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**2 unexpected incidents in each scenario were
designed and programmed to take place during the
driving (8 in total):

O sudden appearance of child chasing a ball on
the roadway or of a car suddenly getting out
of a parking position and getting in the road

**1 questionnaire afterwards, regarding their driving
habits and history

**Lognormal regression models for driving speed,
and lateral position

**Linear regression model for reaction time

CONCLUSIONS

“*The presence of roadside billboard led the participants to lower driving
speeds in a significant level

“*The riskiest driving profile, regarding the mean speed, extracted from
the model application is a male driver, in low traffic conditions

“*The presence of roadside advertising billboards leads the drivers to
drive more closely to the central axis of the road, which indicates a
more careless and potentially risky driving behavior

‘*The existence of roadside billboards has a significantly negative impact

on reaction time of the drivers
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