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About Social Engine

Social Engine was founded by Avis Johns and Toby Blume in 2015 to support organisations to
adopt an evidenced-based and insight-led approach. We work with charities, local authorities,
social enterprises and other social purpose organisations to overcome organisational challenges
through engagement, research and the practical application of evidence in practice. We have
been leading the application of behavioural insights and social marketing and the use of
randomised controlled trials with local authorities and the public sector for several years,
winning awards for our ground-breaking trials in local government.
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Introduction and background to the project

Accidental dwelling fires (known as ADFs or fires in the home) are a key area of focus for East
Sussex Fire and Rescue Service.

The primary objective of the Service is to reduce injuries, save lives and property. Fires can be
very distressing for those involved, with serious fires destroying homes and memories. Fires also
mean that firefighters have to put themselves at risk, including travelling on emergency
response on public roads and entering buildings which are alight. While these risks are
managed, it is much more beneficial to reduce the need for an emergency response in the first
place. The human impact of successfully reducing fires is therefore clear.

There is also naturally a financial implication for the Service and the wider community. This is
not easy to quantify as each incident is different — some will do little damage, others can make
homes uninhabitable.

It costs approximately £250 for a fire engine to attend an incident for an hour. A confirmed fire
will always have two fire engines sent out, with more fire engines sent depending on the
seriousness of the incident.

Emergency rehousing costs are most frequently borne by local authorities, which may also be
responsible for repairing the property. 39 injuries were reported in 2017/18 primary fire
incidents attended by the Service —a fact which will have had an impact on the NHS and
ambulances services. Additionally the Association of British Insurers reports that fire is one of
the most expensive property insurance claims, with £1.3 billion being paid out to customers
during 2018.

Service targets have been set as follows.

e 2019/20 - 475 ADFs
e 2020/21 - 450 ADFs
e 2021/22 - 425 ADFs

Assuming that at a minimum an ADF costs the Service £500, the achievement of this reduction
would be at least £57,500 between 2016/17 and 2021/22.

However progress in reducing the number of these fires in the home has plateaued over recent
years and the Service recognised that a new approach was needed.

Incidents of ADFs in East Sussex 2012-2017

558
549
544
540
2 . .

2012/13 2013/14 2014/15 2015/16 2016/17
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The Service’s current Home Safety Visit programme has traditionally targeted vulnerable people
(e.g. people with reduced mobility, vision or hearing) to provide face to face advice in their own
home. While invaluable, home visits are resource-heavy and the Service was keen to reach a
larger audience that goes beyond the focus for its traditional interventions.

East Sussex Fire and Rescue Service secured match-funding from the LGA’s behavioural insights
programme to test a new approach to reducing incidents of accidental house fires and ‘near
misses’ within the city of Brighton and Hove.

The Service commissioned Social Engine to support the design, delivery and testing of an
intervention intended to reduce the instances of accidental kitchen fires by using behavioural
insights.

Working with the Service, we designed and delivered a randomised controlled trial to test the
effectiveness of interventions on the behaviour of those most ‘at risk’ in order to reduce
instances of accidental house fires. We adopted a co-design process to the project, seeking to
combine the Service’s own insight and experience with evidence from behavioural science to
collaboratively design our interventions and plans to test them. This began with a training
session introducing behavioural insights to a range of Service staff — both operational and
support personnel — and starting to explore ideas for changing the behaviour of our target
audience.

Pilot study to explore the use of behavioural insights to reduce house fires



Trial and intervention design

Evidence review and data analysis

The Service holds a significant amount of data relating to accidental house fires — with data at
an individual household level as well as incident reports on the cause and location of incidents -
and the project began with a review of the available evidence. Conversations with members of
the Planning and Intelligence team provided further insight and understanding of the data. This
was supplemented with a brief review of academic literature, drawing on findings from a
number of studies from the UK and overseas (including Canada, the US and Australia).

We also reviewed a range of research undertaken by the Service and other Fire and Rescue
Services, some of which included the use of social marketing and behavioural insights or
focused on ADFs.

The main objectives of reviewing the available evidence were:
e To try and identify suitable target audiences for the project to focus on in order to
reduce instances of ADFs and False Alarm Good Intents.
e Todraw on relevant research evidence of what works in reducing home/kitchen fires
that could be used to inform our intervention design.

Target Audience

The Service’s use of detailed population segmentation using Mosaic provides valuable data from
which it is possible to estimate with some confidence the number of accidental kitchen fires
within each population segment. Since Mosaic also quantifies the number of households in the
Service area (i.e East Sussex and Brighton and Hove City) within each segment, it is possible to
identify particular groups that account for a disproportionate number of incidents.

In order to have the greatest impact possible in reducing incidents, we were keen to identify
those groups which:
a) Were responsible for a disproportionately high number of incidents relative to their
population size
b) Accounted for the greatest proportion of ADFs
c) Were larger groups within the overall population.

Ratio of incidents to population size

When looking at the ratio of incidents to population size, we can see that seven of the fifteen
Mosaic groups account for a higher proportion of incidents (ADFs) than their proportion of the
overall population. These are bolded in the table below.

The Municipal Challenge group has the largest ratio of ADFs to population size, with 2.7 times as
many incidents as might be expected relative to their proportion of the population. Transient
Renters (1.8), Rental Hubs (1.7) and Vintage Value (1.5) have the next highest ratios.
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Mosaic Group Ratio of ADFs to

households
Municipal Challenge 2.7
Transient Renters 1.8
Rental Hubs 1.7
Vintage Value 15
Family Basics 1.4
Urban Cohesion 13
City Prosperity 1.1
Modest Traditions 0.9
Country Living 0.7
Aspiring Homemakers 0.7
Prestige Positions 0.6
Suburban Stability 0.5
Rural Reality 0.5
Domestic Success 0.4
Senior Security 0.4

Proportion of ADFs and those that were accidental kitchen fires overall

Rental Hubs account for almost a quarter of all incidents (23%) which is significantly higher than
any of the other groups. The segments with the next highest proportion of incidents are Vintage
Value (12% and 16%) and Municipal Challenge (9%).

Mosaic Group % of Dwelling % of accidental
Fires kitchen fires
Rental Hubs 23.0 22.7
Vintage Value 11.6 16.1
Municipal Challenge 8.6 8.5
Family Basics 7.6 8.0
City Prosperity 6.4 6.0
Transient Renters 6.4 6.4
Country Living 6.0 3.6
Urban Cohesion 5.2 5.0
Aspiring Homemakers 4.8 5.2
Senior Security 4.7 5.0
Prestige Positions 4.3 3.0
Suburban Stability 3.4 3.1
Domestic Success 3.0 2.8
Modest Traditions 2.6 2.7
Rural Reality 2.4 1.8
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Population size

Rental Hubs (14%) and Senior Security (11%) are the largest groups within the Service area.
With the exception of the Senior Security group, the Rental Hubs group is significantly larger
than any other Mosaic groups in the local population. The Country Living group accounts for 9%
of the households in the Service area.

Mosaic Group % of households

Rental Hubs 13.9
Senior Security 10.9
Country Living 8.5
Prestige Positions 7.6
Domestic Success 7.6
Vintage Value 7.5
Aspiring Homemakers 7.2
Suburban Stability 6.8
City Prosperity 5.9
Family Basics 5.5
Rural Reality 4.8
Urban Cohesion 4.0
Transient Renters 3.6
Municipal Challenge 3.2
Modest Traditions 3.0
Conclusions

The Senior Security group only accounts for less than half as many incidents as its population
size and were therefore not considered a priority.

The Municipal Challenge group and the Vintage Value group both account for a
disproportionate number of incidents; however, their population size is significantly smaller
than the Rental Hubs group. The Vintage Value group — which is described in the Mosaic public
sector guide as ‘Elderly people reliant on support to meet financial or practical needs’ —is a
group that is very much within the scope of the Service’s current focus on vulnerable people.
This group are already identified as a priority audience and a target for the current programme
of home safety visits. For this reason, they were not considered a suitable target audience for
this project.

The Rental Hubs group are the only group to feature at the top of all three of our assessment
criteria — the largest proportion of households in the Service area, the highest proportion of
incidents and one of the highest ratios of incidents to household size (despite being the largest
single group). This was particularly pertinent when looking at Brighton and Hove City, which is
where the trial later took place.

Whilst the particularly high ratio of incidents to population size of the Municipal Challenge
group did provide a strong rationale for targeting this group, the smaller number of households
led us to conclude that the project should target the Rental Hubs group. This group appeared to
offer the greatest opportunity to make a significant difference in reducing instances of
accidental kitchen fires.
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Figure 1 — Experian Mosiac Rental Hubs descriptor

The Service’s Planning and Intelligence team are able to identify the Mosaic group of individual
households across Brighton and Hove City. The map below plots all the Rental Hub households
in Brighton and Hove (colour coded by subgroup) highlighting the concentration of this group
within the City.
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Figure 2 — Households classed as ‘Rental Hubs’ in Brighton and Hove

Review of academic and practitioner literature

Many different residential fire prevention interventions have been introduced in different
communities around the world, with the aim of reducing fire related injuries and mortality.
Most commonly these measures include education and training for children, parents, and high-
risk demographics such as elderly or disabled people; fire response training programmes for

! The different colours relate to sub-groups within the Rental Hubs segment; however it was decided that
there was not sufficient benefit to justify further targeting at this sub-group level.
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children; community canvassing; home inspection programmes; smoke detector giveaways; and
promoting safer smoking via ‘e-cigarettes’.

Whilst we found a range of evidence about fire prevention interventions, many of these were
targeted on traditional vulnerable groups and a number of studies were inconclusive (when
applying a robust critical assessment of the quality of evidence).

We did find a small number of examples which used targeted messaging to reach a specific
(similar) high risk demographic:

The New Zealand Fire Service (NZFS) had identified through research that 50% of fatal
residential structural fires involved alcohol. Further, that these frequently involved people who
attempted to cook while intoxicated, often having come back from a night out. The NZFS
wanted to target its messaging to specific appeal to this precise audience and came up with the
'Don’t Drink and Fry' campaign.

A word from the wise.

“Ya gotta be
an idiot to
go home
and cook
yourself eh.”

Aiden, hotéog fan, 12.22em

The findings from the brief literature review are included in appendix A of this report.

Experimental method design and sample size calculations
Using the available data on incidents in the Rental Hubs group, we calculated an implied rate of
dwelling fires of 1.6% within the overall Rental Hubs population of 50,960.

We calculated sample sizes for three possible treatment effect scenarios — low (1.5%), medium
(1.4%) and high (1.3%). Standard deviations around the outcomes also projected as low,
medium and high. In the absence of any data to anchor our assumptions, low standard
deviation was set at 0.4, medium at 0.6, high at 1.0 and equal for both treatment and control
groups.

In the absence of any strong evidence to guide our expected treatment effect sizes and
variance, we took the most conservative assumptions as the basis for the trial. With the
assumption of (i) a low treatment effect leading to 1.5% rate of dwelling fires, and (ii) high
standard deviation around the mean of 1.0, the sample size that would detect a treatment
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effect with power 0.9 in two-tailed hypothesis tests is 4,204 observations in total, with 2,102
randomly assigned to receive the treatment.

Sample size calculations

SD: low SD: medium SD: high
Effect size: low 1514 4204
(757 + 757) (2102 + 2102)
Treatment group outcome 1.5% 774
(337 +337)
Effect size: med 380 1052
170 (190 + 190) (526 + 526)

Treatment group outcome 1.4% (85 + 85)

Effect size: high 468
76 170 (234 + 234)
Treatment group outcome 1.3% (38 +38) (85 + 85)

This scenario, with the modelling parameters used, implies a low effect size (Cohen’s d) of 0.1.
While this sounds very modest, it implies that instead of 33 house fires, 31 would be recorded in
the treatment group. Such a reduction of 2 house fires from the non-intervention expected
outcome of 33 represents a 6.25% reduction in the accidental dwelling fire rate.

Attrition

Trials involving information campaigns and nudges often experience high rates of attrition. The
risk of attrition increases with the duration of the trial as people move home, their contact
details change, they opt out of the study or otherwise being unreachable during the data
collection window. These factors can affect outcome data collection in any study intending to
explore changes in behaviour, attitudes, or awareness following the treatment. While our trial
designed sought to mitigate against the threat of attrition, it was felt important to factor in the
risks during the sample size calculations.

Scenarios for different rates of attrition are presented below, using the most conservative
sample size estimate from the sample size calculations (n=4204).

Attrition is set at three levels and measures the percentage of trial participants whose outcome
data is not included in the final data set. Low implies 15% attrition, medium implies 25%
attrition, and high implies 40% attrition.

Incorporating expectations of attrition

Attrition: low = Attrition: medium Attrition: high
Baseline sample
estimate: 4204 4835 5255 5886
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Given the pilot nature of the study and the fact that the planned length of the trial we began by
taking the most conservative view on attrition, i.e. to assume high levels of attrition.

