
Social Marketing Case Study 





Where did we start? 

• Time loss injury rate had reached all 

time high of 5.6 in 2000 

• WCB & WSH set two goals: 

–Decrease time-loss rate by 25% in 

five years 

–Create culture of safety & health in 

Manitoba 



Where are we today? 

• 82% of Manitobans are aware of SAFE 
Work 

• Time loss injury rate of 3.3 injuries per 
100 FTE workers 

• Safemanitoba.com a trusted, high-
traffic resource 

• SAFE Work includes SAFE Farms, SAFE 
Roads, SAFE Healthcare & more 



Target Audiences 

• Employers 

• Workers 

 

Also: 

• Workplace Safety & Health 
Committees 

• Supervisors 

• Youth 



Target Behaviours 

What does being safe at work mean? 



Target Behaviours 



Why not Work SAFE? 



How did we get there? 



Awareness 



Engagement 





Awareness/Engagement 





Behaviour 



Behaviour 



Change = Exchange 



Measurement 

• Annual survey 

• Website 

• Other tactics: 

– Social media 

– Campaign-specific actions 

– Partnership activities 



Engagement & Behaviour 

• Audience specific: 

–Safety Community 

• WSH Committees  

• Supervisors 

• Safety professionals 

–Employers 



Safety Community 

• Have additional responsibilities at work 

– Committees monitor safety, make 

recommendations for improvement 

– Supervisors are responsible for workers 

• SAFE Work believers (usually) 

• Need resources, information, 

encouragement 



Safety Community 

• Training and Consulting 

• Website 

• SAFEty Check 

• Online SAFEty & Health Community 

• NAOSH Week 











Employers 

• Lead workplace culture 

• Control budgets & investment in safety 

• Most understand responsibility for 

safety 

• Also often see injuries as result of 

worker error 



Commitment 





Bringing SAFE Work to the Farm 

• 2009 – Agriculture added to industries 

covered by WCB 

• Increased outreach to farmers to raise 

awareness of safety and health 









Questions? 


