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Abstract

Traffic signs, road markers, laws, and regulations about traffic are implemented in order to create order for traffic conditions. But collisions are still happening everywhere in Indonesia and as a result, there are a lot of accidents and traffic jams. Therefore, signs and traffic and road markers may be seen as one of the vehicles of communication that terms part of a social campaign in traffic discipline. They will be applied in parts of Indonesia, for all road users without exception and continuously. One of the solutions to control the number of accidents and traffic jams is by applying Alert Communication. ‘Alert Communication’ is a form of communication by somebody or institution in order to remind someone else/society or member of an institution to be careful or not to do something prohibited or suggested which can break the regulation or law and to avoid an unexpected certain accident as the impact of collision or caution. This article is intended to put forward the theory of alert communication and also how to apply it in order to support the social marketing campaign for traffic orderliness in Indonesia. Social marketing is addressed to persuade target market to switch or change their behaviour.
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Background

The primary function of roads is for travelling from one place to another. But in Indonesia roads have many other functions including trading, parking, having fun, socialising, conducting protests, and even becoming a playground. According to Forbes.com (Malone, 2006), Jakarta is one of the most congested cities in developing countries such as Asia, Africa, and Latin America, together with Cairo (Egypt), Lagos (Nigeria), Macau, Seoul (Korea), Dhaka (Bangladesh), Buenos Aires (Argentina), Kaohsiung (Taiwan),  and Santo Domingo (the Dominican Republic). 

Congestion is caused by a land traffic system that is unable to work properly. One of the elements which can control traffic to control congestion is traffic markers and signs. Yet, in Indonesia they are mostly ignored by road users. Traffic markers and signs are made to represent of traffic rules and regulations to control road-usage. Congestion should be managed for some expected positive impacts such as for reducing the needs of people to make a trip, reducing the length of a trip,  promoting non-motorised transport, promoting public transport, promoting carpooling, shifting peak-hour travel, shifting travel from congested locations, and reducing traffic delays (OECD, 1994: 10).

In Indonesia, collisions happen everywhere, not only in big cities, but also in residential area. As a result, there are a lot of accidents and congestion. Traffic markers and signs are a communication channel which are made by DLLAJR (Dinas Lalu Lintas dan Angkutan Jalan Raya or Transport Bureau), to send messages in the form of prohibition, suggestion, and caution to all road users. Therefore, traffic markers and signs must be seen as one medium of communication, which is part of a widespread social campaign in traffic discipline.

If the traffic signs malfunction, there should be an innovation to make them more powerful. The idea is to use ‘Alert Communication’ on traffic sign boards. This study is intended to put forward the definition of ‘Alert communication’ and also how to apply it to support the social marketing campaign for traffic orderliness in Indonesia.

Social Marketing 

Being involved in social behavioural change is not easy whereas people have felt comfort and thought that what they do is not disturbing other people. In addition, what they do is related to their rights and is not a breach of their liabilities. The concept of social marketing offers a solution to reduce that gap. “Social marketing is the use of marketing principles and technique to influence audience to voluntarily accept target, reject, modify or abandon  behaviour for the benefit of individuals, groups or society as a whole ” (Kotler, Roberto, and Lee, 2003: 5 ). Beginning with a revamp of individual behaviour, social marketing then affects the group and is expected next to affect community and society. In practice, social marketing precisely applies the principle of the marketing, but in its purpose, social marketing focuses on behavioural change of the audience's target.  

Research Objective

The first objective of this study is to apply alert communication theory in traffic communications. The second objective is to promote social marketing approach for traffic orderliness campaign.
Traffic in Indonesia

1. Land transport system in Indonesia
The land transport system is managed by the Transport Bureau which also directs air, sea, lake, and river transport. Regarding the land transport system, here are some elements that impact on each other: traffic rules and regulations, public transport, destination patterns, road users, behaviour of road users, travel patterns of users, level of needs to travel, frequency of travel, traffic police department, traffic lights, traffic markers and signs, roads, condition of roads, amount of vehicles, Type of vehicles, condition of vehicles, ownership of vehicles, natural disasters, such as floods and accidents. 
2. Identification of people’s behaviour in using roads
Some people use roads for transporting themselves from one place to another while some others take some benefits from roads for their lives. Here are the three groups of people who depend on roads for any reason and their behaviours which show indiscipline.

