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1. EXECUTIVE SUMMARY 

Background 

During September/October 2007, HSE ran a communications campaign focussing on fall from 
vehicle accidents. Each year, some 2000 fall from vehicle injuries are reported to HSE, around 
800 of which are major injuries, with around 5 fatalities. Since the majority of these injuries are 
falls from Heavy Goods Vehicles (HGVs), this was the focus of the campaign. 

The objectives of the campaign were to: increase the awareness of fleet owners/managers, 
construction site managers and depot managers about the risk of falling from vehicles and their 
duty of care to drivers; and to provide information to duty holders about ways of preventing 
falls from vehicles, and as a guide to safety features to request from manufacturers when 
purchasing new HGVs. 

There were four main target audiences: HGV fleet owners and managers who buy vehicles and 
have a management responsibility for their drivers; Depot managers who receive deliveries and 
are responsible for drivers’ safety on-site; Construction site managers who have day to day 
responsibility for the safety of workers on site who are loading and unloading from vehicles; 
Manufacturers of HGV trailers. HGV drivers were not directly targeted by the campaign but 
were to be the main beneficiaries of its impact. 

The campaign consisted primarily of a Direct Mail campaign supported by advertisements in 
trade press and publicity at events, such as the Freight Trade Association’s Transport Manager 
Seminars. In addition, HSE inspected some large logistics and haulage firms as part of their 
separate Moving Goods Safely 3 project, which addressed vehicle falls along with a range of 
other safety issues. 

The objectives of the campaign evaluation research, described in this report, were to assess: 

•	 The impact of the campaign on awareness of the risks of falls from vehicles 
•	 The impact on attitudes to the risks of falls from vehicles 
•	 Behaviour – action taken or planned to reduce the risk of falls 
•	 Reactions of the target audiences to the campaign materials and communication routes 
•	 Recommendations for future communication campaigns (on these issues with these 

audiences) to build on any successes and failings identified in these activities. 

The research additionally measured the effectiveness of the campaign amongst HGV drivers, as 
although they were directly affected by issues, they had less influence on changing safety 
measures. 

Research was carried out at various stages to measure different elements of the campaign: pre 
and post campaign quantitative evaluation; follow-up quantitative research to assess actions 
taken after the campaign and evaluation of the campaign materials via qualitative research. 

Advertising recall 

Significant increases were seen pre to post campaign for spontaneous and prompted recall of 
any falls from vehicles related advertising. Spontaneous awareness increased across all groups 
barring drivers, who were not a direct target of the campaign. Prompted advertising awareness 
increased for Fleet and Construction site managers and those with HGVs. 
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Advertising was mostly attributed to trade press, the HSE website and Direct Mail, with a slight 
increase for mailings from pre to post stages indicating this had specific impact. 

Campaign recognition 

One third recognised the press ads or Direct Mail when these were described or shown to them 
at the post stage of research. There were better recognition levels amongst Fleet managers and 
those with HGVs. 

The press campaign achieved a higher recognition level (one in four) compared to the direct 
mail (one in five). 

Positive attitudes towards the campaign included finding the campaign understandable; it was 
thought to encourage action and also to be memorable. Most positive attitudes towards the 
advertising were found amongst Fleet managers and those with HGVs and drivers, perhaps 
because the latter are the real end target of the campaign. 

Message recall 

Spontaneous message recall shows influence in terms of raising awareness of the issue of falls 
from vehicles, but not how to deal with it. This suggests more generic messages of the ads and 
Direct Mail were communicated, but the 10 steps were not absorbed at a top of mind level. 
Qualitative findings indicated that the 10 steps did not have as much impact as they might have 
had, as they did not fit with the way safety was approached. 

When prompted, all messages were slightly better recalled, but specific significant increases 
were picked up for the ‘responsibility’ aspect of falls where ‘companies have a duty to specify 
the right safety equipment’ seemed to resonate most with Fleet managers. Qualitative findings 
also suggested a higher interest and relevance amongst Fleet managers due to their role with 
respect to safety. 

Half of managers felt they had learnt something new from the campaign, particularly Fleet and 
Construction site managers and those with HGVs in their fleet. Drivers and depot managers 
were least influenced. This seemed to be because, as suggested by qualitative research, vehicle 
safety was not as important a part of depot managers’ jobs as it was for other managers. Drivers 
were not a direct target of the campaign and therefore the messages had not filtered down to 
them. 

The campaign also suggested, to some extent, that HSE had a supportive rather than a ‘policing’ 
role. 

Action taken 

Half of those recalling the campaign claimed to have taken action as a result of it. These tended 
to be practical changes such as talks, training, changes to inductions and provisions of health 
and safety guides. Usage of campaign materials such as posters and drivers cards was not 
mentioned as highly. 

However, there were plans to use campaign materials in the future where the most prevalent 
planned actions were putting up posters and distributing cards to drivers. 
This suggests that drivers were not impacted as much by the campaign up to November due to 
distribution of materials at the post stage of research, but this may change over time as 
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managers filter messages through to drivers. The follow up stage of research showed increases 
for training, risk assessments, displaying posters and installing new safety equipment. 

Overall, half of all managers claimed intention to take action in the future. At the follow-up 
stage of research there were increases in the proportion taking steps (81% post stage to 89% 
follow-up stage). Actions being carried out to a greater extent were related to training, risk 
assessment, displaying posters and installing new safety equipment. 

