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Tﬁe purpose of this independent study entitled “The Development of Animation for
Anti - drunk Dr%ving Campaign” is to study the methodology in developing 3D animation and to
aware danger of drunk driving. The study primarily found that men aged from 15 to 24 have the
highest risk to ca’uSg'car accident occurring from drunk driving behavior, therefore they become core
target of this st'ud).l. In term of media channel consuming behavior, the target today spends more time
browsing through the Internet than traditional media channel.

The researcher has studied how Don't Drive Drunk Foundation chose media channels for
its anti-drunk driving campaign and analyzed 15 examples of anti-drunk driving animation that were
bfoddéastiﬁé.yia Youtube by using metrix in order to use as the guideline to develop animation under
-the séme- éon:cépt. The researcher finally developed a campaign entitled “Drunk-Drive-Dead”. It’s
broadéaéting via http//:365ddd.hiS.com online social network and http://www.youtube.com/365ddd.

T h’e.;t researcher also widens awareness by spreading the campaign through e-mail, which was
: r'eéb'gr;izéqvasi'v'i(al marketing.

| The researcher has surveyed feedback of the campaign with 100 respondents, mainly men
aged between 15 and 25 and follow by men aged between 21 and 25. The respondents found that
animation is good fnedia altemétive to spread awareness of the campaign as the media can clearly
show danger of driving while being drunk. The viewers also concern innovative content rather than
animation techn'iiql.;xzé; The researcher expected this study would further be the guideline for others to

develop anti—'druﬁk driving animation in the future,





