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Evaluation of Fly the Flag 2016 

 

Sarah Collimore 

‘By flying the flag your site is showing its support for MATES in Construction. It shows the broader community that 

the construction industry is actively doing something about suicide prŜǾŜƴǘƛƻƴ ƛƴ ǘƘŜ ƛƴŘǳǎǘǊȅΩΦ                                                                                                        

        ς (Fly the Flag for MIC Brochure) 
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Aim of this evaluation 

As the Fly the Flag campaign is a relatively new concept, the aim of this evaluation is to determine 

the faults of the program, and understand what both the MATES staff and employees of registered 

construction sites felt needed to be improved. By doing this evaluation MATES will be able to ‘iron 

out the creases’ and ensure the campaign runs more efficiently next year so that both time and 

money does not go to waste.   

Method: 

A questionnaire comprised of ten questions using both a Likert scale and short answer responses 

was sent out to 331 construction sites. A list of the questions is provided in the appendix. The 

questionnaire was also tested on three sites (selected at random – one from QLD, NSW & SA) to 

determine whether the questions asked were easy to understand. A response rate of 99 sites was 

retrieved from email and three were collected via phone. This therefore gave a sample size of 

(n=99). 

A semi structured interview was also conducted and sent out to MATES workers via email, asking for 

their opinion on how the event ran and whether they had suggestions for next year.  The questions 

were mostly open ended, in order to gain the best quality feedback possible. A total of four MATES 

workers responded. Their responses proved very helpful, and a number of suggestions for 

improvements were made. A content analysis was also done from all of their answers to detect 

trends. Mutual themes could be used to deem what needs to be dealt with as a priority. It is equally 

essential to obtain criticism from MATES workers, as they help to gain insight on the administrative 

glitches of the process. A copy of this analysis is included in the appendix. The easier Fly the Flag is to 

run, the more construction sites we will be able to enlist which therefore creates more awareness.  

Limitations 

¶ All sites in South Australia were not included in this study as email addresses weren’t 

provided for this state (except for one which was used as a test on the phone). Furthermore, 

no sites from VIC were included in the study as there are no MATES in VIC. 

¶ Time was a limitation. As there were only twelve days dedicated to the study, it limited how 

much information could be collected. 

¶ A total of six people were away at the time of the survey 

¶ Only 99 people out of the 331 surveys that were delivered actually responded, bringing the 

sample size down substantially.  

¶ The sites were instructed to state their name and what site they are from. This may have led 

to false answers due to possible negative responses from MATES. 

¶ One person from each site was elected to be a representative and gave all of the answers. 

Their opinion could have been biased towards their own individual thinking and not a clear 

representation of the site as a whole. 

¶ All of the feedback was given online, meaning any non verbal cues, chances for further 

feedback etc was missed 
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A logic model has been used using the steps outlined in (Steckler & Linnan, 2012) and is included in 

the following. 

 

1. Context:  

Suicide is the leading cause of death in Australian construction workers, yet is considered by Saving 

Lives in the Construction Industry (2016) as a ‘preventable death. This has since resulted in a 

considerable amount of awareness building campaigns that set out to firstly raise mental health 

literacy and secondly to direct to health services for those in trouble (Calear, Batterham & 

Christensen, 2014).  Suicide has a low rate of ‘help seeking behaviour’ with 68% of people having 

zero contact with mental health services a year prior to committing suicide. The reason for this 

statistic has since been associated with low suicide literacy and suicide stigmatism (Luoma, Martin & 

Pearson, 2002).    

With help seeking behaviour and mental health literacy so low, it becomes obvious that awareness 

campaigns are needed to help combat these issues, and to direct them to appropriate health 

services.   A study conducted by Stroke (a public health magazine) set out to determine which 

method of advertising proved most effective in increasing health literacy (Silver, Rubini, Black & 

Hodgson, 2003). They used telephone surveys as their method, asking people to identify two stroke 

symptoms before and after exposure to different media forums. Their study concluded TV 

advertising was the most successful, with individuals showing vast improvement in their health 

literacy towards stroke symptoms in both men and women under the age of 65. Newspaper 

advertising, however, showed no significant improvement in those aged below 65 (Silver, Rubini, 

Black & Hodgson, 2003). 

Advertising has been identified as one of the most important aspects of public health campaigns by 

an article in the Annual Review of Public Health (Randolph & Viswanath, 2004). They have also set 

out a criteria of what needs to be achieved in order to have an effective and successful campaign.  

An excerpt of the article that outlines this criteria is set out in the following: 

¶ “Successful manipulation of the information environment by campaign sponsors to ensure 

sufficient exposure of the audience to the campaigns messages and themes (influencing the 

information environment and maximizing exposure).  

¶ using social marketing tools to create the appropriate messages for distribution and, where 

possible, message theory and tailoring (creative marketing and messages); and  creating 

concomitant structural conditions such as a supportive environment/opportunity structure 

that allows the target audience to make the recommended change (supportive 

environment) 

¶ developing campaigns with a careful understanding of the determinants of health behaviour 

that could potentially lead to desired health outcomes (theory based campaigns); and 

¶  process analysis and especially assessing exposure to campaign messages could serve as 

useful intermediate markers both in making midcourse correction and in explaining final 

campaign outcomes (process analysis and exposure assessment)”  

(Randolph & Viswanath, 2004) 

The above criteria will be used as a standpoint for the below evaluation scheme, to ensure every 

aspect has been examined.  
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There are several different campaigns that dedicate a time period towards mental health awareness. 

