Three Minute Drill Campaign

Background: 
[image: ]On May 23, 2008, the Alberta government accepted 18 recommendations from the High-Intensity Residential Fires (HIRF) Working Group, created by the province to examine ways to reduce the incidence and impact of major residential fires. The working group included representatives from the Alberta government; municipal emergency services, including the Edmonton and Calgary fire departments; the Safety Codes Council; municipal officials and a fire protection engineer. 
One of the accepted recommendations was to increase public education efforts to give Albertans information to prevent fires. The Three Minute Drill campaign was designed to address this recommendation. 
Please visit: http://www.municipalaffairs.alberta.ca/1147.cfm  and
http://alberta.ca/acn/200805/235821630BD71-F8A8-A38D-F8681A2E81BFAC63.html
Initial launch dates: June 16 to July 13 & September 14 to October 11, 2009 (completed).
Future launch dates: Under planning; dates not yet confirmed.

Campaign Components:

· [bookmark: OLE_LINK3][bookmark: OLE_LINK4]TV campaign via Global TV network (completed) 
Access the web-link to the 30-sec commercial on youtube: http://www.youtube.com/watch?v=q5DAwQSYiEQ
	
· Posters, postcards and booklet

· Fire Safety Guide Booklet: http://www.aema.alberta.ca/documents/ema/Fire_Safety_Guide_-_3minutedrill_-_GoA-2010.pdf

· Radio campaign

· Website: www.3minutedrill.alberta.ca

[bookmark: OLE_LINK5][bookmark: OLE_LINK6]Campaign Coordination: Alberta Municipal Affairs (Alberta Emergency Management Agency (AEMA), Public Safety Division (PSD) and Communications Branch)

Partners: Alberta fire/emergency services and safety organizations
Campaign Development Phases: 
Phase 1: Discovery and Research: 
PROVOKE, a research company conducted and completed in 2008 studies resulting in two reports to guide the campaign.

Research findings indicated:
· People already think they know everything they need to know about fire safety, the campaign must aim to break through that barrier.
· The public depends on their local fire services for fire safety information and advice.  
· The public and industry need to receive uncomplicated information at moments and points of relevance.

Please visit: http://www.aema.alberta.ca/775.cfm

Phase 2: Creative Development:
· A social marketing agency – RED, The Agency – was chosen to develop the public education and awareness campaign on fire safety under the guidance of AEMA, PSD and an Advisory Committee as well as research findings from Phase 1 and other sources. 
· The campaign components developed around the theme --“a home fire can become life-threatening within 3 minutes, but it may take the fire department 7 minutes or more to arrive” -- include a 30-second commercial, radio station announcements and posters that are designed to create a sense of urgency and motivate the audience to visit a unique website created for the campaign under the address: www.3minutedrill.alberta.ca
· Campaign theme is based on the following research studies:
Three research studies spanning three decades have led to the idea that newer household furnishings (mostly made of synthetics) contribute to a shorter amount of time before  lethal conditions are reached during a house fire, as compared with older (say, 1970s) household furnishings (with more natural materials). 
Over three decades ago, a seminal research study (known as the Indiana Dunes investigation) was conducted in the US. This study conducted tests in actual homes with representative sizes and floor plans, utilized simulated furniture component mock-ups, actual furnishings and household items for fire sources, and tested actual smoke alarms sold in retail stores. That report concluded that smoke alarms of either photoelectric or ionization type generally provided the necessary escape time for different fire types and locations. These findings led to the accelerated use of smoke alarms in residential setting, which can be demonstrated by the fact that smoke alarms are now found in more than 90 per cent of residential structures in the USA and in Canada. However, materials used in this investigation were not characterized for their physical and chemical properties. 

A 2005 study conducted by the National Institute of Standards and Technology (NIST) showed the main difference with the previous Indiana Dunes investigation is that the calculated safe egress time was consistently shorter and the fire growth rates were faster. It was thought that synthetic materials currently found in homes tend to ignite and burn faster. The NIST study concluded that because fires could be more aggressive, the time needed to escape some types of home fires has been reduced from approximately 17 minutes to as little as three minutes in certain situations. 
Please visit: http://smokealarm.nist.gov/pdf_files/NIST_TN_1455-1_Feb2008.pdf (see page iii last paragraph and page xxv 3rd paragraph).

