

RSOs organize the display of the poster and the leaflet in places where the tar-
get group will see them. They sometimes get third parties involved, such as local
businesses, to help distribute material. For example, some RSOs have arranged for
the leaflet to be displayed by a major child car seat retailer — Halfords — at the
point of sale. We also arrange link ups with third parties ourselves to help get
across messages and advice to parents and are currently planning some joint pro-
motions with a major car seat manufacturer — Britax.

Children in the 7—10 age range. The campaign aimed at this age group has
three elements:

pedestrian safety;
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in car safety;

cycle safety.

Tactics start to change for this group, as it is likely that during this age range
children will start to cross roads independently. Children themselves are therefore
a key target for the publicity. It is also particularly important that publicity aimed
at this group appeals to boys, as they are more than twice as likely to be involved
in a road accident as girls. We also want to reach parents and teachers as well.

Our main messages are:

Stop, look, listen and live.

Find a safe place to cross the road.

Know the green cross code.

Be careful even on the roads you know.

Be safe, be seen. Make sure cars can see you in the darker winter months.
Wear fluorescent clothes by day and reflective clothes when it gets dark.

Parents/teachers — teach road safety and know how the risks change as your
child gets older.

The main medium used for reaching children in this age range is TV advertising.
The ads use cartoon hedgehog characters along with humor and music to get the
messages across.

The hedgehogs were first used in child road safety advertising in 1997 and are
now a familiar and loveable sight. We regularly research how children in the target
groups relate to the hedgehogs. Our most recent research in May 2003 showed that
there was very high awareness amongst the target group of the hedgehogs and that
they related well to the characters.

There are currently 5 TV executions:

“Hedgehogs” (1997) — this 40-second film shows two hedgehogs trying to
cross an urban road. The older brother is seen advising his younger, more impa-
tient brother on the safest places to cross. Three opportunities are shown and re-
jected as unsafe before a final, successful choice is made. The strapline is “Stop,
Look, Listen, Live”.

“King of the Road” (1998) — this film shows the older hedgehog stopping his
younger brother from running into the road; firstly when he is being distracted by
an apple falling from a tree and then by a butterfly. The older hedgehog sings a
new song written to the tune of “King of the Road” as he helps his younger brother
cross the road safely. The film is 40 seconds long.

“Green Man” (1999) — a 20-second film, the third in the series, uses the same
style and animation as the previous two commercials. Carrying on the sane rela-
tionship between the two hedgehog characters, it is set at a pelican crossing. As the
pedestrian signal turns from red to green the younger impetuous hedgehog auto-
matically starts to cross. His older brother then puts his foot out to stop him just as
a car stops sharply. The lyrics to the popular song, “King of the Road”, are adapted
to communicate the mad safety message.
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“Knowing the Road” — this is the first of two new commercials produced in
2003. The ad continues the relationship between the older and younger Hedgehogs
but this time places them in a more developed urban environment. This decision
was based on qualitative research, which showed that kids enjoyed small points of
detail in the ads. “Knowing the Road” highlights, in a humorous way, how unpre-
dictable the roads can be especially those with which children are very familiar.
The lyrics are sung to the theme of a quirky 1950s R&B song.

“Camp” — the main messages is “Be Safe Be Seen” message and the ad high-
lights the specific danger posed by poor light conditions during winter months and
to remind children of the importance of making sure that they are visible to other
road users.

Activity is tied to calendar hooks and the school program. Ads are shown in
the school holidays on TV in children’s programming and sometimes at the ci-
nema. The Clamp ad is shown during the winter months, starting at the time just
before the clocks go back.

Extending the hedgehog brand: we have various hedgehog branded pro-
motional material that we distribute to road safety officers e.g. posters, reflec-
tive taggos, pencils, erasers, pencil cases and t-shirts. They use them to support
local initiatives and to distribute in local schools. There is also a hedgehogs
website — www.hedghogs.gov.uk — where children can find interactive games
and screen savers.

Other child road safety material includes:

Get Across Road Safety for Parents of 7—10 year olds. This includes exer-
cises children can do with parents such as finding a safe place to cross.

Two activity books full of fun mad safety exercises for children to do.

Arrive Alive — a cartoon illustrated highway code for young road users that
explains how traffic works and pedestrian road safety.

