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Executive Summary 

Introduction 

This report provides evaluation of the Scottish Fire and Rescue Service’s (SFRSs) media 
and advertising campaign for 2013-2014, entitled Join Scotland’s Fight Against Fire 
(JSFAF). 

Background 

The campaign was developed in line with the requirements of the Fire and Rescue 

Framework for Scotland 20131 and corporate aims and objectives of the SFRS. 

 

The scenarios featured firefighters talking about actual incidents they had attended. 

The benefits of working smoke alarms were highlighted, together with the links between 

fires, cooking, smoking and excessive alcohol consumption and a focus on keeping older 

people fire-safe. 

Additionally the campaign focussed on the role of family members, friends and neighbours in 

referring people known to be at risk for a Home Fire Safety Visit (HFSV), and also included 

safe practices on and around 5 November.  

Outcomes 

These are summarised as: 

 During 2013 – 2014, a total of 71,328 Home Fire Safety Visits were completed; this 
activity represents an increase of 23% from the previous 4 year average; 

 

 CSET statistics confirm that 9% of requests (6,649) for HFSVs were made after 

hearing about the service through a family member, friend or neighbour; 

 Additionally, CSET records confirm 2% of requests (1,992) were made after hearing 

about the service through the media platforms of television, radio and newspaper;  

 There was a significant reduction in fire casualties and fires during the campaign; 
 

 The number of people who acknowledged the main causes of fire to include cooking, 

alcohol and smoking increased by 4%, 7% and 1% respectively, during the 

campaign; 

 

 Awareness of the HFSV service increased from 79% to 86% during the campaign; 

 

 The number of people who would refer someone they knew to be vulnerable for a 

HFSV increased from 57% to 68% when measured before and after the campaign; 

 

 Research confirms that 16% of respondents discussed the adverts with family 

members, friends or neighbours; 

 

 55% of respondents agreed they were more aware of how safe their home was (12% 

strongly agreed); 
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 95% of respondents agreed that raising awareness of fire prevention was important 

(62% strongly agreed); 

 

 94% of respondents agreed the fire service is right to run a campaign like this (66% 

strongly agreed); 

 

 85% of respondents agreed that using real firefighters made the adverts more 

memorable (55% strongly agreed); 

 

 Awareness of the SFRS increased from 66% before the campaign, to 73% at the 
conclusion of activity; 
 

 Expected ATM engagement levels were exceeded by 14%;  
 

 Media industry standards were fully met for the range of impacts;  
 

 Awareness of the campaign was more prevalent in the west of Scotland, which is not 

surprising given that the advertisements were transmitted in this area in recent years; 

 

 The campaign achieved a co-ordinated, multi agency, multi media approach to the 
promotion of public fire safety, with common themes and messages being 
communicated simultaneously across media platforms of television, radio, printed 
press, internet and social media. 

 

Conclusions 

 

Whilst a range of factors combine to influence operational and other demand, there has 

been a clear reduction in fire deaths, injuries and house fires and an increase in HFSVs over 

the time periods measured in this report. 

 

Additionally, the campaign has evaluated positively in terms of qualitative aspects.  

 

Evidence from incidents reveals a reduction in working smoke alarm ownership within 

homes that have experienced a fire; as such the benefits of smoke detectors must continue 

to be widely communicated. 

 

It is concluded that the campaign has contributed significantly to achieving best value and 

the SFRS’s Vision of Working together for a safer Scotland. 

 

Recommendations 

 

It is recommended that the SFRS sustains and develops the programme of public fire safety 

advertising.  

 

In line with existing practice, new campaigns should be evidence based and outcome 

focussed.  
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1. Introduction 

1.1 This report provides evaluation of the Scottish Fire and Rescue Service’s (SFRSs) 

 media and advertising campaign for 2013-2014, entitled Join Scotland’s Fight 

 Against Fire (JSFAF). 

2. Background 

2.1 The campaign was developed in line with the requirements of the Fire and Rescue 

 Framework for Scotland 20131 and corporate aims and objectives of the SFRS. 

 

2.2 The scenarios featured firefighters talking about actual incidents they had attended. 

2.3  The benefits of working smoke alarms were highlighted, together with the links 

 between fires,  cooking, smoking and excessive alcohol consumption and a focus on 

 keeping older people fire-safe. 

2.4 Additionally the campaign focussed on the role of family members, friends and 

 neighbours in referring people known to be at risk for a Home Fire Safety Visit 

 (HFSV), and also included safe practices on and around Nov 5th.  

