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Foreword

As Australia’s leading specialist 
insurer, NTI is committed to 
creating a safer and more 
sustainable future for the 
transport and logistics industry.

It is a commitment we are passionate about 
and feel privileged to hold as a long-term 
industry partner. NTI has more than 30 years 
partnering with the Australian Trucking 
Association as a foundation member and, 
more recently, an associate member. We are a 
corporate member of the Australian Logistics 
Council and a foundation partner of Healthy 
Heads in Trucks and Sheds.

NTI’s goal has always been about safety 
and sustainability. We have a rich history of 
investing in the industry beyond insurance, 
reflected in a number of initiatives, including:

• National Truck Accident Research Centre
• Risk Advisory Services
• Traction program
• Seeing Machines partnering program
• COACH leadership program
• Broker education programs

A national safety initiative like the Business 
of Safety campaign was a natural next step in 
fulfilling our goal. 

NTI is proud to continue to work closely 
with the National Heavy Vehicle Regulator 
(NHVR) as a partner following our successful 
collaboration on the NHVR’s National 
Roadworthiness Baseline Survey. We are 
grateful to have had the opportunity to deliver 
the Business of Safety campaign and be able 
to test and learn from innovative ways to solve 
industry-wide problems. 

NTI will seek future opportunities to help 
improve industry through a combination of 
internal and external funding, like the Heavy 
Vehicle Safety Initiative (HVSI). NTI is in a 
very fortunate position to be the recipient of 
another HVSI grant. This next project, “Spilt 
Milk”, is an educational training program in 
rollover prevention for the dairy transport 
supply chain. We are excited to collaborate 
with dairy businesses across Australia to 
deliver this important safety program in 2022.

Chris Hogarty
NTI Chief Sustainability Officer
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Overview

NTI is Australia’s largest specialist 
transport and logistics insurer 
offering products for the Heavy 
Vehicle, Plant and Equipment,  
and Marine markets.

NTI’s purpose statement of  
‘Keeping Australian industry moving towards 
a safer and more sustainable future’ means 
we have a responsibility to the transport 
industry to build awareness and take action to 
drive impactful change. 

The Australian road transport industry is the 
most efficient and innovative in the world. 
Innovations such as the widespread uptake of 
B-doubles through the 1990s and the ongoing 
rollout of performance based standards (PBS) 
combinations have provided the Australian 
economy with an extremely flexible and 
affordable means to transport goods.

However, contrary to this high productivity 
performance, road transport is consistently 
one of the most dangerous industries in 
Australia, with a rate of workplace fatalities 
of 7.5 deaths per 100,000 workers, over five 
times higher than the national average for all 
industries (Safe Work Australia, 2021).

There are many different strategies and 
changes which may influence these terrible 
figures, however common to all of them is that 
they will need to be effectively and efficiently 
communicated to the affected stakeholders.

NTI was given an opportunity to leverage its 
expertise and organisational capabilities to 
run a 12-month safety awareness program 
called Business of Safety. This involved the 
development, delivery and promotion of 
expert content to address safety issues and 
promote safety culture across the industry. 
This report details the methods, processes and 
outcomes of the Business of Safety program.
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Business of Safety 

Whilst the Transport Industry has many competing priorities, the safety 
of their people remains number one. Safety is not only the action of 
developing and implementing policies and procedures, but also the 
cultural change needed to adopt and live best practice every day. 

NTI, through data analysis, identified an opportunity to build awareness 
across key topics affecting industry, such as fatigue and technology, 
and increase knowledge in the key enablement area of leadership. 
However, the development of the content would not have achieved 
our goals without consideration to both structure and delivery. 

As individuals have different learning styles, it is important to 
communicate in a method which resonates, especially when time poor 
and the topics complex. In response, Business of Safety was developed 
to assess the best method of communication to three roles in 
Transport across different media. The expectation of the program was 
to not only increase knowledge in these key areas but also to educate 
industry in the best method to communicate to the chosen roles for 
any future safety messaging. 

The delivery phase of the project was scheduled to run for just 
over eight months, from the last week of March to the first week of 
December 2021. A total of 59 content pieces were developed and 
published on the NTI website via the newly created, transport-focussed 
content section, Better Business Hub. The content pieces were 
promoted through multiple paid and non-paid social platforms and 
content medium with the objective of reaching members of the 
transport industry. 

CONTRIBUTORS AND DELIVERY PARTNERS

Business of Safety succeeded thanks to the generous  
contribution of many industry and non-industry experts, 
as well as our trusted delivery partners.

  Industry Experts

NTI collaborated with more than 30 experts from diverse 
backgrounds and experiences. Our industry experts included 
drivers, transport business owner-operators of small businesses 
and fleets, compliance and HR personnel, association 
representatives, and a journalist. For the topic of fatigue and sleep 
apnea, we consulted a medical doctor and academic researcher. 

NTI wanted to use this program to showcase industry expertise 
from credible and well-respected personalities we believe would 
resonate well with the target audience. We hoped that sharing 
their stories, successes and learnings would help inspire and 
motivate others in industry to improve their own safety culture. 

We also featured non-industry experts, such as a doctor and journalist, 
to provide specialist insight and offer different perspectives.  

  Delivery Partners

NTI engaged our existing creative and media partners to develop 
and deliver Business of Safety content, including content 
development, creative campaign design, video production, 
podcast delivery, digital advertising and PR activities.
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OBJECTIVES OF THE PROGRAM

The objectives of the program included:

• Leveraging Industry to communicate the 
message 

• Delivery of multiple types of media 
• Media is engaging and interesting 
• Communicating complex issues simply 
• Building knowledge on topics in Industry 
• Information relevant to audience 
• Engaging on multiple channels eg. Social 
• Engaging NTI network to reach Industry 
• Promotion across multiple channels 

EVIDENCE-BASED APPROACH

NTI has conducted a number of research 
initiatives over the past 18 months to identify 
areas of improvement in the transport 
industry. The 2019 NTARC Report identified 
the below: 

1. Driver error accounted for 29.6% of 
incidents and fatigue represented 9.8% 

2. Mechanical fire losses represented 
6.5% of claims, with fire contributing an 
additional 8.1% 

Recent surveys undertaken with Transport 
Owners/Operators have highlighted the 
below challenges: 

1. Across 15 safety culture and leadership 
assessment criteria, communication  
(at average of 47%) consistently scored 
the lowest. 

