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Welcome and
Introductions

Kyle Clark, Chair



FIDC Strategic Action Plan – Goal 1
Improve Program Management and Strategic 
Planning

» 1.1 – Expand the FIDC Membership

▪ Military Representation – Complete

▪ Department of Education 

▪ Multicultural Representation 

▪ Toxicological Lab Representation – Complete

▪ Judicial Membership 

▪ Law Enforcement Representation – Complete

▪ Prosecution Representation – Complete

▪ Defense Membership Representation

▪ Vendor Representation

▪ Public Health Representation – Complete



FIDC Strategic Action Plan – Goal 2
Improve Prevention

» 2.1.1 - Work with local vendors and distributors to educate and inform 
them on over-service.

▪ Completed. Posted to FIDC Website.

▪ Next Steps?

» 2.2.1- Engage local vendors and distributors to educate and inform 
them on over-service.

▪ Ongoing (Ernie Bradley Update)

» 2.3.1 - Ensure that Community Traffic Safety Teams (CTSTs) develop 
and implement strategies to address impaired driving.

▪ Ongoing (Chris Craig Update)



Target Zero Overview 
Presentation

Brenda Young



UPDATE

Driver Safety
Initiative
A Human Factors Approach



• Challenge and Approach

• Progress / Results:

• Florida Campaign and Industry Scan

• Crash Data Analysis

• Road User Analysis

• Campaign Development

• Target Zero Concept Testing

• PESO Media Plan

• Evaluation of Effectiveness

• Ongoing Partner Engagement

• FDOT Target Zero Ambassador Program

Agenda
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Challenge



Influencing Behavior | Saving Lives

On Florida’s Roads…

…but even one life lost is too many

Daily Serious Injuries

Daily

Fatalities

of crashes nationally

involve driver behavior

as a contributing factor
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Florida Strategic Highway Safety Plan
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Florida Strategic Highway Safety Plan
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Influencing Safe Behavior

ROADWAYS:

• Lane departures 

• Intersections

ROAD USERS:

• Pedestrians and bicyclists 

• Aging road users

• Motorcyclists and motor scooter riders 

• Commercial motor vehicle operators

• Teen drivers

USER BEHAVIOR:

• Impaired driving

• Occupant protection 

• Speeding and aggressive driving

• Distracted driving

The 2021 Strategic Highway Safety Plan (SHSP) acknowledges crashes rarely have a 

single contributing factor. The plan outlines strategies to address 

high-priority issues facing the transportation system, including:
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Approach



Influencing Behavior | Saving Lives

Identify behaviors contributing to 
serious and fatal crashes, 

and the reasons for those behaviors.

Influence safe behavior.
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Behavior Change, Human Factors 
and Social Marketing

• Influencing behavior change requires a better 

understanding of human factors and why people behave the 
way they do, how people change, and how to help people in their 
efforts to change.

• Social marketing is the application of commercial marketing 
principles to influence desired behavior, increase use of a product or 
services. All of this is done for the good of the individual and 
society.
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Campaign Approach
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Florida 
Campaigns 
and Industry 
Scans

Evaluating the effectiveness 

of current safety and 

messaging efforts



Evaluation of Existing Florida Campaigns
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US Major Media CPM* Comparison
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FDOT Safety Campaign Media Analysis

Medium Impressions
Ad Industry 

Avg FDOT CPM Value

Out-of-Home 

(Digital billboards)
107,705,056 $4.50 $16.60 ($12.10)

Radio 34,455,800 $6.00 $29.47 ($23.47)

Social (FB, Insta) 28,122,185 $12.00 $6.62 $1.94 

Digital Audio 24,881,443 $12.00 $14.76 ($2.76)

YouTube 16,234,428 $12.00 $8.98 $3.03 

Digital Display 3,750,214 $12.00 $8.00 $4.00 

TV 2,358,617 $27.50 $321.23 ($297.98)

Digital Video 1,621,716 $12.00 $21.54 ($9.54)

Magazine 686,700 $15.50 $4.37 $11.13 
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Cost of Impressions

FDOT/NHTSA Safety Campaign

* Based on an average of 2019 and 2020 paid media buys
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Over

Put It Down
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Moving the Needle*

*Represents Cumulative Effect of All Partners’ Efforts in Engineering, Education, Enforcement, and Emergency Response

22



Evaluation of Effective Campaigns Worldwide
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Successful Campaign Commonalities

Marketing Industry Scan Analysis:

Emotional

• Successful campaigns make an 
emotional connection to affect behaviors. 

