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SECTION ONE
EXECUTIVE SUMMARY

The Noise Awareness Campaign came about through a need to communicate the
issue of noise and nuisance noise. It was found that there was no clear
understanding of who the public should contact for help with nuisance noise issues,
therefore the primary focus of the campaign was to raise awareness of local councils
as the public body responsible for addressing nuisance noise.

Northern Ireland’s first province-wide noise awareness campaign has delivered
exceptional results. Awareness, influence and action have been proven to be linked
directly to the campaign performance as the following results demonstrate:

A 29% increase in the likelihood of complaining about noise.

A 100% increase in the amount of the people saying they would contact their
council if they had a problem with noisy neighbours.

56% awareness levels of the campaign.

77% of respondents said the campaign influenced them.

80% of respondents said the campaign made them think about the
seriousness of noisy neighbours.

79% of respondents consider noisy neighbours to be a very serious or fairly
serious issue.

91% of respondents said that the campaign was informative.

These reported behaviours are underscored by the increase in actual complaints

received by the district councils which show:

an overall increase in complaints received over the campaign period of 44%

against the same period in 2004.

Running for only four weeks, the results show an exceptional return for a relatively
limited marketing investment — proving the considered media placement and
insightful creative thought and execution have hit the target audience with

considerable impact.



SECTION TWO
CAMPAIGN BACKGROUND

The Requirement

The campaign aim was to make the Northern Ireland public aware of what they can
do and who they can contact, if they believe themselves to be noise sufferers, by way
of a media campaign covering Northern Ireland’s twenty-six council areas over a four

week period.

The campaign was tasked with communicating that:

i. It is alright to complain.
ii. Nuisance noise is a serious issue.
iil. Sufferers are not alone.

iv. Local councils are able to help and solve the problem.

and had to deliver a measured improvement in the public usage of district council

noise services.

Methodology

LyleBailie has developed an analytical, disciplined, highly defined way of working, to
eliminate time wasting and to ensure that client money is being targeted and spent in

the most efficient way.

The methodology insists that analysis is focused in the most effective, time efficient
way ensuring the most powerful resultant creative product, and the analysis involves

continuous and rigorous evaluation of results.

This methodology was adhered to in the planning and execution of the Noise
Awareness campaign and resulted in our creative, media and research
recommendations as follows.



Creative Proposal

The problem of noise and what constitutes nuisance noise is at the heart of our
creative approach. Nuisance noise is difficult to define for both victims and
perpetrators, which culminates in the further isolation of the sufferer and leads to
uncomfortable misunderstandings between neighbours. Indeed, the campaign
essentially has two broad audiences — the victim and the noise maker. One’s home
is one’s refuge and for this to be challenged by the interruption of unwelcome noise
or indeed, unwelcome complaints, could result in a highly pressurised situation. This

understanding was critical to the development of this campaign.

Nevertheless, the essential focus of the noise awareness campaign was in
communicating to victims — reassuring them that their feelings of despair, anger or
isolation are valid and that there is a real solution available. While the victim is the
primary focus, by including examples of nuisance noise the creative also works on a
secondary level; that is, the creative solution helps to universally establish the
parameters for noise management, demonstrating what constitutes unacceptable

social behaviour, and consequently creating a shared basis for future discussion and

106 Gow:

You're Allowet to Complain

mediation.

The animated visual approach is striking; it pictorially conveyed the idea of
unacceptable noise in depicting a throbbing house, thumping stereo, barking dog; all
examples of the most complained about nuisance noise. It is empathetic;
demonstrating the anguish sufferers endure. It is empowering; reassuring worried
sufferers that they are allowed to address anti-social behaviour. Indeed, for a victim
who is anxious at the thought of confrontation, who feels they are being
unneighbourly or that they may be judged by others, it gives permission to their

emotions and encourages their action.

The creative achieved a consistency of branding to deliver campaign synergy.
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Media Proposal

The media plan was designed to deliver ubiquity, breakthrough and value for money
for Environment and Heritage Service (EHS).

In planning the noise awareness campaign there was an appreciation that different
councils receive different levels of complaints. Nevertheless it was recommended
that the media mix did not narrow the focus of the campaign to this level; the number
of complaints received per district council is not necessarily a reflection of the extent
of the noise problem. Therefore, the campaign’s target audience was agreed as ‘All

Adults’ in Northern Ireland.