Making Choices materials for children, parents and teachers. This consists of
a leaflet for parents, a comic for children and a discussion exercise for teachers.
The Making Choices set of materials is specifically aimed at children who will be
attending a new secondary school in the next school year — those aged 10—11.
When children change from primary to secondary school their journeys to and
from school often get longer and more complicated. They also start to expect more
independence at this time. Child pedestrian accident statistics tend to peak at
around 12 years old. The Making Choices booklets aim to advise parents, children and
teachers of the increased risk and how to counteract it.

Teachers are an important and influential group for this age range. We have a
special website with many lesson plans for primary teachers available for
downloading. We also have a selection of these in hard copy format. The lesson
plans allow teachers to discuss aspects of load safety in relation to the children’s
everyday lives. Subjects covered include geography, ICT, numeracy and literacy.
Topics within these subject areas Include “A year in our school road”, “A road
traffic survey”.
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The lesson plans are promoted at education shows, by RSOs, targeted promo-
tions and advertising and through linking up, where possible, with the Department
for Education and Skills.

Using PR. We have been very successful in targeting Children’s TV pro-
grams. One mute we have regularly used to contact children’s TV presenters and
get them to run competitions based around road safety themes. For the media con-
sumed by parents — TV and press — we have used case studies of children that
have been involved in road accidents as a means of getting TV coverage. When we
launched the new Hedgehogs ad “Knowing the Road” to help get TV coverage we
used a case study of a little boy who had been knocked down on a local road be-
cause he had not been looking properly. Luckily he was not seriously hurt because
the driver had only been going at 26 miles per hour.

In car safety. Our main target is still the parents/main carers as they will be
responsible for making sure their child has the appropriate car restraint. Children
are a secondary target. Our main is not to take children out of child car seats too
early. Children up to 11 may still need a child car seat if they are under 150 cm.
Other messages outlined in the 0—6 age range still apply:

before you fit your child car seat make sure it fits your child;

make sure your car seat is correctly fitted,;

de careful when using or buying second hand car seats;

use you child car seat every trip even on short journeys.

Press and poster advertising promoting the correct use of child car restraints
first appeared in magazines in September 2003 and in motorway washrooms in
August 2003. The press advertising uses the same style of imagery as outlined
above, but we are leading on the “Up to 11” message. The advertising appears in
women’s and TV listings magazines.

Again, we use PR to get editorial coverage in the women’s and parenting
press. We will shortly be conducting a survey asking parents at what age they in-
tend to stop putting their child in a child car seat. We will use the results as a news
hook for articles in magazines and to get across our advice that adult belts are not
suitable for children under 11 if they are under 5 ft.

Child Cycle safety. Our target audiences are children, parents and teachers.
Our key messages are:

make sure that your bike is maintained properly and lights, brakes are working and
it is the right size for you;

wear the right safety gear. In particular always protect your head by wearing a
helmet;

make sure cars can see you by wearing high visibility and reflective clothes and
accessories;

do a cycling training course if you can.

A comic called Cyclesmart is the main tool that we use to deliver cycle safety
messages to this group. RSOs distribute the comic at road shows, events and
through schools. The comic uses the Disney characters from the Recess gang and
is updated periodically. We have been quite successful in getting parenting maga-
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zines and women’s media to carry child cycle safety messages. The Disney Explorer
TV channel also ran a competition on cycle safety, while a leading supermarket
chain — Tesco — reproduced part of the comic in the children’s section in its cus-
tomer magazine. Virgin trains included a copy of the comic in every child’s pack
over the summer.

3. IlepeBeauTe rHe3Aa CJIOB:

depend, dependence, dependent, dependently, independently, dependable; tar-
get, to target; aim, to aim, aimless; safe, safety, safeguard, safety belt; activity, act,
acting, action, active, activist; clamp, to clamp, clamper; promote, promotion,
promoter; choice, to choose, choicely; responsible, response, responsibility, re-
sponsive, respond, respondent; fit, to fit, fit for.

4. TTonbepute aHTIMIiCKHE YKBUBAJIEHTBI.

A.

1) BeG-caiiT; peKJIaMHBIi AT a) safety gear

2) cTaTUCTUKA aBapHid b) to tend to peak

3) 3aNIMTHOE CHAPSDKEHUE C) screen savers

4) uMeTh TeHaeHnuIo K yBeandenuro  d) website

5) sKkpaHHas 3acTaBKa e) accident to statistics

6) 3eneHbIil CUrHaI f) green cross code

B.

