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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, 
re�lected 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 
ful�illing 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 O��icer
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Overview

NTI is Australia�s largest specialist 
transport and logistics insurer 
o�ering 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 e�icient 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 �lexible and 
a�ordable 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 �ive 
times higher than the national average for all 
industries (Safe Work Australia, 2021).

There are many di�erent strategies and 
changes which may in�luence these terrible 
�igures, however common to all of them is that 
they will need to be e�ectively and e�iciently 
communicated to the a�ected 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, identi�ied an opportunity to build awareness 
across key topics a�ecting 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 di�erent 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 di�erent 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 �irst 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 �leets, 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 o�er di�erent 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 identi�ied 
the below: 
1.	 Driver error accounted for 29.6% of 

incidents and fatigue represented 9.8% 
2.	 Mechanical �ire losses represented 

6.5% of claims, with �ire 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 e�fective way of getting the 
point across. 

The research has identi�ied the following 
safety issues in Transport � fatigue, 
distraction, maintenance, e�ective 
monitoring and management, e�ective 
communication and planning, inappropriate 
speed, driver recruitment and retention and 
safety technology. 

These �indings 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 ful�il all of these roles in a small 
transport business, targeting pieces at speci�ic roles was designed to 
increase their impact and relevance.

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

Operations
The operations persona represents the �irst layer of 
management behind drivers. Their role is to keep the business 
moving. This includes safety and maintenance, �inance, and 
compliance employees.
Operations is often a highly reactive space. Much of the content 
for operations is around extracting yourself from �ighting �ires 
and �inding time to stop the next �ire 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 in�luence 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 di�icult. 
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 identi�ies 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 �inal 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 �ive 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 �ive stages, a decision was made to develop the program with a focus on the �irst 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, e�ort 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 �irst 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 �irst 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 modi�ied 
for print in industry magazines.   

DELIVERABLES AND 
OUTCOMES

A total of 59 content pieces across 
11 di�erent 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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  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 bene�ited 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 �leet look like? 
(eBook)

What does a leading edge 
�leet look like? (video)

A guide to �leet data 
management (guide)

Managing fatigue:  
cost vs bene�it (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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WHAT WORKED WELL

�	 Clearly de�ined 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 di�ferent 
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 
speci�ic articles proved more successful 
than category pages)

�	 The use of native (sponsored content) 
advertising proved e�fective

�	 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 bene�icial 
�	 Some content di��icult to discover on 

Better Business Hub
�	 Not all topics resonated with the chosen 

role 
�	 Breadth of program and complexity to 

execute would have bene�ited 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

�	 Di�fering levels of promotion may align 
with views on content  

�	 Consider alternate methods to measure 
e��icacy of content, not just reach 
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While these �indings 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 e�ectiveness 
of future safety improvements 
within the world�s most e�icient 
road transport industry.

Conclusion

The last Business of Safety content piece went 
live on the �irst 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 �ields

�	 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 in�luence 
over successfully communicating safety 
objectives to the transport industry�, 
has been re�lected in the �indings of 
this report to provide further insight 
to interested parties within the �ield 
and/or to other organisations seeking 
to embark on similar projects or 
communicate to the same audiences.
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