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CATEGORY DESCRIPTION 

 

This category is for short-term impact campaigns that are designed to work within a 6-

month period.  This could be a day, a week or a number of months. Judges will still be 

looking for proof around the business challenge, where the insight and strategy came 

from, the great execution and how it delivered excellent results that met the short-term 

objectives. 
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Changed behaviour 

Behavioural change is generally more difficult to achieve, and the Disengaged is a notoriously hard to shift 

audience. While we were looking for short-term immediate shifts, we had a longer-term goal to sustain these 

shifts post-campaign:   

• Decrease Disengaged behaviour of leaving stovetop cooking unattended from 51% to 46% (-5p.p.) 

 

• Decrease Disengaged behaviour of leaving frying food unattended from 34% to 31% (-3p.p.) 

The campaign impact was dramatic – in the five months since launch, Kantar Public tracking results show 

swift and significant reductions in unattended cooking amongst our Disengaged segment, far 

exceeding the targets set: 

• Leaving stovetop cooking unattended decreased from 51% to 39% by the end of the campaign 

period, dropping to 30.5% by April 2023 (3 months post-campaign) – a huge shift of 21pp, 

smashing the 5pp target and exceeding all expectations for behavioural change. (Chart 2 

attached).  
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This result was 4 x better than we had hoped to achieve. 

• Leaving frying food unattended dropped from 34% to 27% by the end of the campaign period, 

dropping to 19% by April 2023 (3 months post-campaign) – a massive drop of 15pp (or a shift of 

more than 40%) vs the 3pp target. (Chart 3 attached).  

 

This result achieved in just five months was 5 x better than we had hoped to achieve. 
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These phenomenal reductions in unattended cooking behaviour have brought the Disengaged segment 

into line with Fire and Emergency’s other segments, which all remain unchanged (Chart 4 attached), 

undeniable proof that the highly targeted message to 'stay off the stove' has cut through to change behaviour 

in the space of just a few short months. 

 

 

A further measure of success for Fire and Emergency is how well their people galvanise around the 

campaign. Kevin Holmes, Community Readiness and Recovery Manager, overseeing our ‘O’ Week’ 

activations, provides further insight into the impact of this highly targeted approach: 

“I must say that in the 17 years that I’ve been around, this 'You’re Cooked' campaign and the collateral with it, 

is probably, if not the best we have had for events such as these. 

The signage/stand/framework are perfect - looks professional and carries the right messages!  

The recipes all create a lot of interest and some good talking points/banter amongst the younger male 

students especially (the ones who like to party!!)”  

We had hundreds if not thousands of interactions with the students.  The campaign was very well received 

and many commented on it, so well done to marketing!" 

While it is difficult to marry the residential fire incident data to specific demographic or psychographic 

segments, Fire and Emergency national incident data provides further corroboration of the 

campaign’s effectiveness, observing a 7.5% drop in unattended cooking incidents in Jan-Feb 2023 

versus the same period over the past 5 years. 

 

 