2.5 These issues were selected on the basis of evidence. For example, the Fire Statistics 

 Scotland, 2012-132 although provisional at this time, confirm that: 

 There were 13 fatal casualties (32 %) and 305 non-fatal casualties (26 %) in 
dwelling fires where a smoke alarm was absent; 

 

 The most common source of ignition for accidental dwelling fires when a non-
fatal casualty occurred was cooking appliances, which accounted for 600 non-
fatal casualties (59 %);  

 

 The most common source of ignition for accidental dwelling fires where a fatality 
occurred was smokers materials and matches which accounted for 17 (46 %) 
fatal casualties;  

 

 There were 10 fatal casualties and 277 non-fatal casualties where impairment 
due to suspected alcohol and/or drugs use was a contributory factor in the house 
fire (27 % and 27 % respectively);  

 

 Between 2009 and 2013 in Scotland, 49% of fire deaths involved people aged 60 
years old and over. 

 
2.6  The decision to include a citizenship element in the campaign reflects evaluation of 

 activity in the west during 2012 - 2013. That evaluation confirmed 67% of 

 householders asked would contact the Fire and Rescue Service to discuss fire 

 prevention advice or to arrange for a HFSV for someone they knew to be vulnerable. 

2.7  In recent years, bonfire incidents have caused a drain on Fire and Rescue Service 

 resources. SFRS research confirms that the number of calls can increase by up to 

 40% and local fire and rescue crews will typically attend over 1,000 such incidents 

 around November 5th. 
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2.8 A number of outcomes were intended, namely to promote public and firefighter safety 
 by achieving a reduction in preventable fire deaths, non-fatal fire casualties, 
 accidental dwelling house fires and secondary fires. Additionally the programme 
 aimed to increase the number of HFSVs delivered across local communities. 
 
2.9 As such, the campaign was designed to complement the Service’s Community 

 Safety Calendar and Seasonal Thematic Action Plans. 

2.10 Additionally, the initiative was expected to raise the profile of the SFRS and to 

 provide a co-ordinated multi agency, multi media approach to the promotion of public 

 fire safety, with common themes and messages being communicated simultaneously 

 across a range of mediums. 

2.11 The campaign was based on 6 advertisements, which featured nationally across 

 television, radio and print media. The opportunity was taken to capitalise upon 

 editorial opportunities throughout. 

 

2.12 Additionally an element of advertising on Bank Automated Teller Machines was 

 included. 

 

2.13 A timetable was developed that comprised of 9 advertising periods, totalling 36 days.  

 

2.14 In addition, the SFRS’s web and social media platforms of Twitter and Facebook 

 were used to advertise the campaign.  

2.15 The budget was £255,500.00 and advertising services were procured through the 

 Scottish Government’s Media Planning, Buying and Associated Services Framework 

 Agreement. Services were provided by Carat; a media planning and buying 

 company. A full financial breakdown is provided at Appendix A. 
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3 Advertising Programme 

3.1 The advertising programme is set out below: 

Theme Featured Personnel Dates 

Deliberate Firesetting Firefighter Natalie Brown 
 
 

1 - 5 November 2013 
 

Smoke Alarms Watch Manager Andrea 
Sutherland 
 

22 - 23 November 2013 

Alcohol and Cooking 
 

 

Station Manager Scott 
Kennedy 

13 – 14 December 2013 

Alcohol and Cooking 
 

 

Station Manager Scott 
Kennedy 

21 - 25 December 2013 

Alcohol and Smoking 
 

Watch Manager Barry 
Colvan 
 

31 December 2013 – 4 
January 2014 

Smoke Alarms 
 

Watch Manager Andrea 
Sutherland 

 

6 - 7 January 2014 

Older People 
 

 

Watch Manager Scott 
Davidson 

28 February – 4 March 2014 
 

Community Call to Action  Crew Manager Scott 
McKenna 
 

14 – 18 March 2014 

Older People 
 
 

Watch Manager Scott 
Davidson 

27 – 31 March 2014 

 

Table No 1 Advertising Programme 

 

3.2 All adverts were 30 seconds long except the one featuring smoke alarms, which was 

 20 seconds in duration.  

3.3 Images from each advert are included at Appendix B, for information. 

3.4 The campaign was designed to target the section of community which is most often 

 at risk from fire, including those who depend on welfare for income, older people and 

 residents in areas of multiple deprivation. This population group falls into the socio 

 demographic of C2DE; a media industry classification. 