A. Motorists, consist of: drivers of public transport, drivers of private cars, and motorcyclists. The indiscipline behaviour of public transport drivers are ignoring traffic markers, signs, and lights, ignoring shelter function, anti-queuing, over loaded passengers, riding over speed limit, and bribing traffic police officers when they got caught breaking traffic signs or doing any mistakes. Meanwhile, the behaviour of private car drivers are included ignoring traffic markers, sign, and lights, anti-queuing, not using seatbelt, and bribing traffic police officers. Moreover, motor bike users behaviour are ignoring traffic markers, sign, and lights, not queuing, not using a helmet, using footpath as road, using pedestrian bridges as road, against traffic flow, over speed limit, and  bribing traffic police officers. Furthermore, there are passengers of them who are supporting drivers’ action.
B. Opportunists, consist of street vendors who are trading on road, on bus, at traffic lights, street musicians who are working on road, on bus, at traffic lights, street donation volunteers who are operating on road, on bus, at traffic lights, beggars who are working on road, on bus, at traffic lights, extortionist (persons who ask money from public transport drivers daily), operating on road, bribing traffic police officers, and parking officers who are ignoring ‘No Parking’ signs, occupying road, and bribing traffic police officers. 
C. Controllers, consist of city security officers who are inconsistent, indistinctive, and receiving bribe money. In addition, there are traffic police officers who are also inconsistent, indistinctive, playing god, and corruption. 
The road is addressed to facilitate travel from one place to another and its practice is controlled by traffic police officers. 

Alert Communication Theory 
1. 
Background

The International Organization for Standardization (ISO) has stated that three basic background shapes can be used for traffic sign boards such as circles to indicate prohibition, triangles for warnings, and squares for displaying information (Parker, 1987: 7). According to Parker, traffic signs are a part of graphic communication that represents an object or idea. Traffic sign graphics are divided into two types, phonograms and logograms. Phonograms are related to letter symbols which are used as spoken sounds such as ‘S’ for Stop or ‘P’ for Parking, meanwhile logograms show image-related, concept-related and arbitrary signs, for instance, $ for Dollar. 

Standardising traffic signs globally is an important matter since these kinds nonverbal communication are applied to everyone, locals or even foreigners. Yet, the local Transport Office frequently issued uncommon symbols typically which related to certain places only. Susan Chrysler (Silver, 2009) claims that 40-90 % of people cannot figure the traffic signs out.  Moreover, traffic signs should be shown in familiar images to attain the objective effectively (Ruesh and Kees, 1979: 122).

Traffic signs are made and planted along the sidewalks to create orderliness in the collective behaviour of road users during travelling. They beneficially can control social situations (Ruesh and Kees, 1970: 118). In some places they work properly, but in some other places they have been shown to be useless. 

2. Communication Process Mediated through Traffic Sign Boards 

Adopting the classical communication model created by Westley and MacLean in 1957 (Fiske, 2002: 34), the communication model between Transport Bureau (A) and road users occurred in distinctive way. On the illustration below, there are two main target audiences, Traffic Police Officers (B) who manage and control the flow of traffic and who also acts as opinion leaders for road users (C). Traffic Police Officers and road users directly exchange feedback. X1, X2, and X3 are messages that produced by Government, related to traffic rules and regulations, meanwhile Y1, Y2, and Y3 are encoded messages based on the rules and regulations which are represented by the signs on traffic board. 
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3. Understanding Alert Communication Theory

Alert communication is a form of communication done by someone or an institution or company to remind somebody, society, members or customers to do something suggested or to be careful or not to do something prohibited. Ignoring the alert can break rules or regulations so that it causes unexpected risks as the impact of collision or caution.