Their common goal is creating a space in which people can talk freely and without judgement about 

their feelings, and also working towards removing the stigmatism towards mental health. They also 

hope to raise funds towards their corresponding charities, to help battle a variety of different health 

issues. Some of these campaigns include Movember and R U OK? Day.  

The main objective for R U OK? Day is to get people to ask each other ‘R U OK?’ and to understand 

the importance of recognising the symptoms of depression and other mental health problems.  (R U 

OK? Day, 2016). From the report they conducted in 2014 they achieved this objective, with only 8% 

responding that they had not asked anyone if they were ok (figure 1, appendix). Their report also 

concluded that irrespective of whether they had a mental health issue or not – awareness as a whole 

increased significantly, leading them to believe that their campaign was a success (R U OK? Day 

Annual Report, 2014). According to the table, (figure 2, appendix) awareness of mental health as a 

whole rose 14% from pre campaign numbers. Furthermore, knowledge of R U OK? Day rose 12% 

(figure 2, appendix).  

Movember’s sole purpose is to create awareness about the severity of male cancers (prostate and 

testicular) and mental health, primarily in men. They do this by asking men to grow a 

moustache/beard, and to collect funding from friends and families for doing so (Movember 

Australia, 2016).  An abstract from funding report created in 2015 (see figure 3, appendix) 

demonstrates a total amount of $100, 725, 934 raised from the event in 2015. Expenditure was, 

however, considered in this table with a breakdown of costs, leading to an inevitable lower net 

profit. This includes the amount of money spent on Men’s health program investment 

($64,623,015), cost of fundraising ($13,449,745) and administrative expenses ($4,848,072). Even 

with all of these included costs, Movember was still able to take away $22,100,891 profit in 

preparation for next year (Movember Annual Report,2015) 

As can be seen by the above, it is essential that the campaigns raise awareness for their cause and 

improve health literacy, but it is also important to raise money so that the campaign can be 

economically viable and can be sustained through further years.  
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2. Recruitment procedures 

There were three strategies used to promote and attract construction sites to register. One method 

was by word of mouth by the Field Officers out on site. The second strategy MATES used was by 

putting up posters around construction sites, advertising the event. The third technique was by using 

a social media platform, asking for registrations to help support the campaign.   

While word of mouth can be effective, it limits the reach of the project to those who are under the 

supervision of the Field Officer. The point of this campaign is to raise awareness, and this should not 

be limited to those who are already aware of MATES and their work.  Within every state, the 

majority of the companies registered had prior training with MATES. 

The posters which advertised the event were also limited to the construction sites under MATES 

supervision. In addition to this they were also only posted up in construction sites after they had 

registered for Fly the Flag, which essentially negates the potential advertising purposes. Along with 

this, some problems to do with the information included on the poster arose through the 

questionnaire. Some comments were made about the functionality of the poster and are included 

below: 

Ψ5ŀǘŜ ƻŦ Ŧƭȅ ǘƘŜ ŦƭŀƎ ǿŀǎƴΩǘ ƴƻǘŜŘΩ (Probuild) 

 

Ψ²ƻǳƭŘϥǾŜ ƭƛƪŜŘ ǘƻ ǎŜŜ ǇƻǎǘŜǊǎ ǘƘŀǘ ŜȄǇƭŀƛƴŜŘ ǘƘŜ ǎƛƎƴƛŦƛŎŀƴŎŜ ƻŦ ǘƘŜ Řŀȅ ƛƴ  

more detŀƛƭΩ  (Lendlease, WA) 

 

ΨaƻǊŜ ōŀƴŜǊŀƎŜκǇƻǎǘŜǊǎκǾƛǎǳŀƭ ŀƛŘǎ ŦƻǊ ǘƘŜ ƴƻƴ ŜƴƎƭƛǎƘ ǎǇŜŀƪƛƴƎ  

ǿƻǊƪŜǊǎΩ  (ICONCO) 

 

Finally, a post was written and posted to Facebook which clearly outlined what the event was about 

and when it would be held. The post is included below: 

 

This post on Facebook was popular and summarised everything necessary and directs people to a 

website for more information and with 7,756 likes on Facebook it has a large reach. However, it is 

the first post mentioning Fly the Flag and is dated July 11, 2016, just under two months before 
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registration closes.  Not only was it the first post, it was also the only post. Some comments from 

construction workers were also made regarding the media exposure: 

ΨaƻǊŜ ƴƻǘƛŎŜ ǘƻ ǿƘŜƴ ƛǘ ǿŀǎ ƻƴΩ ς (Hutchinson Builders, Southpoint)  

 

ΨaƻǊŜ ƳŜŘƛŀ ŜȄǇƻǎǳǊŜ .9Chw9 ǘƘŜ ŘŀȅΩ ς (WestConnex M4East Homebush 

Bay Drive Project) 

 

ΨtǊƻōŀōƭȅ Ƨǳǎǘ ŀ ƭƛǘǘƭŜ ƳƻǊŜ ƭŜŀŘ ǘƛƳŜ ǘƻ ŀƭƭƻǿ ŦƻǊ ƻǊƎŀƴƛǎƛƴƎ ..v ŜǾŜƴǘ  

(gold coin donation etc) ς (QBCC, Cairns) 

 

Primarily, the posters designed for advertising the event need to be changed. The date of the event 

and a better description of its purpose need to be included, and the setting out has a lot of text in 

one place. A suggestion by Paul could be a potential direction to head in. 