2. Businesses struggle to know what 
messages to share with teams and how  
to craft an effective way of getting the 
point across. 

The research has identified the following 
safety issues in Transport – fatigue, 
distraction, maintenance, effective 
monitoring and management, effective 
communication and planning, inappropriate 
speed, driver recruitment and retention and 
safety technology. 

These findings were the key considerations 
in the development of the project’s target 
personas and content topics. 

A workshop was undertaken and the decision 
made to build a program focused on both 
technical and people based themes which 
would allow for diversity in content and the 
ability to leverage broad expertise in industry. 
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  Roles

Each item of content was developed to speak to one of three roles. 
While recognising one person might fulfil all of these roles in a small 
transport business, targeting pieces at specific roles was designed to 
increase their impact and relevance.

Drivers

Drivers are unquestionably the most important element 
in effectively managing risk in the road transport industry. 
However, communicating effectively with truckies has always 
posed a challenge as truck drivers work remotely and are often 
highly independent.

Operations

The operations persona represents the first layer of 
management behind drivers. Their role is to keep the business 
moving. This includes safety and maintenance, finance, and 
compliance employees.

Operations is often a highly reactive space. Much of the content 
for operations is around extracting yourself from fighting fires 
and finding time to stop the next fire from starting.

Management

This group includes owners, senior executives and managers 
responsible for driving internal culture, recruiting and engaging 
employees. 

Many of the content pieces for the management persona draw 
on the tremendous depth of expertise available to NTI through 
its relationships with key transport operators and associations.

  Topics

In order to evaluate what factors influence the success of communication 
around safety, four topics were selected to provide the subject matter.

Technology

The successful adoption of new technology is often 
challenging within the road transport industry. The 
combination of very low operating margins and a largely 
remote workforce makes roll-out and support difficult. 

This topic examined what considerations and approaches a 
business can take to optimise successful adoption of technology.

Leadership Development

Very few businesses will dispute its people are the most 
important asset. Despite this, many leaders in transport are not 
the result of any formal leadership development.

This topic stream identifies what transport businesses and 
individuals can do to ensure we have a strong pipeline of future 
talent to run the transport businesses of tomorrow.

Fatigue

Management of fatigue is arguably the most critical challenge 
facing the road transport industry.

Crashes arising from and related to fatigue have been a key 
issue in the public consciousness since the 1980s and remain a 
leading cause of truck driver deaths.

The content for this topic aimed to challenge the myth that 
fatigue is just about work-hour compliance and to examine 
other factors that contribute to getting truck drivers home safe.

Leadership Support

Cultivating leadership skills at all levels of a business is critical 
to an organisation’s ongoing success. 

The final topic stream looks at strategies to help leaders 
deliver value and feel valued. This supports better outcomes for 
transport businesses and the entire transport industry.
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DESIGN AND APPROACH

When designing the Business of Safety content matrix, two principles were utilised – ADKAR and learning styles. 

ADKAR is a change management model centred on five principles:

AA
Awareness

DD
Desire

KK
Knowledge

AA
Ability

RR
Reinforcement

of the need 
for change

to support 
the change

of how to 
change

to demonstrate 
skills and 
behaviours

to sustain 
the change

Acknowledging the time to transition roles through all five stages, a decision was made to develop the program with a focus on the first three stages – 
awareness, desire and knowledge. This is best demonstrated through the sub-topics being linked to guide the persona through the ADKAR model. 

The four core learning styles are:

VISUAL AUDITORY READING/WRITING KINAESTHETIC

Learning 
by seeing

Learning 
by hearing 

Learning 
by reading 
& writing 

Learning 
by doing 

eg. infographics, videos, visual 
guides, webinars

eg. podcasts, videos, webinars, 
live workshops

eg. articles, case studies, eBooks, 
reading guides, testimonials

eg. templates, workshop 
materials, interactive workshops

As Business of Safety was predominantly a digital program, focus was spent mostly in visual, auditory and reading/writing styles. However, effort was 
made to provide opportunities for kinaesthetic learning through workshops, both in person at the 2021 Brisbane Truck Show and also digital using Zoom.
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  Content Development

The program produced 59 content pieces targeting each of the three 
roles in various media. The below graphic illustrates a breakdown of 
the content published by role type:

Persona Drivers Operations Management

Medium

Article x4
Infographic x4

Podcast x4
Testimonial x2

Video x2
Guide x2

Article x7
Guide x4

Infographic x3
Video x3

Podcast x3
Case Study x1
Workshop x1
Webinar x1
Template x1

Article x5
Video x2
eBook x3
Guide x2

Testimonial x2
Case Study x1

Webinar x1
Workshop x1

Topics 18 24 17 59

  Promotion

To test reachability into our desired markets, Business of Safety 
content was promoted through a number of mediums:

• Owned channels
• Industry media
• Digital advertising and paid promotion
• Broker network
• Podcast

  Owned Channels

Content pieces were promoted 
on NTI’s Facebook and LinkedIn 
social media pages to leverage 
our existing online community. 
Social posts directed audiences 
to NTI’s online resource platform, 
the Better Business Hub, which 
contained a section that housed 
all the Business of Safety content. 

Every month, a newsletter was 
distributed to Better Business Hub 
subscribers, often with multiple 
Business of Safety content 
featured, as shown in the example 
to the right.
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Top left and left: Business of 
Safety in industry magazines

Right: a Business of 
Safety email blast to the 
publication’s customer base

  Industry Media

Advertisements and articles were promoted 
in three key industry publications: Big Rigs, 
PowerTorque and Prime Mover. For each 
publication, promotions occurred in print 
magazines, customer email blasts, e-newsletters 
and paid advertising on websites. 

These three publications were chosen to 
maximise reach to the three personas: Big Rigs 
for the driver persona, PowerTorque for the 
operations persona, and Prime Mover for the 
management persona. 

