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2009 AASHTO NTPAW Skills Awards 
Entry Form

(Entry form may not exceed two pages.)

ENTRY INFORMATION 

	Division No.
	3 (Advertising)

	Category No.
	3c (Radio Commercial or PSA without consultant)

	Title of Entry
	“Debbie’s Story”


CONTACT INFORMATION

	Entrant/Organization Name
	Delaware Department of Transportation

	Contact Name
	Gary Laing

	Title
	Community Relations Officer

	Street Address
	800 Bay Road

	City
	Dover

	State
	DE

	ZIP/Postal Code
	19901

	Phone
	302-760-2523

	E-mail
	gary.laing@state.de.us


ENTRY PROFILE

1) Situation, goals and objectives of public relations activity:
The Traffic Division of the Delaware Department of Transportation (DelDOT) is responsible for conducting the annual Work Zone Safety campaign.  While the 2008 campaign was clever and noticeable, it was lighthearted in tone.  
In 2009, the tone was made somber, but we wanted the campaign to be just as noticeable.  We looked back at a 2006 incident in which one DelDOT worker was critically injured and another was killed.  
The most memorable messages are the ones that touch the heart of the listener, and this commercial was successful in doing so.  
The goal was to make drivers think of their actions, especially when in established work zones or in the vicinity of DelDOT road crews that may be cleaning, mowing, or even assisting stranded motorists.  We wanted to remind people just how quickly a life can be ended by a random act of carelessness, and we wanted to do so in a manner than made sure the message had impact and would stay with them.
The commercial was created entirely in-house.  The announcer is from the DelDOT Office of Public Relations, and he did the production using equipment in a studio in the department’s main administration building.  The worker injured in the 2006 incident was interviewed and portions of that interview were used to create a :60-second and :30-second commercial that ran as part of the campaign.  The commercials and entire interview were also posted on the DelDOT web site.

No one’s story was more poignant than that of Debbie Nelson, the widow of Phil Nelson.  She was also interviewed and her remarks in the ad were not scripted.  The :60-second and :30-second ads created with excerpts from that interview were also posted, along with the entire interview, on the DelDOT web site.

We have submitted the :60-second ad with Debbie Nelson because we feel it successfully captures what we wanted to convey.  
2) Target audience:
The target audience was all drivers in Delaware.  Anyone who gets behind the wheel of any motor vehicle had to be made aware of the importance of the message.
3) Measurable results:
Unfortunately, the results cannot be quantified.  It is impossible to put a measurement on the number of lives not lost because of the message.  We could, however, realize the impact of the commercial and how effective it was at reaching people by the statements made to us.  DelDOT received more actual comments from people who heard this commercial than we received on any previous ad campaign.

The most telling response, however, came within days of the start of the ad airing on local radio stations.  A woman asked is we had a set schedule of when the commercials would run on the radio station to which she was listening.

She was listening to the radio at her desk at work, and wanted to be able to change the station because “Debbie’s Story” always made her cry.

While the goal of an ad should not be to make the listener avoid hearing the message, we knew we had hit home.  It was a message designed to make people uncomfortable, and in doing so, make a lasting impression on them that would translate into safer driving habits.
