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ABSTRACT

Drunk driving is commonly recognized as an important factor affecting the
occurrence of traffic accidents. Most of studies for drunk driving preventive strategies
were mainly focused on the applications of enforcement and penalty. Little attention
has been placed on exploring the effect of policy promotion on reducing the drivers’
intensions of drunk driving. The aim of this study was conducted to explore the effect
of information consciousness on drunk driving behavioral intentions by employing the

theories of planned behavior and social marketing.

We started this study by developing a conceptual framework for the behavioral
intentions of drunk driving, and then formulated the relationship between six
developed constructs by Confirmatory Factor Analysis (CFA) and path analysis of
Linear Structural Relations (LISREL). A set of questionnaires was designed to collect
the relevant information about the adult drivers, who were randomly sampled from
the telephone directory of residents in Taipei city and had the experience of drinking,

in order to verify the developed model.

The study results showed the gender, age, marital status, as well as the amount
and frequency of drinking had significant effects on drunk-driving behavioral
intentions. Furthermore, the information consciousness, comprehension to regulations,
confidence to policy implementation, and risk perception for drunk driving were also
found to have significant effects on drunk-driving behavioral intentions. The
perceived behavior control for drunk driving was found to be the most important
factor affecting drivers’ drunk-driving behavioral intentions. However, the effects of
information consciousness on the risk perception and perceived behavior control for
drunk driving were not significant as expected. In sum, the effect of policy promotion
on reducing drivers’ drunk driving behavioral intentions in Taipei City has been

somewhat achieved.
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According to the study results, some suggestions are drawn in this study.
Different promotion strategies are suggested to apply to different market groups in
terms of gender, age, marital status, and drinking behaviors. Furthermore, the
marketing programs are supposed to be diversified and promoted through various
marketing channels like communities and the Internet. At last, an assessing, auditing,
and controlling mechanism for policy promotion should be established so as to

evaluate the performance regularly and revise marketing strategies if necessary.

Keywords drunk driving, social marketing, behavioral intention, Theory of planned

behavior
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