In early 2007, Underwriters Laboratories (UL) and the Fire Protection Research Foundation (FPRF) announced the completion of a joint study, which systematically investigated the characterization of smoke and how materials used in modern residential settings have changed the way fires behave in homes. The year-long Smoke Characterization Project studied 27 synthetic and natural materials and various combinations of materials now more commonly found in homes, using the latest scientific measurement equipment. 

The study concluded among other findings that:
1. Substantial changes have occurred in the typical household since the Indiana Dunes study. Residential settings are now larger, with more synthetics, and contain a wide variety of manufactured products that are driven by consumer demand. Synthetic materials are now the norm with regards to textiles, thermoplastic enclosures and engineered materials. In contrast, materials derived from natural processes, such as photosynthesis and metabolism, are less common on a percentage basis.
 
2. It is thought that synthetic materials currently found in the home tend to ignite and burn faster than materials used in the original study and this may be explained by analyzing the chemical structures of the synthetic and natural materials and investigating their modes of decomposition in a fire scenario. Accelerated decomposition is expected to result in faster growing fires and therefore an overall reduction of safe egress time.

Please visit: 
http://www.nfpa.org/assets/files/PDF/research/SmokeCharacterization.pdf  (see page 17, bullets numbered 5, 10 and 15).
http://www.ul-asia.com/news_nl/2007-Issue22/page8.htm or
http://www.iafc.org/displayindustryarticle.cfm?articlenbr=33652

Since most fire victims die from smoke or toxic gases and not from burns, safety experts believe that the unacceptable fire death toll in homes could be greatly reduced if the public knew more about how fires burn and what’s in the smoke they create. The above three studies have contributed to a greater understanding of the way fires burn and the types of smoke they generate considering that most homes today have fewer natural materials in them and more synthetics than they did 20 years ago. 

Fire department response time to fire incidents: The National Fire Protection Association (NFPA) standard 1710 (Standard for the Organization and Deployment of Fire Suppression Operations, Emergency Medical Operations, and Special Operations to the Public by Career Fire Departments - 2004) stipulates a seven minute response time target for the first unit to arrive at a fire incident. These seven minutes consists of:
		90 second dispatch processing time
		90 second station turnout time
		240 second travel time (from station to emergency scene)
		Total of 420 seconds or seven minutes.

Conclusion: The public education and awareness campaign focuses on the three minutes to untenable conditions within a home compared to seven or more minutes it may take the fire department to arrive on the fire scene. This time difference can mean the difference between life and death. This aspect is dramatized in the 30-second TV-video clip that will be aired across Alberta. It also heightens personal responsibility for fire safety in the public: in prevention of fires in the first place; detection of smoke and fire, with working smoke alarms, as a second line of defense; and evacuation to safety by having a well-rehearsed fire escape plan as the third and most important action. The website www.3minutedrill.alberta.ca contains easily understood life-saving fire safety information for the public to learn and act upon.

Phase 3: Implementation:
Broadcast Timelines: Initial launch June 16th to July 13th & September 14th to October 11th, 2009. Further TV and radio broadcasts are planned for the future but no specific dates are available. 

Role of Alberta Fire/Emergency Services during the implementation phase:
Community fire and emergency services are leaders in fire safety at the local level. The public they serve have come to expect fire safety information from their local fire/emergency services. This province-wide campaign that will reach many if not all Alberta homes can generate a lot of questions in the public’s mind. They may seek clarification, more safety information and assistance to learn fire safety. The campaign was run from June 16 to July 13 and Sept 14 - Oct 11th, 2009. Further TV and radio broadcasts are planned for the future but no specific dates are available. The 30-second TV commercial was also posted on youtube at: http://www.youtube.com/watch?v=q5DAwQSYiEQ  

Fire departments are encouraged to place the links to the 30-second commercial on their websites.

The following resources are made available free of charge by the Alberta Emergency Management Agency to support fire/emergency services in their public awareness/education activities at the community level:

1. Posters, cards and fire safety guide booklet from the 3minutedrill campaign: These will be distributed to fire departments from AEMA or can be ordered from the warehouse (see below)
2. Free fire safety pamphlets, booklets, etc., available from the warehouse through an Internet-based ordering system. Please visit: http://www.aema.alberta.ca/ps_fire_safety_publications.cfm
3. Fire Fact Sheets posted on the AEMA website at: 
	http://www.aema.alberta.ca/pa_safety_fact_tip_sheets.cfm
4. Fire safety DVD and Video library. Please visit: 
	http://employment.alberta.ca/1733.html
5. Sparky costumes and Hazard Houses. Please visit: 
	http://www.aema.alberta.ca/723.cfm


Posters and postcards
Four high quality posters and postcards have been produced in support of the above campaign. The four titles common to both posters and post cards are: BBQ, Arson, Smoke Alarm, Cooking.