At the follow up stage of research, one in five of all managers had put up posters in communal 
areas as well as providing them to others and keeping for reference. Over one in ten had 
provided cards to drivers or given them to another manager. Qualitatively, there was limited 
evidence of concrete changes, although there were a couple of examples of posters put up on 
notice boards. 

Awareness of the risks of falling from vehicles 

Vehicle safety information would most likely be sought from HSE and this increased post 
campaign at a top of mind level, particularly amongst Fleet and Construction site managers and 
those with HGVs. 

Prompted awareness of HSE offering vehicle safety information remained relatively static but 
was at a high level, so it would be difficult to shift further. 

Spontaneous awareness of the risk of falls from vehicles shifted from pre to post campaign from 
one in five to one in three. The most marked shifts in awareness were amongst Fleet managers 
and those with HGVs. There were no shifts in awareness for drivers, again indicating the 
campaign had not reached them at this stage. 

Prompted awareness of the levels of falls from vehicles was high and no shift was seen overall,
although a significant shift was seen for Fleet managers (along with other types of risks and 
accidents). Despite this, falls from vehicles were not considered (in qualitative depths) to be a 
top priority, seemingly because the danger is apparent. Other dangers such as reversing 
vehicles or managing space and movement in and around sites seemed to be more top of mind. 

One third of all managers believed falling from vehicles provided substantial or some risk to 
employees. The campaign did not affect this perceived level of risk and is perhaps a hard 
measure to shift. There was a higher level of perceived risk by Fleet managers and those with 
HGVs who are most likely to be exposed to this type of risk compared to others. 

Overall, one third of managers felt ‘very well informed’ about the risks of falls from vehicles. 
This level did not change over the campaign period, except amongst construction site managers 
where the proportion feeling informed increased significantly. 

Impact on attitudes 

There were no shifts in attitudes towards health and safety issues concerning the risks of falls 
from vehicles, but since high levels agreed it was a risk, it would therefore be a difficult 
measure to shift. However, construction site managers were significantly more likely to think 
that the risk of falls from vehicles was more common than originally thought, illustrating that 
the campaign had a greater impact on them. 
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The campaign seemed to make depot managers re-evaluate the effectiveness of their organisations’ 
safety measures, where a lower proportion believed post campaign that their measures were ‘very 
effective’. This was not seen with other respondent groups, but a lower proportion claimed to 
currently take steps to reduce risks, which could have a similar effect. This effect was also detected 
when looking at how much target organisations could do to help reduce risks where higher levels of 
Fleet and Construction site managers felt their organisation could do a lot or a little more. 

This was borne out in the qualitative research whereby some managers noticed typically one or 
two precautionary steps within the campaign, which hadn’t previously been part of their 
procedures. The campaign therefore contributed towards bringing the issue of falls from 
vehicles to the attention of managers and Fleet owners, and prompting them to reconsider the 
risks and appropriate procedures. 

Overall summary by audience 

Fleet managers 

•	 Increase in spontaneous advertising awareness 
•	 Better campaign recognition levels than other manager sample types 
•	 Some increases in planned actions to reduce risks at follow up stage 
•	 Had most positive attitudes to campaign of manager sample groups 
•	 Highest spontaneous awareness of the risk of falling from vehicles, and higher level of 

perceived risk 
•	 No shift in level feeling ‘very well informed’ of risks from falling from vehicles 

Depot managers 

•	 Increase in spontaneous advertising awareness 
•	 Those with HGVs had better campaign recognition levels 
•	 Some increases in planned actions to reduce risks at follow up stage 
•	 Those with HGVs were more positive towards the campaign 
•	 Those with HGVs had higher spontaneous awareness of the risk of falling from vehicles, and 

higher level of perceived risk 
•	 No shift in level feeling ‘very well informed’ of risks from falling from vehicles 

Construction site managers 

•	 Increase in spontaneous advertising awareness 
•	 Those with HGVs had better campaign recognition levels 
•	 Some increases in planned actions to reduce risks at follow up stage 
•	 Those with HGVs were more positive towards the campaign 
•	 Those with HGVs had higher spontaneous awareness of the risk of falling from vehicles, and 

higher level of perceived risk 
•	 No shift in level feeling ‘very well informed’ of risks from falling from vehicles 
•	 Significantly more likely to think the risk of falls from vehicles was more common than 

originally thought 

Drivers 

•	 Were positive towards the campaign 
•	 No shifts in campaign messages and awareness about risks of falling from vehicles 

(indicating the campaign had not reach them at post stage) 
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2. RESEARCH BACKGROUND


The Workplace Transport Programme is one of the Health and Safety Executive’s (HSE)
priority programmes and deals with vehicle-related workplace accidents. Its target is to reduce 
fatal and major vehicle injuries by 5% between 2004/05 and 2007/08. 

The majority of vehicle-related injuries occur from being struck by a moving vehicle or falling 
from a stationary vehicle. In September and October 2007, the HSE ran a communications 
campaign focussing on fall from vehicle accidents. Each year, some 2000 fall from vehicle 
injuries are reported to the HSE, around 800 of which are major injuries, with around 5 
fatalities. Since the majority of these injuries are falls from Heavy Goods Vehicles (HGVs), the 
campaign focussed on HGVs. 