Ψ¢ƘŜ ǇƻǎǘŜrs advertising the event need more info regarding when the  

day is and less content heavy ς ƳƻǊŜ ƭƛƪŜ ǘƘŜ D!¢ ǘǊŀƛƴƛƴƎ ǇƻǎǘŜǊǎΩ  

ς Paul Bryan, Interview with MATES workers (see appendix) 

Also, the posters need to be distributed to the general public, not to sites that have already 

registered. The purpose of the posters is to gain recruitment and therefore it needs to reflect this. 

Some other methods to gain recruitment also need to be examined. 

Social media posts need to be more frequent, acting as both an advertising tool and as a reminder 

for people to register. MATES possibly needs to look at pushing the first mention of Fly the Flag back 

a few weeks, to give people more time to register, and to hopefully deter the majority of late 

registrations. 

 

3. Dose delivered  

Fly the Flag was conducted by firstly asking for sites to register. The sites were registered using a 

website, and then information was sent out to them – regarding what Fly the Flag is about and what 

to do on the day. A flag, representing MATES in Construction’s logo was also sent out to each site, so 

that it could be raised on the day.  A number of 440 sites registered this year – an increase from last 

year’s 250.    

On Fly the Flag and R U OK? Day (September 08, 2016), sites were instructed (by the brochure) to 

firstly take a picture with the flag and post it to a social media forum i.e. Facebook, Twitter etc. This 

helps to create further awareness to the broader community – something which MATES in 

Construction hoped to achieve (see above). They then raised the flag and were asked to listen to 

information about MATES in Construction and a pledge read out by their elected ‘Champion’ (co-

worker or employer who runs the event) and respond with ‘I’ while raising their hand.  Money was 

also collected on the day and then either dropped off at the office in a bucket or deposited into an 

account – both options which are clearly outlined in the brochure. 
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4. Dose received  

While the process of delivering the flags and brochure to every site was successful, it remained 

unclear how much the information of what to do on the day was understood. This was evaluated by 

asking the questionnaire participants of what they thought of the brochure.  97% of the sites 

indicated that the information given to them in the brochure on what to do on the day was clear and 

easy to understand.  

Source: http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11  

However this is contradicted by the responses given by MATES workers.  The colour red was used in 

a content analysis to represent any time the MATES worker specified that there were questions 

about what to do with money, photos, or just general confusion about the day as a whole despite 

instructions being included in the brochure.  An excerpt from the interview is provided in the 

following, however the entire interview and content analysis is included in the appendix. 

 

Ψaŀƴȅ L ǎǇƻƪŜ ǿƛǘƘ ƘŀŘƴΩǘ ŜǾŜƴ ǊŜŀŘ ǘƘŜ п ǇŀƎŜ ōǊƻŎƘǳǊŜ ǘƘŀǘ ŎŀƳŜ ǿƛǘƘ  

flag.  I had to point out to everyone where the info was re sending into social  

media as welƭ ŀǎ ǊŜƳƛƴŘƛƴƎ ǘƘŜƳ ƻŀǘƘ ǿŀǎ ǘƘŜǊŜ ǘƻƻΦΩ ό!ƳŀƴŘŀ 9ŘǿŀǊŘǎύ  

 

Ψ²Ŝ ŦƻǳƴŘ ǘƘŀǘ ǘƘŜ ǎƛǘŜǎ ƴŜŜŘŜŘ ǘƻ ōŜ ǊŜƳƛƴŘŜŘ όŀƴŘ ǘŀƭƪŜŘ ǘƘǊƻǳƎƘύ ŀōƻǳǘ  

flying the flag only on the date specified, and reminding them about the  

ƻǊŘŜǊ ƻŦ ǎŜǊǾƛŎŜ όƛΦŜΦ ǇƭŜŘƎŜ ŜǘŎύΦΩ όwƻǎŜƳŀǊȅ Brickhill) 

 

The content of the brochure was easy to understand 

Responses Count % 

Strongly agree 50 51% 

Agree 46 46% 

Neutral 3 3% 

Disagree 0 0% 

Strongly disagree 0 0% 

Total Responses 99   

 

http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11
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Potential reasons for this contradiction could be that the sites are failing to read the brochure 

thoroughly and therefore have a false assurance of their understanding of the content. Other 

reasoning may be that they did not give an accurate response in the questionnaire due to potential 

backlash from MATES. Sample bias is another possible conclusion, given the literacy levels of the 

sample achieved. All are limitations to this study, as well as the sample size. 

A suggestion could be made to have a look at the brochure’s design. The layout and information 

could be more evenly distributed if the amount of photos was reduced, and the advertisement 

included on the back was excluded, due to its redundant objective (people receiving the brochure 

have already registered, and therefore advertising on how to register is irrelevant).  The brochure 

could be reduced to a smaller size similar to the other brochures made available by MATES i.e 

Coping After Suicide brochure. This would help to reduce the cost of printing and help to highlight 

important aspects of the procedures – by putting them on separate pages.  Several construction 

sites have also indicated that they would like more copies of the brochure, so reducing the printing 

cost could help to achieve this. Methods also need to be considered towards achieving a more 

autonomous brochure so that there is minimal confusion towards procedures and therefore less 

pressure on MATES staff. 
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5. Fidelity 

Overall, the day seemed to go to plan. The responses from the questionnaire indicate that overall 

the day went smoothly.  87% of the sample said that the majority of their construction site were 

interested in participating (see graph below).  This indicates that the day was, for the most part well 

received by the participants.  