Based on our calculations and assumptions we therefore calculated a sample size required for
the trial of 5,900.

Review of sample size calculations

Five months into the trial fieldwork, and conscious of the considerable challenges encountered
in recruiting eligible participants, we conducted a review of our sample size calculations — which
were deliberately cautious in order to avoid the trial being ‘underpowered’.

Based on the evidence to date from the trial, we revisited our assumptions relating to the three
variables on which the sample size calculations are based - effect size, standard deviation and
attrition - to see whether our sample size target should be adjusted.

Attrition — we found zero attrition in the first five months of the trial with no participants
choosing to ‘opt out’ of receiving Brighton Tribe messages. This gave us confidence to revise
downwards our estimate on attrition from the highest level (40%) to zero.

Effect size - the initial ADF incident data coupled with the underlying data on which our initial
assumptions were based underlined the low probability of an ADF occurring within the home of
a participant. We therefore remained cautious about the effect size, in order to be able to
detect a small reduction in the number of ADFs. Consequently, no change was made to the
anticipated effect size (1.5% compared with 1.6% in the general population).

Standard Deviation - the eligibility criteria used to screen trial participants — that they must be
resident within the city and within a narrow age band — gave us a reasonable degree of
confidence in assuming a low standard deviation within our sample population. As a result, we
agreed to reduce our Standard Deviation estimate from High (1.0) to Low (0.4).

The consequence of these decisions was that our sample size calculations were revised
downwards to 774 (337 in our intervention group and 337 in our control group).

Intervention design — hypotheses and underlying behavioural insights

Through the co-design process enthusiasm emerged for the project to focus on a less traditional
vulnerable group that had been identified as being ‘at risk’. Based on our review of Service data
and research evidence, we recommended a focus on younger people (aged 18-35) renting flats
in urban neighbourhoods, who either live on their own or share with friends. This group, whilst
having relatively modest incomes, were felt likely to prioritise socialising and going out. This
audience is characterised in the Mosaic classification system as ‘Rental Hubs’ and are
particularly prevalent in Brighton and Hove.

A common scenario (behaviours) that was identified through the co-design process and the
evidence review was of our target audience going out for the evening and returning home after
having been drinking alcohol thereby being at risk of causing a fire when trying to cook whilst
intoxicated.

Pilot study to explore the use of behavioural insights to reduce house fires
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Specific behaviours we sought to encourage through our intervention:
1. Buy/eat some food on the way home
2. Not cooking having drunk alcohol
3. Preparing food in advance, ready to eat without further cooking when returning home.

One behavioural goal we considered was to encourage our target audience to cook more
safely/carefully after drinking. However, it was concluded that this was somewhat open to
interpretation and subject to a wider range of variables that could compromise the salience and
relevance of our message. We therefore decided to focus on encouraging people not to cook at
all, rather than cooking safely.

Our behavioural goal was therefore is to stop people cooking food at home after having drunk
alcohol.

Rather than using a ‘don’t do it’ message we tried to adopt a more positive tone - ‘do this
instead’ — encouraging people to buy a takeaway/food instead of cooking or prepare food in
advance before going out.

The framing for our messages focused on a combination of loss aversion and extrinsic incentives
— recognising that this group were likely to have relatively little disposable income — and ego
(drawing on the New Zealand Fire Service ‘don’t fry yourself’ campaign). We also sought to
ensure our messages were novel and salient in order to capture people’s attention.

Offering incentives in the form of discounted food — as an alternative to cooking — was felt to
usefully complement the loss aversion and ego messaging. However, at the outset we
recognised that this would be dependent on being able to secure support from local food
retailers.

Given our target audience’s high level of digital and smartphone use (and the relatively low
delivery costs) digital delivery was chosen as the preferred channels for our intervention. When
making this decision we also took into account the fact that there were limited available
resources within the Service. Face to face intervention would mean firefighters had to stop
other prevention work such as Home Safety Visits as well as training and response duties.

Our intervention therefore involved sending novel messages to engage our target audience
which are noticeably different from traditional fire safety messages that people might
traditionally identify with the Fire and Rescue Service (whilst retaining the credible,
authoritative identity that fire services enjoy). They included light-hearted photos, animated gifs
and video clips which intend to gently emphasise our underlying intervention message — ‘don’t
cook yourself, enjoy a takeaway instead’

Messages were based on the Transtheoretical approach to behaviour change - supporting
people on a journey from pre-contemplation to contemplation, preparation and action. They
are intended to encourage people to consider and adopt alternatives to cooking after a night
out.

Pilot study to explore the use of behavioural insights to reduce house fires
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Precontemplation

No recognition of need
for or interest in change

Maintenance Contemplation
Ongoing practice Thinking about
of new, healthier changing

behavior

i (3]

Action Preparation
Adopting new habits Planning for change

Figure 4 - Transtheoretcial model of behaviour change?

Qualitative research to supplement the quantitative trial data

In order to capture additional and more immediate learning and insight from the project to
supplement the quantitative trial data, we also carried out qualitative interviews with trial
participants. The interviews were used to capture learning from participants of their experience
of the trial and understand the impact of our intervention on their behaviours, awareness of risk
and perceptions of the Fire and Rescue Service.

Recruitment of trial participants to the ‘Brighton Crew’

In order to secure the large number of people required to deliver the trial, the first phase of the
project involved a significant public facing campaign. We therefore invited people in Brighton
and Hove to join ‘the Brighton Crew’ from within our target audience that could then be
randomly assigned to control and intervention groups in order to conduct our trial.

A combination of channels were used to recruit participants; comprising visible street-based
outreach and digital engagement.

We recognised that consumers hold the Fire and Rescue Service in high regard — unprompted
awareness of the brand/Service is very high and there is little question about the position of
authority that the Service has in relation to fires. It was felt both the members of staff and by
Social Engine that the Service brand would attract interest from members of the public and local
businesses and organisations, and that they would want to engage with us. This assumption was
based on previous experiences but has been challenged by this project.

In promoting fire safety amongst our target audience, it was felt necessary to seek to reposition
the Service not just as being there for emergencies, but as a legitimate commentator on

2 Source: Prochaska, J. O. & Di Clemente, C. C., (1982). Transtheoretical therapy: Toward a more
integrative model of change. Psychotherapy: Theory, Research and Practice, 19(3), 276-288. Figure 2, p.
283.
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prevention activities. Knowing the audience, the concept of ‘tribe’ was adopted in order to
engender community3. Through all our activity we aimed to show that the service is there to
help keep the good times good — not just pick up the pieces when they go wrong. This
repositioning challenged some staff who were more used to the traditional view of the Service.

There was a relatively short period between deciding this approach and launching the
campaign. On reflection, it may have been better to have delayed the launch until more
stakeholder support was in place as we may have adjusted our approach when we faced a
number of the challenges outlined below.

We sought to recruit trial participants in two main ways: through the extrinsic offer of free
goods and discounts, with this decision being reaffirmed by a relevant and light hearted creative
approach. A monthly prize draw was used to encourage people to sign up, offering a range of
prizes such as headphones, cinema tickets and vouchers for go-karting, spa and beauty salon
and cookery lessons. We had hoped to include discount codes and vouchers for free food from
local retailers as part of our marketing strategy, reflecting that the Service only had a very small
marketing budget available to it (circa £1K).

Partnerships with food outlets (e.g. supermarkets/takeaways) and delivery services (e.g.
Deliveroo, JustEat, UberEats) were also identified as valuable routes to recruit trial participants.

More than 60 local businesses were approached for discounts and prizes.

We received donations of prizes from PizzaFace (a local takeaway company), The Box (gym) and
the Community Kitchen in Brighton and Hove. Brighton Palace Pier, Brighton Marina and
Brilliant Brighton supported the campaign with publicity. A small number of other companies
expressed an interest but when asked to follow through, did not deliver.

When approached, other businesses reported a number of reasons for not becoming involved.
These included: unable to afford “giveaways” and established links with other good causes
which took precedent.

This ultimately resulted in having to use discounts which were widely available and not exclusive
to Brighton Tribe and having to purchase some of the prizes.

Brighton based employers were also seen to offer significant opportunities to engage
employees and consumers. An initial approach was made which had limited success, with only
established partners responding positively e.g. Sussex Police and SEACamb.

Social Engine approached contacts within one of the local universities to see if they would be
willing to share messages, however it was later decided that this was unlikely to mean we
reached our target audience and was not pursued further. The same was decided over
attendance/promotion at the local freshers fair.

Around halfway through the project, it was recognised that there needed to be further
investment in order to secure greater numbers of participants. Temporary support was brought
into the Service with the recruitment of a Partnership Marketing officer for a six-week period.

3 Concerns raised by the Service midway through the trial around connotations of the term ‘tribe’ led to a
decision to replace the phrase ‘Brighton Tribe’ with ‘Brighton Crew’.
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He was intended to assist with the partnership development work as it was recognised that
there is a gap in some of the skills and capacity required for this activity.

This resulted in a re-brand of the campaign which clarified why the Service wanted people to
“have fun, safely”. This was followed by a fresh approach to nearly 80 local businesses and
organisations.

They were contacted with copy, visual, digital ads and PDFs totalling 9 attachments. These
organisations were a mixture of individual businesses, business groups, sporting associations,
colleges, entertainment venues, council, police and NHS offices. Support was secured from
Brighton and Hove City Council, SECAmb, Sussex Police, Legal and General and Brighton and
Hove buses who promoted this internally. Messages were included in the Services commercial
training presentations, including one at American Express — a key local employer.

An advert was placed in the ‘Latest’ magazine which also appeared on digital platforms.

Thirty lettings agents were approached for support in share information with their
tenants/prospective tenant, a number cited GDPR (data protection) concerns as a reason for not
sharing the sign up information. This may reflect the nature of the relationship with the Service,
which is a regulator which can take legal action against landlords and property management
companies.

There was a new push with Service staff, encouraging them to share information with friends,
family and other contacts.

Whilst we felt digital engagement was likely to be the most effective and efficient way to recruit
people in our target population, a range of off-line engagement was also undertaken to help
launch the project and produce more varied content for the online channels.

This included a Flashmob in central Brighton with 25 dancers from the Wendy Whatling School
of Dance performing a montage of songs from The Greatest Showman, outside the Trading Post
café. Face to face recruitment also took place through a pop-up presence at the Churchill
Shopping Centre. Two other recruitment events took place, using a selfie frame to capture
images which were shared on Facebook and Twitter. This activity ran alongside paid-for
advertising on these channels.

When it became clear that recruitment was not going to be as simple as hoped, a limited leaflet
drop took place with 750 addresses targeted. While we did not expect a significant increase in
interest, it resulted in no additional sign-ups that week, reinforcing that the more familiar ways
of working for the Service would not lead to success in reaching this new audience.

Pilot study to explore the use of behavioural insights to reduce house fires
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Figure 5 - Brighton Crew flashmob

Sign-up and screener survey
Potential trial participants were directed to an online sign up form — which also included terms
and conditions and ‘opt in’ consent.

The screener/sign up form also enabled us to collect a range of personal data about participants
— which we used for screening purposes. This allowed us to remove people who were not in our
target audience — not residents of Brighton and Hove or outside our target 18-35 age range as
well as providing useful data for analysis purposes.

In total 212 eligible trial participants were recruited to the trial. Although 588 people signed up,
a significant proportion of these were incomplete (for example not providing contact details or
providing consent) and had to be disregarded. A further 13 opted out of receiving
communications from ESFRS.

Of the remaining 363, 124 were ineligible for the trial due either not living in Brighton and Hove
(96) or not being within our target age range (37).

This left us with a trial sample of 212, which was considerably less than our target sample size -
even after the sample size calculations were reviewed and revised downwards.

Brighton Crew signups

Opted out,

13
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Trial delivery
Randomisation

By recruiting participants to the trial through a sign-up survey — which also served as an
eligibility screener — we were able to secure contact details and basic demographic information
from our target audience. This enabled us to easily randomise our sample into intervention and
control groups and track headline outcomes (instances of ADFs). Recruited participants were

then randomly assigned to our treatment and control groups each month.

Month Period Group A Group B

Jul-18 Jun 15 -Jul 14 37 18

Aug-18 Jul 15 - Aug 14 20 6

Sep-18 Aug 15-Sep 14 7 0

Oct-18 Sept 15 - Oct 14 1 0

Nov-18 Oct 15 - Nov 14 0 1

Dec-18 Nov 51 - Dec 14 9 3

Jan-19 Dec 15-Jan 14 3 1

Feb-19 Jan 15 - Feb 14 19 18

Mar-19 Feb 15 - Mar 14 26 15

Apr-19 Mar 15 - Apr 14 3 3

May-19 Apr 15 - May 14 2 1

Jun-19 May 15 - June 14 11 8

Sub total 138 74
Total 212

Intervention delivery

Following sign up all eligible participants received a ‘welcome’” message with details of the next

monthly prize draw.

s this email not displaying comectly?
rowser,

View it your br

g East Sussex Fire

e & Rescue Service

4] 1]

Welcome to #BrightonTribe

Thank you for signing up to #BrightonTribe, You'll now be entered into our monthly
prize draw. Every now and again we'll send you information about good things
happening in the area as well as offers and goodies up for grabs.