• Sympathy / Humor

Human

• Human faces make the campaign relatable 
and real. This helps to better connect with 
those whose behavior needs to change

• Human beings / Humanized animals

External motivation

• Many successful campaigns motivate change 
with factors outside of the target individual.

• Social norms / Family / Culture / People

Consequences

• Some people may not understand how their 
behavior has consequences for themselves or 
for others.

Call to Action

• Successful campaigns explain the better 
behavior and give people a plan of action. 
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Marketing Industry Scan Analysis:

Campaign Development Best Practices

• Analysis of crash data, vehicle miles traveled and road data to find trends, crash types. 

• Additional data from Census or other demographics research, courts information, 

driver license databases, and health departments 

• Behavior and attitudes of road users assessed through surveys and focus groups

• Establishment of the main brand as an umbrella for existing campaigns and strong 

cooperation forged with stakeholders

• Data sources refined and improved as the program evolves

• Campaigns change periodically, refreshing or even retiring slogans or messages.

• Areas committed to a Zero Deaths goal for several years have seen a reduction 

of fatalities.
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Data Analysis
What, Where, 
When, Who?

Serious and Fatal Crashes, 

Traffic Stops



Analysis Process

• Crashes
• Signal 4 database

• CAR database

• SSOGIS database

• Demographics / Consumer
• Census

• ESRI market segmentation

• Law Enforcement
• FHP traffic stop data
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Research shows there are 4 main determinants associated                  
with crashes:

• Driver ability or skill

• Driver experience

• Driver style or personality

• Driver behavior

Vital Few Focus Areas – What?
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Top 3 driver behaviors 
contributing to fatalities 
and serious injuries:

• Aggressive/Reckless

• Distraction

• Impairment*

Crash Data – What?
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Crash Data – Where?

Crash Locations

AND

Drivers’ Residence
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Time of Day = 2:00 p.m. – 9:00 p.m.

Day of Week = Friday

Months = Vary by Emphasis Area

Crash Data – When?
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• Males
• Age range: 17 – 44  
• CUTR research recommends 

further age segmentation due to 
cognitive growth or changes 
among and rapid increase in 
experience:

o Male age: 18-21
o Male age: 21
o Male age: 22-34
o Male age: 34-39

Crash Data – Who?
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But Why?
Road User 
Analysis

Understanding Those We 

Need to Influence



Influencing People is COMPLEX
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Precursor behaviors influence driving behavior, increasing the risk of a crash

Literature Review – Risk and Human Factors
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Behaviors that increase risk of a crash 

Precursor Behavior**
Driving behavior**

• Answering/making calls on cell phone

• Manipulating cell phone for texting, email, 

web searching, social media, etc.

• Eating/drinking

• Grooming

• Reaching for, holding, looking at, or 

manipulating other objects inside the vehicle

• Talking to/listening to passengers

• Looking at objects external to the vehicle

• Operated vehicle in 

careless/negligent manner 

• Failure to yield right of way 

• Failure to keep in the proper lane 

• Ran red light

• Ran off roadway

** Molnar, L. J., Eby, D. W., Zakrajsek, J. S., Kostyniuk, L. P., Zanier, N., LeBlanc, D. J., & Sayer, T. (2021). Guidelines for Development of Evidence-Based   

Countermeasures for Risky Driving-Final Technical Report, Volume 2. University of Michigan, Ann Arbor, Transportation Research Institute.

** Crash data analysis conducted using existing crash data (2015-2020) by HNTB



Market Segments

36

AverageSpending 

on Household 

Budget Items: 

Housing, food, 

apparel & 
services, 

transportation, 

health care, 

entertainment/recr

eation, education, 
pensions/social 

security



Influential Messages Are Not One-Size-Fits-All

• Reasons for safe and unsafe behaviors

• Attitudes regarding transportation and safety

• Value systems/motivators

• Test messages

Audience Segmentation to Focus Groups

37



Find out what crash data cannot tell us:

• Reasons for behaviors

• Attitudes toward driving, safety

• Perception of risk- acceptance/aversion

• Decision making processes

• Motivations in life important enough 
to change behavior

• Influencers

• Sources of information

Focus Group Purpose
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Focus Groups to Understand the ‘Why?’ 