The majority of workers were interested in participating in the day (i.e flying the flag, saying 
the pledge) 

Responses Count % 

Strongly agree 40 40% 

Agree 47 47% 

Neutral 10 10% 

Disagree 2 2% 

Strongly disagree 0 0% 

Total Responses 99   

 
Source: http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11  

Despite the above, from the MATES workers point of view the day could be improved dramatically. 

This indicates that, while the day ran smoothly for the construction workers, from an administrative 

point of view the process needs to be amended. The interview gave an insight as to how they felt it 

could be enhanced. 

The majority of the suggestions were things that are an achievable fix in preparation for next year. 

The content analysis highlighted common themes that arose between the interviews about the 

problems they had (see appendix). The biggest problem found was time – or lack of it. All of the 

MATES workers felt pressured for time and most suggested pushing the start time back so that they 

could have more time to prepare. This needs to seriously be considered to reduce the amount of 

stress in preparation for this event, especially if it continues to increase with popularity.  

Another issue that was common is that they were all constantly having to send emails confirming the 

participant’s registration was received.  A proposition towards fixing this is to have an automated 

response email, so that construction sites have reassurance that MATES has received their 

registration. Carolyn also suggested having a tool so that multiple registrations for different sites is 

possible (Interview with Mates workers, appendix). 

An issue that was also raised in both the interview and questionnaire was the connection to R U OK? 

Day. Other than the logo being featured on the brochure, no other link was made towards being 

associated with their company.  Asking ‘R U OK?’ in the pledge would help recognition of the 

http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11
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company.  No connection was made on R U OK? day’s behalf therefore the benefits of MATES 

supporting R U OK? day are not known.  

6. Reach  

Fly the Flag campaign was able to recruit a total number of 440 sites. On a larger scale compared to 

the number of sites in total around Australia, this number is quite miniscule, however the project is 

still in its early stages and has room to extend its reach in further years.  

Queensland had the most participating sites, with a total number of 180 sites registered. New South 

Wales was a close second, with 132 sites participating.  Western and South Australia were the 

lowest, reaching 66 and 52 sites consecutively. Victoria, despite having no MATES in Construction 

office in their state still registered with 10 sites – mostly partnering companies with sites in different 

states. Tasmania and Northern Territory were excluded from this campaign, again due to MATES not 

having offices in their areas.  

Furthermore, each site was asked to approximate how many construction workers were present on 

the day. From the graph displayed below, most sites indicated that they had roughly 1-49 workers 

present.  From the answers that 98 of the construction sites gave, it indicates that a minimum of 

3,062 people attended the day, which is a clearer gage of the individual reach that Fly the Flag had. 

Upon further investigation after the conclusion of this study, 150+ was not an appropriate highest 

level as it was found that some of the sites attendances numbered in the thousands. For future 

studies a more accurate understanding of attendance might be found by asking for an approximate 

number from the site itself. 

Approximately how many people attended the day? 

Responses Count % 

1-49 62 63% 

50-99 20 20% 

100-149 8 8% 

150+ 8 8% 

Total Responses 98   

 
Source: http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11  

A number of news segments and articles were dedicated to the awareness of Fly the Flag, all 

encouraging both awareness and participation, therefore casting a wider net over the people who 

MATES were able to reach after the event took place.   Further investigation on methods to reach 

people needs to be addressed, however more people participating in the event will inevitably bring 

more attention, including from the media. 

 

http://www.sogosurvey.com/zRMx/AdvBarGraph.aspx?sid=11
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7. Implementation & Evaluation 

As indicated above, the two main objectives and criteria that determine whether the event was a 

success or not, are awareness raising and an achievable funding outcome.  There were measured 

again, through questionnaire.  

Awareness building was measured from the answers of question 5 and 13. Question 5 asked 

whether overall, the workers understood the significance of the event and was determined using the 

Likehert scale. 96% specified that they agreed to this statement, meaning that the true reason 

behind Fly the Flag and therefore awareness of suicide was well represented. The event also brought 

up a few emotions, and the connecters of the day were required to put their training into practice. 

The questionnaire showed that 35% had some kind of emotion come up on the day. Below are a few 

of the responses demonstrating how they dealt with the situation: 

 ‘/ƻƴƴŜŎǘƻǊǎ ǿŜǊŜ ǇǊŜǎŜƴǘ ǘƻ ŘƛǎŎǳǎǎ ƛǎǎǳŜǎ ƛƴ ŎƻƴŦƛŘŜƴŎŜ ǿƛǘƘ ŀŦŦŜŎǘŜŘ ǇŜǊǎƻƴǎΩ  

 (York Civil) 

 

 Ψ²Ŝ ƘŀŘ ŀ ŦŜǿ Ǝǳȅǎ ǿŀƴǘŜŘ ϥǇǊƛǾŀǘŜϥ ŎƘŀǘǎ ŀǿŀȅ ŦǊƻƳ ǘƘŜ ŎǊƻǿŘ - ǿƘƛŎƘ ǿŜ ŘƛŘΩ 

 (WestConnex M4 East Homebush) 

 