Alert communication can be found all around us, such as producers to consumers to be careful in using their products. Cautions are generally attached on the label of the product. For example caution on the label of cigarette package: “Cigarettes can cause the heart attack, impotency, and trouble of pregnancy and fetus”. Other examples are a person to others, for example: “Beware of dog”, “Don’t park in front of the door” and a company or an organization to society or even to its employees: “Use the safety belt”, “Public access beyond this point is strictly prohibited”, and “Do not cross the train tracks while lights are flashing or alarm sounding”. Alert Communication is suggestive, tends to enforce an issue (i.e. uses the imperative mood), and in some cases the messages is very strictly enforced. Thereby, alert communication has functions to remind, to send caution, threaten, enable social engineering, control social actions, and prevent to certain action considered breaking the law or regulation.

Alert communication on traffic signs indicatively could shape collective behaviour or even social movements gradually at three levels: alternative, reformative, and revolutionary. According to Aberle (1966, in Locher, 2002: 235-238), alternative social movement is an act to create change the perception, attitude, and behaviour of society in certain place. For the next level, people’s attitude and behaviour can be slightly adjusted to the reformative social movement, where governments rearrange many aspects for the benefit of society, including policies, rules, and regulations in the transport system. The last stage is a revolutionary social movement that totally demolished the existing system and switch to a new one.

4. Alert Communication on Traffic Sign Boards

The existing traffic signs are completely alert communications. But when they are inadequate to create order in society, it might require improvement. The idea is quite simple; by adding information about the fines and other punishments applied, related to the risks of ignoring them. In Singapore, this model has been applied, but not in Indonesia. 

For instance, section 287 sentence (1) letter d traffic and transportation law no. 22 in 2009, mentions: “Whoever breaks the rule concerning signs and road marker, tools for traffic signal as referred to in Section 106 sentence (4) letter a, is punished at least 2 (two) months or highest fine Rp 500,000 (five hundred thousand rupiah).”
It means that on the sign boards, ‘2 months in jailed’ and ‘Rp 500,000’ should be shown. This information is to acknowledge, recall, and remind road users and to remove old behaviour in travelling. But, there is a pessimistic on the realization regarding the uncertain amount of the fine mentioned. Words of ‘at least’ and ‘highest’ are potentially negotiable.  In addition, this alert ideally is followed by the act of the traffic police officers to apprehend the rule breakers. Besides, there might be an obstacle in catching them. But by picking them randomly, it would solve the problem. Testimony of the caught rule breakers, media exposition, and word of mouth, may also effectively work. Moreover, stages of social movements can be considered to create anti-bribery behaviour on the road and beyond.



Social Marketing for Traffic Orderliness Campaign

It is necessary to understand what activities have been done or planned by city government and Transport Bureau to manage city traffic and its congestion, especially in Greater Jakarta, capital of Indonesia. Some moves have been conducted, related to public transport, for instance, providing better infrastructures such as road construction, extending, broadening, and tunnelling, included building fly over. For public transport, the capital city has an integrated public bus system Trans Jakarta, which was inspired by successfully bus network system in Bogota, Columbia. It connects merely all part of the metropolitan. It is completed by providing a feeder bus system to travel people from rural and sub-urban. Other promising project is a mass rapid train that is in construction, following the delayed monorail project. Also there is a new program to run to control the public transport operational daily. The Transport Bureau promotes an exchange operational time of public transport vehicles that are owned by personals or companies turn into 2 shifts. All vehicles that are operated in at morning to noon shift are prohibited to be run at noon to evening shift.  Certainly, it has invited complaints from the drivers and owners. They do not have enough time to collect some hire fees and for themselves. 

