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FEATURE

Construction tumns to Troy

and embraces

s the construction industry attempts to

reverse its rising death toll, a new

project is rolling out a point-of-use

technique that helps workers make

safe choices on site. Known as “Trojan
Horse” messaging, the technique places eye-
catching pictorial messages on materials such as
pallet loads or steel beams, where workers can
see them just before they start a task.

Following encouraging results from a two-
phase research programme initiated by the Steel
Construction Institute (SCI) and supported by the
HSE, the project has signed up five industry
sponsors — including product suppliers and major
contractors — to encourage use of the technique
across the construction sector (see box 1). Plans
include the development and dissemination of 10
peer-reviewed messages, a website and the
inclusion of messaging information within
industry training schemes’.

In your face

Trojan Horse messages are pictorial images that
illustrate the “right” and “wrong” way to carry out
a task. They address a single issue at a time, and
are designed to be visually communicable and
quickly understood. Each message is put on a
construction component at point of use, rather
than on the notice board or canteen wall.
Conventional site posters or notices often produce
a “wallpaper effect” that eventually stops people
noticing the key messages. Trojan Horses avoid
this pitfall by depicting graphic, “in your face”
messages just as someone is about to do a job.
“The technique is so simple,” says Paul Thomas,
an HSE specialist inspector in construction and
engineering. “That’s one of its major benefits — a
properly designed message placed in the right
place at the right time. The obvious question is
why didn’t someone think of it before?”

The project has its origins in a 2004 HSE
competition for ideas. The SCI submitted a
proposal drawing on a previous initiative by Co-
Construct (a network of construction research
hodies), which had communicated effectively with
small firms via messages placed at point of sale in
builders’ merchants. Following interest and

gift horse

funding from the HSE's falls from height Lucinda
programme, the SCI embarked on research that :

ing |
also involved Loughborough University, the ::::e 8 ooks

Concrete Society, trade associations and companies
including Skanska, Taylor Woodrow, Bovis Lend
Lease, Mace, Multiplex and Dover Trussed Roof Co.

increasing use
of “Trojan
Horses” on UK

Cutting to the chase :
The need to find new ways of conveying basic construction
health and safety information to workers is urgent ~ SItes

in the construction industry. Despite repeated
high-profile initiatives, 2006/07 witnessed a 28%
increase on the previous year’s toll of construction
fatalities (although non-fatal major and over-
three-day injuries fell to record lows in 2006/07)
(HSB 364 p.11). Loughborough University
research into the causes of construction accidents
in 2003 highlighted poor training and supervision,
difficulties in verifying competence, and a
shortage of skilled workers. In these
circumstances, clear on-site communication of
basic safety information becomes vital.

The HSE also believes that Trojan Horse
messaging can improve communication with the
UK's ever-growing migrant workforce. Recent
surveys suggest that just 57% of people in London
now speak English as their first language, with
workers at Heathrow airport having 27 different
first languages. Construction already employs a
large migrant workforce, and the vast 2012
Olympics projects are likely to intensify the
industry’s skills shortage and increase the demand
for migrant labour. In addition to language

BOX 1: HOW A TROJAN HORSE WORKS

The SCI research identified elements that determined the effectiveness of a Trojan Horse
message:

M pictorial rather than textual messages — workers do not need to read or understand
English to gain clear information;

M clarity and simplicity - each message addresses a particular health and safety issue,
unambiguously illustrating the dos and don'ts of a task;

M eye-catching - messages have high visual impact and are easily seen by operatives;

W information at point of use - delivery of the message just as a worker is about to embark
on an activity provides instant and timely information or reminders;

M strategic timing - the messages can be used in blitz campaigns, either as part of a site-
driven initiative or an HSE campaign to deliver information on topical issues; and

M positive reinforcement - so that the messages increase workers' confidence in carrying

out an activity, promoting safe behaviour.