4 Focus Groups 

Per Region 

October 5 - 9

September 28 - October 8

October 19 - 23

October 12 - 15
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• Chambers of Commerce/Economic Development

• Young Professionals

• Municipality/Government 

• Educational Institutions 

• Faith-based Organizations

• Sporting events, men’s organizations/clubs, 
various retail/restaurant establishments, etc.

• Leverage existing local community and civic 

events with onsite recruitment

Recruiting Focus Group Participants

40



Florida Driver Focus Group Recruiting Stats

Recruiting Stats
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• Hosted 17 focus group sessions

• Target audience: men, 

ages 17 – 44

• Questions focused on feedback 

around the “why” behind driver 

behaviors

• Facilitator was within the target 

demographic audience

Focus Groups
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Focus Group Synopsis
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Precursor Behaviors leading to Distraction, 

Reckless / Aggressive, Impairment*:
• Running Late, Rushing

• Thrill, Adrenaline Rush

• Phone, Apps, Food, Music

• Multi-tasking, Overcommitted

• Stress, Pressure, Anxiety

• Confidence in Abilities

• Personality, Emotions

• Less Care for Own Safety

• Lack of Empathy

Focus Groups – What? Keep Asking ‘Why?’ 

44

Validated by Risk and Human Factors Research

Impairment*
Distraction

Aggressive/Reckless

Speed



VFS Fatal and Serious Injury Crashes (2015 – 2020)

Crash Data + Research + Focus Groups  
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Reckless/Aggressive

Distraction

Speed

What, 

Where?



Time of Day = 2:00 p.m. – 9:00 p.m.

Day of Week = Friday

Months = Vary by Emphasis Area

Crash Data + 
Marketing and Communications
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Campaigns to deploy in the months 

leading up to peak periods

When?



Crash Data + Research + Marketing and 
Communications – Who?

• Crash data: Males age: 17 – 44  

• CUTR research recommends further age segmentation due to 

cognitive growth or changes among and rapid increase in experience:

o Male age: 18-21

o Male age: 21

o Male age: 22-34

o Male age: 34-39

• Marketing and communications recommended males ages 22-27

• Males 17-21 are invincible and unreceptive to change

• Males 22-27 are more receptive to messaging due to:

• Increased life experience (relationship, family)

• Increased maturity (education, work experience)

• Financial responsibilities as it relates to driving (vehicle and

insurance expenses)

Males, ages 22-27



Campaign 
Development



Campaign Approach
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Phased approach of implementing foundational Target Zero campaign:

Target Zero Phased Approach

50

1. Formative Research
Use crash data, human factors research, and focus group findings to 

inform campaign messaging

2. Statewide Campaign
Target Zero Statewide Brand Awareness

3. Behavior Campaigns
Develop targeted behavior campaigns

4. Evaluation
Make adjustments as needed to maximize effectiveness



(1) Target Zero Brand

Target Zero Phased Approach –

51

(2) Targeted Behaviors



Initial Target Audiences

Remember CUTR 
recommendations on 
young male segmentation
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53

PESO Plan

Campaign Deployment
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Let’s Get 
Everyone 
Home 
Implementation



Inform Initial Concept Development 
• Social norms about driving need to change

• Change requires modification of behavior

• Understanding human factors can help us be more influential 

with behavior change messaging

• To influence, must gain attention and personalize the message 

and tone by relating to different audiences and interests –

must have messaging adaptable 

to multiple specific audiences with recognizable master ‘brand’

• Driving is much more dangerous than it is perceived

• Messages should bring safety to ‘top of mind’ 

• Messages should convey safety is important on their terms, using imagery and message

• Messages should convey every driver can help contribute to safe roadways

• Humor is desired for some audiences, and can be accomplished in an acceptable manner

FLHSMV and FHP Focus Group Review
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Survey Teams

Statewide Awareness Campaign Pretesting
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Statewide Campaign Concepts

5757



Statewide Campaign Concepts

5858



Statewide Awareness Campaign Pretesting
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Statewide Awareness Campaign Pretesting

60

Imagery
• Retain family imagery.

• Integrate driving-related imagery.

• Make colors brighter if possible.

Messaging

• Use the word ‘drive’ or ‘driver’ to tie to transportation.

• Emphasize the message, possibly larger text.

• Make sure to make this distinct from COVID messaging. 

• Clarify why people are not making it home safely.