Based on an analysis of all available media, the communication objectives, the
available budget, and the relevance to the message the following media and their

weightings were recommended:

Television
The Noise Awareness campaign was required to hit as many people as possible;

therefore this media was used to deliver large audiences quickly and cost efficiently.

Television has a mass reach against our target audience which no other medium can
achieve. Further, TV has a unique ‘show and tell' quality which delivers an immediate
relay of campaign message across Northern Ireland without a bias towards any
particular community reaching all ages, areas and social classes, including those

with lower reading abilities (some 24% of the population).

The planned campaign weighting was targeted to cost effectively achieve a 1+ reach
of 86%, with an ‘Opportunity To See’ (OTS) of seven times, to provide a strong
foundation of public understanding of the role of everyone affected by or creating
unacceptable noise.

Press
Press can reach a possible 82% of the target audience but only if all the titles are
utilised, therefore to maximise reach and awareness across NI we effectively planned

a campaign covering Northern Ireland’s Dailies, Sunday and local Weekly titles.



Final Media Mix
This rationale informed the final media plan which recommended a TV campaign
commencing the week of 24"™ January 2005 and continuing for 4 weeks. To
complement this there were two distinct bursts of press coverage in week
commencing 1% February and week commencing 15" February to cover Northern
Ireland Sunday and Daily papers, along with some forty-two provincial Weekly titles.

Research Proposal

For the purposes of the noise awareness campaign, the campaign commissioned
independent benchmarking and tracking surveys via a telephone survey of 500

respondents.
The aims of the benchmarking and tracking research were as follows:

To track the likelihood of complaining if disturbed by noisy neighbours.
To track perceptions of the seriousness of nuisance noise.
To track perceptions of who can be contacted in relation to noise issues.

To track awareness, impact and influence of the campaign.



SECTION THREE
CAMPAIGN RESULTS

Overall the campaign aims outlined below have each been met, and indeed

exceeded in the level of improvement achieved:

Communicating that it is alright to complain.

Communicating that nuisance noise is a serious issue.

Communicating that those who suffer are not alone.

Communicating that local councils are able to help and solve the problem.
Delivering a measured improvement in the public usage of district council

noise services.

The media campaign delivered audiences, frequency and reach as planned, at the
same time delivering exceptional value for money — this is borne out in the Tracking

Research results and district council responses.

To follow is an extract from the Tracking Research conducted in February 2005. The
questions which follow were also asked in Benchmarking Research conducted before
the campaign to help identify post-campaign changes in attitudes and behaviour, as

well as tracking the campaign impact.
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1. Do you know anyone who is or has been disturbed by noisy
neighbours? (YES / NO)

KNOW ANYONE DISTURBED BY
NOISY NEIGHBOURS
Yes

Total Sample Q% 26%
Male S 24%
Female % 28%
16-24 . 23%
25-34 e 23%
35-49 6% 37%
50-64 LBR%
65+ : 27%

he S 27 B Pre Jan-05
a %&% re Jan-

2 o 2596 B Post Feb-05

DE : 27%
Greater Belfast 2 28%
Rest of NI 2 24%
Detached House/Bungalow % 18%
Semi-Detached/Bungalow 7%9%
End Terrace 2 33%
Mid Terrace : 30%
Apartment g 49%

Base:  Pre Jan-05 - 500 Respondents / Post Feb-05 - 603 Respondents ’ [e;B /VT‘ [—I ¢
. ~
Source: Millward Brown Ulster Telephone Survey j

INTERNATIOMNAL

The results show an increase across both men and women, all ages, demographics,
areas and types of household in those acknowledging that they know someone who
has been disturbed by noisy neighbours (the only exception being a slight decrease
in ages 16-24 and 50-64).

This could indicate a number of shifts: a) an increase in nuisance noise as a social
issue in that it is more top of mind for the public following the campaign and b) an
increase in the awareness of what constitutes nuisance noise and therefore an
increase in the number of people complaining (this is supported by the actual number

of complaints received at district council level).
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2. Who would you be most likely to contact if disturbed by noisy

neighbours?

