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Brief and objectives: 

When the news of Grenfell Tower broke (14 June 2017), although a tragic incident, we knew 

it was an opportunity to reach and change the behaviours of our communities and residents 

in Essex.  

Our objectives and priorities: 

 Public reassurance. Reinforce our vision that Essex is a safe place to live, work and 

travel 

 Essex high rise residents understand the Stay Put policy (or know how to find out 

their building policy) 

 Essex residents book a Home Fire Safety visit to support our strategic objective that 

100% of Essex residents have a working smoke alarm 

 Provide up to date and regular information and communication cascades to our 

stakeholders (Essex Fire Authority, employees, press and media, Local Authority 

communication teams, Essex Councillors) to reach their own local communities with 

correct information and guidance 

 

Rationale behind campaign, including research and planning: 

We knew this was an emotional and scary time for our residents who lived in high-rise 

buildings.  So our campaign aimed to reassure residents as well as provide them with 

information and ways to make them feel and be safer in their homes. 

On top of this, the national press were sensationalizing the incident, which was confusing the 

official safety messages that we needed our residents to understand. 

Our communication tactics had to be clear and in plain and sympathetic English. We needed 

a fully integrated campaign to make sure we could reach our target audience, and that was 

to include face to face visits too all our high rise residential dwellings.  



Most of all, our approach had to be quick. Research suggests that the “golden hour” is 

critical in times of crisis. We needed to reach our residents and other stakeholders fast, so 

that our messages were the trusted source. 

 

Strategy and tactics, including creativity and innovation: 

We led a fully integrated campaign - social media, website, press releases, radio interviews, 

TV interviews, leaflet drops, face to face engagement, animations, British Sign Language 

video. 

By midday on the day of the incident, we’d communicated with all employees and asked for 

them to volunteer to help with our reassurance messages, designed and gone to print with 

24,000 leaflets, updated our website, engaged with BBC Essex and Heart to line up radio 

interviews, lined up BBC Look East to follow our firefighters speaking to high rise residents, 

boosted our social media posts, set up a rolling FAQ and set up Facebook live.  

Political affairs and leveraging: We reached out to Sir Ken Knight to be a part of our 

narrative. Sir Ken is linked with our Service, and first launched the importance of having 

sprinklers here in Essex. It enabled us to politically position ourselves into the media to get 

more coverage and have more influence on decision makers. 

Connecting with our social purpose: 50 non operational staff from across the Service 

volunteered to help our firefighters and community safety teams speak to residents and offer 

fire safety advice and reassurance  

All of our TV interviews were planned to be at residential high rise buildings, so the work of 

our Service was captured, and our residents felt reassured at the activities taking place.  

We used Facebook to target areas where we have more high rise residential properties.  

We soon found that most of our questions were around the Stay Put policy. So we created 

an animation to clearly demonstrate how and why this policy works. We also created a 

British Sign Language video to reach our vulnerable audiences, with the call to action to 

book a Home Safety Visit and have a fire alarm fitted that is designed specifically for the 

hard of hearing. 

 

Implementation of tactics: 

Day one (14 June): 

 2am - Essex FRS Control staff received 999 calls from BT as LFB at full capacity 

 7am - Social media post – thoughts to everyone involved 

 11am - Bespoke website published re high-rise safety advise 

 12pm - Message from Chief Fire Officer to employees and on social media 

 12pm - High-rise safety advice on social media  



 2pm - LIVE Facebook conversation with followers and Essex residents. Discuss 

concerns, advice. Conducted for FIVE hours. 73 comments in total, 131 shares, 65 

likes and 20,427 people reached 

 3pm - Critical Incident Team meeting held  

Day two (15 June): 

Radio interview, Facebook live chat, boosted Social Media posts, leaflets sent to print, 

employees engaged, fire stations briefed, social media boosted posts with calls to action, 

Facebook live chat continues, press and media contacted, radio interview with head of 

community safety 

From 16 June – 27 June: 

Continuous social media posts with calls to action – book a home safety visit and smoke 

alarm – TV and radio interviews, firefighters and employees visiting residents, leaflets 

distributed, animation and BSL video launched 

 

Measurement and evaluation:  

14 June – 27 June: 

 75% increase (compared to the previous month) in Home Fire Safety Visit bookings 

from Essex residents to fit smoke alarms 

 50 referrals from friends and families regarding a person in a high rise property 

 51 visits to 51 “red” buildings/ 10 floors and above  

 3,500 flats visits by community safety officers, firefighters and volunteers 

 24,000 bespoke high-rise leaflets distributed 

 10,000 “Bad parking” leaflets distributed  

 40+ employees volunteered to help community safety teams visit high-rise residents 

 35 Technical Fire Audits (prioritising 10+ floors) 

 3 CIT (Critical Incident Team) meetings – chaired by Assistant CFO Officer, Dave Bill  

 3 press releases 

 1 bespoke animation  

 1 British Sign Language video  

 39 social media posts (Facebook and Twitter) 

 4 radio interviews x 3 BBC Essex, x 1 Heart FM, x 1 World at One Radio 4 

 1 TV interview – BBC Look East (top story on 6pm and 10pm news) 



 10 employee communications – news stories, emails and PC desktop graphic 

 615 increase in social media followers – 150 Twitter and 465 Facebook 

Analytics: 

Unique web page visits (14 June – 22 June): 

 2,693 - www.essex-fire.gov.uk/highrise 

 1,924 - www.essex-fire.gov.uk/news/Safety_advice_for_high-rise_residents/ 

Social media (14 June – 24 June): 

 Twitter reach - 1.18m  

 Facebook reach – 242,000 

 Facebook live chat (14 June) – 73 comments, 66,292 people reached, 397 shares 

 Facebook live chat (15 June) – 55,161 people reached, 361 shares 

British Sign Language Video: 

 YouTube: 34 views 

 Facebook reach: 7,869 

 Facebook views: 3,710 

 Facebook shares: 89 

 Facebook likes: 66 

Plus, the Service was recognised on the national Fire PRO forum for being the quickest to 

respond (aside from LFB) across all Services in the UK. 

In July 2018 we are launching a perception survey with our residents, and will ask a question 

to measure high rise confidence and understanding regarding the stay put policy 

 
 

Budget and cost effectiveness: 

Animation: £2500 

Facebook adverts and boosted posts: £32.22 

Leaflets printed 24,000 - £450 (Design £0) 

British Sign Language video – filmed and edited in house £0 

 