Statewide 
Launch 
Components
• Target Zero Statewide Brand 

Awareness Campaign

• Fact Sheet

• FDOT Ambassador Program

• Website Resource Page

• Partner Meetings and Toolkit

• Social Content

• PESO Plan

• Community Presentations
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• Pretesting data was used to create 
social media guide

• Social Media Launch
• January 20

• Focused on ESO
• Earned

• Shared

• Owned

Statewide Brand Awareness 
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Social Media – Thank you!

63

Facebook Post

Reach (Unique Individuals) 3,365

Engagement (Interactions):

108 likes, 20 comments, 31 shares

Instagram Post

Reach (Unique Individuals) 258

Engagement (Interactions):

9 likes, 1 send, 1 bookmark

Please 

remember 

to tag us! 

• Florida Department of Highway Safety and Motor Vehicles /FLHSMV

• Florida Sheriffs Association /floridasheriffsassociation

• Florida League of Cities, Inc. /FLCities

• Florida Police Chiefs Association /TheFPCA

• Florida Association of Counties /flcounties



Follow Pages to Get Alerts
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facebook.com/MyFDOT/

twitter.com/MyFDOT

instagram.com/my_fdot/



Behavioral 
Campaign 
Development



Target Zero Approach Chart
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• Regional Focus Areas

• Statewide Branding Campaign 
running simultaneously

• What’s Next?
• Creative

• Pretesting

• Launch

• PESO Development Underway
• Paid, Earned, Shared, Owned

Behavioral Campaign Development

67

Remember CUTR 
recommendations on 
young male segmentation



Target Zero 
PESO Plan



69

PESO Plan

Campaign Deployment
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• Statewide Shared social media launched Jan 20

• Statewide Earned / Owned launched late Feb

• Behavioral campaigns 
launch March, April, May (PESO)

• Examples of our Paid multi-media approach:
• Social media

• Billboards
• TV/ Radio
• Digital Advertising

• Streaming Podcasts
• Native Advertising

PESO Plan Update
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Launched Late February

• Blog posts – FDOT E-newsletter

• Byline and Op-ed articles

• Media pitching/ interviews

• Speaking opportunities

• Ambassador Program (FDOT employees)

• FDOT employee orientation

• Target Zero Partners and Stakeholders

• Organic social media posts (pitching users to share and give shoutouts)

• Mentions on local podcasts

Earned / Owned Media Launch
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Evaluation



1. Focus on behaviors, segments and geography: Narrow the focus of the campaign to address specific market segments, geographic 
locations where crashes more frequently occur, and the problematic behaviors that precede crashes.

2. Think place-based strategies: While many safety campaigns broadly target the public, it is recommended to consider other 
campaign intervention strategies that can be conducted in a more controlled environment, such where the target audience is more 
specific, where there is a culture that can be tapped into to improve traffic safety culture, and where the evaluation can be better 
controlled.

3. Pretest of campaign strategies: Pre-test the campaign messaging and/or interventions with the target audience to make sure that it 
has the intended effect.

4. Stepped-wedge design for campaign activities: To help control for the effect of other prevention activities, time the roll-out of the 
campaign such that the levels of other prevention activities are held constant, during the campaign as before.

5. Include observed behavioral monitoring: Try to include behavioral observation as an element of the evaluation and design the 
behavior observation strategy to enable collection of a sufficient number of observations in a short period of time, such as at busy 
intersections, during work shift changes, or just prior to the beginning of the school day.

6. Collect baseline observed behavior: Measure observed behavior prior to the roll-out of the campaign at the trouble locations and 
at carefully selected similar locations that have not been exposed to the campaign to provide comparison.

7. Short and long-term outcomes included in evaluation: Measure observed behavior immediately after campaign and again 6 
months later or at some other time interval to determine if the positive behavior change has been sustained.

CUTR Research – Campaign Evaluation
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Partner 
Engagement



• Share Input = Incorporate Feedback

• Build Awareness = Build Brand

• Monthly Virtual Meeting = Stay Engaged

• Campaign Development = Meaningful 

Message

• Engagement Opportunities = Share & 

Co-Brand Campaigns

Partner Engagement
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Partner Resource Page/Toolkit
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Partner Engagement Speaking Opportunities

77

Ped/Bike Coalition Presentation

Developed 

Partner Agencies:

Speaking Opportunities 

Database



Ambassador 
Program



Target Zero Foundation: Ambassadors
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Ambassador Program Activities

Target Zero Ambassadors will be able to 
participate in a variety of activities that support 
the key objectives of the program through:

• Internal promotion/meetings

• Review of campaign materials

• External promotion and representation

• Internal reporting and documentation of 
program activities and events

• Internal housekeeping

80

Ambassador [amˈbasədər] noun: a person who acts as a representative or promoter 
of a specified activity