MOST LIKELY TO CONTACT IF DISTURBED BY
NOISY NEIGHBOURS
All Respondents

The neighbour in question

42%

The Police 41%
District Council/Local lm b
Authority ——
B Pre Jan-05
1%
EHS/DOE
1% B Post Feb-05

Housing Executive

Local Councillor/Politician

Other Government
Department

Other

Don't Know 16%

Base: Pre Jan-05 - 500 Respondents / Post Feb-05 - 603 Respondents f L@;B /VT. Lj ¢
. o
Source: Millward Brown Ulster Telephone Survey .j

INTERNATIONAL
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MOST LIKELY TO CONTACT IF DISTURBED BY

NOISY NEIGHBOURS
Know Someone Disturbed by Noisy Neighbours

The neighbour in question

39%

The Police

B Pre Jan-05
B Post Feb-05

Housing Executive

Local Councillor/Politician

Landlord
Other
Don't Know 15%
Base: Respondents who know someone disturbed by noisy neighbours Pre Jan-05 — 102 / Post Feb-05 - 158
Source: Millward Brown Ulster Telephone Survey

These results clearly demonstrate the success of the campaign in communicating

who to contact in the event of a nuisance noise issue, and consequently achieving

one of its key aims, that is, a 100% increase in the number of respondents saying

they would contact their district council.

It is interesting to note that the public body most likely to be contacted by
respondents was the police. This is likely to be due to a variety of reasons including
the lack of an ‘out-of-hours’ noise control service provided in the majority of district
council areas, lack of understanding of noise control responsibilities and differences

in approach by the police and councils in responding to noise complaints.
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3. How likely or unlikely would you be to complain about being disturbed
by noisy neighbours?

LIKELIHOOD OF COMPLAINING ABOUT BEING

DISTURBED BY NOISY NEIGHBOURS
All Respondents

44% Likely / 44% Unlikely

Pre Jan-05

50% Likely / 38% Unlikely

Post Feb-05

|l Very Likely @ Fairly Likely O Neither/Nor @ Fairly Unlikely @ Very Unlikely B Don't Know

Base: Pre Jan-05 - 500 Respondents / Post Feb-05 - 603 Respondents
Source: Millward Brown Ulster Telephone Survey
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LIKELIHOOD OF COMPLAINING ABOUT BEING

DISTURBED BY NOISY NEIGHBOURS

All who know someone disturbed by noisy neighbours

53% Likely / 41% Unlikely

Pre Jan-05

66% Likely / 22% Unlikely

Post Feb-05 0

B Very Likely B Fairly Likely ONeither/Nor B Fairly Unlikely @ Very Unlikely B Don't Know

Base: Respondents who know someone disturbed by noisy neighbours Pre Jan-05 — 102 / Post Feb-05 - 158
Source: Millward Brown Ulster Telephone Survey

Again, we see an increase in respondents reported behaviour with increases in those
likely to complain about noisy neighbours, and a decrease in people saying they
would be unlikely to complain. This demonstrates that the awareness campaign is
empowering people to recognise and address nuisance noise; and may also be
demonstrative of an increase in understanding of what to do if faced with a nuisance

noise problem.

-15 -



4. How serious or not do you feel the issue of noisy neighbours is?

SERIOUSNESS OF THE ISSUE OF NOISY

NEIGHBOURS
All Respondents

70% Serious / 23% Not Serious

Pre Jan-05

79% Serious / 17% Not Serious

Post Feb-05

|lVery Serious M Fairly Serious O Not Very Serious B Not Serious at all @Don't Know |

Base: Pre Jan-05 - 500 Respondents / Post Feb-05 - 603 Respondents
Source: Millward Brown Ulster Telephone Survey
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SERIOUSNESS OF THE ISSUE OF NOISY
NEIGHBOURS

All who know someone disturbed by noisy neighbours

85% Serious / 10% Not Serious

Pre Jan-05

95% Serious / 5% Not Serious

Post Feb-05

B Very Serious B Fairly Serious ONot Very Serious B Not Serious at all @Don't Know

Base: Respondents who know someone disturbed by noisy neighbours Pre Jan-05 — 102 / Post Feb-05 - 158
Source: Millward Brown Ulster Telephone Survey

These results show a positive move towards the public feeling that noisy neighbours
are a “very serious” issue. 48% of respondents agree that the issue is very serious,
up from 33% before the campaign. Overall, 79% of respondents consider noisy
neighbours to be a very serious or fairly serious issue. Where the respondents knew
someone disturbed by noisy neighbours the campaign had an even greater impact
with 73% of respondents stating that noisy neighbours are a “very serious” issue, up
from 41% before the campaign. These are interesting results which could be
attributed to the themes shown in the advertising and the empathy the creative

execution communicated to the noise victim.