ΨhǳǊ /ƻƴƴŜŎǘƻǊǎ ǿŜǊŜ ǾŜǊȅ ŀǿŀǊŜ ǘƻ ƪŜŜǇ ŀƴ ŜȅŜ ƻƴ ǇŜƻǇƭŜΩ (CS Energy, Brisbane) 

 

ΨWǳǎǘ ǎǇŜƴǘ ǘƛƳŜ ǿƛǘƘ ǘƘŜƳ ŀƴŘ ƭƛǎǘŜƴΩ ό¢ƻǘŀƭ /ƻƴǎǘǊǳŎǘƛƻƴǎΣ b{²ύ 

 

Ψ{ǳǇǇƻǊǘŜŘ ŜŀŎƘ ƻǘƘŜǊΩ όv.//Σ ²Ŝǎǘ 9ƴŘύ 

 

 ΨtŜƻǇƭŜ ǎƘŀǊŜŘ ǘƘŜƛǊ ƻǿƴ ŜȄǇŜǊƛŜƴŎŜǎΩ ό9ŀǎǘ/ƻŀǎǘ !ǇǇǊŜƴǘƛŎŜǎƘƛǇǎΣ {ǘǊŀǘƘǇƛƴŜύ 

 

 ΨtǊƻǾƛŘŜ ǎǳǇǇƻǊǘ ŘƛǊŜŎǘƭȅΦ ¢ŀƭƪ ŀōƻǳǘ ǘƘŜ ƛǎǎǳŜΩ ό²ŀǘǇŀŎΣ wȅŘŜ DŀǊŘŜƴύ 

 

 Ψ²Ŝ ƘŀŘ ŀ ǘƻƻƭōƻȄ ŀƴŘ ǎŜǾŜǊŀƭ ƻŦ ǘƘŜ ŎǊŜǿ ǎƘŀǊŜŘ ǘƘŜƛǊ ŜȄǇŜǊƛŜƴŎŜǎΩ  

 (FK Gardner & Sons, Durack) 
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 Ψ[Ŝǘ ǘƘŜƳ ƪƴƻǿ ǘƘŜȅ ǿŜǊŜƴΩǘ ŘŜŀƭƛƴƎ ǿƛǘƘ ǘƘŜ ƛǎǎǳŜ ŀƭƻƴŜΩ ό[ŜƴŘƭŜŀǎŜύ 

 

 ΨtŀǎǎŜŘ ƻƴ ŦƻǊƳŀƭ MATES contact details, provided support by listening 

 provided comfort (Cairns Aquarium)  

These are just a few of the many responses received, however is a clear indication that this day is 

getting people to talk about their emotions, which in retrospect is one of the main objectives of not 

only Fly the Flag but MATES in Construction as a whole. 

The second objective was to see whether the campaign is economically viable. Before the campaign 

was delivered, several costs came into play. The table below features the costs relevant to Fly the 

Flag. It was retrieved from MYOB for invoices: 

Item Cost ($) 

Marketing  

Marketing and Printing 350.00 

Graphic Design 2,809.00 

Flags  

Crane Flags 3,301.80 

Fly the Flag Regular Flags 11,160.00 

Total 17,620.80 

 

The table does not take into consideration time costs. How much time was spent on this project? 

How many resources were used? Admin and staff costs, courier prices for the flags were just some of 

things not included in this table but all are important and need to be reflected on. 

Donations were accepted and this does alleviate some of the costs. Donations were also not 

included in the table as they were ever changing and a final number was not given before the 

submission of this evaluation. It needs to be compared to the costings to run Fly the Flag and action 

on whether the outcomes justify the cost, and whether it is a sustainable project need to be 

decided.    

With the flags costing the company the most money, a suggestion could be made towards engaging 

a company to donate the flags (possibly including their logo on the flag as an incentive). 

One of the questions featured in the questionnaire asked whether their company would be 

interested in merchandise if it were to be made available next year. The idea was well received, with 

75% replying that their company would be interested. The construction sites were then prompted 

with suggestions and ideas of what merchandise they were specifically interested in. A total of 45 

participants came up with some ideas, with most suggesting several items. A list of this is below, in 

order of most to least popular. This could also be another way to lessen the burden of cost on the 

company and turn it into a profit. 
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Merchandise Popularity score 

Caps 20 

Shirts 13 

Stationary i.e pens, notepads etc 6 

Beanies 7 

Stubbie Coolers 5 

Broad brim hats/bucket hats  3 

PPE i.e safety glasses, gloves etc 3 

Water bottles 3 

Hi Vis 2 

Key rings 2 

Collection tins (MATES logo) 1 

Lanyards 1 

Balloons 1 

Stickers 1 

Posters 1 

Wrist bands 1 

Magnets 1 

Badges 1 

Mouse pads 1 

Glove clips 1 

 

Fundraising as a method of reimbursement was not pushed enough, and thus potential funding was 

lost. This is reflected in the questionnaire when participants were asked for suggestions on how to 

make the day better for next year.  

