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CLICK & CLACK’S AS THE WRENCH TURNS

National Outreach Campaign Fact Sheet

While the fictional Click and Clack seek out increasingly creative ways to goof off in their new PBS series, CLICK & CLACK’S AS THE WRENCH TURNS, the show’s National Outreach Campaign reflects the brothers’ real-life concerns about distracted driving. In conjunction with the series, executive producer Howard K. Grossman has developed an innovative partnership with the American Association of Motor Vehicle Administrators (AAMVA), whose membership includes all state motor vehicle agencies (DMVs) in the United States and Canada. In their role as a strategic content partner to the series’ national outreach campaign, AAMVA will collaborate with CLICK & CLACK’S AS THE WRENCH TURNS to facilitate the communication of safety messages, regarding such issues as distracted driving, seat belt safety and teen driving, to the driving public as they interact with AAMVA members and state and provincial motor vehicle agencies.

Campaign Overview and Goals

· Motivate public television stations to generate supercharged ideas for local station outreach. A “Menu of Opportunities” outlining different types of events and activities for various drivers, including parents, teens and seniors, will be provided.

· Plug stations into their local DMV offices to spark shared activities to promote road safety and CLICK & CLACK’S AS THE WRENCH TURNS. 
· Fuel local activities and engage audiences through the use of a distracted driving quiz and fact sheet booklet and a station outreach toolkit with a variety of creative handouts developed through the outreach campaign. 

Target Audience

· Car owners and drivers driven to distraction who need to wake up; 
· New drivers, such as teens who don’t know what the heck they are doing; 
· Car affinity groups with a penchant for humor; and
· Public television outreach professionals seeking excitement through a fun new animated sitcom. 
Core Campaign Themes 

The National Outreach Campaign is using distracted driving as the umbrella campaign theme. Teen driving and seat belt safety information will integrate distracted driving concepts to create a focused campaign. 

· Distracted driving  

The task of driving requires full attention and focus. Driver inattention is the leading factor in most crashes and near-crashes, according to a landmark research report released by the National Highway Traffic Safety Administration (NHTSA) and the Virginia Tech Transportation Institute (VTTI). Nearly 80 percent of crashes and 65 percent of near-crashes involved some form of driver inattention within three seconds before the event. Primary causes of driver inattention are distracting activities, such as cell phone use, and drowsiness. (Source: NHTSA 2006)
· Teen driving

Motor vehicle crashes are the leading cause of death for 15- to 20-year olds (National Center for Health Statistics). Teen drivers are at risk because they are inexperienced. Keeping them safe is a matter of giving them time, and the right conditions, to gain the experience they need to be good drivers.  

· Seat belt safety

“Click & Clack it” or “ticket.” Seat belt use nationwide was 81 percent in 2006, as measured by NHTSA’s National Occupant Protection Use Survey. If everyone consistently wore a seat belt, more than 5,000 American deaths could be prevented each year.
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