There were four main target audiences for the campaign: 
•	 HGV fleet owners and managers who buy vehicles and have a management responsibility 

for their drivers 
•	 Depot managers who receive deliveries and are responsible for drivers’ safety on-site 
•	 Construction site managers who have day to day responsibility for the safety of workers on 

site who are loading and unloading from vehicles 
•	 Manufacturers of HGV trailers 

HGV drivers were not directly targeted by the campaign but would be the main beneficiaries of 
its impact. 

The objectives of the campaign were to: 
•	 Increase the awareness of fleet owners/managers, construction site managers and depot 

managers about the risk of falling from vehicles and their duty of care to drivers 
•	 Provide information to duty holders about ways of preventing falls from vehicles, and a 

guide to safety features to request from manufacturers when purchasing new HGVs 

The campaign consisted primarily of a Direct Mail campaign which aimed to: 
•	 Alert duty holders to the risk of falls from vehicles 
•	 Provide a “Spec Check” guide to fleet managers to outline the features to ask manufacturers 

to minimise the risks of falling 
•	 Provide a ten step checklist of ways of planning work to prevent falls from vehicles aimed at 

depot and construction site managers 

The Direct Mail campaign was supported by advertisements in trade press and publicity at 
events such as the Freight Trade Association’s Transport Manager Seminars. 

In addition, HSE inspected some large logistics and haulage firms as part of their separate 
Moving Goods Safely 3 project, which addressed vehicle falls along with a range of other safety 
issues. The project began in October 2007 and overlapped with the Falls from Vehicles 
campaign commencing in October 2007. 
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3. RESEARCH OBJECTIVES


Research was required to assess the effectiveness of the Falls from Vehicle campaign among 
fleet managers/owners, construction site managers and depot managers. Manufacturers were 
not assessed as part of this research. Drivers, however, were also included as the end 
beneficiary of the campaign. 

Specific objectives of the research were to assess: 
•	 The impact of the campaign on awareness of the risks of falls from vehicles 
•	 The impact on attitudes to the risks of falls from vehicles 
•	 Behaviour – action taken or planned to reduce the risk of falls 
•	 Reactions of the target audiences to the campaign materials and communication routes 
•	 Recommendations for future communication campaigns (on these issues with these 

audiences) to build on any successes and failings identified in these activities. 

There were three target audiences for the campaign: 
•	 Fleet owners/managers – targeted by Direct Mail along with trade press, publicity events, 

Moving Goods Safely 3 inspections 
•	 Depot managers – targeted by Direct Mail along with trade press 
•	 Construction site managers - targeted by Direct Mail along with trade press 

Research additionally measured the effectiveness of the campaign amongst HGV drivers who 
were not directly targeted by the campaign, as although they were directly affected by issues, 
they had less influence on changing safety measures. 
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4. METHODOLOGY 

Research was carried out at various stages to measure different elements of the campaign: 
• Pre and post campaign quantitative evaluation 
• Follow-up quantitative research to assess actions taken after the campaign 
• Evaluation of the campaign materials via qualitative research 

A description of each stage of research is described below. 

Pre and post campaign quantitative evaluation 

A pre and post campaign evaluation was carried out amongst relevant companies in Great 
Britain. Research was carried out with the four key audiences before the campaign broke to 
establish a benchmark level of awareness of the issues surrounding falling from stationary 
vehicles, attitudes and what actions had been taken. A matched sample of interviews was 
carried out after the campaign was delivered to measure immediate recall of the campaign as 
well as the same measures at the pre stage of research to assess any shifts in awareness, attitudes 
and behaviour. 

The sample at pre and post stages was matched demographically, where the same quota controls 
were imposed at pre and post stages in terms of region and for fleet managers by fleet size. This 
eliminated any demographic influence on the sample, therefore any differences between pre and 
post stages could be attributed to the campaign and not to any other factors. The regional 
spread of interviews and the number of HGVs on site and within the companies’ fleet can be 
found in appendix A. 

The following number of interviews was conducted at pre and post stages for each group. 

Table 1 Interviews conducted at pre and post stages 

Target Pre campaign 
research 

Post campaign 
research 

All 900 880 932 

All managers 700 658 710 

Depot managers 300 300 308 

Fleet managers 200 158 201 

Construction site managers 200 200 201 

Drivers 200 222 222 

Due to a lack of sample at the pre stage of research a slight shortfall in the number of fleet 
manager interviews was experienced. 

Throughout this report, each individual group is reported separately and in addition, manager 
results are grouped to provide an overall manager total. It should be noted that the proportions 
of fleet, site and depot managers are not representative of the whole manager universe; therefore 
results from managers used in this piece of research don’t necessarily represent the views of all 
managers per se. 
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In order to meet eligibility criteria for an interview, managers were assessed to ensure they 
fulfilled certain roles: 

•	 HGV Fleet Managers and Depot Managers needed responsibility for purchasing heavy goods 
vehicles or management responsibility for HGV drivers on their sites 

•	 Construction site Managers needed to have responsibility for the day to day safety of 
workers at site who are loading and unloading from vehicles 

Research with fleet, site and depot managers was carried out by telephone. A database of 
relevant companies was supplied by HSE and individuals with the correct responsibilities were 
traced and interviewed. As a database of lorry drivers does not exist, the easiest and most cost 
effective method of reaching these individuals was via face to face research at likely locations 
where lorry drivers would take breaks from driving. Although a similar questionnaire was 
administered for managers and drivers, the two different interviewing methods may have 
resulted in some differing answers. Specifically during the driver face to face interview 
campaign materials could be shown to respondents to measure recognition, for example the 
press ad and the direct mail piece, whereas in the most part, managers had these materials 
described to them. Where possible, however, managers were asked to view the materials online 
either during the telephone interview or via a later online questionnaire to measure recognition. 
In practice this led to 26% of managers viewing materials visually online. 