ΨtǊƻōŀōƭȅ Ƨǳǎǘ ŀ ƭƛǘǘƭŜ ƳƻǊŜ ƭŜŀŘ ǘƛƳŜ ǘƻ ŀƭƭƻǿ ŦƻǊ ƻǊƎŀƴƛǎƛƴƎ ..v ŜǾŜƴǘ  

όƎƻƭŘ Ŏƻƛƴ Řƻƴŀǘƛƻƴ ŜǘŎύΩ όv.// /ŀƛǊƴǎύ 

 

ΨaƻǊŜ ŦƻŎǳǎ ƻƴ ǎƻƳŜ ŦƻǊƳ ƻŦ ŦǳƴŘǊŀƛǎƛƴƎ ŘǊƛǾŜ LΦŜΦ {ǘƛŎƪŜǊǎΣ ǊŀŦŦƭŜ  

ǇǊƛȊŜǎ ŜǘŎΩ ό²ŀǘǇŀŎΣ wȅŘŜ DŀǊŘŜƴύ 

 

Ψtǳsh more for the donating, was unaware that we were meant to be  

ŘƻƴŀǘƛƴƎ ǳƴǘƛƭ L ǊŜŎŜƛǾŜŘ ŀƴ ŜƳŀƛƭΦΩ όaŀƛƴōǊŀŎŜύ 

 

ΨCƻǊ ǘƘŜ ǎƛǘŜǎ ǘƘŀǘ ǇŀǊǘƛŎƛǇŀǘŜ ǘƻ ōŜ ǇǊƻǾƛŘŜŘ ǿƛǘƘ ŀŎǘǳŀƭ ϥa!¢9{ Lb  
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/hb{¢w¦/¢Lhbϥ ƳƻƴŜȅ ǘƛƴǎΩ όv.//Σ {ǳƴǎƘƛƴŜ /ƻŀǎǘύ 

 

Ψ/ƻƳǇŜǘƛǘƛƻƴǎ ƻŦΣ ōƛƎƎest attendance, best dressed site  

ŜŎǘΩ όL/hbύ 

From the above it becomes clear to see that people are not opposed to fundraising, it’s just that it 

wasn’t publicised enough that raising money was encouraged. While this may not be the main 

objective of an awareness raising campaign, it could help to lessen the running costs and help it to 

be less of a burden on the company and therefore a more sustainable project.  

 

Suggestions for improvement  

From the evaluation conducted below, it is reasonable to assume that Fly the Flag is gaining traction 

in the community. Awareness for both suicide prevention and MATES in Construction is being raised 

and from the first years figures, increasing.  There are several teething issues that need to be 

amended for next year, so that an unnecessary repeat of problems does not occur. With 96% of the 

99 participants of the survey Suggestions, although have been made throughout the entirety of the 

report, are also included in a table below for convenience. It is produced as a checklist, to serve as a 

reminder of the aspects that need further investigation towards improving Fly the Flag and making 

next year better than the last.  
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CHECKLIST 

Problem Possible Solutions  Tick 
when 
fixed 

Advertising  

¶ Extend advertising to more 
construction sites 

¶ Put posters up in spaces accessed by the general 
public 

 

¶ Poster ¶ Change poster so that it is easier to read and has 
the date of the event written on it. 

 

¶ Social media ¶ Put more posts up, reminding construction sites 
to register 

 

¶ Date of advertising ¶ Give more notice to sites by advertising a few 
months in advance 

 

Brochure   

¶ Design ¶ Change the design so it is not as content heavy 
by reducing the size of the brochure and taking 
out irrelevant information like advertising. 

 

¶ Information ¶ Make it more autonomous. Clearer on the 
procedures needed to be done – where to 
donate, where to post pictures etc. Also make 
the pledge stand out 

 

¶ Amount ¶ Give each site more brochures if affordable  

Administrative    

¶ Time ¶ Give MATES workers more time to organise  

¶ Registration ¶ Design automated response so that MATES 
workers do not have to confirm registration 
individually 

¶ Make an option to register more than one site at 
a time 

 

Connection    

¶ R U OK? Day ¶ Establish fuller connection with R U OK? day.  

Funding    

¶ Merchandise ¶ Explore the option of making merchandise 
available to sites for purchase 
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¶ Flags ¶ Investigate whether the option of getting a 
company to sponsor the flags is an option 

 

¶ Fund raising ¶ Push more for sites to fund raise in brochure  
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Appendix 

Document 1:  

Questionnaire questions as seen on: 'http://survey.sogosurvey.com/k/RQsVXYSSsQQsPsPsP' 

Required Information 
 

 

 

 1. Please provide your name, name of your company and site here: 

  
   

 

  

Characters Remaining 

  

  

 

 

 

 2. What motivated you to register for Fly the Flag Day? 

  
   

 

   Instructed by management   

   Wanted to show support for MATES   

   Personal reason i.e close family member or friend lost to suicide   

   All of the above   

   Other (Please specify)    

      

 

  

http://survey.sogosurvey.com/k/RQsVXYSSsQQsPsPsP
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Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 3. The content of the brochure was easy to understand 

  
   

 

   Strongly agree   

   Agree   

   Neutral   

   Disagree   

   Strongly disagree   

 

 

 

 
  

  

 

 

 4. Any feedback on the brochure? 

  
   

 

  

Characters Remaining 

  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 5. Overall, the workers understood the significance & importance of the event 

  
   

    Strongly agree      
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   Agree   

   Neutral   

   Disagree   

   Strongly disagree   

  

 
   

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 6. The majority of workers were interested in participating in the day (i.e flying the flag, 

saying the pledge) 

  
   

 

   Strongly agree   

   Agree   

   Neutral   

   Disagree   

   Strongly disagree   

 

 

 

 
  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 7. There was enough support provided from MATES in regards to the general running of 

the event etc 

  
   

    Strongly agree      
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   Agree   

   Neutral   

   Disagree   

   Strongly disagree   

  

 
   

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 8. Will you register for Fly the Flag next year? 