  Digital Advertising and Paid Promotion

There were two main types of paid promotion for the Business of 
Safety program:

• Native ads in social media feeds and recommended content 
in websites

• Display ads on industry publication websites (bigrigs.com.au, 
powertorque.com.au, primemovermag.com.au)

For the first half of the program, the purpose of paid promotion 
was to raise awareness of the Business of Safety program itself 
and explain its purpose. The second half promoted content 
pieces that had returned the highest engagement levels. 
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  Broker Network

NTI has an extensive broker network across Australia which we engage with regularly. 
Through email communications, we shared Business of Safety content with brokers and 
encouraged them to share this content with their customers in industry.  

  Podcasts

NTI delivered podcast content through two primary podcast programs. The first was the “On the 
Road” podcast series hosted by veteran driver Mike Williams. “On the Road” speaks to drivers and 
therefore the Business of Safety podcasts for the driver persona were published via this channel.

NTI was not aware of another podcast series for industry at the operational and management 
level. We were already in the process of creating an in-house podcast channel, “NTI Spotlight”, 
which helped address this gap. Podcasts for the operations and management personas were 
published to this channel. NTI Spotlight was promoted to our broker network and in our social 
media channels.

(above left) On the Road podcast episode; (above right) NTI Spotlight podcast episode)
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  Articles

A total of 17 articles targeting all personas across all four topics were published on the 
Better Business Hub. Online blog articles is one of the most common formats for delivering 
information and had the highest volume of content pieces. A select number were also modified 
for print in industry magazines.   

DELIVERABLES AND 
OUTCOMES

A total of 59 content pieces across 
11 different formats were delivered 
as part of Business of Safety. 

Format Number

Article 17

Case study 2

eBook 3

Guide 8

Infographic 7

Podcast 6

Template 1

Testimonial 2

Webinar 2

Workshop 2

Video 9

Total 59
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How to create 
and keep a great 
business culture

Responding 
after a fatigue 
incident 

What does a 
leading-edge 
fleet look like?

  eBooks

eBooks, similar to case studies, were a more in-depth study of a topic also discussed at a 
more general level in a related piece. It contained more details and often featured a transport 
business to demonstrate practical application of the tips and advice shared. The three eBooks 
were published as PDFs that were downloadable on a Better Business Hub page. The content 
targeted our management persona across technology, leadership support and fatigue.

  Guides

Eight guides were published and could be downloaded 
as PDFs. Guides were quite visual and included 
links to other helpful business of safety resources 
and information. Guides suited an audience with 
a preference for visual learning but wanted more 
information than an infographic would provide.

  Case Studies

Case studies in the Business of Safety 
portfolio often had a related piece of 
content in a shorter format, such as an 
article or infographic, with both pieces 
focusing on the same topic. The case 
study would look at how the tips and 
advice provided in the shorter format 
was successfully put into practice by a 
specific business to demonstrate practical 
application of those tips.   

The two case studies that were published, 
featured Monson Logistics and ANC 
Forestry. These content pieces targeted 
our operations and management personas.

Compliance
Training and assessment are ongoing  
for all employees.

Let your new hires know they’re expected to stay 
on top of all their responsibilities – here’s a helpful 
tip sheet to get them started.

These include monitoring HVNL compliance 
measures such as work diaries for fatigue 
management, driver behaviour through 
telematics, spot checks or site observations of 
load restraint and mass dimension adherence.

This article has been developed as part of NTI’s The Business of Safety series with the aim of helping transport and logistics businesses become safer and more sustainable. The Business of Safety is 
funded by the NHVR’s Heavy Vehicle Safety Initiative, supported by the Australian Government. Information in this document is a guide only. It does not take into account your personal or business 
circumstances. Whilst all due care has been taken, you must not rely on the information as an alternative to legal, legislated regulatory and compliance requirements associated with your business 
activities.  NTI.M002.33.16122021

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading as CGU Insurance ABN 11 000 016 722 AFSL 227681 and AAI Limited trading as Vero Insurance  
ABN 48 005 297 807 AFSL 230859 each holding a 50% share. National Transport Insurance is administered on behalf of the insurers by its manager NTI Limited ABN 84 000 746 109 AFSL 237246.

Feedback
Induction shouldn’t be a one-way process. 

Just as you should get feedback on a new hire’s 
performance, you should get their feedback on 
your company.

The key is to be open and respectful; responding 
defensively to a criticism or suggestion for 
improvement will only send a message that you’re 
not interested in what the employee is saying.

Environment
Are you providing a safe, healthy  
and welcoming work environment?

Especially if you’re diversifying your roster, you 
should ensure that all employees are treated 
respectfully. 

That might mean providing different food options 
in your canteen, making allowances for flexibility 
around ethnic or religious holidays, or authorising 
family leave to care for children or relatives.

Whatever the short-term cost of such measures, 
the repayment over time – in employee loyalty and 
tenure – will more than repay it.

Probation
Despite everyone’s best efforts, sometimes 
a new hire just doesn’t work out. 

Verification of Competency
Ideally, you’ll have a step-by-step plan to build your new driver’s skills. It may include operational procedures, 
licences, maintenance, safety training (including first aid) and any other skills necessary. 

Verification of Competency is critical for all employees. 

New drivers:  
Starting off on the right foot
Australia’s driver shortage is serious business. 

Innovative operators are diversifying their ranks, looking at  
non-traditional hires to ensure their talent pipeline stays healthy.

But hiring only solves the first part of the problem; once you’ve got  
a new driver, you want to make sure they’ll stay with your business

Induction
Day one on the job is critically important – as the 
saying goes, you only get one chance to make 
a first impression.

Follow-up
Jobs aren’t just about skills and training. It’s important to make sure your new 
hires understand their roles and feel they’re accepted as part of the team. 
Check with their team leader to see how they’re travelling.

Also, follow up informally so you can check how they are fitting in. 

Are new hires being treated respectfully by their colleagues? It can take a while  
to find their place in your organisation but a zero-tolerance approach to bullying 
or harassment is essential.

Finally, make sure the employee understands that they can come to you with any 
concerns – and that you’ll treat your conversations seriously and confidentially. 
Read here for more tips to keeping your staff.

GO TO CHECKLIST >

GO TO INTRODUCTION >

GO TO STAFF TIPS >

CONVERSATION GUIDE >

Take their comments seriously and act on them  
if appropriate. If you’re not going to act on them, 
then make sure you let the employee know why not. 
Otherwise they may think the conversation wasn’t 
genuine, or that you simply dismissed their comments 
out of hand.

