
Drug-Impaired Driving Prevention



The challenge

Creating doubt in the long-standing claim that 

marijuana doesn’t affect your ability to drive 

safely when there’s a lack of supporting 

evidence.



INSIGHTS



Our target

Young Independents are navigating life with newfound independence. 

They take a student approach to all aspects of life, constantly fact-

checking and researching information they encounter online.

Maturing Millennials are college grads who have begun settling into 

their careers and young families. They enjoy experiences like 

concerts and festivals in addition to putting in time with the family.

College students, seeking 

career passion

Gaining independence for 

the first time

Value education and 

constantly seeking 

knowledge

College grads, settling into 

careers
Starting families

Sociable and play the 

teacher role in their friend 

groups

YOUNG INDEPENDENTS
(18-25)

MATURING MILLENNIALS
(26-34)



How our target consumes marijuana

Social Stimulant: YI’s often consume 

marijuana as a stimulus in social 

situations. In group settings it can help 

relieve anxieties and encourage 

socializing.

Wellness Aid: Many YI’s and MM’s see 

marijuana as an aid in the improvement 

of their overall wellness (e.g. anxiety, 

stress, anger) and abilities (e.g. driving, 

focus, parenting).

Relaxation: MM’s prefer to consume 

marijuana as a relaxation aid. Marijuana 

is often vital to winding down after a long

day or to make relaxation more 

enjoyable.



CONSUMER

“I wouldn’t risk driving drunk 
but driving high isn’t nearly 
as bad.”

Our target has taken many measured risks to achieve 

their current standing. While not risk-averse, they are 

reluctant to engage in unnecessarily risky behavior. But, 

due to a lack of scientific evidence, they do not view 

driving while high as a risky behavior.



Driving insight

Insight

Users will curb behaviors they perceive as “not worth the 

risk”, but currently they don’t perceive any risk with 

driving high.

Opportunity 

They care about their social image and how others 

perceive them. They want to be seen as someone who 

is responsible and has their life together.



The Brief



The platform

Objective Create doubt in the claim that marijuana doesn’t affect your ability to drive safely in order     

to get marijuana users to think twice before getting behind the wheel while high.

Target Males (18-34) who have a driver’s license and consume marijuana

Opportunity They care about their social image and how others perceive them. They want to be seen

as someone who is responsible and has their life together.

Guiding Insight Our target audience will curb behaviors they perceive as “not worth the risk” but currently

driving high is not in this category.  They recognize they may feel differently while high

but do not connect this to driving risk. 

But, their risk/benefit analysis is incomplete since they don’t have all the information. 

Main Message You know you feel differently when you’re high. You can’t be sure of the impact 

marijuana has on your driving. Is it worth the risk?

Assignment Digital Video



Executional Considerations + Mandatories

• All work must include the tagline: If you feel different, you drive different. 

• Do not condone marijuana usage. While we don’t want to vilify it and can acknowledge use, we should be careful 

not to endorse marijuana usage.

• Don’t need to depict the effect of marijuana on someone in the creative, but if you choose to, recommend focusing 

on divided attention – the brain’s ability to focus on more than one thing at a time – and/or focus. 

• Make sure that scenarios tie to driving quickly so advertising doesn’t read as anti-marijuana, but rather, anti-

marijuana-impaired driving. 

• OK to depict smoke exhalation, but no paraphernalia. 



Additional Audience and Issue Insights



“Don’t try to (show) what you think 

stoners are like. Don’t dress the actors 

like stoners: No Bob Marley dreads.

We wear normal shorts and t-shirts.”

– Male 18-25; DC

Must feel authentic and 

establish credibility

to gain their trust.
Avoid all stereotypes.



“In this climate, the scare tactics would 

work, say 20-30 years ago, now it’s 

more about relating than scaring people 

to bridge that gap between the people 

who do versus those who don’t use.”

– Male 26-34; Sacramento

Must feel realistic and 

relatable - over-exaggeration 

and scare tactics won’t work.



“I think you are responsible and know

what you are doing, then it’s not a big 

deal. I would never get in a car with 

someone who just drank 3 beers, but if 

we just smoked right now I would get in 

the car with you. I know what being high 

is like and what being drunk is like.”

- Male 26-34; DC

Don’t associate driving high

with driving drunk.

They don’t see it as the 

same thing.



“Your reputation is at risk. With a DUI, it 

changes everything. You take a look at 

people who have DUI for alcohol, they 

lose their job, destroys their family.”

- Male 26-34; DC

They hold their reputation in 

high regard.