Fieldwork was carried out as follows: 

Pre campaign fieldwork between 8 and 19 October 2007 
Post campaign fieldwork between 8 and 23 November 2007 

Demographic details of the respondents’ job titles, responsibilities and sector can be found in 
appendix B. 

Follow-up quantitative research 

In order to measure the longer term effect of the campaign, a stage of research after the pre/post 
evaluation was carried out. Research was carried out with fleet, depot and construction site 
managers who had taken part in the post stage interview and agreed to be recontacted. All 
interviews were carried out by telephone. Research was carried out between 4 and 15 February 
2008, three months after the initial campaign. Specifically this stage of research looked at 
influence on actions as well as the longer term recall of the campaign. Given the contacts had 
taken part in an earlier research interview, a research effect was evident in some of the results, 
where exposure to the campaign and the market research interview had raised awareness levels. 

300 interviews were carried out split by 100 interviews with each of the three types of manager. 
No quotas were imposed, instead the sample fell naturally which was fairly in line regionally 
with the pre and post samples. 

Qualitative evaluation of the campaign materials 

Quantitative research was supplemented by a qualitative study in which HGV drivers, Fleet 
owners, Depot managers and Construction site managers were interviewed, all of which had 
received some information from the HSE over the last six months and had safety within the 
remit of their job. 
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32 depth interviews of up to one hour were conducted in total, 23 face to face, and 9 interviews 
by telephone. Recruitment was conducted by Continental Direct using the contacts taken from 
the pre stage quantitative tracking research and free finding drivers. Fieldwork was conducted 
in London, Midlands and the North and took place between 4t February and 13 March 2008. 
Depth interviews were conducted by Leo Archutowski, Renee Wyatt, Caroline Armstrong and 
Jane Durham. 

The objective of the qualitative research was to assess the impact on the falls from vehicle 
campaign. This was evaluated by looking specifically at how the campaign impacted attitudes to 
the risks of falling from vehicles in terms of either planned or actual action taken and also an 
evaluation of the creative execution itself. We also evaluated the HSE website, and microsite. 

A sample structure of the depth interviews is provided below: 

Table 2 Depth interview sample structure 

Depth profile Depth interviews 

HGV Fleet owners 8 depth interviews 

Depot managers 8 depth interviews 

HGV Drivers 8 depth interviews 

Construction Site Managers 8 depth interviews 

Total 32 depth interviews 

Qualitative findings are reported within this report, integrated with the quantitative findings. It 
has been indicated where findings are qualitative rather than quantitative. However, additional 
qualitative findings are also provided in separate sections where appropriate (6.2 on attitudes 
towards safety, 6.8 on attitudes towards falling from vehicles, and 6.11 on the website). 
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5. CONLUSIONS AND RECOMMENDATIONS


The campaign attained reasonable awareness levels in terms of recall and recognition. Lower 
awareness levels were found amongst drivers, likely because they were not a direct campaign 
target. Better awareness levels and impact were found amongst Fleet managers and those with 
HGVs. This might be expected as vehicles fit directly within their job remit compared to site 
and depot managers. Indeed analysis shows more positive findings often influenced by having 
HGVs in the fleet. However, the campaign also seemed to affect construction site managers 
who perhaps had not realised the risks of falls from vehicles (‘more common than you think’) 
and caused them to query this. 

The campaign was thought to be memorable, understandable and encourage action. 

The campaign raised awareness of the risks of falls from vehicles, but was not so impactful on 
how to deal with it (the 7 and 10 steps). Although half of those recalling the campaign claimed 
to have taken action or planned action as a result of it. 

The campaign positively affected views of responsibility and duty of care and also increased 
awareness of HSE as an organisation from which to get information on vehicle safety. 

Perhaps ingrained attitudes regarding health and safety are difficult to shift and as such there 
was little impact on views on the level of risk associated with falls from vehicles, but the 
campaign had caused some re-evaluation of the adequacy of safety measures. Additionally, by 
the follow-up stage, these views had not shifted. 

Of those aware of the campaign, half claimed to have taken subsequent action involving 
practical steps and half also planned to take action, where using the campaign materials were 
key – posters and distributing driver information (one in four for each). At the follow up stage 
of research, good levels of poster and driver card action was found. 

Recommendations 

The campaign was recalled and there were positive attitudes towards it. There was good 
communication of generic messages, but apparently not so strong on 7 and 10 step detail. 
Perhaps over time more opportunities to take action will arise, so another reminder of what the 
target should be doing would be beneficial. This then may chip away at the severity of the risks 
involved and cause attitudinal shifts in the long term. This is especially the case with the 
purchasing and specification of vehicles which are generally replaced over a 3-5 year period. 