See our introduction to being a good communicator 
over here.

So, make sure every new employee’s first day 
is memorable for the right reasons.

We’ve put together an induction program that makes 
them feel like part of your team from the get-go  
– see our checklist here. 

Mix up information with practical sessions (such as 
depot tours and vehicle inspections). Introduce them 
to their new colleagues and ensure the most senior 
manager available has a few minutes for a ‘meet and 
greet’.

GO TO TIP SHEET >

To avoid problems and disputes, make sure 
that any concerns are formally documented 
and addressed.

If you need to terminate someone, even within 
their probation period, having clear and accurate 
documentation can drastically simplify the process  
– our guide to difficult conversations may help.

Wednesday
team meeting

Saftey week
3 days left

Here are some suggestions on how to get new drivers started 
and excited about being part of your team.

Let new hires know what’s expected of them, when 
they’ll be checked and how. See our guide to writing 
a driver position description.

Provide support and training as needed and after  
a suitable time – 6 weeks is usually long enough – this 
driver assessment checklist should get you started.

If the employee falls short, give them the feedback 
honestly and discuss the next steps (more training 
and their next assessment).

GO TO CHECKLIST >

GO TO GUIDE >

This article has been developed as part of NTI’s The Business of Safety series with the aim of helping transport and logistics businesses become safer and more sustainable. The Business of Safety is funded by the NHVR’s Heavy 
Vehicle Safety Initiative, supported by the Australian Government. Information in this document is a guide only. It does not take into account your personal or business circumstances. Whilst all due care has been taken, you 
must not rely on the information as an alternative to legal, legislated regulatory and compliance requirements associated with your business activities. NTI.M002.19.15102021

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading as CGU Insurance ABN 11 000 016 722 AFSL 227681 and AAI Limited trading as Vero Insurance ABN 48 005 297 807 AFSL 230859 
each holding a 50% share. National Transport Insurance is administered on behalf of the insurers by its manager NTI Limited ABN 84 000 746 109 AFSL 237246.

How to set up a

Driving a truck is a complex task, requiring 
drivers to be ready to make split-second 
decisions for hours on end. 

low-distraction cabin

Technology has added more read-outs, displays and 
other distractions in a typical truck cab. 

Yet too often, we neglect the mental workload and 
potential distractions they can cause.

According to the 2021 NTARC 
report, driver inattention causes 
nearly two in five [37.9%] of all 
driver error crashes and more  
than one in seven large losses. 

Consolidation is critical
Try to avoid fitting new displays, for example by 
integrating a new system with a truck’s existing 
telematics. 

Review new systems; if they could unduly distract 
drivers, ask the vendor to change how the system 
behaves.

The goal is to reduce visual clutter and make it safer 
for drivers to access information while driving.

Non-essential information, such as message alerts 
and social media fields, should be disabled.

Get your gear in the zone
The best way to organise displays and controls 
is to divide the cabin into three spaces based on 
the driver’s field of view.

Zone 1
Zone 1

Zone 1

Zone 2

Zone 3

Zone 2

Zone 1: 

Driver’s field of view
• windscreen

• side windows

• mirrors

Only place controls and displays directly 
relevant to the driving task in this zone.

These can be viewed with a quick flick 
of the eyes (typically no more than 
2 seconds).

Examples:  
GPS, collision detection or blind spot 
monitoring systems.

Zone 2: 

Driver’s peripheral vision
• steering wheel

• the instrument cluster behind the
steering wheel

• top level of the centre console

Only place controls and displays here  
that the driver might need to interact  
with while driving but not related to the 
driving task itself.

These can be viewed with a longer 
dip of the eyes (typically no more  
than 7 seconds).

Examples:  
Consignment information or urgent alerts.

Zone 3: 

Out of driver’s sight
• above the windscreen

• items lower on the centre console

Place controls and displays here for tasks 
and functions that the driver doesn’t need 
to interact with while driving.

These require taking eyes off the road 
for longer periods of time.

Examples: 
UHF radio, tipper controls, entertainment 
controls, temperature gauge for a 
refrigerated trailer, inter-axle and  
cross-axle locks.
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Check your tech

Assess and optimise the technology’s performance regularly. 

Your technology vendors are critical business partners and 
can help with service and upgrades.

Finally, every technology requires maintenance and upkeep. 

Don’t set and forget:  
Tuning tech for your needs

Deploying new technology can be a challenge. 

Effective change management is critical for getting a new system running.

It’ll also help you get a better return on your investment in two ways:

Here are some tips to 
help you get the best 
from your new system. 

You’ll get your technology 
up and running – and 
delivering value – faster.

It’ll be easier to fine-tune 
your technology as you go 
to make sure it keeps pace 
with any changes in your 
business. 

Do you even need new 
tech?

Be clear on what problem you’re trying to solve.

A technology solution might not even be the right way 
to go. 

For example, you might be able to resolve an increase in 
fatigue incidents by changing your routes and schedules.

Or, if your operational records are a mess, you could 
check your business rules and processes for deficiencies 
or bottlenecks.

Information in this document is a guide only. It does not take into account your personal or business circumstances. Whilst all due care has been taken, 
you must not rely on the information as an alternative to legal, legislated regulatory and compliance requirements associated with your business activities.  
NTI.M002.16.01092021

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading as CGU Insurance ABN 11 000 016 722 AFSL 227681 and 
AAI Limited trading as Vero Insurance ABN 48 005 297 807 AFSL 230859 each holding a 50% share. National Transport Insurance is administered on 
behalf of the insurers by its manager NTI Limited ABN 84 000 746 109 AFSL 237246.

Choose your solution  
and provider carefully 

Refresh and retrain 

Deployment

Technology solutions can be expensive and 
deploying them takes up precious resources.

So, it pays to make sure the one you’re looking  
at will do the job.

As a matter of course, you’ll consider a solution’s 
cost and capability. But you should also pay 
close heed to a third ‘C’: customisation. 

Every business is different. You want to be 
confident that your vendor can customise its 
solution to meet your specific requirements  
and offer ongoing training and support.

Keep your skills (and your team’s) up to date with refresher courses, 
and commit to regular reviews and communications about the data. 

Keep in mind that if you adjust your technology, you might get different  
data – and you might need to train your staff on those changes.