1. Tloaromy camm metu siBastoTcs a) Activity is tied to calendar hooks
TJIaBHBIM O0BEKTOM TIPOTIAraH bl and the school programme.

2. JlesitenpHOCTh TMpHUBsi3aHa K Ka- D) Teachers are an important and in-
neHmapHeiM coObiTusiM  u  1nkonbeHO# fluential group for this age range.
porpaMme.

3. [dns meteit aToro Bo3pacta oueHb C) The lesson plans allow teachers to
Ba)XHO BIIMSIHUE YUHUTEIICH. discuss aspects of road safety in rela-

tion to the children’s everyday life.

4. Tlnauer 3anstuii mo3pomsitot yun- d) Children themselves are therefore
TelsIM  0OCY)KAaTh acmeKThl JOpoxkHOi are key target for the publicity.
0e30MacHOCTH B TMOBCEJHEBHOW IKU3HU
JIETEH.

5. 3akoH4YNTE MPeAT0KEHHUS.

1. We will use the results as a news book for articles in magazines and...
2. Our main target is still the parents/main carers as...

3. Our most recent research in May 2003 showed that...

4. Ads are shown in the school holidays on TV...

5. We have various hedgehog branded promotional material that...

6. Tactics start to change for this group, as...
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6. BblpaSl/lTe corjiacue MJIM HecorJiacue € 3asABJICHUEM, HAYUMHAsA BbICKAa3bI-
BaHus ¢paszamu That’s right..., Certainly..., That’s wrong..., I’m sorry, but...

1. The campaign aimed at the 7—10 age group has one element — pedest-
rian safety.

2. During the 7—10 age range children start to cross roads independently.

3. The main medium used for reaching the 7—10 age range is TV advertising.

4. The ads use serious pictures describing accidents to get messages across.

5. The clamp ad is shown during summer months, starting at the time just be-
fore the clocks go back.

6. We have a special website with many lesson plans for primary teachers
available for downloading.

7. For the media consumed by parents — TV and press — we have used case
studies of children that have been involved in road accidents.

~

. OTBeTbTE HA BOIIPOCHI.

. What kind of elements has the campaign aimed at the 7—10 age group?
. Why does tactics start to change for the 7—10 age group?

. What are the main messages of road safety workers?

. What is the medium used for reaching the 7—210 range children?

. What is activity tied to?

. Whom do they distribute hedgehog branded promotional material to?

. What does child road safety material include?

. What is it necessary to remember to ensure car safety for children?

[oe] O~NO OIS WN -

. 3agaiiTe BOmpochl.

1. The campaign aimed the 7—10 age range has three elements: pedestrian
safety, in car safety, cycle safety.

2. The publicity particularly appeals to boys as boys are more than as likely to
be involved in road accident than girls.

3. Hedgehog branded promotional material is distributed to safety officer e.g.
posters, reflective taggos, pencils, erases, pencil cases and t-shirts.

9. Uto OBI BBI OTBETHJIH, €CJTH OBbI BAM CKA3aJH CJeqyolIee:

1. Our target audiences are children, parents and teachers.

2. A comic called Cyclemart is the tool used to deliver cycle safety messages.
3. Children up to 11 may need a child car seat.

4. We have got a lot of child road safety material.

10. O6cynure.

1. Main messages aimed at road safety.

2. Road safety material and what it includes.
3. Car safety.

4. Cycle safety.
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11. Haiigute B Texcre “Child Road Safety in the UK” mpemsoxenus, rae
TOBOPHTCH CJIeayoIee:

1. lerssm mutagimie 8 JeT TPYIOHO CYIOUTH O CKOPOCTH M PACCTOSIHUH, H II03TO-
MY MM HE CIIeyeT CaMOCTOSTEIbHO IIEPEXOAUTD J0POTY.

2. KiroueBbIMH (pUrypamu SBJISIOTCS pOAMTENH. B dacTHOCTH, HaM ciemyer
yOeIUTHCS, YTO MBI IIPUBJICKAEM BHUIMaHUE POIUTENICH caMOl HU3KOH COITMABHO-
HKOHOMHYECKOW I'PYMIIbl, JETH KOTOPBIX, [0 BCEH BEPOSITHOCTH, B 5 pa3 yarie cra-
HOBSITCSl YYaCTHHUKAMH JOPOKHOTO MPOMCIIECTBUS, a TAKKE POAUTEINCH U3 dSTHHYE-
CKHX MEHBIIMHCTB, JETH KOTOPBIX TAaKXKe HECOPA3MEPHO MOJBEPTalOTCS PUCKY.