  
   

 

   Yes   

   No   

 

 

 

 
  

  

 

 

 9. If you answered no to the previous question.... Why? 

  
   

 

  

Characters Remaining 

  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 10. If merchandise (i.e caps, beanies, shirts) were made available to support MATES and 

Fly the Flag, would it be something your company would be interested in? ? 
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   Yes   

   No   

 

 

 

 
  

  

 

 

 11. If yes, is there any particular merchandise you would like to see? 

  
   

 

  

Characters Remaining 

  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 12. Approximately how many people attended the day? 

  
   

 

   1-49   

   50-99   

   100-149   

   150+   

 

 

 

 
  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  
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 13. A day like Fly the Flag can bring up different reactions in people. Did you experience 

this? 

  
   

 

   Yes   

   No   

 

 

 

 
  

  

 

 

 14. If yes, how did you deal with this issue? 

  
   

 

  

Characters Remaining 

  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 15. Do you have any ideas or suggestions to make it a better day? 

  
   

 

   Yes   

   No   

 

 

 

 
  

  

 

 

 16. If yes, please provide ideas/suggestions here 
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Characters Remaining 

  

  

 

 

Your previous answer selected for this question has met its required quota. Please select another 

answer option.  

 

 

 17. Would you like a MATES worker to contact you? 

  
   

 

   Yes   

   No   

 

 

 

 
  

  

 

 

 18. If yes, please provide your contact details here: 

REMEMBER: If urgent call the MIC 24/7 Helpline  1300 642 111 

  
   

 

  

Characters Remaining 
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Document 2: Interview with Mates Workers 
 

 

I emailed six MATES workers about their felt experience on Fly the Flag, asking them a series 

of five questions. Four of them have responded and are included in a content analysis I have 

conducted below. I wanted their opinions as well as the construction workers so that we can 

make it an easier process for them to run and therefore making it a more effective 

campaign. 

 

Content Analysis  

Colour Theme Words associated 

Yellow Brochure Any comments about how well 
the brochure was received and 
utilised 

Green Follow up Suggestion or complaint about 
no automated emailing system 

Pink Time Any comments about the 
workers feeling under 
pressure, or as if they did not 
have ample time 

Red Confusion Anywhere where they have 
said they sent out a prompting 
email, received questions 
about what to do, confusion 
from sites etc 

Grey Merchandise Comments about merchandise 
being asked for by workers 
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CAROLYN (NSW) 

1. Were there a lot of questions from the sites regarding confusion on the information 
distributed?   
No, only a few but I did send out an email the week before FTF re-instating safety on the day, 

where to post photos taken and also where to deposit funds collected. 

 

2. Did you find organising the event to be fairly simple?   
In NSW we are a very small team and I was the central point of managing the campaign and the 

only one entering information on the spreadsheet which helped with avoiding confusion, we 

sent out an email to all our contacts/sites.  Also, our whole team assisted in the process of 

delivering flags or posting them out.  We tended to post more flags than drop off due to the 

logistics and time frame restrictions.  It was a team effort and all team members were willing to 

help out when and where necessary.  It is a very time consuming campaign, but the rewards of 

reaching to the wider community with the awareness is so worth it.  Also, it has a flow on affect 

with fundraising and individuals/companies realising that we are a charity. 

 

3. Were there many sites wanting to register after the registration was closed?   
We did have a few, but that was expected.  Actually I thought I would get more so I was 

pleasantly surprised to only get a few. 

 

 

4. Lǎ ǘƘŜǊŜ ŀƴȅǘƘƛƴƎ ȅƻǳΩŘ ƭƛƪŜ to know from the survey?   
Suggestions from sites who participated on how we could improve the process for them. 

 

5. Do you have any suggestions on things that need to be changed for next year?   
We had a record amount of registrations and exceeded my expectations even though I ordered 

100 flags in the first place, I really did not expect to use all of them and require more from 

QLD.  So I guess we need to be prepared next year for FTF 2017 to be even bigger! We had a 

team meeting this morning regarding feedback and a roundup of the FTF event in our 

office.  Some feedback was that when sites were registering it would be beneficial that they 

receive an automatic reply to advise that their registration had been received.  Also, if possible 

to register multiple sites without having to go in and out of the website to do so. 
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ROSEMARY (WA) 

 

1. Were there a lot of questions from the sites regarding confusion on the information 
distributed? 
We found that the sites needed to be reminded (and talked through) about flying the flag only 

on the date specified, and reminding them about the order of service (i.e. pledge etc). Also 

reinforcing the importance of safety in terms of being aware of the impact of discussing suicide 

and that this may bring up emotions in participants, ensuring they have contacts and people to 

be there in terms of a safety net in case anyone needed support after discussion of the sensitive 

topic. Found that most did not read through the booklet provided to them regarding the day and 

order of service etc.  

 

2. Did you find organising the event to be fairly simple?  
The organizing of the event was simple, it was mainly making sure everyone was on the same 

page in terms of ordering process, ensuring sites were aware of how to run the day, ensuring 

people aware of cut off dates and planning where workers would attend at sites. Keeping track 

of how many flags we had (with some spares on hand), having an up to date record sheet of who 

had registered, who had not got back to us with forms etc. Keeping a track of who had flags who 

ordered what flags and then organizing delivery etc 

 

3. Were there many sites wanting to register after the registration was closed? 
Yes we had a few, but majority ensured they stuck to the cut off date after follow up phone calls 

and emails reminding of the fact.  

