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MEDIA CAMPAIGN REPORT
Campaign “Over the limit.”

Sao Paulo State, Brazil, October 2025

BACKGROUND AND CAMPAIGN DETAILS
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10 KM/H ACIMA DO LIMITE

A DIFERENCA ENTRE A VIDA E A TRAGEDIA

Road Safety

Vital
Strategies

On October 1, 2025, Detran-
SP, the traffic department of
Sao Paulo State, with

“Over the limit.” speeding
campaign. The campaign
video features an injured
motorcyclist in a wheelchair
who shares how a difference
of just 10 km/h in traffic can
change outcomes, drawing on
his own crash experience. He
encourages others to respect
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posted speed limits and avoid unnecessary risks. This marked the first campaign by Detran that was
informed by message testing and followed by a post-campaign evaluation. The campaign was
launched at a roundtable event at Detran’s office with press coverage. The campaign was aligned

with enforcement operations around the state.

Target audience: Young male (aged 20 to 29
years) motorcyclists from the state of Sao Paulo.
Campaign objectives: To raise risk perception
of speeding among drivers, motivate compliance
with speed limits and generate positive behavior
change in motorcyclists

Coordinated with enforcement operation:
Yes

Message tested: Yes

Press event: Yes

EVALUATION

Methodology

Budget: About US$1.7 million

Media channels: TV, radio, out-of-home spaces,
posters on bus doors and back-of-bus panels,
indoor spaces (auto repair shops, bars,
restaurants), social media (Facebook, Instagram
and TikTok), and digital media (programmatic ads
on news channels)

Duration: October 1-30, 2025

Materials available: Video PSA here; out-of-
home materials here

The campaign was evaluated through a quantitative intercept survey with 809 interviews conducted
with men and women aged 18 to 55 who ride 2-wheel, 4-wheel vehicles or both in the State of Séo
Paulo. Campaign-related questions were administered to both respondents previously exposed to
the PSA and those shown the PSA during the survey. Fieldwork was carried out by research
agency Multifocus, between November 15 and December 8, 2025. (See full report here).

Campaign Reach

About 17% of respondents recalled the campaign, with the highest recall observed among younger
audiences aged 18-29 (20%), compared to 13% among those aged 30-39 and 7% among

respondents aged 40-55.


https://www.vitalstrategies.org/resources/brazil-road-safety-over-the-limit/
https://vital.box.com/s/0q28qt12qmky294itg6n7lxtqd4522l6
https://vital.box.com/s/f634jggdy9j4qabqm3a0gt8m966len7t
https://www.vitalstrategies.org/resources/brazil-road-safety-over-the-limit/
https://vital.box.com/s/s9sm3cpcma3hc41xt55bwofavh5abxt3
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Media Invesment and Recall
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Social media and TV
were the most
frequently recalled
campaign sources
(Figure 1). Among
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social media
% channels, Instagram
Radio was the most recalled

platform (49%),
followed by YouTube
(25%) and Facebook
(20%). Social media
recall was highest

among respondents aged 18-29 (56%), compared with those aged 30-39 (45%) and 40-55 (35%).
In contrast, TV was recalled more often by older respondents (54%) than by those aged 30-55

(about 45%).

Response to the Campaign

Figure 2
Reactions to the Campaign

... made me understand the
consequences of speeding.

...made me feel concerned about
driving above the posted speed
limits.

...motivated me to follow the
posted (stipulated) speed limits.

Campaign Impact

Figure 3
Speeding Risk Perceptions

The faster the speed, the greater
the chance of a crash.

The risk of speeding is something
I am comfortable living with.
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The campaign messages were positively
understood and accepted by
respondents. Over 35% recalled the core
message of “respecting the speed limit”,
followed by “speeding kills” as the second
most frequently cited message. The
maijority of participants found the
campaign messages relevant to them
(91%), credible (95%), clear (98%), and
effective (91%). The campaign raised
awareness of consequences of speeding
and motivated respondents to follow the
speed limits (Figure 2).