Ambassador Program Recruitment

81



Current Registrations
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Update/Kickoff Meeting February 24

83



Next Steps



March 8 Partner Meeting Updates:

• Statewide Campaign

• PESO Plan

• Behavior Campaigns

• Partner Engagement Opportunities

• Ambassador Program

Next Steps
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Schedule + Timeline
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Safety 
Moment



Safety Moment
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Click Here to View!

http://safemobilityfl.com/pdfs/ResourceCenter/01-FDOT_SafeMobilityforLife_lowres.pdf?utm_campaign=SMFL+Resource+Center&utm_medium=bitly&utm_source=Website


Brenda Young, P.E.
State Safety Engineer

brenda.young@dot.state.fl.us

Beth Frady
Communications Director

beth.frady@dot.state.fl.us

For more information, visit:

https://www.fdot.gov/agencyresources/target-zero

Thank You!



Break



FIDC Strategic Action Plan – Goal 4 
Communications Plan

» 4.1. - Develop a comprehensive multi-pronged approach to 
communicate to the public and impaired driving stakeholders the 
importance of driving sober.

» 4.1.1- Develop an Impaired Driving Communications Plan to increase 
public awareness. – Complete

» 4.1.2 - Implement the Impaired Driving Communications Plan to 
increase public awareness.



Senate Bill 148 Secure or 
Delivery Off-Premises 
Alcoholic Beverages
Group Discussion



FIDC Strategic Action Plan – Goal 5
Improve Screening, Assessment, Treatment, and 
Rehabilitation System

» 5.1.1 - Develop a best practices framework for 24/7 programs in 
Florida.

▪ Chris Craig Update

» 5.1.2 - Develop a best practices framework for DUI Diversion Programs 
in Florida.



Review & Discuss Drive Sober 
Handout Materials



Public Comment Period



Day 1 Recap
Wrap Up

Kyle Clark, Chair



presented to presented by

February 23-24, 2022 Meeting – Day 2
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February 24, 2022



Review of Day 1

Kyle Clark, Chair



FIDC Strategic Action Plan – Goal 3
Criminal Justice System

» 3.1 – Draft model language for Florida’s Chemical Test Refusal Law.

▪ Completed. Posted to FIDC Website. 

▪ Next Steps?

» 3.2 – Propose model language that includes parameters for deferral 
programs in the State and centralizing the data for offenders who have 
already been in a deferral program.

▪ Completed. Posted on FIDC website.

» 3.3 – Draft model Language for Florida’s Ignition Interlock Law.

▪ On Hold.

» 3.4 – Establish a process to link the citation to the impaired driving court case.

▪ Completed.



Florida Department of 
Health, Office of Medical 
Marijuana Use (OMMU) 
Law Enforcement Training 
Presentation
OMMU



The Office of Medical Marijuana Use (OMMU)
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Every day, the OMMU works to provide qualified patients, caregivers, and physicians the 

information and resources they need to access Florida's medical marijuana program.

The OMMU also writes and implements the DOH's rules for medical marijuana, oversees the 

statewide Medical Marijuana Use Registry, licenses Florida businesses to cultivate, process 

and dispense medical marijuana to qualified patients, and certifies marijuana testing 

laboratories to ensure the health and safety of the public as it relates to medical marijuana.

02/24/2022



Confidentiality

102

The Medical Marijuana Use Registry is a secure, online database for the 

registration of ordering physicians and qualified patients, and their orders. It is 

accessible by patients, qualified physicians, law enforcement, medical marijuana 

treatment center staff, and Office of Medical Marijuana Use staff.

Pursuant to s. 381.987, F.S. the DOH allows access to confidential and exempt 

information in the Medical Marijuana Use Registry to law enforcement agencies 

that are investigating a violation of law regarding marijuana in which the subject of 

the investigation claims an exception established under s. 381.986, F.S.

A person who willfully and knowingly violates this section commits a felony of the 

third degree, punishable as provided in s. 775.082 or, s. 775.083, F.S.

02/24/2022



Legal Use

103

• Qualified patients can use medical marijuana at home or on private property. Public use is 

illegal, except for low-THC cannabis not in a form for smoking.

• Although medical marijuana is available in Florida and other states, it remains federally illegal. 

Because of this, it cannot be brought in or taken out of the state. 