 

4. Lǎ ǘƘŜǊŜ ŀƴȅǘƘƛƴƎ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ƪƴƻǿ ŦǊƻƳ ǘƘŜ ǎǳǊǾŜȅΚ 
No 

 

5. Do you have any suggestions on things that need to be changed for next year? 
Ensuring that each state keeps a close eye on how many flags they anticipate they will need, 

ordering early, and monitoring to avoid the last minute rush.  
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Tanu (Brisbane) 

 

1. Were there a lot of questions from the sites regarding confusion on the information 
distributed?  
There were couple inaccurate addresses from the sites, also late registrations which meant they 

were anxious for their flags. 

 

2. Did you find organising the event to be fairly simple?  
It’s better to have a more appropriate packaging envelope in place for the posters and also a 

carry bag for people coming to pick up participant kit. 

 

3. Were there many sites wanting to register after the registration was closed?  
There were many sites asking for flags post registration date. 

 

4. Lǎ ǘƘŜǊŜ ŀƴȅǘƘƛƴƎ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ƪƴƻǿ ŦǊƻƳ ǘƘŜ ǎǳǊǾŜȅΚ  
Nothing in particular 

 

5. Do you have any suggestions on things that need to be changed for next year? Sufficient stock 
order and stock take. Also, we should stop registrations a week before FTF day so that we have 
ample time to send the kits through post, last moment registrations create chaos and panic. 
Also, the FTF registration forms need to be redone so that accurate address get captured and 
not confuse sites. 
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Amanda Edwards 

 

1. Were there a lot of questions from the sites regarding confusion on the information 
distributed? 
Many I spoke with hadn’t even read the 4 page brochure that came with flag.  I had to point out 

to everyone where the info was re sending into social media as well as reminding them oath was 

there too.  Some sites that I had spoken to hadn’t received their flags and they were concerned 

about this.  They were unsure who to contact and when they spoke to FO vs office giving 

conflicting stories 

 

2. Did you find organising the event to be fairly simple?  
My clients weren’t sure if they had registered as there was no auto generated email saying 

thanks for rego. Yes and No – Yes as sites were eager to become involved, no as there was no 

simple way to see if site had registered without waiting for clunky and at times incorrect 

spreadsheet to be sent 

 

3. Were there many sites wanting to register after the registration was closed? 
A few wanted to register extra sites. 

4. Lǎ ǘƘŜǊŜ ŀƴȅǘƘƛƴƎ ȅƻǳΩŘ ƭƛƪŜ ǘƻ ƪƴƻǿ ŦǊƻƳ ǘƘŜ ǎǳǊǾŜȅΚ 
Yes, there were many learning from the previous year, and yet there seemed to be a repeat of 

many issues from previous year.  I’d like to see learning from this year 

 

5. Do you have any suggestions on things that need to be changed for next year? 

¶ Perhaps the oath needs to be on single sheet double sided –what to do one side what to say 
other 

¶ we need to find a better way to send flags out.  Whether that’s actually start taking 
registrations earlier, and send out to site sooner or ensure the FO has ability to register site 
and give out flag pack when they are there. 

¶ Maybe see if other staff are interested in being involved instead to the same person/people 
– fresh eyes fresh ideas.   

¶ Some sites asked for ideas about what others had done to fly the flag or raise funds. 

¶ So many sites mentioned RUOK day and the sense was that MIC FTF is an ‘add on’ to that 
event.  Predominately around this was having MIC flag and RUOK merchandise.  I was asked 
how to access pens, stickers, shirts etc. from MIC – even if we gave our site champion a shirt 
to wear for the event.  MIC logo and FTF logo saying we flew the flag etc.  we need to 
seriously explore this option as a fund raising option.  
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¶ Auto generating a receipt to client when they register.  ? ability to advise FO in area when 
registration occurs. 

¶ Promote our lived experience speakers to attend functions/sites 

¶ Many sites are unable to hold event on day, but do something another day that 
week.  Perhaps if FTF was FTF week, would allow for better use of staff (including lived 
experience speakers bureau) to attend functions as invited.  

¶ Week before event, auto generate email to those champions nominated as a 2nd line of 
information sharing to either call or F2F we attend.  

 

Paul Bryan  

I also had a talk with Paul, as he seemed to have a few ideas on what he felt needed to be 

changed. His ideas were helpful and relevant, and therefore were included in the content 

analysis.  

 Do you have any suggestions on things that need to be changed for next year? 

¶ He has indicated that he received a lot of questions regarding lack of merchandise i.e caps, 
tshirts etc  

¶ Suggested that the brochure needs to be changed to a typical brochure format smaller etc  

¶ Paul suggested the posters advertising the event need more info regarding when the day is 
and less content heavy – more like the GAT training posters 

¶ Sites were confused about the connection with R U OK? Day 
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Figure 1: Evaluation in R U OK Day Report (2014) 
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Figure 2: Awareness Evaluation, R U OK? Day Report (2014) 

file:///C:/Users/tstaff/Downloads/Sub%20164_APPENDIX%20B%20-

%20POST%20CAMPAIGN%20REPORT.pdf   

 

 

Figure 3: Summarised Statement of Comprehensive Income, Movember Report (2015) 

https://cdn.movember.com/uploads/files/Annual%20Reports/Movember%20Foundation%20Annual

%20Report%202015.pdf 
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