Overall, more than 80% of respondents
agreed that speeding increases the
likelihood of crashes and the risk of
serious injury, with no significant
differences between campaign-aware and
unaware respondents. However, 26% of
unaware respondents reported being
comfortable with speeding, particularly
taxi and delivery motorcyclists. Over one-
third of respondents agreed that it was
acceptable to exceed the speed limit as
long as they felt in control of their vehicle.
Although perceptions of safety when
speeding were high overall, with nearly
four in 10 respondents reporting feeling

safe driving above the speed limit, this perception was less common among campaign-aware than
unaware respondents (Figure 3).



Figure 4
Awareness of Speed Limits and Self -
Reported Behaviors
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Nearly seven in 10 respondents
reported knowing the speed limit, with
higher self-reported awareness among
campaign-aware respondents
compared to those who were unaware.
About two-thirds of drivers reported
always following the speed limit in the
past two months, again more often
among those aware of the campaign.
While this greater reported adherence
did not translate into differences in self-
reported recent speeding behavior—
with similar proportions of campaign-
aware and unaware respondents
reporting never driving above the speed
limit in the past two months (Figure 4)—

the campaign did appear to prompt broader normative action, with over 80% of those who saw the
campaign reporting that they attempted to discourage speeding among others and more than 70%

reporting seeking additional information on road safety.

Figure 5
Social Norms and Public Discourse

People in my city think it's quite %
acceptable to drive above the - 42‘%:
speed limits. 44%

People important to me think it's 85%
important to follow the posted _ 8%%
speed limits. 82%
People often drive above the speed 7723‘://0
limit. 67% °
| discussed speeding with others in 29%

43%

Total H Unaware ® Aware

the last two months.

N=809

Other Findings

Vehicle Use

Most respondents perceived speeding
as common and socially acceptable in
their city. In contrast, when considering
people important to them, the vast
majority believed it was important to
respect speed limits, with no significant
differences by campaign awareness.
Campaign-aware respondents were
less likely to report that people often
drove above the speed limit and were
significantly more likely to report
discussing speeding with others (Figure
5). The campaign appeared to activate
both dialogue and action, with
substantially more campaign-aware
respondents reporting conversations
with family and friends (46% vs. 26%).

¢ Most respondents reported using their motorcycles primarily for commuting to work (69%).
Around 33% reported using motorcycles for delivery or taxi services, while about 22%
reported using them for recreational purposes and for household errands, including

transporting family members.

Speeding Experiences, Safety Strategies, and Driving Confidence
o Among respondents who admitted to occasionally driving at high speeds, being in a
hurry was the most mentioned situation (35%), but 29% could not specify or did not know a
clear reason for exceeding the limit. Overall, taxi/delivery service motorcyclists are the ones
who most often justify speeding due to being late or in a hurry. Those who transport family
members or are running household errands report differently: 28% consider speeding the



main cause of traffic crashes, followed by reckless driving (22%) and drinking and driving
(15%).

e To stay safe while driving, 47% said they use a helmet, 34% respect the speed limits and
24% pay attention to traffic and pedestrians.

¢ Although only 5% explicitly stated that they stay safe because they consider themselves
good drivers, nearly half (46%) rated their driving skills as better than average.

Enforcement Perception

e Every-second (52%) respondent perceived that there is constant or frequent speed
enforcement on the roads they travel, with more campaign aware than unaware noticing
enforcement on the roads in the last two months (57% vs. 51%).

e 46% consider it likely to receive a speeding ticket.

e The presence of traffic police on the streets at checkpoints or streets with radars makes
motorcyclists feel very safe, with campaign-aware respondents more likely than unaware
respondents to report feeling very safe under increased enforcement (66% vs. 58%).

Support for Government Road Safety Initiatives
e There is broad consensus that increasing speed limits in areas with many pedestrians is
inappropriate, with only 3% of the sample agreeing that limits should be increased.
e 74% said they fully or partially support public awareness campaigns on road safety, with the
highest support and acceptance among 2-wheel riders working in taxi/delivery services
(82%).