3. [Ipexxe yeM nocaanuTh peOCHKa B aBTOKpECIIO, YOEANTECh, YTO OHO T10IX0-
JIIT PeOCHKY.

4. OnHa 13 BO3MOXKHOCTEH JIOHECTH peKIlaMy JI0 CBEIACHHS POAUTEIEH — 3TO
JIUCTOBKH.

5. Bykierst 0 MHOTOM COOOIIAOT M JAlOT COBETHI POIMTENAM, KaK HAYUHTh
Jereit cobmonaTh 0€30MacHOCTh Ha J0POrax.

6. MadopmManmoHHbie (GUITBMBI SBISIOTCS OCCIUIATHON PeKIaMOH.

7. bykier ¢ Ha3BaHueM «Kak mogo0pats ynoOHOE aBTOKpECHO Ul pebeHka»
JIaeT COBET, KaKOW TUII CHJICHUS B 3aBUCUMOCTH OT pa3MepoB peOeHKa BbIOpaTh.

8. PexsraMHBIC OpraHU3alMN Pa3MEIIAIOT AQHIIH U PACIIPOCTPAHSIIOT OYKICTHI
B MECTax, rjac 1uejicBasd rpynmna CMOXCT UX YBUICTD.



UNIT 4

1. IpounTaiiTe M BLIyYHTE CJIOBA:

1)
2)
3)
4)
5)
6)
7)
8)
9
10)
11)
12)
13)
14)
15)
16)
17)
18)
19)
20)
21)
22)
23)
24)
25)

26)
27)
28)
29)
30)
31)
32)

evaluation
to monitor
survey
track
consciousness
guantitative
qualitative
issue

logo

to claim

to underpin
rationale

to detect
fatigue
break

slot

to get through
relevant
relevance
to restrain
output
highlight
prolific

on a par
coherence

to persuade
temptation
to distract
to proffer
significantly
though
further

OLICHKA, OLICHHBaHHE
CIICZITH, HACTABIIATH

0030p, 00ciIeI0BaHHE

ciel, Kypc, MyTh, TOPOXKKa

CO3HaHHE

KOJINUECTBCHHBIN

KaueCTBEHHbIN

pe3ynbTart, mpodiema

JIOTOTHII

YTBEpXKIaTh

NOBOJUTD (PYHIIAMEHT, 000CHOBBIBATh
pa3yMHOE 0OBSICHEHHE

0o0OHapy>KUBaTh

yCTaJIOCTh, YTOMJICHUE

TIepephIB, May3a

311.: 610K (peKiamei)

CIPABIIATHCS, BEIIEPKATH IK3aMCH
YMECTHBIH, OTHOCSLIMICS K ey
YMECTHOCTb

3aKpeIUIsATh

MPOU3BOJUTEIHHOCTh

3]1.. OCHOBHOM MOMEHT, OCHOBHOH (hakT
TIJIOTOBUTBIH, TIIIOJOPOTHBINA, OOMIIBHBII
HapaBHE

CBs3b, CICIUICHHE, COTIACOBAHHOCTH, ITOCTE-
JIOBaTEIFHOCTD

yOeXIaTh, CKIIOHUTh, YTOBAPHBAThH
co0urazH

OTBJICKATh, IPUBOJIUTH B CMITECHHE
mpeJyarath

3HAYUTENHHO

XOTsl, HECMOTPsI Ha, OJIHAKO, BCE-TaK!
JaIbIIle, 3aTeM, KpOMeE TOTO
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33)

34)
35)
36)
37)
38)
39)
40)
41)
42)
43)
44)
45)
46)
47)
48)
49)
50)
51)
52)
53)

to underlie

drug
nevertheless
clubber
credible
penalty
besides
backdrop
immediate
commitment
to perceive
enormity

to happen
to involve
stakeholder

complementary

voluntary
coverage
rolling
ethos
rallying

Jexath (B OCHOBE, MOJ] YeM-TO), KPBITHCS;
TI0JTB30BATHCS TPEUMYIIIECTBOM
HapKOTHK

TEeM He MEHee

TTONTUIICUCKUH ¢ TyOWHKOM

BEPOSATHBIH, 3aCITyKUBAIOIINH TOBEPHS
HaKazaHHe, B3bICKaHue, mTpad

KpOMe TOTO

JEeKOpamnuu

HEMEJIEHHBIA

repeaya 3aKOHOMPOCKTa B KOMUCCHIO
BOCIIPHHHMATh, OCO3HABATh
OTPOMHOCTD, Uy JOBUIITHOCTh, TPaHANO3HOCTh
CITy9aThCs, IPOUCXOUTH