Keep a look out for more information during the next month — we've got a special

mission for selected members of the #BrightonTibe.

Oh, and don't forget the prize draw — we'll notify winners after the draw takes

place on 15 July 2018. No purchase required.

East Sussex Fire & Rescue Service: We're your crew!

Prize draw Terms and Conditions apply. For full details see: htfp/www.social-

engine co uk/terms-and-conditions/

insubscribe from fhis st update subscriofion preferences

mailchimp

Figure 6 - welcome email to new trial recruits
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The trial design called for a rolling programme of recruitment — enabling us to continue to
recruit new participants, without delaying the commencement of our fieldwork. So to ensure
that our intervention group received the same intervention regardless of whether they are
recruited at the beginning or the end of the trial, we created three month messaging blocks
which were repeated 4 times over the course of the year. Although the precise messages,
offers/discounts and information varied, the frequency and type of message was the same in
each block.

People in our intervention group that were recruited in our earlier rounds of recruitment
continued to receive messages throughout the twelve month period, however only their first
three month block was included as the intervention for trial analysis purposes.

For participants not in our intervention group (the control group and ineligible recruits) a
separate and light-touch messaging plan aimed to provide enough contact to encourage them
not to opt-out from receiving messages, but avoid influencing behaviour and compromising our
intervention messaging. The approach and tone aimed to reinforce the credibility, authority and
relevance of ESFRS among this audience (providing a new brand perception among this target
audience that can be built on in future without compromising our intervention).

Messaging to both the treatment and control groups was sent via email in order to allow the
greatest flexibility in the use of multimedia. SMS/MMS was also considered but the costs for
sending the volumes involved was considered prohibitive.

Intervention group messaging

The messages sent to our intervention group needed to be sufficiently frequent to stand a
chance of having an effect, whilst avoiding making them feel overloaded or bombarded. They
aimed to take our recruits on a journey. Based on the Transtheoretical approach to behaviour
change our messaging plan is intended to support people on the journey from pre-
contemplation to contemplation, preparation and action.

From a communications perspective we sought to disrupt them from their normal behaviours
but also provide the tools whereby they can develop alternatives. Tonally, we sought to validate
their decision to engage and recognise the positives of the new ways.

To engage our target audience, our messaging — in keeping with the tone of our campaign
overall —aimed to be fun, appealing, novel and useful. It was important to avoid being seen as
preaching or slipping into expected behaviour or messages that people might associate with the
Fire Service (whilst retaining the credible, authoritative identity that fire services enjoy).

There were two main strands to our messaging; the first sought to incentivise our desired
behaviour — making it tempting to eat pre-prepared or take away food after a night out. We had
hoped to do this with discounts, offers and freebies etc related to food, however (as outlined
above) it was challenging to secure the required support from local retailers to offer these
regularly. The second strand sought to subtly make people aware of the risks of cooking after
drinking, whilst doing so in a manner consistent with our desired tone/approach. At all points
we were mindful of the need to avoid the perception that we were recommending unhealthy
foods.
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Our intervention group received four messages each month (one each week) whilst the control
group received approximately two messages a month.

We created a range of photos, video clips and used animated gifs to make the messaging
engaging, fun and novel, as well as emphasising our intervention message — ‘don’t cook
yourself, enjoy a takeaway instead’. We also sent them at different times of day and days of the
week to optimise our messages landing at appropriate times to be effective.

Testing the intervention with a second target audience

Midway through the trial, as a result of our quarterly monitoring, we recognised that there were
a number of people that had signed up to the Brighton Crew who were outside of our target age
range and therefore ineligible to participate in the trial. Following discussion with the Service, it

was agreed to deliver a second trial in parallel with the initial trial.

Our second trial focussed on people aged 35-44 and replaced the focus on cooking after a night
out, with a focus on registering and checking electrical appliances. Messages were developed
for this intervention group (the control messages will be the same for both trials), and people
that had signed up to the Brighton Crew who were eligible for the second trial were randomised
into intervention and control groups.

The second trial ran alongside the original one for five months from mid-January 2019 until mid-
June.

Follow-up interviews and post-trial survey and interviews
We identified two distinct (but related) areas to explore through the interviews:

1) Experience of the trial — exploring how participants experienced the intervention, how much
of the messaging they recalled and whether they made an explicit link to any conscious changes
in their lifestyles or attitudes. These interviews were conducted within a four week period after
the 3 month intervention block had been completed. In total 7 interviews were conducted with
trial participants.

2) Behaviours and attitudes — to understand broader perspectives of participant behaviours and
attitudes - how they perceive fire safety, what they do in their day to day lives to stay safe, what
do they identify as risk factors and whether they mitigate actively against perceived risks.

A survey and interviews were used at the conclusion of the trial to capture behavioural and
attitudinal information. In total there were 50 survey responses were received (26 from trial
participants and 24 from ineligible participants) and 5 interviews conducted.
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Results

Quantitative findings from the trial data

We compared instances of ADFs within our treatment group with the instances within the
control group to determine whether our intervention has been effective. This was done by
matching the addresses of participants within our trial sample to ADF incident reports to
determine how many occurrences of ADFs there were within each group.

There were no incidents of ADFs in either the trial or control cohorts in either the group of
participants aged 18-34 or the group of participants aged 35-44.

Group A (18-34) Group B (35-44)

Treatment Control Total | Treatment Control Total Grand total

Period 1 ADFs 47
Sample 33 32 65 n/a n/a 65
Matches 0 0 0 n/a n/a 0

Period 2 ADFs 58
Sample 39 38 77 15 14 29 106
Matches 0 0 0 0 0 0 0

Period 3 ADFs 50
Sample 63 62 125 33 32 65 190
Matches 0 0 0 0 0 0 0

Period 4 ADFs 40
Sample 69 69 138 38 36 74 212
Matches 0 0 0 0 0 0 0

The lack of incidents of ADFs within our sample mean it is not possible to determine the
effectiveness of our intervention from the trial data. Whilst the absence of ADFs among those
recruited to our trial is positive insofar as the wider context of wanting to eliminate any
incidents of fires in the home, it is disappointing in the context of the research analysis.

One potential explanation for the null results in both the treatment and control group might be
the presence of a Hawthorn effect®. The Hawthorne Effect is the observed change in behaviour
people display when they know their behaviour is being observed (as part of research study) —
put simply they behave the way they believe the observer wants them to, thereby modifying
their behaviour as a result of the research, rather than as a result of any intervention designed
to influence behaviour. In this instance, the control group may have become more minded to
take fire safety precautions, due to their awareness of taking part in a trial run by a fire service,
and as a result changed their behaviour, thereby contributing to the lack of ADF incidents in the
control group. This cannot be ruled out with the statistical data. The post-trial survey sought to
test this theory and provide some qualitative insight into whether self-described awareness of
fire precautions and safety differed between the treatment and control group, the results are
displayed in the following section.

Overall there was no reduction in the number of incidents of ADFs among households® in
Brighton in the year of the trial fieldwork (July 2018 — July 2019), when compared with the

4 See: https://www.ncbi.nlm.nih.gov/pmc/articles/PMC3969247/
5 Household figures taken from https://www.gov.uk/government/statistical-data-sets/live-tables-on-
household-projections
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number of incidents of ADFs in the previous year (July 2017 — July 2018). A rate of 1.48 ADFs per
1,000 households for this year, means we would expect to find around 0.3 ADFs in our trial
sample.

Incidents of ADFs 2017-18 2018-2019
(trial)
Total ADFs over period 195 195
Total ADFs per year 195 195
% ADFs / households in Brighton (per year) 0.15% 0.15%
Rate of ADFs per 1000 households 1.49 1.48

In essence this means that our small sample size prevents us from accurately determining what
impact our intervention had and whether it was effective at reducing behaviour likely to cause
an ADF or not. We are therefore somewhat reliant on the qualitative research findings to
determine whether there is any evidence of behaviour change or perceptions among our
treatment and control groups to provide any indication of the intervention’s effectiveness.

Qualitative findings from the interviews and survey

Qualitative telephone interviews conducted with randomly selected trial participants explored
how participants experienced the trial intervention; how much of the messaging they recalled;
and whether they had made an explicit link to any conscious changes in their lifestyles or
attitudes.

Tone, style and positioning of messaging

Our intervention had deliberately sought to adopt a style and tone that was distinct from the
Service’s usual communications - less formal — in order to engage a younger, more digitally
native audience. Participants reported relatively low levels of recollection of specific messages,
although they were able to recall receiving the messages. Participants were overwhelmingly
positive about the informal tone and liked the humour used in the messaging. The use of
memes and gifs was also mentioned positively.

“I like that they are targeted to young people. They feel relatable. And they seem to be hitting
the right trends. | like the use of Gifs.”

This was particularly true of treatment group interviewees who receive the full breadth of
messaging, and were generally more positive about the tone and content of the emails.

“They are good. | like the updates about things going on that link to fire safety for example with
BBQ season or Festival Season and the fire risks involved with that.”

However, we also found that people were somewhat confused or unclear about the purpose of
the messages and the underlying rationale behind them. Some participants reported being
unclear whether the point of the messaging was fire safety, food promotions, prize draws etc.
Whilst this is not in itself problematic, as it is less important whether people understand what
the purpose is than whether it is effective at encouraging them to modify their behaviour.
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Nonetheless, it does pose a potential challenge as it may mean people are less engaged which
could impact on attrition. However, the negligible drop-out rate we experienced during the trial
suggest this may not in fact be a significant issue.

Mention was made of email being the main platform for interaction. One interviewee said that
young people were less likely to check emails and that information should be made available on
Facebook and other social media channels as well as via email.

Influences on target behaviours and decision making

We asked participants whether they had found the deals offered appealing and had made use
of them and, more generally, whether they were interested in discounts of this type. All the
respondents said that deals on restaurants and eating out as well as concerts and other local
activities were of interest. However, none of the participants reported having taken up the
offers promoted through the messages. Whilst this is not hugely surprising, as take up of offers
of these type is generally low, it does underline the importance of ensuring that the discounts
and deals used are of perceived value to the intended audience in order to resonate and be
effective.

When asked what influences decisions about what to eat after a night out, the most common
influence was that it was ‘easy’ — whether a takeaway or something to eat at home.

‘The more drunk | am, the more instant it (the desire to eat) gets.’

Another participant mentioned that if they had leftovers, they may be tempted to cobble
something together when they got home from a night out. Another factor mentioned was the
price of food as a motivator. Reported behaviours after a night out and decisions about what to
eat were therefore consistent with our audience profiling and the potential routes to influence.

“Something easy. When you are tired or had a drink that is the most important thing. You want
something quick and filing to soak up the alcohol.”

A number of interviewees said that not cooking while drunk was a ‘common sense’ thing to do,
and therefore the messages wouldn’t have influenced them as they already behaved this way.

All the interviewees said that they regularly went out in Brighton to socialise and/or drink at
least once a month, with half of those interviewed saying they went out at least twice a week.
This would seem to support the anticipated behaviours in the persona of our target audience,
which underpins our intervention design. Half of the respondents said they cooked food when
they got home from a night out, which was a similar figure to the proportion that said they ate
out, got a takeaway or prepared food at home.

People did not report any conscious modification of their behaviour as a result of the messaging
— though some acknowledged (unprompted) that it may have had an unconscious effect.

In general, the intervention group interviewees did recall receiving messages about avoiding
cooking after a night out. And some praised the content and style of the reminders.

“Yes — they were good. The messages were good at explaining things and light-hearted.”

Pilot study to explore the use of behavioural insights to reduce house fires

21



However, all those that recalled receiving messages, reported not to have behaved any
differently as a result of them. Whilst interviewees may not have felt like they had consciously
changed their behaviour, in part due to most interviewees already reporting not cooking after
having a drink, the findings suggest raised awareness around the potential risks.

One interviewee did mention cooking after drinking and spoke of various measures which they
felt reduced the risk of a fire. When asked if they recalled messages about avoiding cooking
after a night out, they said they didn’t recall any, highlighting that for some key targets,
messaging can still fail to resonate.

“I will cook and have alcohol quite often. But | feel like it is okay as we don’t have gas in the
house. And there are two smoke detectors, one in the kitchen, which go off very easily. The
worse that has happened is a melted chopping board.”