Media Consumption

e 36% said they watch TV every day or at least four times a week typically, with motorcyclists
that use the vehicle to transport family (50%), working with taxi/delivery service (43%) and
commuting to work (32%) being the highest among respondents. Globo was listed as the
most frequently watched TV channel (63%) followed by Record (51%) and SBT (39%).

e Approximately 77% said they use social media at least four times a week, with Instagram
(84%), Facebook (57%) and WhatsApp (40%) being the most-used social media among
respondents.

e Radio appears as a smaller media channel when compared to the others, with just 17%
reporting listening to it at least four times a week, with those driving both 2- and 4-wheel
vehicles reporting listening to radio more compared to purely 2-wheel drivers (18% vs 12%).
The mosted listed radio channels included Band FM (96.1) (19%), 105 FM (105.1) (14%)
and Radio Rock (89.1) (13%).

e Social media was most cost-effective channel generating the highest recall with the second
lowest investment. Radio and out-of-home media surpassed social media in investment but
had low recall rates.

Recommendations
1. Sustain campaigns in coordination with visible and publicized enforcement
¢ Enforcement and punishment are viewed as fair but unlikely: this highlights the need to
maintain and sequence campaigns alongside visible and publicized speed enforcement
operations to gradually shift attitudes, behaviors and norms around speeding and to increase
perceived likelihood of being penalized.
e Frame enforcement as a life-saving measure, not merely punishment, reinforce that speed
checks protect riders and their families.

2. Refine targeting and message framing for young, high-risk riders
e Prioritize young male riders (18-29), specifically delivery and taxi drivers, who are more
likely to speed due to time pressure, empty streets and delivery deadlines, and who display
higher confidence in their ability to “control the risk.”



Explicitly challenge overconfidence— “l am a good driver, I'm in control, it's safe to speed”
—or address optimism bias and social acceptance. Messages should emphasize that even
skilled riders cannot control what others do and following speed limits allows react to avoid
crashes.

3. Optimize media planning

Keep TV strong, sharpen digital, reconsider OOH.

Keep TV as a strong pilar of the media plan, but not the primary one, since the target
audience is mostly online.

Prioritize digital platforms with proven recall (Instagram and YouTube) and explore native
formats in line with TV and other video styles (short videos, stories, reels) with clear, early
calls to action.

Considering that Instagram was the most recalled social media platform among younger
respondents (49% overall and 62% within the younger group), collaborating with carefully
selected digital influencers could further strengthen message delivery (not necessarily
people who talk about motorcycles, but people who target the 20-29 age group). This
strategy could help enhance identification, message relevance and potential impact on
behavior.

Review out-of-home/digital-out-of-home investment for motorcycle-focused campaigns,
using them more strategically in high-risk corridors and points with a concentration of riders.
Its presence can reinforce the message at moments of actual risk.

Use language appropriate for each platform where the material is disseminated. Especially
for TikTok, greater reach could be achieved by adapting materials to the format of that social
network.

4. Strengthen narrative strategy and emotional resonance

The campaign successfully achieved the goal of raising awareness and increasing
understanding of the risks associated with speeding. However, the evidence suggests that
awareness alone was not sufficient to drive behavior change. When targeting young male
motorcyclists, messages should go beyond information and directly challenge
overconfidence in riding skills, highlighting the contrast between individual experience and
the unpredictability of traffic environments.

Integrate core messages that address the main reason for speeding, such as “being late,”
with simple, memorable lines (e.g., “better late than dead”) adapted to the Sdo Paulo State
context.

Leverage family and close relationships as key motivators, particularly for a young audience
that, while often without children, still values the expectations of parents, partners and peers.
Conversations about speeding happen more within families than in professional
environments: employers and professional peers are not commonly involved—even among
professional clusters such as delivery riders. This suggests a need for activation through
professional channels and workplace networks.

5. Address social norms and make speeding socially unacceptable

“No particular situation” was a common response when asked for an explanation for
speeding. This may indicate that speeding is normalized or perceived as “just how
riding/driving is,” reflecting permissive social norms. A formative study could help unpack the
real motivations behind this behavior.

Use communication to shift norms, highlighting that many riders disapprove of speeding,
even if they perceive it as common. This can reduce the sense that “everyone speeds” and
make unsafe behavior less socially acceptable.

Engage relatable peers, community figures and influencers to model safe riding, reinforcing
collective responsibility and respect on the roads.



6. Integrate insights into ongoing road safety strategies
e Combine crash data, behavioral observations and social-behavioral research to refine
campaign objectives, segment priorities and message angles over time.
e Systematically monitor media habits and recall across offline and digital channels to
continuously optimize cost-effective media mixes for the state’s motorcyclists.