Additionally, there seems to have been lower impact on drivers. Again over time, as managers 
have more opportunity, messages should filter through to a greater extent. Qualitative findings 
indicated that targeting managers could be more effective than targeting drivers, as managers 
seemed to be effective at filtering messages through to drivers. 

The most affected groups are those with HGVs where perhaps the risk or impact of the injuries 
is experienced most, therefore perhaps the campaign may be better targeted at those with fleets 
in the future to then filter out to other groups and target drivers more directly. But there is still 
the issue that others, without fleets, should be more directly targeted to remind them that they 
still have a duty of care. A future campaign could also focus on the specification of future 
vehicle fleets. 
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6. MAIN FINDINGS 

6.1 SIZE OF HGV FLEET 

As part of the data interpretation process, results for those with and without HGVs were cross 
referenced to assess any differences in awareness, behaviour and attitudes. Results were 
analysed by the proportion of HGVs in the company’s fleet. In general more positive levels of 
knowledge and opinions were held by those with fleets. However, there were also strong 
correlations between those with fleets and Fleet managers, where, as seen in the following chart, 
Fleet managers were more likely to have an HGV fleet than other managers. Key driver 
analysis was carried out to assess which group had the most influence on results and therefore 
where the more positive results could be attributed. This is commented on throughout this 
report where relevant. 
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Overall half (48%) of managers at pre and post stages had any HGVs in their company’s fleet. 
Construction site managers were least likely to have HGVs (28% at the pre stage of research 
and 33% in the post campaign sample). Depot managers were slightly more likely to have 
HGVs, yet 56% pre stage and 65% post stage did not have HGVs in their fleet. The majority of 
Fleet managers had their own HGV fleets – 85% at the pre stage and 82% at the post stage of 
research. 

6.2 GENERAL ATTITUDES TOWARDS SAFETY (QUALITATIVE) 

Given interviews were conducted with those who had large fleets of HGVs and those that only
had one or two as part of their business perhaps it wasn’t surprising that those with larger fleets 
were more aware of risks, including falling from vehicles, as an issue. Fleet owners tended to 
concentrate on risks related to the vehicle itself in terms of its appearance, adherence to 
tachograph rules etc. but there is some cross over with site and depot managers in terms of 
managing space and movement in and around the site. 
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Generally safety was dealt with in a similar way between the audiences in terms of giving it 
high importance and attention but it is prioritised differently depending on the nature of the 
business itself. There are differences in how safety is implemented and managed and this comes 
down to factors such as the size and resources available to the company. For example, smaller 
companies tended to manage safety in a more ad hoc manner. Managers and Fleet owners at 
smaller companies tended to have multiple roles within their remit and often felt time pressured. 
This often meant they couldn’t manage safety in a way which was as rigorous as larger 
companies who had more structured roles and had more regimented environments generally. 

Overall safety is considered a fundamental part of the job and is acknowledged as a collective 
responsibility by both drivers and managers. There is a degree of shared trust in this respect. 
Drivers rely on managers to provide the safety framework within which they can operate. 
Drivers are trusted to conduct themselves in accordance with best practice. 

The safety responsibilities drivers have largely revolve around the upkeep and maintenance of 
the vehicle itself. Personal safety, a responsibility towards the public and a fear of not being 
liable for insurance (because of failing to follow safety guidelines) are the main reasons drivers 
adhere to this. There is also an implication amongst drivers that they take safety seriously for 
their own job retention. Managers and Fleet owners are acutely aware of their safety 
responsibilities to ensure their company is not liable and for some there was pride attached to 
the high safety standards they had set. 
However, although safety per se is considered crucial in the day to day operations of businesses 
there are times when ‘corners are cut’ in order to facilitate the demands of a busy work 
schedule. Implementation of sound and correct safety measures is crucial but there are 
instances where certain actions are tolerated and accepted outside this. This includes instances 
where there is a low perceived risk connected with these actions. For example, reversing 
vehicles was a fairly common safety concern which received attention largely because there 
were experiences of that accident happening frequently. This led to it being pushed further up 
the safety agenda. 

Generally falling from vehicles was experienced infrequently which led to it either not being 
considered top of mind or simply being pushed down the safety agenda. There were a minority 
of cases where examples were recalled in other parts of the country and there is an awareness of 
potentially fatal consequences but this is rationalised against a plethora of other safety concerns 
and the nature of the industry itself. Some drivers mentioned that other drivers who fell off 
vehicles would only do so through their own clumsiness and despite companies having 
measures in place to combat falling from vehicles, common sense was a recurring theme. 
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6.3 EXPOSURE TO THE CAMPAIGN 

Respondents’ potential exposure to the campaign was measured by asking managers and drivers 
if they had read the relevant campaign press in the last three months, if they were aware of an 
HSE inspector visit in the last six months and whether they had attended a vehicle safety event 
or an event where the HSE gave a talk on vehicle safety risks. The following chart 
demonstrates the levels of exposure to each of these. 
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managers
 13% 
19% Attended event with a H&S talk on vehicle 

11% safety risks 
Site managers 25% 

7%

12%


76% 
14% Drivers


22%


Wi

56% 

10% 

28% 

21% 

13% 

5% 

20% 

7% 

With HGV 

thout HGV 

Base : All respondents 710, depot managers 308, fleet managers 201, site managers 201, drivers 222 with HGV 

295, without HGV 370 

Overall one third (30%) of managers were exposed to campaign press and one quarter (24%)
had received an HSE inspector visit. Around one in ten managers had attended either of the 
events. Fleet managers were consistently more likely to be exposed to any of these campaign 
elements and in particular to the campaign press (62%). This also correlates with a higher 
proportion of those with HGV fleets having greater exposure levels. Drivers were also more 
likely to have read campaign press in the last three months. 
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Of those attending vehicle safety events (13%), the following table shows the proportions 
attending each type. 