Meanwhile, here are some actions have been conducted by City Government, especially Jakarta, to control private vehicles users. First, requiring 3 in 1 program in Central Business Districts, Monday to Friday, 7.00 -10.00 and 16.30 – 19.00. It works to reduce congestion in busy times in those areas, but it seems to just remove the congestion to the other areas around. Besides, some drivers frequently find a way to enter the prohibited districts by hiring ‘jockeys’ (persons who offer services to gain money) to increase the number of passengers in their cars.  Other case, for the caught breakers again, there is always a solution to solve the problem, by bribing the traffic police officers. In addition, there is a free car day program, required on every third Sunday on certain streets. The main objective is mostly to reduce air pollution. But it is also to control people’s dependency on cars. The side effect is that it just removes the congestion to other parts of the city instead of keeping people away from their vehicles. Since there was an assumption that students contribute to traffic congestion, then the City Government changed the students study time and city government service to commence earlier become 07.00 AM to avoid colliding with other road users. But congestion commences earlier as a result. Further, an option has been implemented to provide a dedicated lane for motorbikes. Yet it does not work well because the motorbike riders keep using other part of road. The last is applying odd and even plate numbers for each different day to enter certain busy streets. This policy is not used yet due to disagreement among the government, legislatives, opinion leaders, and societies. 


A step by step approach and of the social movement stages are needed to cope with the traffic problems to replace the existing road user behaviours. This is an example to address the campaign which targets the motorcyclists. 

1. Background 

According to Mesra Eza, leader of Indonesian Transport City Society Forum (Taufiq, 2008), in Indonesia, 72% of motorists are motorcyclists. Susilo (2008) identified backgrounds why people buy motorcycles instead of other vehicles; first, there are inadequate mass public transports so that people want to have their own vehicles. Besides, riding motorcycles make them more flexible to occupy narrow space whilst in bad traffics.  Other reason is an easiness to have a new unit, considering these people are from low income society. It is mere paying Rp 500,000 (USD 50) for first instalment. According to Indonesian Motorcycles Industry Association, 80% of customers chose this scheme for payment. Moreover, there is no regulation to control amount of production. In 2008, the association produced 6,264,265 units and only 64,968 units which are exported. Majority of them are used in the inner country. 
2. Problem Statement

How to switch behaviour of motorcyclists to obey traffic markers and signs?

3. Objective

To promote traffic orderliness campaign among motorbike riders by applying alert communication in a social marketing campaign.

A. 
Campaign objectives are divided into three, i.e. behaviour objective, knowledge objective, and belief objective (Kotler, Roberto, & Lee: 2002, 142).  Behaviour objective is to obey traffic markers and signs, queuing on road, keep in your lane, word of mouth of the campaign, do not give bribe money to traffic police officers, do not trade on road, do not give charity on road, and use road only for transportation. Meanwhile, knowledge objective is to obey traffic marks and signs, for example, at every first day of the month. Or, disobeying traffic markers and signs would drag people into jail or earn them a serious fine. The last is belief objective. For example, safe time on road, faster arrival at destination or congestion invites air pollution, crime, stress, and waste time.

B. Campaign goal: Traffic orderliness at every first day of the month during year 201X.

4. Target Audiences

A. Primary targets: Motorcyclists.

B. Secondary targets are passengers of motorcycles, producers of motorcycles, association of motorcycle manufacturers, and motorcyclist clubs. Many employees are usually members of motorcycle clubs. It might be one of the best environments to spread the news and influence every one of them to be involved in the program. Besides, there is a kind of ‘brotherhood’ and pride inside the clubs. 
5. Barrier factors. 
Barrier factors consist of behavioural factors and economic factors. Firstly is a behavioural factor. People are not used to queuing and taking a short way to avoid road problems. They complain about what happened on the road but have no willingness to adopt orderliness. Besides, they say that orderliness is only in military society not in civil society. Secondly is an economic factor. Ownership of motorcycles is predicted to grow year by year. For the lower social classes, motorcycles are the best option instead of buying cars. At only USD 30 to 50 monthly, someone deserves to get a unit. Additionally, the maintenance and operational cost are low. The last is rule and regulation factor. Rules and regulations are not clear and become blurrier and blurrier. The sentences are multi-exegesis. Traffic police officers are the ones who should distinguish the traffic signs for example, and should be consistent in taking action.
6. Segmentation, Targeting, and Positioning

