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IntroductionIntroduction

•• RACVRACV (Royal Automobile Club of Victoria) represents 1.9 million (Royal Automobile Club of Victoria) represents 1.9 million 

motoring members.motoring members.

• VicRoads manages the statemanages the state’’s arterial road network and its use.s arterial road network and its use.

• The Transport Accident Commission (TAC) is the Victorian 

Government’s transport third party injury insurance provider. 

• Robert Bosch (Australia) manufactures automotive products and 

industrial technology.
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Road safety in AustraliaRoad safety in Australia

� Australia is a leader amongst developed nations in road safety 

performance.

Source: The National Road Safety Strategy, 2001–2010, Australian Transport Council.
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ESC in AustraliaESC in Australia

� But there is a trend for the fitment rate of vehicle safety 

features in Australia to lag other nations.

� ESC identified early on by international researchers as 

a vital new vehicle safety technology.
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ESC in AustraliaESC in Australia

ESC fitment to new Victorian vehicles
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ESC fitment to new Victorian vehicles
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Working group formationWorking group formation

• Agreement by each partner of the need to address this 
problem 

• Joint approach was the optimum manner in which to 
maximise the credibility and authority of key messages
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Campaign aimsCampaign aims

The agreed aims of the campaign were to:

1. Create greater awareness of the safety benefits of 
buying cars fitted with ESC.

2. Stimulate market demand for ESC.
3. Lobby manufacturers to make ESC standard on all 

models.
4. Generate significant media coverage of the campaign.
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ActivitiesActivities

• “Grassroots” public awareness activities 
(Bosch simulator tour)

• Production and distribution of media material

• Integration of ESC into other advocacy programs
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ResultsResults

• Resulting television, radio and print media coverage 

• Benefit cost ratio for media activities calculated at 30:1

• Estimated one percent increase in rate of ESC 
adoption, at benefit cost ratio of 26:1

• Increase in the rate of ESC fitment to new model 
vehicles
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Future activities Future activities 

• Focus on new audiences (fleet managers, car dealers).
• Fleet manager demand has significant impact on new 

vehicle specifications.
• Dealers have unique influence over sales process –

point of sale.
• Objective to continue raising consumer demand and 

fitment rates.
• Ultimate aim is 100% fitment rate on new vehicles sold 

in Australia.