 

4 Media Industry Standards 

 

4.1 Carat staff have confirmed that industry standards for various defined weights of 

 campaign and sections of population targeted were met in the majority of occasions, 

 where  these exist. Further information is provided on this matter at Appendix C, 

 together with a breakdown of advertising activity. 
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5 Television  

 

5.1 The campaign comprised 216 television adverts which were transmitted across 

 Scotland on STV, and the Scottish Borders via Channel 4 and Channel 5.   

 

5.2 The television advertising reached 80% of Scotland’s adult population.  This equates 

 to 3.1M people seeing an advert at least once. On average, adults saw the campaign 

 10 times and 58% of the population saw the adverts on 3 or more occasions. 

5.3 The television advertising reached 82% of C2DE adults at least once, with viewers 

 seeing the adverts 11 times on average. In total, 63% of this group saw the adverts 3 

 or more times. 

6 Radio 

6.1 The campaign comprised 2,587 radio adverts, broadcast across Scotland on the 

 following stations: Clyde, Forth, West Sound, Radio Borders, Tay, Moray Firth, 

 Northsound, Capital, Real, Real XS and Smooth.   

6.2 These adverts were heard 49.6M times by a total of 2.9M Scottish adults, which is 

 68% of the adult audience. On average listeners heard the adverts 13 times. 

6.3 For the C2DE audience the adverts were heard 30M times by a total of 1.5M

 adults, which is 74% of the target audience. On average these individuals heard the 

 adverts 15 times. 

7 Newspapers 

7.1 The campaign comprised 26 half page press adverts, published across Scotland with 

a focus on the 2 largest circulation newspapers, the Scottish Sun and Daily Record 

/Sunday Mail. 

7.2 In addition, some regional newspapers were included in the campaign; these were 

 the Edinburgh Evening News, Glasgow Evening Times, Dundee Evening Telegraph 

 and the Aberdeen Evening Express.  

7.3 The press campaign consisted of 19 national and 7  regional adverts. The average 

advertisement position was page 22 of 70, within the first third of the newspaper;   

the section most widely read. 

7.4 In terms of the overall press advertising campaign, the adverts were seen by 2.2M  

adults in Scotland (50.7 % of Scottish adults), with readers on average seeing the 

campaign 6 times.    

7.5 This included 1.3M C2DE adults in Scotland (62.5 % of C2DE Scottish adults), on 

 average seeing adverts on 7 occasions.     

7.6 The regional press adverts were seen by 412,000 adults in Scotland (9.4 % of 

 Scottish adults), on average seeing an advert once. 

7.7 These figures include 214, 000 C2DE adults in Scotland (10 % of C2DE Scottish 

 adults), on average seeing an advert once.  
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8 Automated Teller Machines (ATMs) 

8.1 Part of the programme involved advertising on ATM cashline machines across 

 Dundee from 18 - 25 December.   

8.2 Kong Media, who supplied this advertising, predicted the number of engagements, 

 when people saw an advert would be 50,970. 

8.3 ATM usage exceeded expected levels of engagement by 14% although it should  be 

 noted that this element of advertising occurred during 18 - 25 December. 

8.4 As such, almost 60,000 members of the public engaged with the campaign in this 

 way, with around 9,000 people requesting a printed receipt. The cost of ATM 

 advertising was less than £2,000; under 1% of the campaign budget. 

8.5 There is no further information available in relation to ATM usage.  

9 News Releases and Media Coverage 

9.1 A total of 116 related news releases were issued during the campaign by SFRS staff 

 via the Newslink facility. 

9.2 There were a total of 26 television, national newspaper and online editorial features 

 provided by media partners. Radio and local newspapers also supported the 

 campaign editorially; however these details are not available.   

10 SFRS Website 

10.1 The SFRS website was updated throughout the campaign with related information, 

 and references to the adverts featured extensively on the home page. Additional 

 pages contained theme related information.  Website monitoring provides details of 

 the number of individuals who visited the site.  

10.2 Throughout the campaign, SFRS’s website experienced an average of 1,572 visits 

 each day. During the year, the average number of daily visits is 1710; as such 

 there was an 8% reduction in visits to the website during the campaign.  

 

10.3 However, when activity for each theme is considered separately, there was an 

 increase in website visits of 33% and 9% for smoke alarms and older people 

 respectively, during January and March 2014. Full details are included in Appendix 

 C, table no. 15.  

 

10.4 The home page was the most popularly viewed.  Google was the predominant route 

 for visitors to find the SFRS website.  