Fire safety perceptions

Interviewees were asked a series of questions relating to their perceptions of fire safety. Their
answers focused on candles, leaving heating or appliances on whilst out, and cooking and
barbequing. Most mentioned that fire alarms acted as their main key “precaution” for reducing
the risk of fire, whilst others mentioned being diligent about blowing out candles and turning off
appliances.

“Cooking could be, but we have fire alarms and they go off all the time, so it is less of a risk. |
also have candles, | try and remember to blow them out”

This is significant as the Service wants members of the public to recognise that the activation of
an alarm is not actually a precaution against fire but a warning that a fire is imminent/already
happening.

Fire safety messaging

The interviewees were asked about whether they had previously sought out fire safety
information, what the source was, and what their preferred tone and platform for receiving it
was.

The majority of interviewees had not previously looked for fire safety information, with only one
reporting seeking information online. Others said they had received information when they had
moved into a new home, or via a family member or friend.

Across the broad interviewees seemed to favour fire safety information that focused on the
statistics surrounding fires, particularly on a local level, others wanted reminders of common
causes. Most interviewees mentioned that a more personable tone was better for engagement.

“Reminders of common causes, especially if they are surprising. Knowing how many fires happen
in the area and why.”

“I think for me it’s about numbers and being convinced that it does really happen (although
maybe not that often) and evidence of why things need to happen not just how to pre-empt it.”

“I think both seriousness and personable is the most effective messaging for fire safety. | think
using facts is good, but also have a personable, easy and fun tone.”
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Despite the preference expressed for statistics and empirical evidence, it is common for people
to believe that facts and hard data are likely to be effective despite evidence that stories may be
more likely to influence behaviour®.

Online survey findings
Following the completion of the trial, an online survey was sent out to all trial participants as
well as to ineligible recruits, exploring their perceptions of fire safety.

In total the survey was sent out to 180 trial participants and 83 ineligible contacts. 50 responses
were received - 26 trial participants and 24 non-trial contacts — giving an overall response rate
of 31%.

Online Survey responses Treatment Control Total \

Group A (18-34) 8 10 18
Group B (35-44) 5 3 8
Ineligible recruits 24
Total 13 13 50

As discussed in the Quantitative findings, the online survey sought to explore differences
between the treatment and control group in relation to their behaviour around cooking after a
night out, providing a non-statistical evaluation of the effectiveness of the intervention.

The online survey also provided some insight into the possibility of a Hawthorne Effect taking
place in this study, namely that both the control group and the intervention group in the study
may have modified their behaviour around fire safety, in response to being part of a study run
by a fire service.

There are a number of questions in the survey that directly assess participants’ fire safety
awareness which are analysed in this section. There are also questions evaluating the messaging
used in BrightonCrew, and also participants’ views around fire safety in general. The results
from these questions are included in appendix D.

The survey asked respondents whether receiving messages advising them not to cook after a
night out had any effect on their behaviour. The treatment cohort were less likely to have
changed their behaviour (69%) and adopt a fire safety precaution such as getting a takeaway,
prepare food before going out, or getting a delivery, than the control cohort (54%). However,
the small sample size for the survey means that the differences fall within a margin of error that
requires exercising considerable caution making inferences from the data.

6 https://link.springer.com/article/10.1007/s10584-019-02425-6
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Did you do anything differently after a
night out, with fire safety in mind?

100%
80%
60% -
40% -
20% -
0% -

69%
T

54%
T

Treatment Control Ineligible

Didn’t change my behaviour
- )

Figure 7 - treatment n=13; control n=13; ineligible n=24

The following question asked participants about their awareness of fire safety following their
signup to BrightonCrew. There was a marginal difference of 5 percentage points between
treatment and control participants who felt their awareness had increased.

e N
Since signing up to BrightonCrew, would

you say your awareness of fire safety has
changed at all?

80%

62% 58%

60%

40%

20%
0%

Treatment Control

B No, it has declined M It has stayed the same 1 Yes, it has improved
o %

Figure 8 - treatment n=13; control n=13

This effect was more pronounced among 18-34 year olds (Group A). While 38% of treatment
participants felt their awareness had improved, just 22% of control participants expressed the
same view. However, this pattern was reversed for 35-44 year olds (Group B) with 40% of
treatment participants stating their awareness had improved, with a greater number (67%) of
control participants also saying this. It is unclear why awareness of fire safety would increase
among such a high proportion of older trial participants (in Group B), particularly in the control
group. It may be that this group were more amenable to fire risks (perhaps as parents of young
children or other factors that might cause a material difference within a somewhat older
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population). However, with a small sample size we can only speculate on how reliable or
widespread this finding might be to a wider population.

4 N\

Since signing up to BrightonCrew, would you
say your awareness of fire safety has changed
at all?
80% 63% 67% 67%
60% o
40% 2% 33%
20% - —
0%
Treatment Control Treatment Control |
Group A | Group B |
H No, it has declined M It has stayed the same Yes, it has improved
N Y,

The monthly prize draw, discounts and vouchers and finding out about things happening in the
area were the most common reasons given for signing up for BrightonTribe messages. This
affirms the rationale for our approach — though interestingly this was not the case among
ineligible recruits — with a majority (71%) saying they wanted to hear about fire safety. This
suggests our approach was relevant for our target audience (and conversely less relevant for
other audiences).

There was a preference expressed by participants for monthly prize draw over discounts and
vouchers (61% and 83% among Trial Group A). However, this may reflect their experience with
prize draws being seen as higher value than discounts and vouchers. And again, with a small
sample size, the results may not be representative. What is clear is that among our target
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audience, discounts and vouchers, a monthly prize draw and information about things going on
in the local area all encouraged people to sign up.

e N
Why did you sign up for the BrightonCrew?

100%
? 88%

83%

80%

60%

40%

20%

0%

Group A Group B Ineligible

M Discounts and vouchers

B Monthly prize draw

= Recommended by a friend

B Wanted to hear about things happening in Brighton and East Sussex

B Wanted to hear about East Sussex Fire and Rescue Service and fire safety

- J

Among our younger (Group A) audience we found that the sorts of deals and offers which were
designed to engage this target audience were more appealing than among the older audience in
Group B. In particular, 100% of Group A respondents said that entertainment related discounts
were of interest, whilst only 50% of Group B did so. This appears to support our hypothesis that
this younger audience are more likely to go out regularly in Brighton and Hove — which was
further supported by figures of reported frequency of going out. While around half of the Group
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A sample said they go out at once a week or more, a similar proportion of Group B participants

said they ‘every now and again’ or less frequently.

4 N

What sort of deals or offers might you be
interested in? Tick all that apply.

100%
100% 89% 89%  89%

75% 75%

80%

60%

40%

20%

0%
Group A Group B
B Food discounts M Restaurant discounts
1 Entertainment discounts i.e. cinema, comedy M Activities discounts
. = Shopping discounts )

Views of the messaging among trial participants was generally positive, with ‘friendly’, ‘fun’ and
‘informative’ being the most common words used to describe the BrightonTribe messages. We
can see some clear differences between our treatment and control groups — which is likely to be
the result of their respective experience of receiving messages. Whilst our treatment group —
who were sent our intervention messages that were intended to be highly engaging,
informative and entertaining — just 15% said they found them underwhelming and 69% said
they found them friendly and 54% informative. Among the control group they were more likely
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to say they found them underwhelming (38%) and less likely to say they were friendly and

informative.
4 N
What do you think of them? Please pick up to
three descriptors.
Underwhelming
Friendly 69%
Engaging
Encouraging
Irrelevant
Frustrating
Unhelpful
Poor quality
Fun
Informative &t 549
0% 10%  20%  30%  40%  50%  60%  70%  80%
H Control M Treatment
- J

In order to check that the treatment and control groups did not have significantly different past
experiences with fires or near misses, which could affect their likelihood of an ADF, one of the
survey questions asked if participants had had a fire or a ‘near miss’. No participant reported to
having previously had a fire, though there was small variation in the number of ‘near misses’
between the treatment and control group.

4 N
Have you ever had a fire or a ‘near miss’
in your home?
80%
62%

60%

40% -

20% -

0% -
Treatment Control
M Yes - | have had a near miss M No - | haven't had either a fire or near miss

o J
Figure 9 - treatment n=13; control n=13

Participants were also asked how concerned they were with fire safety. We found that almost
three quarters of the treatment cohort reported thinking about fire safety ‘regularly’ (72%),
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whilst only a quarter of the control cohort did, and just over a third of the ineligible participants
did.

This finding suggests that whilst the treatment group may not have consciously taken steps to
alter their behaviour in response to the fire safety messaging, they were significantly more likely
to have thought about fire safety more regularly. However, without a baseline measure of how
concerned participants were about fire safety before signing up to BrightonCrew, it is not
possible to confidently determine the extent to which this can be attributed to our intervention.
Nonetheless this is an interesting finding which indicates that the intervention may have moved
our intervention group from ‘pre-contemplation’ to ‘contemplation’ within the transtheoretical
behaviour change process.

e \

How concerned are you with fire safety?

80% 13%
58%
60%
42%

40% -
20% -

0%
0% -

Treatment Control Ineligible

M | rarely think about it m | think about it from time to time = | think about it regularly
N\ )

Figure 10 - treatment n=13; control n=13; ineligible n=24

Conclusions

The challenges faced recruiting participants to the trial has had a bearing on the project. The
trial results have been hampered by a small sample size — which was significantly below our
target. This means that the trial was underpowered and consequently makes it difficult to
accurately determine the effectiveness of our intervention.

There is some evidence from the qualitative research to suggest that those who received our
intervention were more likely to consider fire safety issues and risks than those who did not

receive it. However again our small sample size means this finding cannot be definitively proven.

Despite the absence of robust quantitative trial results to determine whether or not our
intervention was effective, we feel there is considerable learning to be derived from the project
that can be useful both to East Sussex Fire and Rescue Service and other local authorities and
fire services.

Focusing on non-traditional ‘at risk’ audiences
The majority of the Service’s work is focused on traditional vulnerable audiences and using well-
established fire safety approaches to reducing incidents. However different audiences — such as
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the younger flat-sharers targeted through the project — are also vulnerable to the risks of fires
and are therefore of interest to the Service.

Based on our experience the Service’s data and insight capability is, in comparison with many
other public bodies, highly effective and efficient, offering the potential to identify key
audiences to target and valuable insight to draw on.

It is clear that when we came to analyse the available data on incidences of ADFs that the
Service’s analysts were able to clearly identify specific audiences which were responsible for a
higher proportion of ADFs than other groups. While the Service has been aware of this,
resources have previously been directed towards older residents who would be more likely to
suffer significant harm if there was a fire in their home. The Service’s decision to undertake a
behavioural insights trial looking at this “new” audience demonstrates its commitment to
approaching the issue of ADFs in new and untested ways. The Service had also recently set up
an ADF Working Group to assess the potential for using data in different ways to inform Service
improvement, particularly in identifying specific audiences to target with tailored engagement
and communications.

The project’s emphasis on understanding why people behave the way they do is important in
order to develop appropriate interventions and approaches that are effective at encouraging
behaviour change. The current approach draws heavily on segmentation frameworks such as
MOSAIC that are useful in identifying population sub-groups that share common characteristics,
but also have significant limitations. The absence of behavioural factors and influences can
unwittingly group people with very different motivations into single cohorts (for example Ozzy
Osbourne and Prince Charles are both: British, aged 70 and in their second marriage which
might be enough to place them into the same group though their differences are patently as
great as any similarity they may have).

This project is part of wider efforts to give greater consideration of behaviours — both current
and desired — and behavioural metrics to incorporate into plans aimed at reducing risks among a
wide range of audiences and how their attitudes and behaviours change as a result of planned
fire safety activity.

The value of partnership working

The ambition to recruit 6,000 trial participants was made in good faith on both sides and a belief
that this could be achieved through local partnerships with major employers and local
influencers. In reality recruitment was far harder to achieve, despite considerable effort.
Nonetheless it is worth reflecting that when large employers, in particular Brighton & Hove City
Council, did actively engage with and support the project (in Feb-Mar 2019) there was a big
uplift in participant recruitment as the chart below illustrates.
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Percentage change in participants
recruited by month
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Figure 11 - sign ups to Brighton Crew by month

The Service clearly has strong relationships with many key local organisations, however these
are often focused on supporting activities aimed at the traditional target audience of older
generations. We feel there are opportunities to build strategic partnerships that go beyond this
and the current regulatory and enforcement role to extend to broader themes and priorities. A
number of staff provided key contacts and these were followed up. This led to some support,
such as the provision of the prize and support from the Community Kitchen. Employees,
customers and suppliers are all key networks that local organisations bring which can provide an
efficient way to access and engage local stakeholders.