These can be distributed to promote fire safety in your community and to encourage the public to visit the interactive website: www.3minutedrill.alberta.ca to learn more about fire safety. Each postcard has 10 fire safety tips printed overleaf. The posters and postcards can be ordered using the Internet based ordering system by visiting:
http://www.aema.alberta.ca/ps_fire_safety_publications.cfm

The 3minutedrill fire safety guide
This comprehensive booklet on fire safety and fire survival presents information under the titles of Prevention; Detection; Escape-plan. The content is followed by a Quiz and a list of Resources for further information. The fire safety guide booklet can be ordered using the Internet based ordering system by visiting:
http://www.aema.alberta.ca/ps_fire_safety_publications.cfm

For further information on the Three Minute Drill Campaign: please call toll-free (310‑0000) 780-422-9000 or email: aema@gov.ab.ca 

Phase 4: Post-campaign evaluation 

In 2009, Alberta Municipal Affairs conducted research through Leger Marketing to gauge awareness of the 3minutedrill campaign and behaviour regarding fire safety in the home. An online survey of the general Alberta population was conducted with 920 Albertans and was compared to baseline results taken from a 2008 survey with 720 Albertans to measure fire safety awareness and behaviours. Below are some of the results, based on those that have seen the campaign (complete report @: http://www.aema.alberta.ca/775.cfm):

· 92% of Albertans understand that they have three minutes or less to escape a burning home
· 83% agree that the “3-Minute Drill” campaign has encouraged them to be more vigilant about fire safety in their homes
· Both the television and radio spots created impressive audience messaging recall rates: 31% remembered “have a plan,” 19% “be prepared,” and 11% “timing”
· 75% of Albertans agree that they learned something new from the radio ad
· Of those audience members who recalled seeing the ads, the ones who claimed to take action in addressing their home’s fire safety concerns jumped from 10% in 2008 to 20% in 2009 – a doubling effect
· Those who recall seeing the ads are also more likely to say that they have a fire escape plan (43% in 2008 to 55% in 2009)
· The campaign website (www.3minutedrill.alberta.ca) generated more than 65, 000 hits the first week of its launch.
Recognition and Awards for the 3minutedrill Campaign

· Honoured with five Advertising Club of Edmonton awards, including best advertising campaign of the year (2009).
· Received a St. John Ambulance 2010 Chair of the Board of Directors Award for Excellence in Work or Research in Health and Safety – an award for organizations that make outstanding contributions to their communities.
· Received an Honourable Mention from the Television Bureau of Canada 2009 Retail Commercial Award for Best Public Service Announcement.
· Received a Rosie for Best TV Commercial from the 2010 Alberta Motion Picture Industries Association awards.
· Featured in Marketing Magazine, Canada’s premier marketing resource.
· Featured in various worldwide blogs for intriguing and interesting advertising including the very popular Ads of the World.
· Is a finalist at the Alberta Film and Television Awards for Best Commercial
·  Submitted for an Alberta’s Premiers Award of Excellence (results in late June).

“I would like to add the voice of the Grande Prairie Fire Service to those who are congratulating the AEMA for the 3minutedrill program. While there is a good amount of public education programming aimed at children, we find that there are limited resources aimed at adults. Not only does the 3minutedrill address that lack, but it does it in a hard-hitting and emotional way.”
- Rick Adair, Chief Fire Prevention Officer, Grande Prairie Fire Department

“The 3minutedrill campaign is a fine example of a strategy which has considered research evidence, practitioner experience and local Alberta context to develop a program to raise awareness of fire safety complacency among Albertans. The message was clear and was disseminated widely through provincial and local avenues ensuring good coverage and repetition.  These are key elements to begin the long process of achieving behaviour change.”

- Ms. Kathy L. Belton, Associate Director, Alberta Centre for Injury Control & Research 
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