 

10.5 There was no direct financial cost to the campaign in terms of Website use. 

 

11 SFRS Social Media  

 

11.1 Twitter and Facebook were used extensively to support key messages. 
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11.2 SFRS has 3 Twitter sites (North, East and West SDAs). At the outset of the 

 campaign the total number of people following SFRS’s Twitter sites was 7,700.  By 

 the end of the campaign the number had risen to 11,700; an increase of 52%.   

 

11.3 Themed messages were tweeted 72 times and achieved 405 retweets.  This means 

 that 72 messages were sent out which could be seen by every follower of these 

 people, if the follower was accessing Twitter around the day of issue.  The retweet 

 statistic means that on 405 occasions individuals forwarded these messages to their 

 own Twitter followers.   Each tweet reached a potential initial audience of up to 

 11,700, with retweets multiplying this figure. 

11.4 There was no direct financial cost to the campaign in terms of Twitter use. 

 

11.5 There were 20 campaign related Facebook posts around the advertising dates.  The 

 most popular post reached 10,400 people.  On average posts reached 2,008 

 individuals.  In total, Facebook members saw posts 40,166 times.  

11.6 There was no direct financial cost to the campaign in terms of Facebook use. 

 

11.7 To inform future campaigns, the Service is keen to examine the effectiveness of 

 social media in terms of public engagement and work is ongoing in this regard.  

 

12 Home Fire Safety Visits 

12.1 The SFRS’s Community Safety Engagement Toolkit (CSET) confirms that during 

 2013 – 2014, a total of 71,328 Home Fire Safety Visits were completed; this activity 

 represents an increase of 23% from the previous 4 year average.  

12.2 During 2013 – 2014 a total of 34% of Visits were high risk, 41% medium risk and 

 25% low risk.  

12.3 CSET statistics confirm that 9% of requests for HFSVs (6,649) were made after 

 hearing about the service through a family member, friend or neighbour. Family 

 members and friends were much more likely to become involved than neighbours, 

 with referral percentages confirmed as 51%, 43% and 6% for family member, friend 

 and neighbour, respectively. An additional 494 requests were made after hearing 

 about the service through work or a work colleague. 

12.4 Additionally, CSET records confirm that 2% of requests (1,992) were made after 

 hearing about the service through television, radio and newspaper; with referral 

 percentages confirmed as 26%, 27% and 47% for television, radio and newspaper 

 respectively.   

13 SFRS Incident Statistics 

13.1 Whilst a range of factors combine to influence operational demand, performance is 

 detailed below. These figures represent performance across quarters 3 and 4 in 2013 

 – 2014, this period being the duration of the campaign.  
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13.2 Performance is compared to the 5 year average for these periods and as such 

 considers activity levels from 2009, when new incident recording arrangements were 

 introduced. 

 

13.3 In each case, statistics relate to accidental house fires: 

 

 There were 11 fire deaths – a reduction of 52%; 

 There were 9 fire deaths in people aged more than 50 years – a reduction of 

50%; 

 There were 481 non-fatal fire casualties – a reduction of 10%; 

 There were 206 non-fatal fire casualties in people aged more than 50 years – a 

reduction of 13%; 

 There were 2,320 accidental dwelling house fires – a reduction of 12%; 

 There were 1,353 house fires where working smoke alarms were fitted; this 

figure is 7% lower than the 5 year national average and is a disappointing result; 

 There were 1,062 cooking related accidental dwelling house fires – a reduction 

of 12%; 

 There were 147 smoking related accidental dwelling house fires – a reduction of 

26%; 

 There were 317 alcohol related accidental dwelling house fires – a reduction of 

22%. 

13.4 With reference to bonfires, there were 2,585 deliberate secondary fires during quarter 

 3 – a reduction of 29% when compared to the 5 year national average.   

14 Scotpulse  

 

14.1 To inform the programme, pre and post campaign research and evaluation was 

 carried out by Scotpulse; an online dedicated research panel set up by STV but 

 operating independently as a standalone company.  

 

14.2 Currently there are 14,500 members and Scotpulse is deemed to be representative 

 of the Scottish population aged 16 years and over.  

 

14.3 Pre - advertising research was conducted between 28 – 30 October 2013 and 

 involved 1,173 respondents. 

 
14.4 Post - advertising research was conducted between 3 – 7 April 2014 and involved 
 1,074 respondents. Different people were contacted for each phase, resulting in 
 combined input from 2,247 individual adult members of the public across Scotland. 
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14.5 The name of the campaign, Join Scotland’s Fight Against Fire, was adapted from the 

  previous Join the Fight Against Fire campaign in the west, the title of which was  

  agreed after Scotpulse consultation with a citizen’s panel during 2012. 

