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A B S T R A C T

The paper presents a two-part study that discovered then targeted beliefs and attitudes towards seatbelt use in
young Arab men. The purpose of part one was to discover their safe driving beliefs, attitudes and behaviors as
well as their responses to safe driving campaigns to ascertain message elements that could incite reactance. Part
two targeted selected beliefs and attitudes in a message that was designed based on the results from part one to
both address relevant beliefs and attitudes as well as avoid reactance. One belief, that seatbelts are not necessary
in the back seat, and two attitudes, avoidance of wearing the seatbelt to prevent clothing from being wrinkled
and to avoid friends’ derision, were targeted.

Because the participants reported reactance to common safe driving campaigns, the options for the message
were quite limited. Using fear appeals, shocking content or depicting the consequences of accidents was deemed
likely to be ineffective, rather a novel approach was called for. Utilizing the collectivist and masculine nature of
the culture, the resulting message featured a group of young Arab men who are convinced by a personified
Seatbelt to wear their seatbelts after an adventure. The message succeeded in eliciting statistically reliable belief
and attitudinal change on all three dependent variables after one exposure, suggesting that tailored messages
that avoid triggering reactance and are culturally contextualized while aimed at specific beliefs and attitudes can
be persuasive. Although risk taking behavior can result from group pressure, our message used culturally specific
group pressure but depicted it as being against the risky behavior and positively reinforced the less risky be-
havior, demonstrating that such approaches can be effective. The film was not a typical safe driving message,
utilized social norms from the target audience and was carefully matched to their attitudes and beliefs while not
being an overtly persuasive. We argue that message campaigners can utilize both the method and results for
subsequent campaigns aimed at young Arab men.

1. Introduction

Citing the preventable nature of deaths from traffic accidents and
the unacceptably high number of causalities, the World Health
Organization recently issued an international call for action to combat
the needless loss of life and injuries (Nebehay, 2015). The costs, both
monetary and psychological, associated with the injuries and deaths
caused by motor vehicle collisions (MVCs) have motivated countless
campaigns designed to encourage drivers to engage in less dangerous
behaviors in many countries. Young men are the highest risk group for
driving accidents. The two-part study reported here investigated then
targeted the driving attitudes and behavioral intentions of young Arab
men to discover the information necessary for communication cam-
paigns to specifically tailor persuasive messages for this high-risk yet
understudied group in a bid to save lives and decrease the injuries that

result from MVCs. In part one, we investigated the driving beliefs, at-
titudes and behaviors of young Arab men using culturally con-
textualized focus groups (Dun et al., 2017). Guided by the results, in
part two we first created a novel message targeting their seatbelt beliefs
and attitudes that did not use message components that could poten-
tially cause message reactance. These components were discovered in
part one. We then evaluated the effects of the message on seatbelt be-
liefs and attitudes in the target population.

1.1. Motor vehicle collisions and young Arab men

Young people across the world are common victims of MVCs. In the
United States, MVCs are the leading cause of death for 5–34 year-olds
and males die at a rate that is two to three times higher than females do
in all ethnic groups (West and Naumann, 2011). In Turkey, young men

https://doi.org/10.1016/j.aap.2018.09.003
Received 7 March 2018; Received in revised form 15 July 2018; Accepted 4 September 2018

⁎ Corresponding author at: 1801 Maple Suite 5320, Evanston, IL 60201.
E-mail addresses: s-dun@northwestern.edu (S. Dun), AmalAli1.2018@u.northwestern.edu (A.Z. Ali).

Accident Analysis and Prevention 121 (2018) 185–193

0001-4575/ © 2018 Elsevier Ltd. All rights reserved.

