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FPW 2022 2023 Problem ID 2023 Campaign

Recap of strategies used
and success

How did we identify the Tactics for current year
problem




Last Year’s Target Market

Who was our messaging tailored for?

Target Market 2

Average Families
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Mostly Sunny

AM Showers

Billboards

Radio

Fire Prevention Tour

Geofencing (aka: Banner Ads)

Foam Finger Giveaways

COOKING: the #1

cause of home fires.

Keep your head in the game.

southmetro.org



Traction

2022 Results

Campaign Results - By the Numbers S0

Geo tracking Marketing 40

Geo tracking uses location data to 2.68 millionimpressions were made
target advertising promotions to 30

specific users.

20
Billboards Approximately 431,000 people drove past

Cooking Safety Campaign 2,892 visitors 2
Landing Page
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THE GAME. Positive Trends:
STAY FOCUSED, g " =
o, coomme: Residential Fires went down from 44 (Oct- Nov 2021) to 29 (Oct - Nov 2022)

=35% via Power BIl. Cooking Fires went down 22% (14 to 11) fires in the same
time frame. This is not direct causation. However, it is a win!




Fire Prevention Week 2023

Development
Residential S Mesza i ;
Fire Analysis y ging Tactics
Simple and Tailored :
Station Zone Intel Messaging Events, Partnerships, and
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Ad Delivery



Zeroing in on Our
Target Audience

Close look at all 30 stations, with a
closer look at our busiest stations
Review of Fire Incidents
Determination of “Hot Zones”

Key informant interviews with line

staff ~
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2023 Target Market

Who do we want our message to reach?

Target Market 1

Those who are unfamiliar with what
to do when they hear the smoke
alarm

Target Market 2

Newcomer families living in multi-
family dwellings




Fire Prevention Week 2023

;,“,BEP!! BEEP// BEEPy ’ HEAR IT?
V GET OUT!
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Billboards

Street and Bus

Sidewalk Decals

Street marketing to enables

communication via illustrations GET OUT!

pouthmetro.org >

Geofencing

Distribution via tech platforms

Radio

Taps into niche markets




) BEEPy BEEPy

P
HEAR IT?
GET OUT!

southmetro.org




A
d’,"\

Professional Radio Talent

15 + 30 Second Spots

Digital Radio

Traditional Radio

Latin Billboard Artist




Geofencing
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Increased engagement

Local application

More affordable than postage

Measure local impact




FPW

Elementary
School
Engagement

SOUTH METRQO
FIRE RESCUE

Fire Prevention Week Challenge: Calling All
- Educators!

South Metro Fire
Challe

Participation in the Fire Prevention Week

« We reached out to every Challenge is easy!
. . . H i i v iew:
elementary school in our district — L i————
« Teachers are

« Each participating classroom
will engage in a fire safety

lesson
 Over 5,000 students in our | B . )
. p N £y 1 r;;nai::‘lg our "‘ .
district are participating next . . - Home e «*fi
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