The challenge of realising our plans to deliver a range of deals and discounts —based on
partnerships with local businesses — significantly impacted on our trial intervention. At the trial
design stage, it was believed the strength of the Service’s brand would mean it would be
relatively easy to secure partnerships with local businesses (particularly larger ones) in order to
provide a regular source of deals and discounts to use in our trial intervention but in hindsight
this was over-ambitious. Our plans to deliver a range of deals and discounts — based on
partnerships with local businesses — was not realised which had an impact on our trial
intervention, and required a redesign of our approach and the messaging used. In an effort to
ensure prizes were available for the trial the Service paid for a number of these, whilst this
enhanced timeliness for the project delivery it also meant the relationship-building that would
have been desirable was not secured. Some businesses have been supportive and that has been
positive, but these took time and effort to secure.

Making social media more ‘social’

At the start of the trial, the use of social media by the Service was somewhat traditional and
tended to adopt ‘broadcasting’ to traditional audiences with conventional messages of fire
safety. The change in tone and increased emphasis on interaction, engagement and content
curation required something of a cultural shift and upskilling of the team. Capacity was also an
issue in being able to dedicate time to this engagement.

Facebook advertising was used however this proved to have a limited impact on the number of
sign ups. A number of comments by members of the public also reflected a suspicion and
confusion over why the Service was offering a prize draw.

Pilot study to explore the use of behavioural insights to reduce house fires

31



Encouraged by the project, the Service has been shifting towards a more informal approach to
social media, with a noticeable increase in the use of animated gifs and a more relaxed and

informal tone on the Service Twitter account that extends beyond tweets relating to the project.

There remain opportunities to further develop the Service’s social media presence and use,
particularly across platforms such as Instagram.

Brand positioning

The Service, as a blue light public service, has a strong and credible brand and reputation that
might be expected to be formal and serious — often summarised as “friendly and authoritative”.
As such Social Engine’s suggestions to adopt a more light-hearted and fun approach was at first
felt to go against that identity, credibility and tone of voice.

That being said, the Service agreed that it should employ such an approach, particularly in
seeking to engage less traditional audiences for fire safety messages. An example of a successful
and effective blue light service that illustrates the sort of balance between serious, important
and formal information sharing with a friendly, personable and (at times humorous) tone is
West Midlands Police - https://twitter.com/WMPolice.

The initial promotional materials produced by Social Media included a selfie frame, leaflets and
business cards. There were no specific social media assets available at this point. On reflection it
would have been better to have delayed the launch until these were fully developed.

Social Engine began working with a designer on creating a specific cartoon character to promote
the project, however on testing it with members of the target audience the Service fed back
that it was not sophisticated enough. This ultimately led to the rebrand carried out by the
temporary member of staff.
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The ideas and activity undertaken as part of the project have the potential to form part of a
bigger brand positioning for the Service and therefore enhanced by other activities and
communications, rather than something that stand alone as a specific initiative. The Service
currently undertakes a wide range of preventative work that largely goes unseen — such as fire
safety audits on venues and events - and we suggest that this legitimate ‘keeping things safe for
you’ builds on the Service’s main stated purpose of Making Communities Safer and is a useful
brand position and platform for the future.

There is the opportunity to retain the position of authority whilst building awareness of the fire
service as ‘your ally in keeping safe’ — this could in turn promote their often unseen role in
inspecting /licensing premises to operate safely, but also in providing more youth-centred
advice on behaviours likely to reduce ADFs. The Service already currently actively promotes
activities such as Pride and comments on events like the Lewes annual fireworks — we
recommend this strand becomes more developed in order that an ongoing relationship can be
embedded.

Culture change

The project has benefitted from having a number of key advocates within the Service who have
shown considerable enthusiasm, commitment and a desire to grasp the opportunity to apply
behavioural insights within the Service. There has also been good support for the project from
senior leaders which was evident from the outset. It seems likely that the traditional approach
adopted by the Service — targeting vulnerable groups and using well established fire safety
messages — is deeply engrained in the organisation’s culture and social norms. This project has
allowed the Service to explore a new way of doing things, and was deliberately chosen by the
Service to help enable cultural change.

The project team focused on helping frontline and communications team members of staff in
particular understand the proposed approach and the inherent value of applying behavioural
insights to encourage behaviour change or to focus on non-traditional audiences. Generally, we
find that by delivering training introducing behavioural insights and using co-design is effective
at enthusing and engaging staff in the potential application of behavioural insights. On
reflection, this project has been a milestone in beginning discussions about the benefits of
behavioural insights. Since it began, a number of key members of staff have attended
conferences and events to learn more.
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We found some reluctance to change how and what the Service communicates, and a tendency
to revert to known and default ways of working (even within the context of seeking to engage a
different audience).

This was also evident in the approach to partnership working in requests we suggested be made
of partners (which it appeared were felt to be going beyond appropriate boundaries of the
Service’s role). It was also evident in a small number of responses to our suggestions to
promote local events and organisations in our messaging plan — where reputational risks were
perceived in publicly mentioning anything not directly connected to the Service.

Ultimately this has been of great benefit to the Service as it has demonstrated the value of
innovation and experimenting with new approaches, giving staff more freedom to step out of
their comfort zone and the traditional way of doing things. It has led to discussions at senior
levels about community engagement and how to build more effective networks.

Recommendations

Our conclusions lead us to a range of practice implications that Fire and Rescue Services and
other organisations may benefit from considering. These suggestions seek to apply the learning
from the project beyond solely focussing on ADFs and 18-35 year olds, to service improvement:

e There should be greater investment in targeted, insight-led messaging aimed at
engaging particular non-traditional audiences. The data are available and insights are
being developed further with work such as a post-incident survey. We believe there are
considerable opportunities for the Service to engage different audiences with targeted
and tailored messages.

e Greater consideration of behaviours — both current and desired —and behavioural
metrics could be useful for the Service to incorporate into plans aimed at reducing risks
among a wide range of audiences. This might usefully include considering how people’s
attitudes and behaviours change as a result of fire safety activity which the Service
undertakes — as well as measuring changes in the frequency of fires and other incidents.

o The effect we saw when Brighton and Hove City Council promoted recruitment suggests
that working through local partners —and the untapped opportunity to engage local
digital influencers — can be an effective way for the Service to engage different
audiences.

e There is limited evidence that local businesses are willing to engage with the Service if
asked. However, as there is potentially mutual benefit to such associations with
commercial enterprises (as opposed to the third sector and public services), the Service
may wish to invest in developing these partnerships — it could prove to be efficient and
cost-effective in the long-term. This is an area which the Service has already expressed
an interest in following up.

e Partnerships should be seen as conduits to wider/key audiences rather than simply as
individual organisations themselves. Developing this approach could build on the ‘on
your side’ idea and enhance Service’s existing work in the community.

e We see the shift in approach to digital communications as a positive step and feel that
there remain opportunities to further develop the Service’s social media presence and
use as an engagement tool. This shift in positioning — firmly placing the Service as a
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friend, not just an emergency response - has the potential to engage wider audiences in
a way that resonates with their perceptions of personal risk and in a way that is relevant
to their lives. Continuing this activity via social media is a useful way of testing and
refining this new approach to engagement which could in turn influence more
traditional marketing practice in time.

e Skills and capacity are key to success. The project would have benefitted from an earlier
recognition that it would need considerable internal resources and could not be carried
out alongside other workloads.

e Early engagement with members of the target audience would have assisted with
getting the branding right first time, however the pressure to commence the fieldwork
meant that this was more limited than it might ideally have been.

Our findings suggest that it would be worth seeking to evolve practice so that a more nuanced
or segmented approach to fire prevention and safety messaging is embraced by firefighters as
well as leaders and support staff. Firefighters hold a position of authority amongst those in
target audiences and we suggest that increasing their understanding of the lives and lifestyles of
non-traditional audiences — such as by using focus/discussion groups or creating opportunities
to listen (not just tell people about safety) will increase awareness and understanding of the
different approaches needed. Combined with tailored and resonant corporate messages and
advice (communicated via non-traditional channels, such as Instagram) and with the support of
opinion formers, we recognise there is an opportunity for the Service to build a new relationship
of understanding, relevance and trust with this key audience.

Next steps for East Sussex Fire and Rescue Service

The Service’s Accidental Dwelling Fire Group has reviewed the findings of the pilot. After
considering a number of options, the Service plans to continue with the project, targeting two
or three key partners to get more people signed up in the city of Brighton and Hove. There will
be less of an emphasis on deals, and more on the monthly prize draws and local events taking
place which people might want to get involved with. This will continue for a period of 6 months
when another review will take place. It is hoped that the project will then be rolled out to other
areas.
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Appendix A - Literature Review

There have been many different residential fire prevention interventions that have been
introduced in different communities around the world, with the aim of reducing fire related
injuries and mortality. Most commonly these measures include education and training for
children, parents, and high-risk demographics such as the elderly or disabled people; fire
response training programmes for children; community canvassing; home inspection
programmes; smoke detector giveaways; and promoting safer smoking via ‘e-cigarettes’. The
effectiveness of these interventions are often determined by the intended audience and desired
outcomes. Below we set out some of the interventions which we identified through reviewing
academic and practice evidence.

Smoke detector giveaways campaigns are a popular intervention for many fire service
departments. In a review of the effectiveness of preventive interventions, Warda et al.” found
that of the 43 publications reviewed, smoke detector giveaways campaigns accounted for 5
interventions, with only school campaigns and fire response training programmes for children
contributing more.

The effectiveness of this intervention is debated. A systematic review of smoke alarm
interventions by DiGuiseppi and Higgins (2000)%, evaluated 26 trials in various context such as
homes and schools. They concluded that there was some evidence that smoke alarm giveaway
programmes reduced the incidence of fire-related injuries, although they note the findings are
compromised by the lack of rigor in the evaluation designs in the studies they reviewed.

One notable success was in the use of smoke detector giveaways in high-risk urban areas. One
fire detector giveaway campaign measured the impact of the giveaway by conducting home
inspections 4-9 months after the campaign had finished. At the time of inspection ‘92%
(212/231) of homes had installed a smoke detector, and 88% (187/212) of these were
operational’®. There is an obvious appeal to fire detector giveaway campaigns, particularly for
high-risk urban areas, and this is supported by published evidence, however, with this
intervention there needs to be an acknowledgement that poor maintenance of fire detectors is
a risk, and batteries not being replaced are a frequent problem. Therefore this intervention
must be followed by long term maintenance and inspection programmes.

Smoke detector giveaway programmes have been used in conjunction with door-to-door fire-
prevention education. This use of multi-strand interventions was shown to be successful when
used by the Surrey Fire Service in British Columbia, Canada in 2008. They undertook a fire-
fighter delivered door-to-door fire-prevention education and smoke alarm
examination/installation initiative, with the aim of reducing the number of and severity of
residential fires in the city of Surrey®.

7 Warda, L., Tenenbein, M., & Movatt, M. E. K. (1999). A review of the effectiveness of preventive
interventions. http://injuryprevention.bmj.com/content/injuryprev/5/3/217.full.pdf

8 Diguiseppi, C., & Higgins, J. P. T. (2000). Systematic review of controlled trials of interventions to
promote smoke alarms. http://doi.org/10.1136/adc.82.5.341

9 Gorman, R. L., Charney, E., Holtzman, N. A., & Roberts, K. B. (1985). A Successful City-Wide Smoke
Detector Giveaway Program. http://pediatrics.aappublications.org/content/75/1/14

10 Clare, J., Garis, L., Plecas, D., & Jennings, C. (2012). Reduced frequency and severity of residential fires
following delivery of fire prevention education by on-duty fire fighters: Cluster randomized controlled trial
https://www.sciencedirect.com/science/article/pii/S0022437512000230
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The intervention amounted to a 5 minute home visit by a firefighter to each of the identified
high-risk households. The fire-crews delivered statistics on the number of residential fires in the
city, as well as explaining the leading causes of fires. A smoke alarm check was also offered, as
well as a free replacement for any faulty ones found. Finally a fire prevention pack was left. In
total the Fire Service visited 18,473 homes.

In order to ensure the robustness of the study, a randomised controlled trial was used. This
measured the both the frequency and severity of fires pre- and post- a home visit by the fire
service. These were then compared with the control group, who did not receive a home-visit.
The frequency and severity of fires (pre- and post- the visit) was compared against the control
group, who did not receive the home-visit. The results showed that there was a reduction in the
frequency of fires in the City, but this reduction was seen at significantly larger level in the
intervention group than the control group. Moreover, ‘when fires did occur within the
intervention cohorts, smoke detectors were activated more frequently and the fires were
confined to the object of origin more often post-home visits’. This pattern was not observed in
the control group. The programme provides strong evidence that both the frequency and
severity of residential fires can be reduced through the use of targeted door-to-door prevention
education in high-risk areas.