14.6 As part of the Scotpulse evaluation, respondents were asked about: 
 

 The main causes of fire in the home; 
 

 Their awareness of the free HFSV service; 
 

 The likelihood of referring someone at risk for a HFSV; 
 

 Their attitudes towards the advertising campaign;  
 

 Their awareness of the SFRS. 
 

14.7 The results are included below: 

 

 The number of people who acknowledged the main causes of fire to include 

cooking, alcohol and smoking increased by 4%, 7% and 1% respectively, during 

the campaign; 

 

 Awareness of the HFSV service increased from 79% to 86% during the campaign; 

 

 The number of people who would refer someone they knew to be vulnerable for a 

HFSV increased from 57% to 68% during the campaign; 

 

 Research reveals that 16% of respondents confirmed they had discussed the 

adverts with family members, friends or neighbours. 

 

14.8 After the campaign, the following results were obtained: 

 

 55% of respondents agreed they were more aware of how safe their home was 

(12% strongly agreed); 

 

 95% of respondents agreed that raising awareness of fire prevention was 

important (62% strongly agreed); 

 

 94% of respondents agreed the fire service is right to run a campaign like this 

(66% strongly agreed); 

 

 85% of respondents agreed that using real firefighters made the adverts more 

memorable (55% strongly agreed); 

 

 Awareness of the SFRS increased from 66% before the campaign, to 73% at the 

conclusion of activity; 
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 Awareness of the campaign was more prevalent in the west of Scotland, which is 

not surprising given that the advertisements were transmitted in this area in recent 

years. 

 

14.9 Part of the evaluation included an opportunity for respondents to post a general 

 comment. A total of 119 replies were received from respondents. A total of 45% of 

 comments endorsed the campaign, including: 

 

 “I think I would now speak to a neighbour about them getting some advice if I 

thought it was needed, whereas before I would not have.” 

 

 “I think the advertising with real firefighters makes you take more notice... If I felt I 
needed a fire safety check I would ask for it or for anyone I thought needed it.” 
 

 “I think using fire service employees is excellent as the public believe and trust 

them.” 

 

 “Realistic ad that gets the message across.” 
 
14.10 A total of 5% of comments did not support the campaign, including 

 
“I think mailers from the fire service would reach more homes of the elderly and 
encourage them to call their local stations to schedule a safety visit.” 

 

14.11 The remainder of comments were general statements, including: 

 
“As a childminder I am fortunately very aware of fire safety.”  
 

15 General 

15.1 The aim to provide a co-ordinated multi agency, multi media approach to the 

 promotion of public fire safety, with common themes and messages being 

 communicated simultaneously across media platforms of television, radio, printed 

 press, internet and social media was achieved. 

16 Equality and Diversity  

16.1 In designing the campaign, care was taken to consider the varying needs of 
 communities with the aim of delivering appropriate and responsive services.  
 
16.2 The campaign was designed to reach as many people as possible, via the platforms 

 of television, radio, printed press, web and social media.  

 16.3 The service’s previous experience of working with different community groups 

 confirms that a one-size-fits-all approach is not appropriate. People interact with 

 different media in different ways with social media being highly relevant to some 

 groups and perhaps less so amongst those who rely on obtaining their information 

 from indirect sources like family members.  

 

16.4 Whilst not everyone accesses mainstream TV for example, television advertising was 

 still deemed to be important because of the potential to reach a large number of 
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 people. Additionally, this medium is high profile and high impact and therefore likely 

 to be talked about.  

16.5 The campaign was designed to be straightforward, with clear messages that would 

 be relevant to a range of people. 

17 Winter Press Launch 

17.1 A multi-agency press launch was arranged for 11 December 2013 to advertise the 

 winter element of the campaign; however the event was cancelled due to the Clutha 

 Vaults Bar incident in Glasgow on 29 November 2013. 