BKJIIOYATh

3aMHTEpECOBaHHAS CTOPOHA
JIONOJIHUTEILHEIN, J00aBOYHKII
JIOOPOBOJTBHBIN

0XBAaT, 3allluTa

BpAIIAIOIIUACS, POTMKOBBII
MOpaJbHas Lejb, uaeal
00BeTMHSIOIIN I

2. IIpounTaiiTe U epeBeINUTE TEKCT.
ANALYSIS RESULTS OF ROAD SAFETY

Evaluation. The effectiveness of the road safety campaign is monitored con-
tinuously by market research surveys, which track changes in:

awareness of the publicity;
understanding of the messages;

attitudes to road safety behaviours and messages;

comparison with observed behaviour measures, and ultimately;

changes in road casually statistics and the factors contributing to then.

Research demonstrates that the publicity campaign keeps road safety high in
the public consciousness and, over the longer term, has changed attitudes and be-
haviour, thus contributing to reducing road casualties.

We use both qualitative and quantitative research to measure the effects of our
publicity activity. Qualitative research is used to inform campaign development and
explore issues raised in quantitative research, while quantitative research, carried
out monthly, indicates the following:

Awareness: in three years since launch, the THINK! road safety logo is spon-
taneously recognized by 69 per cent of adults and by 90 per cent of drivers under
30 years of age.
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Drink drive: a new measure following the launch of our new advertisement
showed that 60 per cent of passengers were not inclined to think it was safe to
travel with a driver who claimed he was safe to drive because he’d only had a cop-
le of drinks.

Speed: over the last seven years disagreement with the statement “It is acceptable
to drive at 40 mph in a 30 mph area” has risen from 33 per cent to around 53 per cent.
Over the longer term, the campaign has helped to underpin the rationale for initia-
tives that make roads safer (e.g., traffic speed reduction measures, 20 mph areas
near schools, cameras that detect speeding motorists).

Fatigue: in response to our campaigning, when asked how they would avoid
driver tiredness on long journeys, 60 per cent of drivers now say they would plan
their journeys to include breaks. In taking forward the campaign, we plan to give
more emphasis to advice on planning long Journeys and taking effective breaks.

Seatbelts: 60 per cent of adults and over 90 per cent of children now wear
seatbelts (compared with around 45 and 80 per cent in the years running up to our
latest seatbelt campaign which began in 1998).

Child road safety: children are not interviewed in our monthly tracking re-
search, however awareness of the advertising is tested amongst parents. In the Sep-
tember tracking survey awareness amongst parents of our child road safety adver-
tising was 52 % — even though the ads are not aimed at them and shown in adver-
tising slots around children’s programs.

We have conducted research with children and teens to test how well the ad-
vertising is working. For our teen campaign we looked at how well our advertising
was getting the message across that teenagers are at risk of traffic accidents. The end
of our ads is that traffic is the biggest single killer of 12—16 year olds. Research
with the target group conducted in three waves from January 2002 showed that the
message is getting through. After only two waves of the advertising, of those who
had seen the ads, 41 % thought that being involved in a pedestrian accident was
something that was “very” or “quite likely to happen to them”. This compared with
29 % before the advertising campaign broke.

Qualitative research has recently been carried out with children in to establish
the relevance of the Hedgehogs brand. Two key findings were that:

there was very high awareness of the hedgehog ads and they were instantly
associated with road safety. Asked if they had seen the ads with hedgehogs in them
almost all instantly recognized the campaign;

the children were engaged by the main hedgehog duo. They recognized the
age differential between them. Older children were likely to relate to bigger hedge-
hog, and younger children see selves as between the two.

The Transport Research Laboratory regularly conducts surveys into how
many children are properly restrained with child safety car seats. Research in
April 2003 showed that 93 % of children aged 0—4 are properly restrained in
the rear of cars.

