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arrive alive DRIVE SOBER
 Charity & campaign hosted for 30 years in Ontario & beyond

Mission: provide leadership and programs to eliminate impaired driving and 
enable people & communities to share resources & information that will 
prevent injuries & save lives

 Produce & distribute materials and messaging to raise awareness around 
the risks and prevention opportunities relating to impaired driving

 Each year we share over $100,000 in free resources with community 
groups, schools, police services, health units and more.

 86 members and stakeholders 

 Receive over $15 million in donated airtime 





Coasters made from real car wrecks serve sobering 
reminder on St. Patrick’s Day



How it all started…

Worked ReThink Canada on projects before – including our toy cars 
campaign

 Vancouver team had an idea to raise awareness on St. Patrick’s Day

 Reached out to us about an idea for coasters made from vehicles in crashes. 

Worked on the implementing this idea together

Marketing strategy 



First draft
 First draft of wording was too dark

 Had to create text that was more would 
get the message across but not be too 
sombre

 Great partnerships and communication 
goes a long way!



Production
 The most popular question we got asked was 
“how were these made”



Final product!



The plan

 Share the coasters with patrons at the Emmet Ray Bar in Toronto over St. Patrick’s 
Day weekend

 Drinks would be served on our coasters

 Invite the media 

 Share our message on multiple media platforms



Response was overwhelming!







What happened next?



Aftermath
 In total 43 requests for interviews on TV, Radio, Blogs, etc. to 
discuss the coasters
Hundreds of emails from partners and supporters who saw the 
news coverage and wanted to hear  more about the coasters
 50 voicemails with requests asking for coasters
 Overwhelmed with the amount of support and sober driving 
conversations



Aftermath
Members of the public were contacting us to learn more about 
our charity
Website visits were up 700%
 Hundreds of thousands of social media likes, mentions, 
interactions, and impressions
 Requests from coast to coast and as far away, USA, Germany, 
Australia and Taiwan.



Increased airtime
We saw an increase of close to $200,000 in donated airtime 
for television broadcasters within the first month

 Saw an increase of close to $400,000 in the months following

 Approx. $10 million in donated TV airtime in 2017 (usually 
approximately $5 million)

 Led to a new agreement with Shaw Media who

are now donating over a million a month in 

airtime for our PSAs









International Recognition
 Featured at the HAPTICA LIVE European Marketing Conference – used as a best 
practice example for a road safety campaign 

Mentioned in the Governors Highway Safety Association Newsletter

 Fox News covered the story on March 26th. 



Awards
 Communications Arts Advertising Annual 
Award of Excellence

 Applied Arts Advertising Public Service 
Announcement Award

 Arts and Design Council of Canada 
Advertising PSA – Silver

 3 Atomic Awards : Gold – Best Print / 

Out of Home, Silver – Best Experiential

Engagement, Silver – Cause and Action

 Nominated for the Road Safety 
Achievement Awards – Initiative of the 
Year



Experience the Evidence

- New drug-impaired driving educational 
video

- Address the myths & misconceptions youth 
have on drug-impaired driving

- Partnered with CAA and MTO on the project
- Free resource available at 

arrivealive.org/ETE
- Sign up sheet at our booth if you would like 

to be sent the link and hear more info!



Thank you to our sponsors & partners!



Questions?



Thank you!
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