18 Outcomes 

18.1 These are summarised as: 

 During 2013 – 2014, a total of 71,328 Home Fire Safety Visits were completed; 
this activity represents an increase of 23% from the previous 4 year average; 
 

 CSET statistics confirm that 9% of requests (6,649) for HFSVs were made after 

hearing about the service through a family member, friend or neighbour; 

 Additionally, CSET records confirm 2% of requests (1,992) were made after 

hearing about the service through the media platforms of television, radio and 

newspaper;  

 There was a significant reduction in fire casualties and fires during the campaign; 
 

 The number of people who acknowledged the main causes of fire to include 

cooking, alcohol and smoking increased by 4%, 7% and 1% respectively, during 

the campaign; 

 

 Awareness of the HFSV service increased from 79% to 86% during the 

campaign; 

 

 The number of people who would refer someone they knew to be vulnerable for 

a HFSV increased from 57% to 68% when measured before and after the 

campaign; 

 

 Research confirms that 16% of respondents discussed the adverts with family 

members, friends or neighbours; 

 

 55% of respondents agreed they were more aware of how safe their home was 
(12% strongly agreed); 
 

 95% of respondents agreed that raising awareness of fire prevention was 
important (62% strongly agreed); 
 

 94% of respondents agreed the fire service is right to run a campaign like this 
(66% strongly agreed); 
 



15 
 

 85% of respondents agreed that using real firefighters made the adverts more 
memorable (55% strongly agreed); 
 

 Awareness of the SFRS increased from 66% before the campaign, to 73% at the 
conclusion of activity; 
 

 Expected ATM engagement levels were exceeded by 14%;  
 

 Media industry standards were fully met for the range of impacts;  
 

 Awareness of the campaign was more prevalent in the west of Scotland, which is 
not surprising given that the advertisements were transmitted in this area in 
recent years; 
 

 The campaign achieved a co-ordinated, multi agency, multi media approach to 
the promotion of public fire safety, with common themes and messages being 
communicated simultaneously across media platforms of television, radio, 
printed press, internet and social media. 

 

19 Conclusions 

 

19.1 Whilst a range of factors combine to influence operational and other demand, there 

 has been a clear reduction in fire deaths, injuries and house fires and an increase in 

 HFSVs over the time periods measured in this report. 

 

19.2 Additionally, the campaign has evaluated positively in terms of qualitative aspects.  

 

19.3 Evidence from incidents reveals a reduction in working smoke alarm ownership 

 within homes that have experienced a fire; as such the benefits of smoke detectors 

 must continue to be widely communicated. 

 

19.4 It is concluded that the campaign has contributed significantly to achieving best value 

 and the SFRS’s Vision of Working together for a safer Scotland. 

 

20  Recommendations 

 

20.1 It is recommended that the SFRS sustains and develops the programme of public fire 

 safety advertising.  

 

20.2 In line with existing practice, new campaigns should be evidence based and outcome 

 focussed.  
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          Appendix A 

Advertising Budget 

TYPE COST % BUDGET 

TV £140,479.76 55% 

Radio £58,971.60 23% 

Press £44,048.73 17% 

ATM £1907.93 1% (0.7%) 

Scotpulse evaluation £4920 2% 

Advertisement production costs £5081.32 2% 

Total  £255,409.34  

 

Table no. 2: Advertising Budget 

Television  

CHANNEL ADVERTS 30” 20” TVR COST COST 

PER 

TVR 

STV 112 88 24 597 £106,344 £178 

C4 40 33 7 71 £23,105 £325 

C5 64 55 9 67 £10,914 £163 

Asbof*     £116.76  

Total 216 176 40 735 £140,479.76  

 

Table no. 3: Television advertising 

* Asbof is the Advertising Standards Board of Finance. This is a small levy that is applied to 

all advertising expenditure and used to fund the Advertising Standards Authority. 

STV achieved the biggest audience.  Channel 5 represented the best value in terms of cost 

per TVR. 

 

 

 



18 
 

Radio   

CHANNEL ADVERTS Total Adults 

impacts 

COST COST PER 

1000 IMPACTS 

Clyde 288 14,826,000 £18,072 £1.22 

Forth 250 6,616,000 £8305.20 £1.26 

WestSound 98 1,109,000 £2300.40 £2.07 

Borders 277 1,206,000 £1429.20 £1.19 

Tay 279 3,431,000 £4432.80 £1.29 

Northsound 279 3,431,000 £4,428 £1.29 

Moray Firth 272 2,211,000 £2686.80 £1.22 

Capital 433 9,618,000 £9798 £1.02 

Real 101 4,159,000 £5280 £1.27 

Real XS 199 696,000 zero zero 

Smooth 126 1,942,000 £2239.20 £1.15 

Total 2587  £58,971.60 

 

 

 

Table no. 4: Radio advertising 

Radio Clyde achieved the highest number of impacts.  Capital Radio represented the best 

value in terms of cost per 1000 impacts.  Real Radio offered additional free advertising on 