• The state of Florida does not offer reciprocity. Cannabis remains a Schedule 1 substance 

under both state and federal law. To possess medical marijuana in Florida, a person must have 

a valid Medical Marijuana Use Registry Identification Card.

• New patients or caregivers may have a temporary verification email from the Department which 

may be printed and used with a photo ID to obtain marijuana or a marijuana delivery device 

until the patient or caregiver receives the Medical Marijuana Use Registry Identification Card

02/24/2022



Law Enforcement Users

104

There are three levels of law enforcement users in the Medical Marijuana Use 

Registry:

• Law Enforcement

• Law Enforcement Manager

• Master Law Enforcement User

02/24/2022



Law Enforcement Officers (LEO) and the OMMU

105

The OMMU and the Medical Marijuana Use Registry are key resources for 

Florida’s law enforcement agencies. 

The Medical Marijuana Use Registry is an important tool to help law 

enforcement agencies: 

• Verify registered patients and caregivers.

• Verify patient orders and dispensations.

• Verify if a person is an approved and valid transporter. 

• Verify if a person is a new user pending approval from the OMMU.

02/24/2022



Law Enforcement Users

106

Law Enforcement User: 

• Can look up patient and 

caregiver demographics in the 

Medical Marijuana Use 

Registry.

• Can see patient orders and 

dispensations.

• Can verify if a person is an 

approved and valid transporter. 

While looking up their name, 

they will get one of these two 

messages.

02/24/2022



Law Enforcement Manager

107

Law Enforcement Manager: 

Managers can perform the same functions as a Law Enforcement User along with 

the following additional functions:

• Can add, edit or delete Law Enforcement users. 

• Can only edit Law Enforcement Managers. 

• Cannot create Law Enforcement Managers or Master Law Enforcement users.

• Has capability of running the “Training Status Report” for officers within their 

organization.

• Can see which new user is pending approval from the OMMU.

02/24/2022
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Law Enforcement and the OMMU

02/24/2022



Florida’s Official Source for Responsible Use

FLORIDA DEPARTMENT OF HEALTH (DOH)

Office of Medical Marijuana Use
Low-THC Cannabis & Medical Marijuana

Florida’s Official Source for Responsible Use.



Master Law Enforcement User
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Master Law Enforcement User: 

Master Users can perform the same functions as Law Enforcement Users and 

Manager Users along with the following additional functions:

• Can add or delete Law Enforcement Manager users.

• Cannot create additional Master Law Enforcement User. 

02/24/2022



Presentation Outline

111

• Office of Medical Marijuana Use

• Law Enforcement and the OMMU

• Medical Marijuana Treatment Centers 

(MMTCs)

• Medical Marijuana Products

• MMTC Packaging and Labeling

• Medical Marijuana Delivery Devices

• Florida’s Official Source for Responsible Use

• Office of Medical Marijuana Use Program 

Update – By the Numbers

02/24/2022
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Office of Medical Marijuana Use

Medical Marijuana Program 

Florida Impaired Driving Coalition 

Presentation

Carmen Dixon, Carmen.Dixon@flhealth.gov

Todd Schimpf, Todd.Schimpf@flhealth.gov

February 24, 2022

02/24/2022



FIDC Strategic Action Plan – Goal 6
Program Evaluation and Data

» 6.2.1 - Utilize an electronic form of the DRE face sheets that are 
submitted to the national database.

▪ Completed. Updates/Next Steps?

» 6.3 - Understand the impact of Florida’s DUI Diversion Program on 
impaired driving arrests.

» 6.4 - Explore methods to track law enforcement training related to 
impaired driving (DRE, ARIDE, SFST, etc.), for both instructor and the 
officers they have trained.

▪ Chris Craig/IPTM Update



Impaired Driving Data 
Presentation and 
Group Discussion
Chanyoung Lee, CUTR, USF



Break



Legislative 
Updates/Upcoming 
Legislation
Group Discussion



Upcoming FIDC 
Quarter 4 Meeting 
Status
Group Discussion



Public Comment Period



Next Steps

» Upcoming

▪ Upcoming Impaired Driving Assessment (July 25-29, 2022)

» Future Presentations/Next Steps?

▪ Recommendations?

» Future FIDC Meetings Information: Locations TBD (Orlando or Virtual)

▪ FY 2022 Q3 Meeting (April 27-April 28, 2022) Location: TBD

▪ FY 2022 Q4 Meeting (August 18-19, 2022) Location: TBD



Thank You!
See you in April!