We do not generally measure outputs in our evaluation. But in terms of
bringing together national and local publicity, the quantity of materiel that we

32



have distributed to RSOs is phenomenal. Between April and October 2003
alone, some 8 million items of road safety material were sent out for distribution
around the country.

Conclusions. The sections above are just some of the highlights of the three
year old THINK! campaign. No wonder that in an article last year — which looked
at advertising in general — the THINK! campaign was remarked upon as the most
prolific Government campaign ever.

Our effort shaving effect. In as brief life, recognition of the THINK! brand is
already on a par with the likes of Yellow Pages. And among younger drivers it is
seven higher! But the main strength of THINK! is in adding coherence to the wide
range of individual road safety messages, providing a vehicle for third parties to
take on messages and increasing their effectiveness in raising awareness of how
everyone can contribute to making our roads safer.

We have achieved much, but need to do much more:

On speed we need to continue to persuade people of the benefits of keeping to
legal and safe speeds.

The temptations to become distracted while driving have never been greater.
And research tells us that the distraction proffered by using a mobile is signifi-
cantly more dangerous than many other distractions, so that is an area where pub-
licity will be key in supporting the law.

Seat belts are an area too where, though we have been successful in raising
underlying wearing rates, we can still go further.

Drugs and driving may be a growing problem. By no means on the scale of
drink driving — but nevertheless an area where we are developing targeted pub-
licity aimed at getting across to young people and clubbers credible messages
about the effects of drugs on driving ability, recognition of symptoms, what hap-
pens if you are stopped and penalties.

We dare not lower our guard on drink driving.

Children are our future and children in the UK are great consumers al televi-
sion and of advertising. Besides the advertising we aim at them, they see and hear
the advertising we aim at adults. This means that they grow up with new norms of
behaviour. Young people now in their late twenties grew up with drink drive ad-
vertising and have very different attitudes from those of previous generations.
Some of them still do it, but they know it is not socially acceptable. They have
grown up too against a backdrop of other high profile advertising.

We need also to bear in mind that publicity campaigns alone are not a pana-
cea, nor is their effect immediate. But they can, overtime, change social attitudes
to risk. We continue to believe that a long-term commitment to Government led
publicity campaigns, such as the THINK! campaign will help make the changes
in attitudes and behaviour necessary to meet our road safety and more general
transport targets.

There is a gap between the real and perceived risk of a road accident com-
pared to other commonly perceived risks. Publicity can help to reduce this gap and
to affect behaviour accordingly. Publicity can also help change a seeming accep-
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tance of 10 road deaths a day in the UK by bringing home the enormity of a
road fatality or ser injury. The evidence from road safety campaigns points to a
clear link between reminders of risk, understanding of them, and willingness to
change behaviour.

The national publicity campaign does not happen in isolation. It involves
many stakeholders. It stimulates complementary activity by police, local au-
thorities and voluntary and private sector co operators and, leads to media cov-
erage. A rolling program aims to help supporters to plan their own complemen-
tary activities.

And one last thought, THINK! is more than a banner or brand, but an
ethos for road safety and a rallying point for all those involved in taking for-
ward road safety.

Further Information. For further information on THIINK! publicity activity,
please visit the following websites:

www.thinkroadsafety.gov.uk. The campaign home site containing latest and
archived campaign information, facts and figures and examples of our advertising.

www.hedgehogs.gov.uk. This web site allows 7—11 year old children to in-
teract with the Hedgehog characters, which they are familiar with from TV adver-
tising. The site contains a range of road safety games as well as sang lyrics, screen-
savers and posters to download.

www.wearaseatbelt.com. The seatbelt website aims to tell drivers and passen-
gers of the importance of wearing a seatbelt in the front and back of a vehicle. The
site is targeted at 18—24 year old males and this is apparent in the stylized gra-
phics of the site. The site contains a “crash simulator” that will provide users with
an interactive means of finding out about the importance of wearing a seatbelt. It
will also have information pages that highlight the injuries you could sustain if you
don’t wear a seatbelt, some seatbelt facts and what the law states.

3. HepeBezmTe rHe3a CJIOB:

effect, affective, effectiveness; aware, to aware, awareness, unawareness;
compare, comparison, comparable; quality, qualify, qualitative; measure, to meas-
ure, measurement, measurable; tire, tired, tiredness; advertise, advertising, adver-
tisement; distract, distraction, distractive, distractively; support, to support, sup-
porter; safe, safety, safely.