A. Segmentation

Segmentation for the traffic orderliness campaign can be sorted by category as mentioned below:

1) Time. For instance: every Monday, every Weekend (Saturday, Sunday, or both), once in a month.
2) Vehicle ownership. For instance: City Government, Public Transport Company, corporation, individual.
3) Demographic. For instance: employee, college students, students 
4) Geographic. For instance: Central Business District, residential, street.
5) Type of users. For instance: Drivers of public transport, passengers of public transport, drivers of private cars, passengers of private cars, motorcyclists, traffic police officers, street vendors, street musicians, street donation volunteers, beggars, parking officers, city security officers. 

6) Type of vehicles. For instance: trucks, buses, minibuses, cars, traditional vehicles. 

7) Pattern of Travelling. For instance: From inner city 
to inner city, from inner city to sub-urban, from inner city to rural, from sub-urban  to sub-urban, from sub-urban to inner city, from sub-urban to rural, from rural to rural, from rural to inner city, from rural to sub-urban. 
B. Targeting

There are two options to state targeting for the traffic orderliness campaign, either sorted by the subjects, persons who involve, such as drivers, owners, producers, and traffic police officers or the objects, vehicles or persons who depend on the subjects. All of them are related to land road system. 

	Target
	Public Transport
	Private Public Transport
	Cars
	Motorcycle
	Tricycle
	Street Vendor/

Street Musician/ 

Street Donation Volunteer/ Parking Operator/ Beggar

	Drivers/Riders
	V
	V
	V
	V
	V
	V

	Owners
	V
	V
	V
	V
	V
	-

	Passengers
	V
	V
	V
	V
	V
	V

	Producers
	V
	V
	V
	V
	-
	-

	Traffic police officers
	V
	V
	V
	V
	V
	V

	Transport Office
	V
	V
	V
	V
	V
	-

	City government
	V
	V
	V
	V
	V
	V

	State legislators
	V
	V
	V
	V
	V
	-

	City legislators
	V
	V
	V
	V
	V
	V

	City security guards
	
	
	
	
	
	V


C. Positioning

Here are some positioning statements to be discussed regarding the traffic orderliness campaign.

1) The Road Revolution. This positioning would attract young people who want to be a hero for their country, to show their existence and power. Also it’s intriguing for adults who dream about change.

2) Safe on road, fast on arrival. Probably this positioning is right for daily travellers like employees and college students. 

3) Traffic orderliness is easy. Obey signs. It is pointed to all users, encouraging them to join the campaign. 

4) Fine or Jail. There are only two options for rule breakers: either pay the fine or get jailed. The law must be strict and it takes consequence. Traffic police officers should be more consistent and not be picky. 

5) Poor people should obey traffic regulations or face jail. 

7. Sponsorship
This campaign can be sponsored by government, city governments, non-profit organizations, producers of motorcycles, and association of motorcycle manufacturers. Companies can conduct philanthropy in the name of some certain reasons to attain, for example: corporate responsibility, corporate social performance, corporate community relationship, customer relationship or corporate reputation. There are seven members of Indonesian Motorcycles Industry Association, i.e. Honda, Kanjen, Kawasaki, Kymco, Piaggio, Suzuki, and Yamaha. 
8. Social Marketing Mix 

A. Target population are motorcyclists. It consists of employees, college students, and motorcycle taxi riders. To consider the scope of the area whether national or local. 
B. The product of the campaign is a message about traffic orderliness on every first day of the month. This is a first step to another to drag the targets, which are the motorcyclists, slowly into a new shocking environment where the rules and regulations are hoped can work well and they would realize the risks behind their actions.