Table 3 Type of vehicle events attended 

All managers pre 
(%) 

All managers post 
(%) 

Base (all managers attending vehicle safety events) 50 59 

A DVO Workshop 8 19 

The FTA Safety in Transport Conference in Coventry 10 10 

A TC Seminar 0 7 

An FTA Transport Manager Seminar 12 19 

An FTA Fleet Manager Seminar 8 3 

An FTA Briefing 10 2 

Internal group meeting/ seminar 16 10 

ROSPA 0 5 

VOSA seminar 0 3 

Other 52 32 

Can't recall 6 5 
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6.4 ADVERTISING AWARENESS AND INFLUENCE 

Advertising awareness was measured both spontaneously to gain an understanding of top of 
mind recall levels of advertising about risks and accidents related to vehicles at work, and also 
respondents were prompted with a list of possible dangers in the workplace. 

The chart below shows the proportions of respondents who could spontaneously recall any 
advertising or publicity about falls from vehicles. The question asked of respondents was: 

‘Have you seen or heard any publicity about FALLS FROM VEHICLES (if mentioned 
spontaneously as a risk) recently? This could be from a number of different sources, including 
advertising or something you have seen in the media, information you have received or 
anything you have heard from your friends or colleagues?’ 

Ad or publicity recall (spontaneous) 
– falls from vehicles 

All managers 
7% 

16% S Significant differences for all groups from 
pre to post stages 

Depot managers 
6% 

11% 

Fleet managers 
6% 

19% 

Site managers 
11% 

20% 
Pre 
Post 

Drivers 
4% 

3% 

With HGV 
7% 

19% 

Without HGV 
9% 

13% 

Base : All respondents 880/932, depot managers 300/308, fleet managers 158/201, site managers 200/201, 

drivers 222/222 with HGV 239/295, without HGV 299/370 

Managers’ spontaneous awareness of falls from vehicles increased significantly from pre to post 
stages, by nine percentage points, demonstrating the campaign achieved a top of mind 
awareness level. The greatest increases in spontaneous awareness were amongst Fleet 
managers (13 percentage points). There was no difference in awareness levels for drivers. As 
found throughout this report, the impact of the campaign is shown least amongst drivers, 
however, this is not surprising given they were not a direct target of the campaign, and the post 
stage was conducted after the campaign, perhaps not allowing sufficient time to filter messages 
down. 
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The following table shows recall of all types of advertising and publicity spontaneously
mentioning vehicle related workplace risks. Falls from stationary vehicles was mentioned most 
at the post stage. 

Table 4 Spontaneous awareness of advertising and publicity related to vehicle 
workplace risks 

All managers pre All managers post 
(%) (%) 

Base: all managers 658 710 

Falls from stationary vehicles 7 16 

Being struck by a moving vehicle 10 10 

Being hit by a load falling from a vehicle 6 6 

Manual handling injuries 5 5 

Slipping or tripping 4 5 

Machinery injuries 3 3 

Motor accidents /collisions with other vehicles etc. 3 5 

Accidents with forklift trucks 2 2 

Vehicles reversing 1 2 
Others mentioned by less than 2% post stage 

When prompted with a list of advertising or publicity concerning potential work risks and 
accidents related to vehicles a significant increase in prompted recall of falls from vehicles was 
seen amongst managers overall (from 28% at the pre stage to 37% at the post stage), as shown 
in the following chart. 

Ad or publicity recall (prompted) 
– falls from vehicles 

28% 
S All managers 

37% 

24% 
Depot managers 

29% 

28% 
S Fleet managers 

41% 

S Site managers 
34% 

44% 
Pre 
Post 

Drivers 
10% 

8% 

S With HGV 
33% 

45% 

Without HGV 
24% 

29% 

Base : All respondents 658/710, depot managers 300/308, fleet managers 158/201, site managers 200/201, 

drivers 222/222 with HGV 239/295, without HGV 299/370 
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Specifically Fleet and Construction site managers showed a significant increase in prompted 
awareness (13 and 10 percentage points respectively). Although depot managers showed a 
slight increase in prompted awareness of falls from vehicles advertising or publicity, this was 
not significant. Depot managers were amongst the least likely group to have an HGV fleet 
which can, to some extent, account for this more subtle shift in awareness. Additionally, they 
were amongst the least exposed to campaign press. Indeed, those with HGV fleets were 
significantly more likely to be aware of advertising at a prompted level from pre to post stages, 
whereas those without fleets did not show a significant increase in prompted awareness over the 
campaign period. Notably, when deciphering what key drivers are raising awareness levels, 
having a fleet plays the greatest part in this compared to job function. Drivers again were 
unaffected by the advertising and prompted awareness did not shift over the campaign period. 

