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Effects of fatigue

• Similar as alcohol:

• 17 hours without sleep = reaction as having 0,5 BAC

• 22 hours without sleep = reaction as having 1,0 BAC

• The concentration is reduced, the risk awareness and the reaction is diminished; falling

asleep suddenly is very possible

• The risk of falling asleep is compared to 7 hours of sleep:

- reduced by 4.3 times when sleeping only 4 to 5 hours and

- reduced by 11.5 times when sleeping less than 4 hours
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Source: AAA Foundation for Traffic Safety (2016) 

Weeß (2016)



Factors influencing fatigue
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Risk of
falling
asleep

Driving Situation

Journey

Time

Amount of sleep
before driving

Medicine

Source: Gesellschaft für Schlafforschung und Schlafmedizin / 

Europäische Schlafgesellschaft (…) Weeß (2016)
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Acceptability of driving when people are
sleepy
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Self-declared (unsafe) behaviours in traffic: 
fatigue
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too tired to drive stop and take a break



Attitudes towards unsafe traffic behaviours
by country
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Survey among IRTAD-Members

• Austria

• Belgium

• Chile

• Finland

• France
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• Spain

• Sweden

• Switzerland

• United Kingdom

• United States

• Greece

• Ireland

• Italy

• Japan 

Answers were received from:

• Netherlands

• New Zealand

• Poland

• Portugal

• Serbia



Survey among IRTAD-Members

Is fatigue / drowsiness mentioned as a cause of accident in the police accident report
form?

As a cause of accident: 

Austria, Chile, France, Germany, Italy, Japan, Poland, Switzerland

As a contributory factor:  

Belgium, Ireland, New Zealand, Portugal, Serbia, Spain, Sweden, UK, USA

Through in-depth-investigantion: Finland

No: Netherlands, Greece
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Survey among IRTAD-Members

Are there studies on this topic in your country?
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Austria X

Belgium X

Chile

Finland X

France X

Greece

Hungary

Ireland

Italy X

Japan X

Netherlands

New Zealand

Poland

Portugal

Serbia X

Spain

Sweden X

Switzerland X

United Kingdom X

United States X



Survey among IRTAD-Members

Is there a campaign / measure tackling fatigue in road traffic?
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Austria X

Belgium X

Chile X

Finland

France X

Greece

Hungary

Ireland X

Italy X

Japan X

Netherlands

New Zealand X

Poland

Portugal

Serbia X

Spain X

Sweden

Switzerland X

United Kingdom X

United States X



Results from the Germany survey

Car drivers know the signs

A survey with 1.000 car drivers undertaken by TNS-Emnid on behalf of DVR in October 2016

revealed that :

41 % often have to yawn

40 % must often blink with the eyes

24 % could not concentrate enough while driving, because their minds wander
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DVR (2016) 



Car drivers underestimate the danger

26 % felt asleep at least one time 

6 % of them did it often
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DVR (2016) 



Car drivers overestimate their skills

45 % believe, they could compensate fatigue with experience

43 % are convinced to be able to foresee the moment of falling asleep

17 % continue driving in spite of fatigue
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DVR (2016) 



Car drivers bet on the wrong horse

60 % open the window

38 % drink coffein beverages

30 % put the music louder
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DVR (2016) 



Car drivers make a break too late
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DVR (2016) 

…after 3 to 4 hours

…after 5 to 6 hours

…after more than 7 hours

…after 1 to 2 hours

Risk Areas
Recommended 

interruption interval

Driving hours



Everyone can feel fatigated!
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Take care of a sudden sleep!
The campaign against fatigue in traffic.



Target & Target Groups

car drivers

subdivided by:

commuters

frequent drivers

young drivers
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Targets:

• Awareness raising about the risks of fatigue

in traffic.

• Reduction of accidents caused by fatigue.

• The targets should be achieved by showing

preventive and immediate measures.

Target Groups:



Materials of the campaign
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advertisement (DIN-A5)

wallpaper/poster(DIN-A0)

leaflet (DIN-A6)
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Press/media activities

Radio and Online communication



Thank you very much

for your attention!
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jlacroix@dvr.de