Fire education programmes are often employed by fire services in the hope of reducing
accidental fires. These are often directed at high-risk demographics such as children. There have
been a whole raft of these programmes. In their review of preventative interventions Warda et
al.! note that 20 of the 43 reviewed publications have a specific focus on education and
training programmes aimed at children. Whilst fire education programmes directed at children
are outside the scope of this project, there are some interesting case studies which can be
evaluated in order to gain good insights into how to successfully conduct an education
programme.

An example of this is Operation Bernie!? a campaign targeted at reducing the number of
deliberate grass fires in Rhondda Cynn Taff, Wales. Run by the Rhondda Cynon Taf Community
Safety Partnership, this campaign was a coordination of efforts from a variety of public services
including South Wales Fire and Rescue Service, South Wales Police, and various Rhondda Cynon
Taf Council departments.

The campaign ran for six weeks and used a variety of interventions:
e ‘High visibility patrols and enforcement activity in identified deliberate grass fire
hotspots’;
e ‘Engagement with school children via the council’s E3+ coordinators and SWFRS crime
reduction team’;
e ‘Extensive programme of diversionary activities for young people during the Easter
holidays at fire stations.’

Moreover, key stakeholders in fire prevention were also encouraged to participate in the
campaign. Shops and businesses that sold lighters, petrol and matches were asked by the
Trading Standards to display posters for the campaign, and sign up to the Bernie Pledge.

11 Warda, L., Tenenbein, M., & Movatt, M. E. K. (1999). A review of the effectiveness of preventive
interventions.

12 Operation Bernie cuts grass arson - Wales Online. (2013). https://www.walesonline.co.uk/news/local-
news/operation-bernie-cuts-grass-arson-1828737
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Following the Operation Bernie campaign ‘the number of deliberate grass fires reported in
Rhondda Cynon Taff fell from 663 to 447’, — a reduction of 40.6% in just one year. The
effectiveness of the campaign can be attributed to:

e Use of behavioural insights — pledges (as a commitment device) and the use of
messenger

e Use of original and creative messaging (through the use of a cartoon character)
provided an engaging way of expressing a public safety message.

e The timing of the campaign (which ran over Easter) ensured a large audience.

The recent work of the London Fire Department in Ontario provides a useful guide to the use of
market segmentation and geographic information in order to provide targeted marketing of
fire safety messaging to high-risk demographics®®.

Back in 2007 London Fire Department in Ontario, Canada began a city-wide campaign aimed at
educating residents about properly working smoke alarms, as well as cooking, candle and
electrical safety. Over the 5 year period in which the campaign ran, there was a reduction in
fires in residences, apartments, boarding houses, dorms, hotels (C-occupancy fires) from more
than 250 annually to approximately 180.

While the campaign was deemed a success, there was an acknowledgement that a city-wide
opportunity was limited and failed to adequately reach high-risk target groups. Given the city’s
range of neighbourhoods and subgroups, the use of market segmentation software was
introduced in order to better understand the preferences and lifestyles of target audiences
therefore increasing the effectiveness of communication with them.

The use of market segmentation was coupled by the use of geographic information system (GIS)
technology. Combining these two approaches enabled the fire service to create heat maps of
the city which identified problems areas, and also helped shed light on the groups of people
who lived in these areas. The London Fire Department identified two specific kinds of fires to
focus their programme on — fires arising from careless cooking and fires arising from careless
smoking. While cooking related fires were most frequent across the city as a whole, in some
individual areas within the city fires relating to careless smoking were more prevalent. The goal
of the project became to reduce the incidents of these through the use of targeted messaging.

The fire incident heat map of the city ‘showed that 55% of fires over the period 2010 to 2014
occurred in 13 areas’ in the city, ‘which represented approximately 20% of the city’s land area,
and 38% of its population’. The fire service now had a clear idea of where over half of the city’s
fires took place and a better understanding of personality types of the people responsible for
them. The service created three target groups, each were to be delivered targeted messaging.
One group were 20-30 year olds, who received ads which warned about the risks of careless
smoking. There ads were displayed in places such as bars and nightclubs where the target
audience was likely to see them.

13 Marketing Fire Safety | Fire Fighting in Canada. (n.d.).
https://www.firefightingincanada.com/prevention/marketing-fire-safety-23567
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SMOKE.

PUT IT OUT.
RIGHT OUT.

O

london.ca/fire

Following the campaign there was a reduction in ‘C-occupancy fires of 22 per cent to 131. The
city ‘experienced 6.44 fires per 10,000 residents in 2008, this ratio dropped to 3.52 per 10,000
by 2013." Their efforts were recognised by Canadian Marketing Association, earning them a
bronze in the public service category.

Another example of the use of segmentation is Kent and Medway Fire and Rescue Service's
Segmentation and Pathfinder Social Marketing Project®®, undertaken by the National Social
Marketing Centre. The aim of this project was to identify how to more effectively change high-
risk behaviours and consequently affect the number of accidental fires KFRS attends. A
gualitative study was used to examine the ‘beliefs, attitudes and behaviours of local residents in
relation to fire safety in their own homes’. This involved the use of focus groups, paired and
individual interviews, involving a total of 30 local residents. An additional 9 interviews were
conducted with key stakeholders, involving a wide range of staff, from director to fire-fighter
level.

Using the insights gained from the research element of this project, four segmentations for
targeted social marketing were developed.

e Segment 1: Precontemplation segment: This segment are the most likely to undertake

risky behaviours, such as using a chip pan fire. They predominantly live in council-owned
housing and are retired or unemployed/on long term benefits.
e Segment 2: Precontemplation/Contemplation segment: Segment 2 are more aware of

the risks of fire, then segment 1, although still have not taken any action to reduce their
risk. They usually are younger, living on their own in a small flat, or living with other
young people (who they are not very close to; more housemates than friends)

14 London Fire Department, Ontario Canada - https://www.firefightingincanada.com/marketing-fire-

safety-23567/

15 C4. Social Marketing Pathfinder Project - Kent Fire and Rescue Service.
www.kent.fire-uk.org/EasySiteWeb/GatewayLink.aspx?alld=5105
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e Segment 3: Preparation segment: Segment 3 individual$ are most likely to be parents,
predominantly mothers who have young children at home (usually more than one
young child). Their lives are very active and they feel as if they never get a chance to sit

down and rest

e Segment 4: Action/maintenance segment: Segment Four are usually retired and live in

owner-occupied accommodation. They are the most safety conscience and have been
visited by a local fire fighter, or have attended talks given by them.

Below is an example of the framework used to tailor messaging to a specific segment, in this
case Segment Three. This four section approach is used to effective tailor messaging to the

desired target audience.

SUPPORT
Give people the means to change

*  Continue home visits, however change to
supportive, practical sessions as opposed to
discussing a list of ‘to dos’

* Laminated checklist to do with children

*  Fire helmets for children to wear when doing
fire safety check

INFORM/EDUCATE

Provide information
*  Motivational training for the community fire
officers, so they can support (as opposed to
tell) the target audience to make the changes
*  Focus on risk to children; keeping the children
free from burns, giving your children skills for
life, etc. as opposed to traditional fire messages

DESIGN
Change the physical context

Community fire offers to make suggested
changes in relation to fire safety whilst on
the visit (as opposed to asking people to
make the changes at a later date)

CONTROL

Incentivise/Disincentivise
A website where their children can go and
enter a competition once they have done the
fire safety checks for ride on a fire engine.
Junior fire officers scheme where they are the
family ambassador and given the task of doing
the fire a safety check each month. Badges,
certificates, etc. to support this initiative.

An example of a creative targeted messaging campaign is the Austin Fire Department’s 'Put A
Finger On It'*® campaign. Following a series of fatal resident fires, the fire department noticed a
common characteristic that each fire took place in a house without an operational fire alarm.
The fire department had already run a campaign promoting the purchase of fire alarms, but
now moved the focus onto making sure these were operational. They formulated a simple
message, that would be widely understood without prerequisite knowledge and came up with
the slogan 'Put A Finger On It!' advocated by the cartoon character Freddy Finger, pictured

below.

16 Class, R. (n.d.). Fire Prevention. http://www.firepreventioncampaigns.org/
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PUT A FINGER ON IT!

WORKING SMOKE ALARMS SAVE LIVES.

The campaign was credited with improving safety outcomes in Austin, with zero recorded fire
related fatalities in the two years. The 'Put A Finger On It!’ slogan was successful due to its
simple and actionable messaging, ensuring that a vast amount of people engaged in with the
campaign.

The New Zealand Fire Service (NZFS) are an example of a fire service that have successfully used
targeted messaging to reach a specific high-risk demographic and promote behaviour change.
Following an evaluation of fire incident data, the NZFS found that 50% of fatal residential
structural fires involved alcohol®®. These fatalities frequently involved people who attempted to
cook while intoxicated, often having come back from a night out. Given the high proportion of
incidents, the NZFS wanted to target its messaging to specific appeal to this precise audience
and came up with the 'Don’t Drink and Fry' campaign.

This campaign was conducted across different platforms including television, however, the use
of posters, and billboards, and even pizza boxes, were used to ensure the message was
distributed in ways which would get to the target audience. An example of one of the posters
can be seen below.

A word from the wise

“Ya gotta be
an idiot to
go home
and cook
yourself eh.”

dog o, 2.220m

Don’t Drink & Fry poster®®

Television adverts showed intoxicated young people interviewed on the street, where they
were asked to explain the dangers of cooking while drunk and advised people to get a takeaway
as an alternative. The campaign also worked with a pizza delivery company, Hell Pizza, which

17 Loudoun County, VA - Official Website - Smoke Alarm Program: Put a Finger on It.
https://www.loudoun.gov/index.aspx?nid=819&PREVIEW=YES

18 https://idealog.co.nz/venture/2011/09/dont-drink-and-fry-message-spread-far-and-wide
1% http://stoppress.co.nz/news/ogilvy-tops-agency-league-honouring-mccullum
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agreed to use the 'Don't Drink and Fry' messaging on their pizza boxes. The success of this
campaign rested the tailoring of messaging which would appeal to the target audience, using
humour rather than fear to promote behaviour change. Following the campaign there was a
decrease in the number of unattended cooking fires by 40%.

Other example of a creative marketing campaign is Test it Tuesday?® . This social media
campaign is based around the simple message reminder to people to test their smoke alarms
every Tuesday. This campaign was started by Norfolk FRS, and went viral and has now been
taken up by those in the fire safety industry around the country. This reminder is promoted via
the social media hashtag #TestltTuesday, and has been featured in over 1,700 tweets on a
weekly basis. Another example is East Sussex Fire and Rescue Service's Black Museum?!. This
creative campaign aimed to create a more effective and interesting way of relaying life-saving
messages. Using both physical and virtual environments to display images and objects that have
been damaged in fires, this campaign challenged the people's perception that fire can never
happen to them.

The National Fire Chiefs Council®? provide a number of case studies highlighting partnerships
between fire services and other statutory services and public services. The following case study
summaries are provided on the Chief Fire Officers' Association website:

‘Gloucestershire Fire and Rescue Service became the first fire and rescue service in the
country to sign the Mental Health Crisis Care National Concordat and are providing training
on fire risk to mental health teams and have developed referral systems. Similar
arrangements are in place with Integrated Community Teams and Adult Social Care teams. All
firefighters are now dementia trained and referrals for home fire safety checks are received
directly from dementia nurses. The service also sits on various working groups that write
contract specifications for commissioned service providers

such as the Home Improvement Agency and the Drug and Alcohol Service. Gloucestershire
are now planning to roll out a variation of Greater Manchester’s CRITs using retained
firefighters.’

‘Staffordshire Fire and Rescue Service has been a part of the “Rebalance Me” programme,
piloted in Stoke on Trent, working with partners from the council, Police and Health. The
programme has helped turn the lives round of many of the most troubled and resource
intensive families. This included a woman who had issues with alcohol addiction which were
causing multiple problems with her health and relationships, and had experienced 200
interventions with a variety of agencies including health services over the previous two years.
Following the ‘Rebalance Me’ programme she has completed alcohol rehabilitation and
remains drink free, has better relationships with her daughter, ex-partner and neighbours
and is seeking employment.’

A more qualitative intervention model focused on the power of personal experiences and
story-telling was used by Greater Manchester Fire and Rescue in their Post Incident Research
Programme?®. This programme created in partnership with the University of Salford explored
people’s experiences of domestic fires. The desire was to move away from reporting of fires as a

20 Make Tuesday — Test It Tuesday and test your Smoke Alarm Today - GOODPOINT Smoke Alarm Tester
http://www.goodpointcampaign.com/make-tuesday-test-it-tuesday-and-test-your-smoke-alarms-today/
21 https://www.esfrs.org/black-museum/introduction/

22 Chief Fire Officers' Association - Case Studies. http://www.cfoa.org.uk/19902

2 Clark, A., & Smith, J. (2015). Experiencing a domestic fire: an overview of key findings from a post
incident research programme. http://doi.org/10.1108/SC-01-2015-0003

Pilot study to explore the use of behavioural insights to reduce house fires

42


http://www.goodpointcampaign.com/make-tuesday-test-it-tuesday-and-test-your-smoke-alarms-today/
https://www.esfrs.org/black-museum/introduction/
http://www.cfoa.org.uk/19902
http://doi.org/10.1108/SC-01-2015-0003

series of statistics and data, and find out the real stories behind the fires. The hope was
personal stories could be used to better convey fire safety messages, than more conventional
advice and warnings.

