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Point of view

• Video demonstrates the value of story-telling to get a message across. 

• Think what the content of this video is: drivers, you have a blind spot and 

may not see cyclists on your near side. Written, it lacks all drama or 

shock. 

• The video works by making the viewer take the point of view of a driver. 

This also means showing the limits of your point of view. 

• The shock created by seeing all those cyclists is what builds the viewer’s 

receptivity to the message of the video. 

• Campaigns need to get people out of the cab. Sometimes shock does it, 

sometimes empathy, sometimes its surprise or the unexpected. 

• In our case, it’s about seeing your worksite with the eyes of a new or 

young worker. 
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https://www.youtube.com/watch?v=lV-rhiGRFTE


Why young people?

• From the UK, HSE tells us that workers are as likely to have an accident 

in the first six months at a workplace as during the whole of the rest of 

their working life.

• From the US, the rate for emergency department-treated occupational 

injuries of young workers was approximately two times higher than 

among workers 25 years and older. 

• Clearly, ‘newness’ as a risk factor particularly applies to young people.

• Reasons of lack of experience, not confident to raise concerns or 

understand what rights they have regarding training etc. Young people 

can be given the most dangerous jobs as well, and they are often in a 

temporary position – not given the same attention as others. 

• Vital we invest in their H&S. For them of course, but also to build habits of 

a lifetime. Conditions affecting us later in life can start young. And cost of 

pensions – focus on demographic change by policy makers.  
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Young people campaign

• The British Safety Council’s priority is to educate young people about 

occupational safety and health. 

• We have a campaign called Speak Up, Stay Safe. 

• The campaign has developed a set of resources to try and get OSH 

messages across to young people, directly. We have some resources 

aimed at employers too. 

• H&S should be of direct self-interest of any worker. 

• Yet occupational safety and health is a difficult subject to make interesting 

for young people. It’s a drag, boring and doesn’t fit with a certain sense of 

there own invincibility. 

• Our experience with working at schools shows that children are interested 

and like tasks like hazard spotting. The problem is when they get a bit 

older and move into work. 
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Young people campaign

• We started by working with schools and youth groups. We held 

workshops to talk about issues and visualise them. 

• Some examples: 
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Building resources
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Building resources
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Building resources

• From this we get to: 
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Building resources

• And this: 
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Speak Up, Stay Safe

• Campaign for young people, featuring young people. Young people listen 

better to other young people. H&S through the eyes of young people. 

• Underlying message - we all assess risks in our day-to-day lives; we just 

need some extra tools and info to do it at work. Trust instincts – SpeakUp.

• Use of language – clear, active, visual 

• Graffiti style, strong colours. Bold statements, like Speak Up. 

• Mixture of key messages, fact sheets, video, mobile app, and talks by 

members of staff. 

• Different tones – some serious, some factual etc

• Built in social media such as twitter and facebook to generate a 

movement.

• Building relations – HSE, EU-OSHA, ISSA, Teacher Networks (Guardian).  
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Video

• Video is important to us – good opportunity to see with the ‘eyes of a 

young person’ and hear what they have to say. 

• Video is increasingly being used. New camera, editing and platform 

technologies are enabling video to become as ubiquitous as writing. 

• Video can be pitched at different levels, at different audiences. For 

example directly to children and young adults, to those adults who teach, 

supervise or employ them; or to the policy-makers and opinion-formers 

who create the demand and context for broader educational 

requirements. 

• This is our most recent production (aimed at adults responsible for 

induction of new and young workers): 

11

https://www.youtube.com/watch?v=Mus8DVEP1GY


For young adults

• The campaign has a focus on simple messages and actions. 

• Our audience is both school children and young workers 

• Humour – with blood-thirsty content – is a great vehicle for getting 

messages across and making them memorable. 

• This video has proved most popular with our younger audiences; and with 

teachers who can see this type of material gets engagement. 
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https://www.youtube.com/watch?v=zdOv_ad9nfQ


Volunteering

• Supporting the #iwill campaign

• Reassuring adults about risks associated with young people/children 

volunteering

• Produced resources, including this video: 

• Throws up interesting questions about risk perception and how society 

views risk.
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https://www.britsafe.org/speakupstaysafe/volunteers/videos


Questions for campaigns

• What is a campaign? 

• What do we want to change, at what level and who to influence? For 

example: 

I. Public policy – OSH as ‘value of life,’ economics of OSH. 

II. Research – how to get people to do OSH research? What research is 

needed? 

III. Institutional – how to set up regulation and enforcement? 

IV. Teachers/trainers – how to train the trainers? What learning materials 

do they need? 

V. Universities – how to get people to take careers in OSH, how to get 

Universities to offer OSH courses? 

VI. Pupils and young workers - how to get them interested in OSH? 

VII. Employers/supervisors – how to get them to educate and engage their 

workers?   
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