That’ll help you spot emerging problems before they become full-blown, 
recognise opportunities for safety and business improvements, and keep 
your team members on-side.

Poor deployment causes many technology failures.

Optimise, then deploy

Optimise what you can before deployment; it’s cheaper  
and less disruptive.

You want a provider that will make adjustments, add new 
capabilities and offer ongoing support as needed. 

That’ll ensure your technology can keep pace if your 
business changes and evolves.

Communication is key

Whether you’re deploying a back-end software 
system or an in-cabin driver monitoring system, 
the key to a successful rollout is to communicate 
early and often.

Explain the technology’s benefits and how you’ll 
introduce it.

Share the data

If you have any preliminary data, share it with 
your team to show how the new technology can 
improve the business. 

Train your team

If it’s not practical to train everyone, train some 
‘leads’ to help others. 

Your provider might be able to run familiarisation  
or training sessions. 

Consider trialling with a couple of trucks first before 
you do a full-fleet rollout; this will allow you to iron 
out any bugs and gain some operational experience. 

Use team meetings or toolboxes to keep everyone up 
to date on the rollout’s progress. Your lead drivers can 
talk about how they’ve found the system and answer 
any questions from the other drivers. 

Adjust and evolve

Your business will evolve, and so too 
will its technology needs. 

Make sure your systems are keeping pace 
and be ready to adapt and upgrade them 
as required. 

And if you see sudden spikes in certain 
types of alerts, check in with your drivers. 

Using your data

Step one: collect

If a new system reveals a glaring fault or potentially disastrous 
safety problem, then of course you should act immediately.

Otherwise, take your time to assess the data before you make any 
decisions or operational changes. 

Critically, this is the time to decide if the technology’s default settings 
are right for your business. Work with your provider to ensure you’re 
getting data relevant to your business’s unique requirements. 

For example, if some of your routes have a high roll-over risk, you 
might want to work with your vendor’s technicians to fine-tune your 
new stability control systems.

Step two: analyse

When you have a reasonable sample, 
analyse what’s happening. 

If there are clear patterns in the data, learn 
what’s causing them. 

Talk with your drivers to understand why 
you see alerts and work with them to find 
a solution.

Taking time to analyse and understand 
the data will make its alerts relevant, 
actionable and unambiguous.

It’s easy to be overwhelmed with the amount of data generated by new technologies.

Starting out? 
What you need to know  
before you hit the road.
Compliance can be complicated. This guide is intended  Compliance can be complicated. This guide is intended  
to help new drivers get a good start in the industry.to help new drivers get a good start in the industry.

Fatigue management 

Confirm if your vehicle is fatigue regulated and 
which hour limit scheme you’re operating under

Determine if you’re operating beyond the work 
diary exemption radius

If you’re fatigue regulated, but within the 
exemption radius, you still need to keep  
records, just not in a work diary

Otherwise, complete your work diary and  
ensure you provide the paperwork to  
your record-keeper

Mass and dimension 

Know the tare mass and mass limits for  
your vehicle, including any applicable 
schemes (CML, HML etc.)

Track the mass of the load to ensure  
you remain within applicable limits

Know your dimensions. If you  
don’t fit and comply, don’t drive

Maintenance 

Identify who in the business is  
responsible for maintenance

Undertake thorough pre-start checks

Record any issues and report them  
to the responsible person

Do not drive a vehicle with faults  
which pose a significant safety risk

Load restraint 

Determine who is taking primary 
responsibility for restraining the load

If it is you, ensure your load restraint 
meets the Load Restraint Guide

Even if it isn’t you, inspect the load 
restraint and have any issues addressed

While all care is taken in preparation of this infographic, it is a guide only. While all care is taken in preparation of this infographic, it is a guide only. 
You should consider independent advice to suit your circumstances. You should consider independent advice to suit your circumstances. 

If you’re unsure whether you meet your HVNL requirements or if you’d like 
more information, check with your team or visit the National Heavy Vehicle 
Regulator website www.nhvr.gov.au.

nti.com.au/better-business-hub

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading as CGU Insurance ABN 11 000 016 722 AFSL 227681 and AAI Limited Trading as Vero Insurance  
ABN 48 005 297 807 AFSL 230859 each holding a 50% share. National Transport Insurance is administered on behalf of the insurers by its manager NTI Limited ABN 84 000 746 109 AFSL 237246. 
NTI.MBOS05.1.30042021
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  Podcasts

A total of 6 podcasts were produced during the Business of Safety 
project – a relatively new medium for NTI. Podcasts allow the 
audience to listen to a discussion while doing another task, such 
as driving. For this reason, most of our podcasts were aimed at 
the driver persona. However, we also created podcasts for the 
operational and management persona to test these personas’ 
response to this medium. 

  Templates

One template piece was published as part of Business of Safety: a 
worksheet targeted at operational staff to assist them in planning 
how their business should respond to the data coming through 
from driver monitoring systems. 

  Infographics

Similar to guides, infographics provided tips and information in a 
more visual presentation. Infographics are aimed at an audience with 
a more visual learning style who didn’t want a lot of written content. 
Often, infographics in the Business of Safety portfolio had an 
accompanying written piece for the audience that wanted to delve 
into greater detail on that specific topic. Infographics were published 
as PDFs or downloadable images.

How to say ‘no’ 
and make it stick!

Australian truck drivers are the best in the world. 

That’s why our industry is safer and more efficient  
than in most other countries.

But there’s a downside: we’ve built much of our success 
on saying ‘yes’, even when the answer should be ‘no’.

It’s important to stick to your guns, because the consequences 
of agreeing to something you know is dodgy or unsafe can 
be terrible.

Here are some tips to help you get there:

What is the priority?
Agreeing to everything can win 
you friends, but also creates 

dangerous risks.

If you need a break, or are being 
asked to do something dangerous, 
say no.

Your priority is getting home safe, 
and keeping others safe too.

Don’t stew
It’s easy to go over and over and 
over something in your mind until 

it becomes a massive ‘thing’.

Don’t distract yourself from your 
driving. Put your problems to one 
side when you’re on the road.

You’ll be a safer driver, and when 
the driving’s done, you’ll have  
a better conversation about  
what’s bothering you.

Pick your time
If you’ve got something 
important to say, say  

it at the right time.