T

http://www.sciencedirect.com/science/journal/00014575
https://www.elsevier.com/locate/aap
https://doi.org/10.1016/j.aap.2018.09.003
https://doi.org/10.1016/j.aap.2018.09.003
mailto:s-dun@northwestern.edu
mailto:AmalAli1.2018@u.northwestern.edu
https://doi.org/10.1016/j.aap.2018.09.003
http://crossmark.crossref.org/dialog/?doi=10.1016/j.aap.2018.09.003&domain=pdf


are significantly more involved in traffic violations and crashes than
older men (Alver et al., 2014). This may be at least partially because
young males perceive less risk in various driving scenarios than do
older males; a finding not repeated with female drivers (Trankle et al.,
1990). In a study comparing a developed European country to three
developing African countries on demographic and cultural predictors of
traffic accidents, only male gender was significantly related to in-
volvement in MVCs (Nordfjaern et al., 2012).

In a similar vein to the MVC situation in other locations, the traffic
accident rates in the State of Qatar, an Arabic country on the Persian
Gulf, are alarming and expected to rise dramatically in the next 10
years (Nehlawi, 2013 citing the Qatar Statistics Authority). The report
indicates that a 160% increase in MVCs has occurred in the last 10 years
as Qatar’s population has exploded—almost tripling in the past 10 years
(Trading Economics, 2018). The number of deaths caused by road ac-
cidents is high, 12.5 percent, which means that for every 8 deaths in
Qatar, one is from a traffic accident, a higher death rate than from
cancer (The Peninsula, 2013). Nehlawi (2013) estimates that the eco-
nomic impact alone is staggering; Qatar’s gross domestic product may
be affected by as much as 2.73 billion in United States dollars annually.
The situation is predicted to continue as the population boom in Qatar
will be even stronger with the buildup to the 2022 World Cup (Abou-
Amouna et al., 2014).

Young Arab men between the ages of 20–30 account for an over-
whelming majority of the deaths from MVCs in Qatar, with estimates
that 90% of fatalities are in this demographic group (Walker, 2015).
While no means the only cause of accidents, reckless driving among
youth is troubling. While any accidental death or injury is regrettable,
the loss of young lives can be particularly tragic because of the lost
potential of a life cut so short from a preventable cause. Reckless
driving by youth, typically males, is one of the most dangerous causes
of accidents on rural Qatari roads and the costs are considerable (Doha
News, 2012; Ministry of Interior Qatar, 2012). Heartbreaking stories of
young people dying from preventable accidents are common (Doha
News, 2013). Understanding why these young men persist in unsafe
driving practices is vital to enable communication campaigns to effec-
tively target their behaviors.

A number of safe driving campaigns distributed via mass media
have been attempted in Qatar in the last few years, but there are still
more accidents occurring, although there have been fewer fatalities at
some points, indicating that at least some progress has been made
(ElGhanem, 2012; Kovessy, 2015). There are likely a number of reasons
for the lack of effectiveness of the campaigns, not the least of which is
the campaigns are not clearly adapted to the local population. The
campaigns have primarily relied on fear appeals, depicting the after-
math of MVCs with images of burned and badly damaged cars and
grieving relatives. The Ministry of Interior in Qatar, the governmental
entity responsible for traffic and road safety, has recently adopted a
campaign entitled “One Second.” The product of a design team with
considerable experience with visual and graphic design, the campaign
messages have targeted child car seat restraint use and other split-
second decisions that could result in saving lives. During some of the
campaign there have been some decreases in MVCs, but during other
times an increase, indicating that the campaigns have overall not been
effective.

Arabs are an understudied demographic group, especially in the
social sciences. For example, a recent review of the literature on Arab
Americans found that most of the research focuses on media re-
presentations, history and cultural identity, the Arab-Israel conflict and
post 9/11 experiences (Semaan, 2014). Missing however is information
about other aspects of their lives. With our increasingly interconnected,
globalized world, studying historically underrepresented groups is im-
portant to add to our knowledge base to enable communication cam-
paigns to effectively target particular groups with tailored messages.