Real XS which in effect reduced the combined cost per 1000 impacts for the two channels, 

to £1.09.       
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Press 

NEWSPAPER ADVERTS TOTAL 

ALL 

ADULTS 

% 

REACH 

ALL 

ADULTS 

OTS 

(Average 

Opportunity 

To See) 

COST 

Daily Record 6 1,306,000 29.77% 3.35 £11,645.83 

Sunday Mail 4 1,215,000 27.70% 2.75 £9316.66 

Scottish Sun 8 1,145,000 26.10% 4.79 £16,267.22 

Scottish Sun on Sunday 1 536,000 12.23% 1 £1478.83 

Edinburgh Evening News 2 154,324 3.46% 1.39 £1325.88 

Glasgow Evening Times 2 123,420 2.77% 2 £1325.88 

Dundee Evening 

Telegraph 

2 47,020 1.05% 1.45 £1325.88 

Aberdeen Evening 

Express 

1* 88,593 1.99% 1 £1325.88 

Asbof     £36.67 

Total     £44,048.73 

 

Table no. 5: Press advertising 

* A second booked advert did not run due to an error by the newspaper. SFRS have two free 

of charge adverts as compensation. 
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C2DE Adults 

NEWSPAPER ADVERTS TOTAL 

C2DE 

ADULTS 

% 

REACH 

C2DE 

OTS 

(Average 

Opportunity 

To See) 

Daily Record 6 770,000 36.05% 3.59 

Sunday Mail 4 706,000 33.05% 2.87 

Scottish Sun 8 785,000 36.79% 5.13 

Scottish Sun on Sunday 1 374,000 17.51% 1 

Edinburgh Evening News 2 73,423 3.32% 1.48 

Glasgow Evening Times 2 64,343 2.91% 2 

Dundee Evening Telegraph 2 30,275 1.37% 1.53 

Aberdeen Evening Express 1 46,598 2.11% 1 

 

Table no. 6: Breakdown of C2DE Adults 

ATMs 

58,278 cashline users 

 

8,609 printed receipts 

 

Total cost: £1907.93  

 

 

Table no. 7: ATMs 

Advertisement production costs 

 

£4361.32  (TV & radio advert production) 

 

£720   (radio voiceover licence) 

 

Total cost:  £5081.32   

 

 

Table no. 8: Advertisement production costs 
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          Appendix B 

Advert Images 

 

 

Firefighter Natalie Brown: Deliberate Firesetting 

 

 

 

Watch Manager Andrea Sutherland: Smoke Alarms 
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Station Manager Scott Kennedy: Home Safety: Alcohol and Cooking 

 

 

 

Watch Manager Barry Colvan: Home Safety: Alcohol and Smoking 
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Station Manager Scott Davidson: Older People 

 

 

 

Crew Manager Scott McKenna: Community Call To Action 
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          Appendix C 

Media industry standards 

Television adverts 

 

Television adverts are purchased as Television Ratings, known as “TVRs”.  A rating is 1% of 

the potential viewing audience. 

 

For example, a Channel 5 commercial achieving 5 Adult TVRs would have been seen by 5% 

of all Scottish adults. 

Television adverts also require a level of frequency to ensure cut through of messaging.  

This is known as opportunity to see, (OTS). 

Carat colleagues provided the following benchmark for OTS levels and the associated TVRs 

required to achieve these: 

TVRs CAMPAIGN TYPE OTS 

50 - 75 Light Weight 2.0 

75 - 100 Light - Medium Weight 2.4 

100 - 150 Medium - Heavy Weight 3.1 

150+ Heavy Weight 3.8 

 

Table no. 9: Television Advertising – Industry Standards 

Carat colleagues have provided the following information, which clarifies the industry 

standards that were achieved in terms of impact: 

THEME ADVERTS TVRS OTS CAMPAIGN TYPE 

Bonfire 28 x 30”spots 110 3.1 Medium - Heavy Weight 

Smoke Alarm/HFSV 40 x 20”spots 128 3.1 Medium - Heavy Weight 

Cooking/Alcohol 36 x 30”spots 145 3.1 Medium - Heavy Weight 

Smoking/Alcohol 30 x 30”spots 106 3.1 Medium - Heavy Weight 

Older People 54  x  30”spots 167 3.8 Heavy Weight 

Community Call To 

Action 

28  x  30”spots 79 2.4 Light - Medium Weight 

Table no. 10: Television Advertising: Evaluation 
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Radio 

Radio activity is planned on weekly frequency levels, which means how often the audience 

on average hear the adverts each week.  This is referred to as opportunity to hear (OTH).  