When the boss is busy 
with an emergency,  
you’re not going to  
get any attention.

If it’s hard to find time, 
set up a call or meeting 
in advance.

Be cool
Even if it gets you a result at 
the time, losing your temper 

is a bad idea in the long run.

If you’re getting worked up, 
take 5 to calm down.

You’re more likely to get a good 
result, and your reputation will 
only improve.

Give feedback
Bosses, customers and colleagues 
all want feedback, so give it to them 
regularly, including when things are 

going well.

In a polite, professional 
and positive way.

You’ll help them do their 
job better and will bank  
some goodwill for later.

Use the old one-two 
technique
If someone’s being unreasonable, 

give ’em the old one-two: 

1. Explain how their actions
make you feel

2. Ask how they think you can
resolve the problem

#1

#3

#5

#2

#4

#6

1... 2... 3...

#7

Just say NO!
If you do all of the above, you’ll be a 

trusted and effective communicator.

That matters because it can be hard to say 
‘no’ sometimes.

But if you’ve earned the right, then you can 
be sure that you’re trusted and respected, 
so people will know that for you,  

‘no means no’.

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading as CGU Insurance  
ABN 11 000 016 722 AFSL 227681 and AAI Limited trading as Vero Insurance ABN 48 005 297 807 AFSL 230859 each 
holding a 50% share. National Transport Insurance is administered on behalf of the insurers by its manager NTI Limited 
ABN 84 000 746 109 AFSL 237246.

Information in this document is a guide only. It does not take into account your personal or business circumstances. 
Whilst all due care has been taken, you must not rely on the information as an alternative to legal, legislated regulatory 
and compliance requirements associated with your business activities.  NTI.M002.22.01102021

Five technologies 
that might save 
your bacon
P R E - S TA RT  C H E C K L I S T:  
TToopp  55  ssaaffeettyy  tteecchhnnoollooggiieess  

             They’ll only get you home safely if they’re working. 

Drive, don’t fly
Even though your seatbelt is 
not a new technology, it’s still 
the number-one safety device 
in the event of an accident. 

#1

#2

Keep the rollover to your 
bunk, not the road
Electronic Stability Control and Trailer 
Stability Control systems can prevent 
rollovers and loss of control.

Wake up! DMS is on your side
Fatigue and driver distraction are common causes 
in heavy vehicle accidents. Driver Monitoring 
Systems can help save you from  
crashing due to distraction,  
drowsiness, and more.

#4

#5

Your pre-start checklist is your voice. It’s your one and 
only opportunity to document if things aren’t working 
as they should or need improving. 

Remember: If you haven’t written it down, 
it hasn’t happened.

Disclaimer: This disclaimer governs the use of the content of 
this “Top 5 Safety Technologies”. This is a guide only and is simply 
meant to provide you with an opportunity to reflect on your safety 
technology needs. The Top 5 Safety Technologies approach is a guide only 
and whilst all due care has been taken, you must not rely on the information as an 
alternative to legal, legislated regulatory and compliance requirements associated  
with your business activities.     NTI.MBOST01.1.30032021

National Transport Insurance is a joint venture of the insurers Insurance Australia Limited trading  
as CGU Insurance ABN 11 000 016 722 AFSL 227681 and AAI Limited Trading as Vero Insurance  
ABN 48 005 297 807 AFSL 230859 each holding a 50% share. National Transport Insurance is  
administered on behalf of the insurers by its manager NTI Limited ABN 84 000 746 109 AFSL 237246.

#3

IF YOU NEED TO BRAKE 

SUDDENLY, YOU’RE  
18% MORE LIKELY  
TO BE INVOLVED IN  
A MULTI-VEHICLE 
CRASH WITHOUT 

OPERATIONAL ABS.

How safe is your office?
Do you know if your cab  
is R29 compliant? 

R29 is a cab integrity  
test that checks how  
safe you are in  
a collision.

Always brake straight
Anti-lock Braking Systems help 
keep your rig straight when you  
have to stand on the brakes. 

SEEING MACHINES DMSES HAVE LOGGED 

MORE THAN 8 MILLION DISTRACTION 
EVENTS IN THE LAST 12 MONTHS.

R29 COMPLIANT 

CABS CAN REDUCE 
FATALITIES IN TRUCK 
CRASHES  
BY 35%.

IF YOU’RE NOT WEARING  

A SEATBELT, YOU’RE  

8X MORE LIKELY  
TO DIE IN A CRASH.

So if you need to activate 
emergency braking, you 
know it’s there to assist.

ESC ON

ESC OFF

OPERATIONAL ESC AND TSC 

SYSTEMS CAN MAKE YOU  

UP TO 35% LESS LIKELY 
TO CRASH.

Want to learn more about these tech systems? 
Read our Check your tech guide.

The data says:

Monthly 
data update

EVENT TYPE
THREE

MONTHS AGO
TWO 

MONTHS AGO
LAST

MONTH TARGET

Monthly focus:

We’ll respond by: 

Month Year

Event 1

Event 2

Event 3Insert monthly focus here

Select a single, key data point. From month to month, mix it up between positives 
and negatives.  
 
Example: Distraction events are down by 3 over last month

Suggest how the business can respond to turn a negative data point around, or 
keep improving a positive. 
 
Example: Staying alert and focused on the road 

##

##

##

##

##

## ##

##

##

##

##

##

The data says:

Monthly 
data update

EVENT TYPE
THREE

MONTHS AGO
TWO 

MONTHS AGO
LAST

MONTH TARGET

Monthly focus:

We’ll respond by: 

Microsleep

Phone use

Obscured/misaligned

77

2255

88

44

3344

1111

44

5555

77

00

<<  2200

<<  1100PPhhoonnee  uussee

September 2022

EXAM
PLE

EXAM
PLE

• Phone use events are creeping up.  Our fleet 
average is now over double the NTI benchmark

• Biggest issues seen on Brisbane to Darwin run, 
particularly when coming back into mobile coverage

• Only six out of 27 drivers did not have at least one 
phone use event in the last 2 months.

• Some phone use events identified as managers 
ringing drivers.

• Managers will SMS drivers requesting a call back at 
next stop, instead of ringing drivers directly.

• Phone use policy will apply, three strikes and you are 
out, all staff, managers or drivers.