1.2. Seatbelt use and beliefs

While no longer an issue in many places, in some parts of the world
seatbelt use remains problematic, particularly among Arab drivers. For
example, while in the U.S. 85% of adults reported wearing seatbelts, in
the GCC and Egypt, it was found that the majority of drivers and front
seat passengers failed to use seatbelts (Chliaoutakis et al., 2000; Rohrer
et al., 2017; Strine et al., 2010) and their use is not widespread in Saudi
Arabia (Suhaibani, 2017). It is a truism that seatbelts save lives, as the
data strongly indicate their usage reduces injury severity and mortality
rates (Graham et al., 1997; Levitt, and Porter, 2001). Despite this,
drivers in the GCC indicated they do not wear them because of dis-
comfort, forgetting and the belief that wearing them is dangerous as it
could trap a person in the vehicle in an accident (Rohrer et al., 2017). In
Greece, seatbelt use has been observed to be low among young drivers
with only a few scenarios motivating them to wear seatbelts such as bad
weather conditions. Even so, high motivations (intentions) to wear
seatbelts do not necessarily lead to behavioral changes (Chliaoutakis
et al., 2000). A lack of seatbelt use is also correlated with fatalism
(Colon, 1992), a topic to which we now turn.

1.3. Fatalism

Fatalism is a belief that what happens to a person is not a result of
their own behaviors but rather is caused by an entity higher than them,
typically God, but non-religious people can nonetheless still have high
levels of fatalism (Shen and Conduit, 2012). Fatalists tend to have a low
perceived risk and not necessarily a belief in destiny (Byrd et al., 1999;
Kouabenan, 1998; Ngueutsa & Kouabenan, 2017; Şimşekoğlu et al.,
2013). On the other hand, fatalism can also be triggered due to low
perceived control over the risk (Kouabenan, 1998; Kouabenan and
Ngueutsa, 2016; McCool et al., 2009). While the concept has fallen out
of favor in many areas of the academic community, Solomon argues
that the idea of fate and perhaps fatalism, should not be discarded but
rather are important in understanding events beyond our control
(Solomon, 2003). Fatalistic beliefs linked to religious identity and be-
liefs are related to traffic safety attitudes and beliefs in Nigeria and
Pakistan (Dixey, 1999; Kayani et al., 2012). A high level of fatalism
presents a challenge to message campaigns because the message re-
cipients, who believe they do not have control over their own fate, may
reject the desired behavioral change. Justifications such as “it’s in God’s
hands” or “what happens will happen” may be used to rationalize
continuing on potentially self-destructive paths. Message campaigns
that do not address the specific fatalistic beliefs in the target audience
face possible message rejection (Shen and Conduit, 2012).

1.4. Sensation seeking

Sensation seeking is a personality trait in which the desire for ex-
citing and new experiences may result in risk taking (Zuckerman,
1979). It increases the resistance to a more negative attitude toward
reckless driving because it is rewarded by the psychological pleasure
derived from dangerous actions. Therefore, sensation-seeking often
causes risky driving behaviors such as committing violations and
driving under the influence (Rahemi et al., 2017; Gonzalez-Iglesias,
Gomez-Fraguela, & Luengo, 2014; Hatfield et al., 2014; Schwebel et al.,
2006; Scott-Parker et al., 2013; Wishart et al., 2017; Ulleberg, 2001;
Zuckerman, 1994). Many sensation seekers do not wear seatbelts
(Hatfield et al., 2014; Jonah et al., 2001). Sensation seeking increases
the resistance to a more negative attitude toward reckless driving be-
cause it is rewarded by the psychological pleasure derived from dan-
gerous actions. Even if the risk perception is high, risky driving beha-
vior still occurs (Hatfield et al., 2014). High sensation seeking is
particularly pronounced in younger populations and more so in males
than females (Constantinou et al., 2011; González-Iglesias et al., 2012;
Oppenheim et al., 2016; Ulleberg, 2002; Zuckerman, 1994). Men who

S. Dun, A.Z. Ali Accident Analysis and Prevention 121 (2018) 185–193

186



Download English Version:

https://daneshyari.com/en/article/11028823

Download Persian Version:

https://daneshyari.com/article/11028823

Daneshyari.com

https://daneshyari.com/en/article/11028823
https://daneshyari.com/article/11028823
https://daneshyari.com