-17 -



5. Have you seen/heard this campaign?

Total Sample

Male

Female

16-24

25-34

35-49

50-64

65+

AB

C1

c2

DE

Greater Belfast

Rest of NI

Detached House/Bungalow
Semi-Detached/Bungalow
End Terrace

Mid Terrace

Apartment

CAMPAIGN AWARENESS

All Respondents

Base: Post Feb-05 - 603 Respondents

Source: Millward Brown Ulster Telephone Survey Feb-05

56%
50%
61%
45%

50%
41%
51%
53%
61%
57%
56%
55%
55%
56%
49%
59%
59%

Prompted awareness of the campaign was significant, with 56% of all respondents

aware of the advertising. This was higher among women, the 25 to 39 age groups

and the C2 demographic. Geographical area and house types achieved around the

same amount of awareness; indeed awareness levels across the sample were

consistently high.
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6. To what extent does this campaign make you think about the

seriousness of noisy neighbours?

CAMPAIGN IMPACT
‘Makes me Think’

80% Makes me think / 16% Does not make me think

Respondents Aware of
Campaign

93% Makes me think / 6% Does not make me think

Know Someone Disturbed by
Noisy Neighbours & are
Aware of Campaign

B Make me think alot B Makes me think alittle O Does not make me think at all ® Don't Know

Base: Post Feb-05 Aware of Campaign - 344 Respondents / 106 who know someone disturbed by noisy neighbours
Source: Millward Brown Ulster Telephone Survey Feb-05

80% of all respondents said that the advertising made them think about the
seriousness of noisy neighbours, rising to a massive 93% of respondents who had
seen the ad and knew someone affected by the issue. This demonstrates the
effectiveness of the campaign in engaging the audience with the message and

content.
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7. To what extent does this advertisement influence you or not influence
you?

CAMPAIGN INFLUENCE
‘Influences me’

77% Influences me / 19% Does not influence me

Respondents Aware of
Campaign

88% Influences me / 12% Does not influence me

Know Someone Disturbed by
Noisy Neighbours & are
Aware of Campaign

B Influences me alot @ Influences me alittle O Does not infleunce me at all @ Don't Know

Base: Post Feb-05 Aware of Campaign - 344 Respondents / 106 who know someone disturbed by noisy neighbours

Source:  Millward Brown Ulster Telephone Survey Feb-05

Again, influence scores for the campaign demonstrate an engaging and well targeted
message: 77% of respondents say they were influenced by the campaign. This
figure increased to 88% of respondents who were aware of the campaign and knew
someone disturbed by noisy neighbours. The results are borne out in the statistics

garnered by the district councils which show actual behaviour change.
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8. To what extent did you find this advertisement informative or
uninformative?

EXTENT TO WHICH CAMPAIGN WAS INFORMATIVE

91% Informative / 4% Uninformative

Respondents Aware of
Campaign

94% Informative / 2% Uninformative

Know Someone Disturbed by
Noisy Neighbours & are
Aware of Campaign

B Very Informative B Fairly Informative O Neither/Nor B Fairly Uninformative @ Very Uninformative M Don't Know

Base: Post Feb-05 Aware of Campaign - 344 Respondents / 106 who know someone disturbed by noisy neighbours
Source:  Millward Brown Ulster Telephone Survey Feb-05

Our final scores show how informative the campaign was perceived to be. This was
a twenty second TV execution which had to quickly engage the audience while at the
same time communicate information about the nature of nuisance noise — a
challenging brief from the outset. 91% of respondents agreed that the campaign was

informative thus confirming the success of the creative approach.
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As well as conducting the above research into attitudes and behaviour, district
councils in Northern Ireland were tasked with measuring complaint levels received
throughout the period of the campaign, to assess these against the same period in
2004. From the results returned by the district councils, the actual number of
complaints received during the campaign increased overall on average by 44% -
proving that the campaign impacted on actual, as well as reported, behaviours. The
graph below shows the different complaint levels observed for those district councils

who provided the information:

COMPLAINT LEVELS PRE V POST CAMPAIGN
BY DISTRICT COUNCIL

B Pre Campaign 26th Jan-22th Feb-04 T 180%
B Post Campaign 24th Jan-20th Feb-05 160% 160%
—e— % Increase

+ 160%

150%

A50,
l--51{90%
119%
+ 120%
+ 100%
+ 80%

T 60%

+ 40%

20% 19%

50 + T 20%

+ 0%

X
& O @ & @ & & & &E 4’0& S S & &S
& O & & N QU S U MR
N ) N N O ¢ 2 ) >
ég\o W Q;é o h¢ & 0'5?
X

Source: Environmental Officers from each DCA
NB: Newtownabbey / Magherafelt / Ballymoney pre campaign dates = 24 Jan — 20" Feb-04

The levels of complaints received during the campaign are striking. Belfast City
Council, with the highest base level of complaints from 2004 and therefore perhaps
the most robust example of the campaign effectiveness, shows a 25% increase in
complaints received.  Other areas have smaller samples to compare but
nevertheless show the impressive impact of the campaign across all district councils.
Interestingly, this includes the more rural council areas with Fermanagh showing an
increase from 5 complaints in 2004 to 13 in 2005, and Ballymena increasing from 17
in 2004 to 35 this year; increases of 160% and 106% respectively.
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SECTION FOUR
SUMMARY & RECOMMENDATIONS

The ‘Too Loud’ campaign, through an innovative creative approach based on sound
research findings and psychological insights, along with intelligent media planning
has, without question, delivered across all audiences with an engaging, entertaining
and empowering message about nuisance noise. This is clear from the
independently conducted research which confirms striking results in reported

behaviour:

29% increase in likelihood of complaining

100% increase in the amount of the people saying they would contact their
council if they had a problem with noisy neighbours

56% awareness of the campaign

77% of respondents saying the campaign had influenced them

80% of respondents saying the campaign made them think about the
seriousness of noisy neighbours

79% of respondents consider noisy neighbours to be a very serious or fairly
serious issue.

91% of respondents said that the campaign was informative.

The campaign’s impact is also reflected in observed behaviour through the council
reporting on noise complaints received throughout the duration of the campaign

which showed an average increase of 44%. These results demonstrate a direct

correlation between the awareness campaign and changes in attitude and behaviour.

Going forward, without ongoing promotion, natural advertising decay is inevitable;
indeed evidence shows that awareness levels begin to drop immediately after a
campaign ends, and in fact, awareness levels decline by up to 20% within two

months of a campaign’s conclusion. It would be our recommendation therefore that
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such a complicated, involved and dynamic subject needs steady and consistent
promotion to maintain high awareness levels and achieve ongoing behavioural

change.

Following the ‘Too Loud’ campaign, EHS have established a

recognisable and identifiable branding device. It would be

sound advice to build on the momentum now created (and

maximise the production investment) with reminder bursts of

the ‘Too Loud’ execution to maintain top-of-mind positioning

for nuisance noise sufferers, the resigned victim of nuisance

noise and perpetrators of noise in the short-term.

In the long-term any communications strategy should be mindful of the Clean
Neighbourhoods and Environment Bill which received Royal Ascent on 7™ April 2005
and is now an Act of Parliament. Though not yet applicable to Northern Ireland it
does point the way forward in dealing more effectively with noise disturbance from

sources such as house alarms.

Any future noise awareness campaign should also reflect the spirit of European
Directive 2002/49/EC relating to the assessment and management of environmental
noise. The aim of this Directive is to “avoid, prevent or reduce...the harmful effects,
including annoyance, due to exposure to environmental noise”. In addition, the
Department of Environment, Food and Rural Affairs is currently developing a
Neighbour Noise Strategy, the aim of which is to improve the management of
neighbourhood noise nuisance in England. Similarly we would recommend a long-
term strategy for Northern Ireland that successfully helps to prevent and reduce
exposure to excessive noise, in parallel with ongoing support for those who suffer

from its effects.
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