• No performance bonuses for anyone (management 
included) with a phone use event.
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  Webinars

One webinar was delivered as part of 
Business of Safety and run through the 
online video conferencing tool, Zoom. 
Leveraging NTI’s “lunch and learn” webinar 
series, it was delivered to an existing 
audience that fell into the operational 
and management personas and featured 
an industry expert who shared their 
stories and experiences. The webinar 
was recorded so it was available for those 
who couldn’t attend the session live. The 
audience could participate by submitting 
questions and comments. 

  Videos

Video is another popular medium, 
often with high views and engagement 
scores in general NTI campaign and 
promotional activity. This is why video 
had the second highest number of 
content pieces after articles. Videos 
were intentionally short and  often 
featured one or two of our very own 
experts and a guest speaker from the 
industry.

  Testimonials

The purpose of a testimonial was to 
feature a respected personality from the 
industry to support a particular approach 
as recommended by Business of Safety 
content. For example, Business of Safety 
endorses the use of fatigue management 
technology by transport businesses to 
proactively manage fatigue risks and used 
a testimonial from an industry expert to 
explain how investing in the technology 
has benefited their business.

  Workshops

Two Business of Safety workshops were delivered, one in person 
(pictured) and the second online via Zoom. Aimed at the operations 
and management personas, workshops allowed industry professionals 
to take time out of their busy schedule to look at their business and 
work through practical solutions for key issues. It was also a great 
opportunity for attendees to develop professionally and network. 
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Evaluation

Business of Safety concluded in early December 2021 and an evaluation of the program 
took place to identify:

• What worked best for each role
• What worked well

• What didn’t work as well
• Key takeaways

The evaluation will include both qualitative and quantitative measures.

TOPIC PREFERENCE

Topic  (order 
of preference)

No. 
content

Total  
views

Drivers Fatigue 8 26,588

Technology 4 5,797

Leadership 
Development

2 1,001

Leadership 
Support

2 127

Opera-

tions

Fatigue 4 6,340

Leadership 
Development

4 1,004

Technology 4 598

Leadership 
Support

5 580

Manage-
ment

Technology 6 1,002

Fatigue 6 472

Leadership 
Support

6 292

Leadership 
Development

6 74

ENGAGEMENT

Most viewed content  
(order of preference)

Most downloaded content  
(order of preference)

Drivers Fatigue is your greatest risk 
(podcast)

Sleep apnea: signs and 
solutions (infographic)

Sleep apnea: signs and 
solutions (infographic)

Truck driver safety 
checklist (infographic)

Truck driver safety  
checklist (infographic)

New truck driver tips and 
checklist (infographic)

Opera-

tions

Fatigue Management: 
compliance is a step, 
not a goal (Infographic)

Introducing new truck 
safety technology 
(guide)

Top 5 tips new and 
emerging leader (article + 
link to infographic)

Top 5 tips for becoming 
a leader (infographic)

Overcoming the common 
challenges of change (video)

Fatigue monitoring data 
template (template)

Manage-
ment

Monson Logistics: using the 
right data to ask the right 
questions (case study)

What does a leading 
edge fleet look like? 
(eBook)

What does a leading edge 
fleet look like? (video)

A guide to fleet data 
management (guide)

Managing fatigue:  
cost vs benefit (testimonial)

PREFERRED FORMAT

Topic  (order 
of preference)

No. 
content

Total  
views

Drivers Podcast 4 21,571

Infographic 4 10,287

Guide 2 1,012

Opera-

tions

Infographic 3 6,176

Article 7 1,061

Video 3 763

Manage-
ment

Video 2 632

Case Study 1 435

Testimonial 2 248
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https://www.nti.com.au/better-business-hub/blog/fatigue-is-your-greatest-risk
https://www.nti.com.au/better-business-hub/driver-s-corner/sleep-apnea-signs-and-solutions
https://www.nti.com.au/better-business-hub/driver-s-corner/sleep-apnea-signs-and-solutions
https://www.nti.com.au/better-business-hub/driver-s-corner/sleep-apnea-signs-and-solutions
https://www.nti.com.au/better-business-hub/driver-s-corner/sleep-apnea-signs-and-solutions
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/five-technologies-for-truck-driver-safety
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/five-technologies-for-truck-driver-safety
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/tips-for-new-drivers
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/tips-for-new-drivers
https://www.nti.com.au/better-business-hub/blog/fatigue-management-compliance-is-a-step-not-a-goal
https://www.nti.com.au/better-business-hub/blog/fatigue-management-compliance-is-a-step-not-a-goal
https://www.nti.com.au/better-business-hub/blog/fatigue-management-compliance-is-a-step-not-a-goal
https://www.nti.com.au/better-business-hub/managing-your-team/culture-and-growth/how-to-introduce-truck-safety-technology
https://www.nti.com.au/better-business-hub/managing-your-team/culture-and-growth/how-to-introduce-truck-safety-technology
https://www.nti.com.au/better-business-hub/resources/top-five-tips-for-new-and-emerging-leaders
https://www.nti.com.au/better-business-hub/resources/top-five-tips-for-new-and-emerging-leaders
https://www.nti.com.au/better-business-hub/resources/top-5-tips-for-becoming-a-leader
https://www.nti.com.au/better-business-hub/resources/top-5-tips-for-becoming-a-leader
https://www.nti.com.au/better-business-hub/videos/overcoming-the-common-challenges-of-change
https://www.nti.com.au/better-business-hub/videos/overcoming-the-common-challenges-of-change
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/fatigue-monitoring-data-template
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/fatigue-monitoring-data-template
https://www.nti.com.au/better-business-hub/blog/monson-logistics-using-the-right-data-to-ask-the-r
https://www.nti.com.au/better-business-hub/blog/monson-logistics-using-the-right-data-to-ask-the-r
https://www.nti.com.au/better-business-hub/blog/monson-logistics-using-the-right-data-to-ask-the-r
https://www.nti.com.au/better-business-hub/resources/what-does-a-leading-edge-fleet-look-like
https://www.nti.com.au/better-business-hub/resources/what-does-a-leading-edge-fleet-look-like
https://www.nti.com.au/better-business-hub/videos/what-does-a-leading-edge-fleet-look-like
https://www.nti.com.au/better-business-hub/videos/what-does-a-leading-edge-fleet-look-like
https://www.nti.com.au/better-business-hub/resources/guide-to-fleet-data-management
https://www.nti.com.au/better-business-hub/resources/guide-to-fleet-data-management
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/managing-fatigue-cost-vs-benefit
https://www.nti.com.au/better-business-hub/cutting-red-tape/safety-and-compliance/managing-fatigue-cost-vs-benefit