To carry out this programme, GMFR used Community Safety Advisors (CSAs) to interview people
who had experienced an accidental fire at home. They recorded real-life experiences, stories
and perspectives, making sure to record it in the words of those involved. The stories were
analysed and provided important insights into fire risk which are now helping GMFRS develop
prevention activities to help communities.

From the story-led insights, the following recommendations were made:

e Talking about fires and near misses: More opportunities for those involved in fires and

near-misses to tell their stories and pass on advice.
e Supporting those who have a fire and near misses: There is no national support service

for people who have experienced a fire. This is despite the sometimes deep emotional
impact it has on people. Local led support services are needed.
e Home Safety Checks as a two-way process: Members of the public welcome the

opportunity to engage in discuss with CSAs. Dialogue and discussion are more effective
than simply one-way delivered safety messaging.
e Realising the power of stories: The stories gathered provide insights into how real-life

fire happens. They are also an invaluable resource that can be used in future prevention
activities.

Another intervention that is often used is home safety visits. During 2010-11, East Sussex Fire
and Rescue Service worked with the School of Applied Social Sciences at the University of
Brighton to undertake an evaluation of home safety visits and domestic fire safety. The project
looked to explore the reception of fire safety messages, their impact upon behaviour and their
sustainability or ‘decay’ over time.

The full research project took place over three years and comprised of a quantitative and
gualitative assessment of approximately 400 households who had undergone home safety
visits. The project took place over three phases, in order to compare the impact of safety
messages and their sustainability over time. Two areas of East Sussex were selected. One was a
social housing area in East Brighton (EB), with a significant number of younger families. The
second was a largely owner-occupied, suburb in Saltdean (S) comprising of older families but
also a number of older people living alone.

The report concluded that the overall risk of fire per household was cut by about half when
comparing multiple visits (phase three) against one visit (phase one). However, the
effectiveness of fire safety visits was questioned in relation to a number of factors. For instance,
issues of age and mobility, which were prevalent in Saltdean, were not effectively addressed by
home safety visits. Equally, some of the risks associated with social housing, such as relative
deprivation, as experience in East Brighton, were also not easily addressed by a home safety
visit alone. The report proposes multi-agency working and information-sharing approach, which
moves beyond the simple visiting process. This is seen as an essential dimension for realising the
full value of home fire safety education. At the very least, in such target households, having a
reliable smoke alarm to alert people should one break out, may be the most positive outcome.
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In 2017 East Sussex Fire and Rescue Service ran the “Be Your Own Hero” project®*. Its aim was
to gather information on household behaviour and accidental dwelling fires, as well as
promoting home safety visits and home safety messages. The project collected information via
a survey, which was undertaken by 329 people.

The survey provided the following the insights into the causes of domestic fires:

o Cooking and electrical fires were top of the list for causes of fires

e Burnt food, as well as tea towels or other combustible items left on cookers were also a
key cause

e Many people put out the fire themselves

e Many people said they just forgot they were cooking

e Distractions include pets/children/family

The project provided the following actionable fire safety advice, using 6 simple steps.

Be Your Own Hero in Six Simple Steps:

1 — Protect your home with working smoke alarms — install smoke alarms on every level
and test them every week.

2 — Take extra care in the kitchen — over 50% of accidental fires in the home start in the
kitchen.

3 - Checking your electrics — Check and maintain your electrical appliances —you can also
register them for recall information.

4 — Smoke safe (if you must smoke at all) — put them out, right out.

5 - Make sure you sleep safe — a bedtime safety routine can reduce the risk of fire whilst
you are asleep.

6 — Plan a safe escape — make sure you know how to get out of your home in an
emergency.”

The London Fire Brigade 2011 campaign?® sought to reduce risk of fires, by encouraging late-
night revellers to opt for a takeaway over cooking after a night out. Using a combination of print
and online ads, the campaign targeted under 35s, with distributed ads across tube stations in
central London, as well as print in the Metro and on Facebook.

LASTNIGHT  FIRE SAFETY
saveD my LiFer  EQUIPMENT

AR MW o

60% of all house fires start in the kitchen,
often after a few drinks. So if you're out tonight
get a takeaway and stay out of the kitchen later.

24 Be Your Own Hero, East Sussex Fire & Rescue Service. https://www.esfrs.org/news/2018-news/be-
your-own-hero-survey-reveals-near-misses-and-fires-in-the-home/
% https://www.campaignlive.co.uk/article/fire-brigade-campaign-tells-people-takeaways/1108800
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Appendix B - Sample size calculations

e 104 fires per year in mosaic group J, based on 834 from 2009-16. This implies 1.6% rate
of dwelling fires across the mosaic group population of approximately 50,960
households. We assumed that this group size stays constant, and the average number
of fires stays constant in 2018 and 2019.

e Comparison group outcome therefore held constant across all scenarios at 1.6% rate of
dwelling fires.

e We calculated treatment effect scenarios presented by low, medium and high effect
sizes. Low treatment outcome set at 1.5% rate of dwelling fires amongst treatment
group households during 2018 and 2019; medium treatment effect set at 1.4%; high
treatment effect set at 1.3%.

e Standard deviations around the outcomes also projected as low, medium and high. In
the absence of any data to anchor our assumptions, low standard deviation was set at
0.4, medium at 0.6, high at 1.0 and equal for both treatment and control groups.

e Sample size calculations carried out in Stata v12.1 using two-tailed tests, alpha = 0.05
and power = 0.9. Group sizes assumed to be the same, i.e. treatment group n1 = N/2.

In the absence of any strong evidence to guide expected treatment effect sizes and variance, we
took the most conservative assumptions as the basis for the trial. With the assumption of (i) a
low treatment effect leading to 1.5% rate of dwelling fires, and (ii) high standard deviation
around the mean of 1.0, the sample size that would detect a treatment effect with power 0.9 in
two-tailed hypothesis tests is 4,204 observations in total, with 2,102 randomly assigned to
receive the treatment.

Table 1: Sample size calculations
SD: low SD: medium SD: high
Effect size: low 1514 4204
(757 + 757) (2102 + 2102)
Treatment group outcome 1.5% 774
(337 +337)

Effect size: med 380 1052

170 (190 + 190) (526 + 526)
Treatment group outcome 1.4% (85 + 85)
Effect size: high 468

76 170 (234 +234)
Treatment group outcome 1.3% (38 + 38) (85 + 85)

This scenario, with the modelling parameters used, implies a low effect size (Cohen’s d) of 0.1.
While this sounds very modest, it implies that instead of 33 house fires, 31 would be recorded in
the treatment group. Such a reduction of 2 house fires from the non-intervention expected
outcome of 33 represents a 6.25% reduction in the accidental dwelling fire rate.
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Attrition

Trials involving information campaigns and nudges often experience high rates of attrition. The
risk of attrition increases with the duration of the trial. Reasons for follow up could include
moving away from home, opting out of the study, changing contact details, or otherwise being
unreachable during the data collection window. These factors would affect outcome data
collection in any study intending to explore changes in behaviour, attitudes, or awareness
following the treatment. While the trial design will mitigate against the threat of attrition, it is
valuable to factor in the risks during the sample size calculations.

Scenarios for different rates of attrition are presented below, using the most conservative
sample size estimate from table 1 (n=4204).

e Attrition is set at three levels and measures percentage of trial participants whose

outcome data is not included in the final data set because they have been lost to follow.
Low implies 15% attrition, medium implies 25% attrition, and high implies 40% attrition.

e The most conservative sample size from table 1 is scaled up by the expected attrition
rate.
e Attrition rates are assumed to be equal across comparison and treatment groups.

Table 2: Incorporating expectations of attrition

Attrition: low | Attrition: medium | Attrition: high

Baseline sample

. 4835 5255 5886
estimate: 4204

Given the pilot nature of the study, it is advised to take the most conservative view on attrition,
i.e. to assume high levels of attrition and recruit for the trial on that basis.

Summary
Based on the calculations here, the recommended sample size is 5,900.
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Appendix C - Sample Messaging Grid

Week Control group Intervention group
commencing...
29™ Oct Is Mac n cheese the best?
Why does the journey home always take longer in the cold and dark? But oh... the
joy of comfort food waiting for you.
What’s your ‘prepare ahead’ dish?
Mac n cheese.... Oh yes!
#BrightonTribe
5% Nov Fire up the grub!
*** NO MESSAGE TO Remember, remember the 5% of November: ready
CONTROL GROUP *** meals, deliveries and fries.... Ok, so that’s not
quite how the rhyme goes but bonfire night is a
busy time for the fire service. Avoid us arriving at
your house for an unforeseen incident by sorting
your grub before the merriment begins!
And to get you in the mood...What's a fire fighters
favourite bonfire grub? Bangers and mash!
lhat'’s a
< T B %‘ﬁ?“& o
12" Nov | Free pizza, anyone?
We love pizza, who doesn’t? And this month we have got a £25 Pizza Face voucher
to give away for one lucky member of our #BrightonTribe. Will it be you?
We'll be notifying one lucky winner very soon!
15t Nov Set your tastebuds on fire |
The winner of the #BrightonTribe prize draw this month is <insert name>, who
wins a wicked £25 Pizza Face voucher. Look out for the next prize up for grabs in
December!
Extra jalapeno’s? That the kind of fire we like!
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19" Nov Easy does it...

*** NO MESSAGE TO With twinkly lights and stores getting ready for

CONTROL GROUP *#** festive fun its hard to believe there’s still over 5
weeks until Christmas. Pace yourself — we’re in
this for the long haul.

A few days alcohol free will improve your sleep
and save those £££s. And a pre-prepared snack
will satisfy late night munchies. With a bit of
planning you’ll make it through the season with
cash in your pocket and a spring in your party
shoes.

26™ Nov Eat the world in BN1

Is it pay day yet? We're thinking its time for a take away. We’ve got over 400
restaurants in Brighton. So what'll it be?

|

31 Dec Can we open the tub of
sweets?
*** NO MESSAGE TO Is it too early to break out the Christmas chocs?
CONTROL GROUP *** Maybe... but its always a good time to practice

those party tricks. Ah yes, Popcorn catching.
What's yours? Tweet us @EastSussexFRS and
we’ll RT our faves!

10* Dec Party time is hotting up

Office parties are in full swing.... But eurgh... the aftermath! Make sure you’re
prepared with water beside your bed and a stomach-settling snack ready for when
you get home. Much better than attempting to cook after a night out!

[-!'-lEm'HL:l'!_ = [l i:l'
| I JJI:‘I-
i

17 Dec Free cinema tickets? Nice. ’

Winner, winner, turkey dinner
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We have an early Christmas present for <insert name> who is the winner of this
month’s prize of a £20 voucher for Cineworld.
#BrightonTribe

24" Dec

One more sleep

OK, calm. You’ve made it through December and the big day is here.

after tomorrow there’s no more cooking to be done. Movies, mince pies and left
overs...

And breathe....

#BrightonTribe Making sure great days are followed by great nights!

31% Dec

An essential life rule...