C. The place taken is in Central Business Districts. 
D. The price consists of perceived barriers and perceived benefits. Firstly is perceived barriers, for example leave home earlier, queuing at every chance, obey traffic marks and signs, wear helmet, keep on the track, use only road to travel, do not bribe. Secondly is perceived benefits, for example anti-stress, safe on roads, pride to be a part of road system revolution, respect other users, and save money.
E. To promote the product, it is essential to choose an integrated promotional mix or marketing communication tools. Smith (1993, 18) mentioned some tools can help campaign such as selling, advertising, sales promotion, direct marketing, publicity, sponsorship, exhibitions, corporate identity, packaging, point-of-sale and merchandising, and word-of-mouth. Yet there are primary tools to pick such as corporate or campaign identity, advertising, publicity, point of sales, and exhibition. Creating corporate or campaign identities should be the top priority to prepare, considering they will be used for advertisement and other publication materials. Identities are included logo, colour, slogan, jingle, spoke person, and also endorser. Meanwhile, making do with ambient advertising is urgent for developing a supportive environment. To build point-of-sales, the campaign organizer can put forward cooperation with motorcycle dealers and retailers as information centres. Moreover, creating special events can be a prominent idea by collaborating with motorcyclist clubs. There are several motorcyclists clubs in Indonesia such as Honda (CBR150 Club, GL-ProMax-Rider Club, Honda Mega Pro Club, Honda Owners on Internet, Honda Tiger Mailing List, Karisma Fans Club), Yamaha (Yamaha RXZ-RZR Indonesia, TZT Club, Yamaha Tiara 120s, 125z, Touch 125, Yamaha Scorpio Club, Yamaha Jupiter Club), Suzuki (Satria Club, New Shogun Club, Suzuki FZR Club, Suzuki 2 Wheels, Suzuki Thunder Mailing List 125, Suzuki Satria F150 Club), and Kawasaki (Ninja Cyber Community, BKRC, Ninja 150 Club, Ninja NSR Club Bogor). Meanwhile, word of mouth will effectively spread by designing and spinning some issues.
9. Media Option 
Occupying some media widely and continually is addressed to evolve awareness, interest, and desire of people in order to adopt new behaviours. Traditional media such as television, radio, newspaper, and magazine are fundamental as important as internet mediated communications such as news portal, website, and social media. It is necessary too to rely on mobile phone for spreading words as announcement of the campaign and reminder. Working with mobile operators will gain a benefit. Furthermore, this campaign would cut down on budget if the organizer could develop media partnership. 

Conclusion 

Alert communication for traffic communications implements symbols and texts to spread information, warnings, and prohibitions to road users imperatively related to road occupations. This alerts come from Traffic Bureau which symbolises traffic rules and regulations as a part of traffic land system. It is essential to state a non-negotiable fix fine for each kind of collisions attached to the traffic signs. The information should be clear for everyone and well published. Furthermore, traffic police officers can act randomly but distinctive. They become judges on street to decide which punishment may apply to each law breaker. Also, there should be another payment system to keep traffic police officers away from bribery.
Traffic orderliness campaign is to change people behaviour in using roads. By modifying conventional marketing tools into a social marketing approach, the campaign promotes motorcyclists for the target, as an example. Motorcyclists are forced to strictly obey the campaign message at every first day of the month. It is step by step program for introducing a new environment both for road users and traffic police officers as controllers and it is considered as a social product. Meanwhile, leaving the existing behaviours become the prices to pay by road users. It could be very expensive for who are used to break the traffic laws, yet it could be very cheap for whom to always be orderliness. Place is related to the area chosen. It can be national or provinces, cities, districts or even merely certain streets. This campaign implements an integrated marketing communication mix where advertising, direct marketing, publicity, corporate identity, and word of mouth become priority to do. All types of media are necessary to be used, either mass, selective, and personal. Partnering with media is one of the important things to conduct whilst collaborating with motorcyclists communities as urgent as applying ambient advertising and using social media.
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