WHAT WORKED WELL

• Clearly defined scope 

• Cross functional expertise to execute the 
program

• Engagement of expert vendors to develop 
the content using best practice approaches

• Right Industry expert matched to topics 
which leveraged their experience and their 
unique views

• Development of the Better Business Hub to 
centralise content and enable 24/7 access 
to Industry 

• Media launch at industry leading event 
Truck Show to maximise reach 

• Multi media approach testing different 
types of content 

• Flexibility in media type decision making 
when approach didn’t resonate with 
personas

• Pivot promotion strategy when not 
achieving the objectives (e.g. promoting 
specific articles proved more successful 
than category pages)

• The use of native (sponsored content) 
advertising proved effective

• Marrying technical topics with soft skill 
capability

• Linking content pieces to increase 
capability across the ADKAR change 
methodology

WHAT DIDN’T WORK AS WELL

• Took time to get the tone right for the  role 
• An extension of topics to build knowledge 

and ability may have been beneficial 
• Some content difficult to discover on 

Better Business Hub
• Not all topics resonated with the chosen 

role 
• Breadth of program and complexity to 

execute would have benefited from more 
gates to assess and pivot where needed 

• Expect challenges like negative 
commentary when promoting on social 
media platforms

• Recruitment of talent and participants was 
time consuming 

• Promotion to a large audience on multiple 
topics across numerous channels created 
a challenging tracking environment

• Differing levels of promotion may align 
with views on content  

• Consider alternate methods to measure 
efficacy of content, not just reach 
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KEY TAKEAWAYS

Choose the right media format  
for the right audience

Unsurprisingly, some media resonated with certain roles versus 
others. Our hypothesis were confirmed when we see total views 
across the three roles. 

The topics chosen for the Business of Safety campaign were selected 
because there are significant issues in these areas. The potentially 
voluminous nature of material on these topics creates a conflict with 
the needs and preferences of the target audience. The transport 
industry is razor focussed on keeping freight moving with extremely 
limited capacity or desire for distractions, regardless of whether or 
not they provide value.

Drivers, as you would expect, being on road, resonated with 
podcasts as it allows them to engage whilst performing their job. 
Being short of time, infographics allowed Drivers to quickly ingest 
key points whilst not having to mine for value.  

Conversely, Operations and Management engaged with media which 
required more of their time to delve into the topic. 60% of the media 
on the Better Business Hub was viewed using a mobile device.

 

Fish where the fish are

Around 87% or seven out of every eight page views were the result 
of traffic coming from promotion activities outside of the NTI Better 
Business Hub and only 13% coming from organic traffic to the hub.

The inevitability of this outcome becomes evident when you compare 
the reach of a well-funded, targeted near year-long communications 
campaign in the Business of Safety and the reach of the existing road 
transport industry media channels used to promote it.

These figures do not include the social media impressions for either 
category, only print, email and web traffic.

0

25000

50000

75000

100000

125000

150000

Better Business Hub Industry Media

Impressions per month

So before pulling the trigger on a communications campaign for 
road transport, it is critical to step back and ask “Am I fishing where 
the fish are?”
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The results of this speak for themselves, with pieces delivered ‘in the 
industry voice’ receiving on average more than double the traffic 
of pieces which were not. It is important to emphasise, many of the 
pieces not using an expert from the target persona still had outside 
experts, for example the use of medical experts on pieces relating 
to sleep apnea, however this did not have the same impact as the 
audience seeing themselves in the content.

When designing a road transport communication campaign, before 
you pull the trigger confirm that you include ‘talent’ drawn from your 
target audience. 

Communicate in their voice

The most effective strategy to counter-act this scepticism is to have 
your message delivered by a member of your target audience, 
preferably one with significant pre-existing credibility.

This means having drivers taking your message to drivers, operations 
staff to operations staff and management to management. Ideally, the 
speaker would be someone who is already known to the target audience.

If that isn’t possible, it is necessary to establish that person’s bona 
fides. It might feel like giving up a lot of time or page real estate, but it 
is worthwhile to include information such as “In 17 years driving cattle 
road trains in the Northern Territory and Western Queensland…” or 
“After 13 years driving trucks, 10 of that in tipper and dog work”.

In the design of the Business of Safety campaign, just over half of the 
content pieces included one or more relevant industry stakeholder 
sharing their insights and experiences.

Pieces, 54%

Pieces, 46%

Views, 72%

Views, 28%

Impact of 'Industry Voice' 

With industry voice Without industry voice
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While these findings may 
seem to only be scratching the 
surface, they are necessary 
considerations in order to 
successfully engage with the 
right audience and will hopefully 
serve to amplify the effectiveness 
of future safety improvements 
within the world’s most efficient 
road transport industry.

Conclusion

The last Business of Safety content piece went 
live on the first week of December 2021 on NTI’s 
Better Business Hub, thus marking a successful 
end to the delivery phase of this project.

Throughout the course of the eight months of 
the project, 59 content pieces were

• published across the full range of formats, 
from infographics to podcasts, over the  
four topics 

• developed in collaboration with a range of 
experts drawn from transport and other 
relevant fields

• promoted across social media, print 
media, google ads, mailing lists and 
by word of mouth.

The project’s objective to “evaluate the 
factors which had the most influence 
over successfully communicating safety 
objectives to the transport industry”, 
has been reflected in the findings of 
this report to provide further insight 
to interested parties within the field 
and/or to other organisations seeking 
to embark on similar projects or 
communicate to the same audiences.
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https://www.nti.com.au/better-business-hub
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Top 3 tips for talking trucking safety 

1

Don’t try to force your 
audience to come to you, 

take your message to 
your audience

Fish where the 
fish are

2
3In their voice

Right media format 
for audience

Aim for at least one-third, 
preferably half (or more) 

of your content to be 
delivered by your  

target persona

Make your message short 
and sharp, the less said, 

the more impact
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