4. IlonGepuTe pyccKkre IKBHBAJIEHTHI.

1) road safety campaign a) Mepbl, HalpaBJIEHHbIE HA CHIDKEHHE
CKOPOCTH [[BH)KCHHS TPAHCIIOPTa

2) road casualty statistics b) sxkenanue U3MEHUTH MOBEICHUE

3) road safety logo C) MOMHUMO PEeKIIaMbl, HAIIA LETIb. ..

4) traffic speed reduction measures  d) kammanus 3a 6€30MACHOCTH JTOPOKHO-
TO JBHKCHUS

5) to be on a par with the likes €) M3MEHHUTH OOIIECTBEHHOE OTHOIICHHE
K PUCKY
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6) besides the advertising we aimat ) ctaticTika 1OpOXKHBIX aBapuit

7) willingness to change behaviour  g) obecrieuenre 1OpokKHOM OE30MACHOCTH
8) to change social attitudes to risk  h) HaunoHaIbHAs pekTaMHas KaMITaHHs
9) national publicity campaign i) ObITh HapaBHE C ceOenoa00HBIMU

5. 3aKkoHYNTe NMPEATOKEHH.

1. The Transport Research Laboratory regularly conducts surveys into
how man...
. Children are not interviewed in our monthly tracking research, however...
. We use both qualitative and quantitative research...
. Research demonstrates that the publicity campaign keeps...
. We have conducted research with children and teens to test how...
. The national publicity campaign stimulates complementary activity by...
. There is a real gap between real and perceived risk of road accident...
. The temptation to become distracted while...
. The distraction proffered by using a mobile is significantly more danger-
ous than...

10. Young people now in their late twenties grow up with drink drive adver-
tising and...

O©oo~NOOOITDWN

6. BLlpa3ﬂTe corjiacue MJaM HecorJiacume ¢ 3asiBJICHUEM, HAYHUHasi CBOH
¢dpa3sl cioBamu You are right; That’s correct; You are wrong; Sorry, but...

1. Traffic is the biggest killer of 12—16 year old.

2. Research with the target group conducted in three waves showed bad results.

3. Road safety logo is spontaneously recognized by 19 per cent of adults.

4. Research demonstrates that the publicity campaign keeps road safety high
in the public consciousness.

5. Qualitative research showed that there was very high awareness of the
hedgehog ads and they were instantly associated with road safety.

6. Advertising is aimed only at children.

7. The national publicity campaign stimulates many stakeholders.

8. The national publicity campaign happens in isolation.

9. National publicity campaign stimulates complementary activity by police,
local authorities and voluntary and private sector cooperators.

10. Drugs and driving may be a growing problem.

. OTBeTbTE HA BONPOCHL.

. Why is road safety campaign monitored continuously?

. What does research of road safety campaign demonstrate?

. What kinds of research is used?

. For what purpose does quantitative and qualitative research used?

. What does quantitative research indicate?

. For what purpose has research with children and teens been conducted?
. What does the end line of ads show?

~NOoO O~ WNE N

35



8. What does qualitative research show?
9. What effect is the campaign effort having?
10. What does the campaign THINK! need to do?
11. Is the publicity campaign alone a panacea?
12. The campaign can change social attitudes to risk, can’t it?
13. Can publicity help to reduce the gap between the real and perceived risk of
a road accident?
14. Does national publicity campaign happen in isolation?
15. Whom does the campaign involve and stimulate?

8. CocTaBbTE BONPOCHI K TEKCTY, HMCHOJB3YS BONPOCHTEJIbHBIE CJIOBA
what, how, why, when.

9. BrIcKkaKuTe CBOE MHEHHE 10 MOBOY CJIETYIOIIHX BHICKA3BIBAHMIA.

1. The national publicity campaign does not happen in isolation.

2. Children are future of the country.

3. Everyone can contribute to making roads safer.

4. The road safety campaign is highly effective.

5. Quantitative and qualitative researches are used to measure the effect of
public activity.

10. IMepeckaknTe KPaTKO co/iepKAHUE TEKCTA.

CnucoK HCNOJIb30BAHHBIX HCTOYHHKOB

1. Cunseckas E.B., Teinkosea O.H., Yaanoeckas D.C. Y4eOHUK aHTIIMNUCKOTO s3bIKA IS
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