*** NO MESSAGE TO New year, new you? New year’s resolutions...
CONTROL GROUP *** fitness, lifestyle... they don’t always last. But
there’s one rule that will stand you in good stead
all year round: No cooking after a heavy night. Its
always better to have a snack ready or a
takeaway on speed dial... Happy New Year!
#BrightonTribe We’re your crew.
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Appendix D - Post-trial survey findings

-
Why did you sign up for the BrightonCrew?
100%
83% 88%
80%
60%
39%  38%
40%
20%
0%
Group A Group B Ineligible
M Discounts and vouchers
B Monthly prize draw
= Recommended by a friend
B Wanted to hear about things happening in Brighton and East Sussex
9 m Wanted to hear about East Sussex Fire and Rescue Service and fire safety
(group A n=18; group B n=8, ineligible n=24)
-
How frequently do you receive emails
about BrightonCrew?
50%
38% 38% 42%
40%
30%
20% 17%
10%
0%
Treatment Control
B Weekly ®Fortnightly = Monthly ® Don’t remember how frequently
N\

(treatment n=13; control n=13)
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4 N
What do you think of them? Please pick up to
three descriptors.
Underwhelming
Friendly 69%
Engaging
Encouraging
Irrelevant
Frustrating
Unhelpful
Poor quality
Fun
Informative 54%
0:%: 1(I)% 20I% 3(;% 4(;% S(I)% 60% 70% 80%
H Control M Treatment
- )
(treatment n=13; control n=13)
4 N
What sort of deals or offers might you be
interested in? Tick all that apply.
100%
100% 89% 89%  89%
80% 75% 75%
60%
40%
20%
0%
Group A Group B
M Food discounts M Restaurant discounts
1 Entertainment discounts i.e. cinema, comedy B Activities discounts
. = Shopping discounts )
(group A n=18; group B n=8)
Pilot study to explore the use of behavioural insights to reduce house fires 51



4 N
What might influence your choice of what to
eat after a night out? Tick all that apply.
100% 85%
77% 77%
80%
60%
40%
20%
0%
Treatment Control Ineligible
M Price M Being offered something i Ideas of what to have
B Something convenient m Having food at home )
(treatment n=13; control n=13)

4 N
Do you go out/socialising/drinking often in
Brighton?

80% 67%
60%
0 33%  33%

40% 25%25%25%
20% -

0% -

Treatment Control Treatment Control
Group A Group B
H A few times a week B At least once a week  About once a month
N M Every now and again M Not very often )

(group A n=18; group B n=8) (treatment n=13; control n=13)

When you go out, do you tend to?

Prepare food before you go Get takeaways Cook something when
out you get back home

Never Occasionally Always Never Occasionally Always Never  Occasionally
T 8% 75% 17% 15% 77% 8% 58% 42%
C 15% 62% 23% 0% 100% 0% 31% 62%

(treatment n=13; control n=13)
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Do you remember receiving any BrightonCrew
emails about avoiding cooking after a night out
as a way of minimising the risk of having a fire?

100% 88% 90%
80% 60%
60% - 50% 50%
40% -~
20% -
0% -
Treatment Control Treatment Control
B Yes HNo
- J
(group A n=18; group B n=8) (treatment n=13; control n=13)
4 N
Did you do anything differently after a night out,
with fire safety in mind?
80% T 69%
58%
60% - 54%
o 15% 15%
20% 8% 8%
0% -

Treatment Control Ineligible
B Didn’t change my behaviour B Prepared food before going out
1 Ordered a delivery B Made something without cooking/heating

\_ H Got a takeaway

(treatment n=13; control n=13; ineligible n=24)
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Since signing up to BrightonCrew, would you say
your awareness of fire safety has changed at all?
70% 630 67% 67%
° 60%
60%
50%
40%
30% -
20% -
10% -
0% -
Treatment Control Treatment Control
Group A Group B
m No, it has declined M It has stayed the same M Yes, it has improved
\

(group A n=18; group B n=8) (treatment n=13; control n=13)

What are your main concerns about safety in your home? Please rank in order of highest to
lowest concern. Where 1=highest concern 5=lowest concern.

Concern __lGrowp 1 2 [3 _Ja |5 |

Fire Treatment 50% 25% 8% 8% 8%
Control 15% 46% 38% 0% 0%

Ineligible 52% 35% 1% 9% 0%

Flooding Treatment 8% 0% 17% 42% 33%
Control 0% 8% 15% 46% 31%

Ineligible 0% 4% 17% 26% 52%

Burglary/theft Treatment 15% 30% 22% 15% 19%
Control 35% 26% 0% 17% 22%

Ineligible 19% 38% 19% 14% 10%

Gas leaks Treatment 3% 11% 41% 32% 14%
Control 5% 10% 29% 20% 37%

Ineligible 9% 9% 39% 30% 13%

Home injuries Treatment 0% 13% 13% 18% 56%
Control 2% 4% 12% 32% 50%

Ineligible 22% 17% 17% 22% 22%

(treatment n=13; control n=13; ineligible n=24)
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. ( . ’ .
Have you ever had a fire or a ‘near miss’ in
your home?
80% 71%
62%
60% 50% — 50%
40%
20%
0%
Treatment Control Ineligible
M Yes - | have had a fire M Yes - | have had a near miss
L = No - | haven't had either a fire or near miss

(treatment n=13; control n=13; ineligible n=24)

p
Where did the fire or near miss start?

90% 83%

80% -

70% -

60% -

50% -

40% -

30% -
17%

17%

20% -
10% -
0% -

Treatment Control Ineligible

B Bedroom MEKitchen ® Lounge/dining room

.

(treatment n=6; control n=5; ineligible n=6)
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4 N
What caused the fire or near miss?
60%
50%
50%
40% 40%
40%
30%
20%
10%
)
0%
Treatment Control Ineligible
M Candles ™ Cooking mElectrics ™ Smoking material m Other (please specify)
\ %
(treatment n=6; control n=5; ineligible n=6)
(other: ‘out of date gas heating with open flame’)
4 N
Did you report the fire or near miss by
calling 9997
120%
100%
100% -
80%
80% -
60% -
40% -
20% -
0% 0% 0%
0% — T
Treatment Control Ineligible
HYes M Nobecause....(explain why) B Can't remember
. %

(treatment n=6; control n=5; ineligible n=6)

No because....(explain why)

Treatment

| got it under control before it became dangerous

| put it out myself. Was only a tea towel that caught alight
| sorted it

i was able to rsolve it at home

It wasnt necessary

We were both fire safety trained at work and could identify the problem and stop it
getting worse.

Control

another family member reported it

It wasn't severe enough and was put out easily
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removed the pan from the heat source before it caught fire.
Very small fire and managed to put out quickly. Blind caught alight from a candle

Ineligible
Dealt with it

Because | dealt with it

-

How concerned are you with fire safety?

75%

80%
70%

60%

50%
40%
30%
20%
10% -

0%

o

Treatment Control Ineligible

M | rarely think about it M | think about it from time to time ® | think about it regularly

J

(treatment n=

13; control n=13; ineligible n=24)

How do you feel about the possibility of a fire
happening in your home? Select on a scale of 1-10. Average

Treatment
Control
Ineligible

7.8
7.8
8.2

1= Taken no steps to minimise the risk of fire. 10= Taken as many steps as possible to minimise the risk of fire.

(treatment n=13; control n=13; ineligible n=24)
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Do you have working smoke alarms on every
level of your home and test them regularly?

100%

80%
60%
40%

20%
0%

Treatment Control Ineligible

M Yes, but | only have one alarm/less than one per floor. | do not test it regularly
M Yes, but | only have one alarm/less than one per floor. | test it regularly
1 Yes, | have alarms and test them regularly

_ H Yes, | have alarms but don't test them )

(treatment n=13; control n=13; ineligible n=24)

Which groups do you think are most at risk of fire
at home? T C

Higher than
Students/ young people house shares e 91%  82% 57%
Same as most
people 9% 18% 30%
Lower than
most people 0% 0% 13%
People on low-incomes Higher than
most people 36% 36% 30%
Same as most
people 64% 64% 61%
Lower than
most people 0% 0% 9%
Higher than
Elderly most people 100% 82% 100%
Same as most
people 0% 18% 0%
Lower than
most people 0% 0% 0%
Single per households ::g::;;g;?e 9%  18% 26%
Same as most
people 73%  55% 65%
Lower than
most people 18% 27% 9%
. . Higher than
Parents with young children e — 73%  45% 57%
Same as most
people 18% 45% 39%
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Lower than

most people 9% 9% 4%
. Higher than
Private renters most people 18% 9% 26%
Same as most
people 64% 73% 57%
Lower than
most people 18% 18% 17%

(treatment n=13; control n=13; ineligible n=24)

e D
How at risk of having a fire in your home do you

think you are compared with the population of
Brighton as a whole?

70% -
60%
50%
40%
30%
20%
10%

0%

Treatment Control Ineligible

M Less atrisk M About the same = More at risk
N\ J

(treatment n=13; control n=13; ineligible n=24)

What makes you say that?

Treatment

awareness of fire safety. | cook early in the day and | don't drink much alcohol or smoke.

Hmo

| live in a semi detached house with 1 child and 1 other adult and all fire safety aware

| was going to say low risk as we are in a new build with good fire safety precautions, however

we also have deaf people in the house which increases the risk as they wouldnt always hear
the alarm.

I’'m very careful

no particular difference

No reason

We are quite aware of the risks and preventions and put these into place to stop a fire from
starting. |.e we never leave the house with the washing machine or tumble drier on.

We try to be as careful as possible and have working smoke alarms on each floor
Control

Fire alarms

| take as many precautions as | can but there's always chance something could happen.
Just an average household.

More careful and less appliances

very careful non-smoker. always double-checking cooker is turned off before leaving.
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Very over cautious

Ineligible

| don't consider I'm more or less at risk than the average population.

Don't see any particular reason why we might have a fire

I’'m fire safety conscious

| don't think we are at higher risk than the general population

| live in a block for Seniors and we have good protection

Electrical applances

Working smoke alarms. No naked flames, some risk from electrical though.

Statistics

We have our smoke alarms checked regularly

I now live in sheltered housing and we have fire alarms and a robust evacuation procedure
take care whe cooking- nothing left unattended. no naked flames. gas boiler well
maintained by landlord.

Although | take precautions, there is still that one possibility of something going wrong.
In flats for over 60s

Education

General feeling on this

| am very careful and have alarms and monitors for fire and carbon monocide

| don't think I'm more or less at risk that anyone else. | have a working smoke alarm and |
unplug most of my appliances making sure they are switched off overnight and when | go out.

n/a

To what extent do you think

the following activities

increase the risk of a fire? Treatment | Control | Ineligible
Smoking No effect 0% 0% 4%

A little effect 18% 18% 17%

A large effect 82% 82% 78%

Drinking alcohol No effect 0% 0% 0%

A little effect 27% 27% 22%

A large effect 73% 73% 78%

Taking medication No effect 9% 18% 4%

A little effect 73% 64% 52%

A large effect 18% 18% 43%

Cooking while tired No effect 0% 0% 0%

A little effect 55% 45% 22%

A large effect 45% 55% 78%

Cooking with a deep fat fryer  No effect 0% 0% 4%
A little effect 18% 27% 22%

A large effect 82% 73% 74%

Using a mobile/table/gaming  No effect 9% 9% 26%
A little effect 73% 73% 39%

A large effect 18% 18% 35%
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What precautions, if any, have you taken to
reduce these risks? Tick all that apply.

Don’t use my phone while cooking

Have learnt about escape routes

| have had my chimney swept

Quit smoking

Don’t smoke when tired/ after an alcoholic drink

Ensure | put my cigarettes out

Put out/don’t use candles
Registered/tested my electrical appliances

Don’t cook after an alcoholic drink

Don’t cook when tired

Take extra care in the kitchen

Use a kitchen timer

Test smoke alarms regularly

Have smoke alarms

H Ineligible m Control = Treatment

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

N\ J
(treatment n=13; control n=13; ineligible n=24)
4 N
Have you ever looked for fire safety
information? Tick all that apply.
100%
80%
60%
40% -
20% -
0% -
No Yes from the Fire Yes from other Yes online
Service professionals/agencies
W Treatment ™ Control M Ineligible
o %
Pilot study to explore the use of behavioural insights to reduce house fires 61



(treatment n=13; control n=13; ineligible n=24)
4 N

Have you ever looked for fire safety
information? Tick all that apply.
100%
80%
60%
40%
20%
0%
No Yes from the Fire Service Yes from family/friends Yes from other Yes online
professionals/agencies
W Treatment ™ Control M Ineligible
- )

(treatment n=13; control n=13; ineligible n=24)
- N
Do you remember the last fire safety message

you received? How was it delivered?

50% 6% 40%

187%17%

Facebook In-person — by TV Word of Print Other (please Haven’t received
the fire service mouth/in-person specify) one / Not
— from another applicable

source

= Treatment M Control M Ineligible

- J

(treatment n=13; control n=13; ineligible n=24)
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4 N
What was the tone?
100%
80%
60%
’ 0% aa% " 44%
40%
20%
0%
Encouraging Informative Serious
M Treatment ™ Control M Ineligible
- J
(treatment n=13; control n=13; ineligible n=24)

4 N
Do you ever talk about fire safety to
friends/family?

100%
80%
61%
60%
40%
20%
0%
Yes No
W Treatment M Control M Ineligible
- J
(treatment n=13; control n=13; ineligible n=24)
Do you ever talk about fire safety to friends/family? No why not?
Treatment
doesn't come up in general conversation
Dunno
not really discussed
Only tell my misses off for always leaving her straighters plugged in
Control
Doesn’t come up
Dont ask
Never needed to come up. Just assumed.
Not a topic that crosses my mind when with family and friends
Not common topic of conversation
Ineligible
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Don't really think about it

it's not a topic of conversation that comes up

they live in London

Family don’t live in Brighton

never comes up in discussions

We don't often use open fires or bbgs

| feel they would be slightly annoyed being given sensible advice
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