The following chart shows all types of prompted advertising and publicity recalled associated 
with vehicle related workplace risks and accidents. Falls from vehicles was the third most 
recalled at the post stage along with being struck by a moving vehicle. 

Ad or publicity recall (prompted) 
– All managers 

Falls from stationary vehicles 
28% 

37% 

Being struck by a moving vehicle 
37% 
37% 

Slipping or tripping 
40% 
41% 

Machinery injuries
30% 
29% 

All pre 
All post 

 Manual handling injuries 
41% 
43% 

Being hit by a load falling from a 26% 
vehicle 28% 

39% 
None of these/don't know 

37% 

Base : All managers 658/710 
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Respondents who were aware of advertising or publicity were asked where they had seen or 
heard it. Respondents were given a list of potential sources and asked which ones they 
attributed their recall to. 

Table 5 Advertising attribution (prompted) 

All managers pre (%) All managers post (%) 

Base: 185 260 

In trade press 46 48 

On the HSE website 41 42 

A mailshot or direct mail from the HSE 39 46 

Trade Associations 28 22 

On posters 16 18 

In national newspapers 17 12 

From another driver 11 7 

From a manager 14 13 

On the Transport Safety website 14 11 

From friends 10 7 

In local newspapers 8 8 

Through work/colleagues 6 2 

On the radio 5 4 

On TV 5 6 

From a health and safety event e.g. seminar 3 3 

From other health and safety advisor 0 3 

Email from HSE 0 2 

Other websites/internet 0 1 

SHP/Safety and Health Practitioner 0 1 

Other 6 2 

Don't know 2 1 
Bases too low to show driver results 

No significant differences in advertising attribution amongst managers were detected. 
However, a slightly higher proportion attributed their awareness to a mailing from HSE post 
campaign (46%) versus pre campaign (39%). The mailing was mentioned second to trade press 
(48% at the post stage) and just ahead of the HSE website (42% at the post stage). Given that 
trade association work, including seminars, started before the HSE campaign and subsequently
before the pre fieldwork stage, enhanced levels of attribution are possible at the pre stage of 
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research. These seminars will have been trailed on trade association websites which again may 
have affected attribution levels pre campaign. Additionally, attribution at the pre stage of 
research may be heavily influenced, where managers and drivers might expect to see advertising 
and publicity about safety issues in trade press and on the HSE website, therefore these sources 
are mentioned more frequently at both pre and post stages of research. 

When looking at results by individual manager types overall, Fleet managers were significantly
more aware of publicity on the HSE website at the post stage (35%) compared to the pre stage 
(16%). This perhaps reflects that Fleet managers are more regular users of the site and thus 
were alerted to the campaign via the website to a greater extent. 

Those who recalled advertising were asked what they remembered being told in the advertising 
and publicity about falls from vehicles. These messages are shown in the chart below for 
managers. The results for drivers are based on a low number of respondents, therefore are too 
unreliable to show and analyse meaningfully. 

Message recall (spontaneous) 
– All Managers 

Be aware of the dangers/assess the risk 24% 
28% 

Be careful/think safety/follow advice for safer operation/ 19% 
reduce risk 19% 

S 
About person falling off the back of a vehicle/someone 19% 

falling from a height 26% 
Take preventive measures/precautions/ make sure 

controls are in place 
17% 
16% 

Can cause significant injury/fatality 15% 
11% 

S Gave case studies/ incidents that have happened 3% 
11% All managers pre 

All managers post 
A lot of accidents/they gave statistics/how common it is 10% 

10% 

S HSE are coming down hard on accidents of people 
falling from vehicles etc. 2% 

10% 

Mention of leaflet read the HSE leaflet/it had graphic 4% Others 2% or less at pictures etc. 
the post stage 

3% He tripped over something/trips and slips 3% 
20% Dk/cr 19% 

Base : All recalling recent publicity about the risks of falling from vehicles 185/260 

The key difference between pre to post campaign stages of research was a significantly higher 
proportion of managers recalling a person falling off the back of a vehicle or someone falling 
from height. This is a fairly generic recall of the campaign, rather than it being focussed on the 
specific messages concerning steps which can be taken to reduce the chances of falls from 
vehicles or the statistics included in the campaign materials. This however is not unusual to see 
in a short first burst campaign, where generic messages tend to be picked up initially, then with 
further work more detailed information can be absorbed by the target audience. 

In addition to this significant increase a significantly lower proportion of respondents could 
recall case studies; perhaps this campaign overrides another campaign citing case studies, or 
possibly what the audience comes to expect case studies from HSE campaigns. Additionally, a 
significantly lower proportion of managers say ‘HSE is coming down hard on falls from 
vehicles accidents’. This perhaps indicates that HSE is seen less as a ‘big brother’ dictating and 
penalising actions, but instead seen in a softer light. This finding was also detected at a 
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significant level amongst Fleet managers (11% pre stage to 1% post stage) and construction site 
managers (15% at the pre stage to 2% at the post stage). All pre stage responses provided tend 
to indicate the audience’s expectations of a campaign in this area. These findings indicate the 
campaign was successful in achieving the aim of not being perceived as too hard hitting. 