The term “impacts” is also used to describe how many times an advert is heard. 

Carat generally plan a 4 OTH, which is perceived as the industry average frequency required 

per week.  Carat provided the following benchmark for OTH levels: 

CAMPAIGN TYPE OTH 

Light Weight 2 

Light - Medium Weight 3 

Average weight 4 

Medium - Heavy Weight 5 

Heavy Weight 6+ 

 

Table no. 11: Radio Advertising – Industry Standards 

Carat colleagues have provided the following information, which clarifies the industry 

standards that were achieved in terms of impact: 

THEME ADVERTS IMPACTS OTH CAMPAIGN TYPE 

Bonfire 230 5.0 million 4 Average weight 

Smoke Alarm/HFSV 294 5.8 million 3 Light - Medium 

Weight 

Cooking/Alcohol 692 12.6 million 4 Average weight 

Smoking/Alcohol 238 4.6 million 4 Average weight 

Older People 708 14.9 million 3 Light - Medium 

Weight 

Community Call To Action 425 6.8 million 3 Light - Medium 

Weight 

 

Table no. 12: Radio Advertising – Evaluation 

 

The above information illustrates that three of the six campaign themes were delivered within 

industry standard in terms of opportunity to hear each week.  The other three campaign 

themes would be termed “Light-Medium Weight” campaigns.   

Though the Older People campaign theme achieved a weekly OTH of 3, it was repeated in 

two 5 day bursts and achieved the highest number of impacts.   
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On average Scottish adults heard the Older People advert 3 times on each of the two weeks 

it was broadcast, with the advert being heard a total of 14.9 million times. 

Press 

Press advertising activity is planned on reach, which means how many people see the 

advert.  In addition, opportunity to see (OTS) indicates how often readers see the advert, on 

average.   

Carat advise that there is no specific industry standard for press advertising, though they 

have provided guidance regarding campaign type.  The key consideration tends to be reach, 

together with selected population groups.  

Carat colleagues have provided the following information, which clarifies the industry 

standards that were achieved in terms of impact: 

THEME ADVERTS 

NATIONAL 

ADVERTS 

REGIONAL 

REACH % CAMPAIGN 

TYPE 

Bonfire 3 N/A 1,550,000 35.33 Light 

Smoke Alarm/HFSV 3 N/A 1,372,000 31.28 Light 

Cooking/Alcohol 3 N/A 1,396,000 31.83 Light 

Smoking/Alcohol 2 N/A 1,202,000 27.39 Light 

Older People 5 4 2,104,990 47.85 Medium 

Community Call To 

Action 

3 3 1,624,417 36.93 Light 

 

Table no. 13: Press Advertising – Industry Standards 

Total fee (including VAT) £44,048.73 

ATMs  

The ATM cashline advert consists of 4 stages: 

1 Attract 

When the ATM is not in use a 10 second loop of video plays between transactions, offering 

promotional opportunities to passers-by.  

2 Transaction 

Once the user has entered their card and commenced their transaction a 5 second video fills 

the waiting time allowing a promotional message to be seen by the user. 
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3 Thank you 

A static message is displayed as the customer waits for the transaction to be concluded. 

4 Branded receipt 

If the user selects a printed balance, the receipt is branded with the campaign message.  

In order to evaluate the impact of the ATM cashline machine advertising campaign the 

following figures are provided: 

 Male Female TOTAL 

Engagements 27,973 30,305 58,278 

Receipts 4,218 4,391 8,609 

 

Table no. 14: ATM Advertising – Evaluation 
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SFRS Website 

 

During advertising dates the site attracted the following visits: 

 

 

THEME DATE Total 

Visits 

Visits per day 

Bonfire             1 - 5 Nov 

2013 

8,477 1695 

Smoke Alarm/HFSV 22 - 23 Nov 

2013 
2,653 

1327 

Cooking/Alcohol 13 - 14 Dec 

2013 

2,567 1284 

Cooking/Alcohol 21 - 25 Dec 

2013 

8,169 1634 

Smoking/Alcohol 31 Dec 
2013 – 4 
Jan 2014 

5,591 1118 

Smoke Alarm/HFSV 6 - 7 Jan 

2014 

4,534 2267 

Older People 28 Feb - 4 

Mar 2014 

7,081 1416 

Community Call To Action 14 - 18 Mar 

2014 

8,177 1635 

Older People 27 - 31 Mar 

2014 

9,353 1871 

Total  56,602 

(average of 1572 

visits per day) 

14247 

 

 

 

Table no. 15: SFRS Website evaluation 