This finding was backed up by the qualitative research. A few respondents mentioned that the 
7/10 steps guides made positive suggestions and this was perceived as evidence of an 
organisation intent on helping rather than just penalising. Overall, the campaign tended to 
reinforce a pre-existing perception of HSE as a professional organisation adopting a proactive 
stance on safety. Some had been exposed to the campaign during working sessions with HSE or 
prompted to visit the website after workshop sessions and in these situations there was a 
positive impact on perceptions of HSE in terms of seeing them in a ‘softer’ light. 

As well as measuring message recall at a spontaneous level, respondents who recalled 
advertising or publicity were given a list of possible messages and asked which they recalled. 
Prompted message recall is shown in the following chart. 

Message recall (prompted) 
– All Managers 

82% Falls from vehicles can cause serious injuries 85% 
Companies are legally responsible for ensuring a 81% safe working environment for drivers on their 85%
premises


Most falls involve loading and unloading or climbing 77%

up or down vehicle steps 75%


Falls from vehicles are one of the most common 62%

accidents in the workplace 68%


S 
Companies have a duty to specify the right safety 62%

equipment on their vehicles to help reduce falls 72%
 All managers pre 

There are several safety measures that can be 58% All managers post 
introduced in loading bays to help prevent falls 62% 

There are simple solutions that can be fitted to 55%

vehicles to reduce the risk of falls 58%


Think about falls from vehicles when specifying a 41%

vehicle 47%


37% Don't chance it. Change it 43% 

6% None of these/don't know 6% 

Base : All recalling recent publicity about the risks of falling from vehicles: 185/260 

Some high levels of prompted recall were seen for most messages measured at a prompted 
level. Overall few shifts in message recall were seen. However, notably, the issue of ‘duty of 
care’ seem to have been conveyed with a significantly higher proportion of managers recalled a 
message concerning ‘companies having a duty to specify the right safety equipment on their 
vehicles to help reduce falls’ (62% at the pre stage and 72% at the post stage). 
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APPENDIX A DEMOGRAPHIC SPREAD OF INTERVIEWS BY REGION AND 
NUMBER OF HGVS 

All 

All 

All ll

ll

Fl

Fl

Fl ll

Si

Si

Si ll

Midl

All 

All 

Fl

Fl

Si

Si

i

i

Region 

35% 

33% 

34% 

34% 

34% 

34% 

43% 

37% 

40% 

29% 

29% 

27% 

29% 

31% 

29% 

29% 

30% 

29% 

28% 

32% 

30% 

29% 

29% 

33% 

36% 

36% 

37% 

36% 

37% 

28% 

31% 

30% 

42% 

42% 

39% 

37% 

pre 

post 

fo ow-up 

Depot managers pre 

Depot managers post 

Depot managers fo ow-up 

eet managers pre 

eet managers post 

eet managers fo ow-up 

te managers pre 

te managers post 

te managers fo ow-up 

North ands Sou h 

Base : All respondents 658/710/300 300/308/100 158/201/100 200/201/100 

Number of HGVs at site 

59% 

59% 

69% 

73% 

13% 

19% 

82% 

76% 

21% 

21% 

17% 

16% 

41% 

36% 

11% 

15% 

16% 

18% 

5% 

6% 

4% 

11% 

15% 

2% 

15% 

16% 

4% 

6% 

12% 

17% 

17% 

15% 

6% 

3% 

17% 

5% 

23% 

23% 

3% 

3% 

5% 

5% 

24% 

20% 

4% 2% 

managers pre 

managers post 

Depot managers pre 

Depot managers post 

eet managers pre 

eet managers post 

te managers pre 

te managers post 

Dr vers pre 

Dr vers post 

None 1 to 5 6-10 11-20 21-50 51+ 

Base : All respondents 658/710 300/308 158/201 200/201 222/222 
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All 

All 

Fl

Fl

Si

Si

Number of HGVs in fleet 

52% 

52% 

56% 

65% 

15% 

18% 

72% 

67% 

19% 

21% 

15% 

17% 

38% 

32% 

12% 

15% 

5% 

5% 

1% 

11% 

13% 

2% 

2% 

4% 

5% 

2% 

8% 

13% 

2% 

2% 

6% 

5% 

2% 

17% 

12% 

2% 

2% 

8% 

6% 

9% 

5% 

9% 

9% 

8% 

4% 

5% 2%3% 

managers pre 

managers post 

Depot managers pre 

Depot managers post 

eet managers pre 

eet managers post 

te managers pre 

te managers post 

None 1 to 5 6-10 11-20 21-50 51+ 

Base : All depot managers/fleet owners/site managers (and answering) 574/710 244/308 

130/201 200/201 
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All 

All 

Fl

Fl

Si

Si

Number of emp oyees 

39% 

43% 

32% 

45% 

25% 

27% 

59% 

55% 

18% 

18% 

15% 

18% 

25% 

21% 

17% 

14% 

15% 

14% 

13% 

18% 

20% 

7% 

9% 

12% 

10% 

11% 

13% 

13% 

6% 

5% 

15% 

14% 

18% 

11% 

16% 

16% 

10% 

15% 

2% 

2% 

2% 

19% 16% 

2% 

3% 

1% pre 

post 

Depot managers pre 

Depot managers post 

eet managers pre 

eet managers post 

te managers pre 

te managers post 

1-25 26-50 51-100 101-200 200+ Don't know 

Base : All respondents 658/710 300/308 158/201 200/201 Q 51 
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