
 

 

Category: Low Budget Campaign 

Company: North West Ambulance Service 

Entry title: Hero Next Door 

 

 
Brief and objectives: 

Community First Responders (CFRs) are volunteers who respond to emergencies in their 

local area. They are dispatched at the same time as an ambulance but can often get there 

sooner due to being closer. They are a huge help to the ambulance service as they can get 

there vital minutes earlier and can be an extra helping hand, potentially saving a life. After 

noticing gaps in the recruitment of volunteers particularly in East Lancashire the aim of the 

campaign was to recruit 45 new CFRs, particularly in the East Lancashire area. 

 

Rationale behind campaign, including research and planning: 

Focus groups were held with existing CFRs who told their stories, spoke about what spurred 

them on to become a CFR and discussed campaign ideas. We also explored the barriers 

that stop people from becoming a volunteer including lifestyle, children, fear of not being 

qualified enough. These were help on site at no cost. 

From this, we decided to focus on the premise that anyone can be a CFR. The vast majority 

have families, careers etc, but have another persona when they are needed by members of 

their local community. 

 

Strategy and tactics, including creativity and innovation: 

The strategy was to form an emotional connection with ordinary members of the public to 

encourage them to take action and sign up to become a volunteer. The idea was to relate to 

people who juggle families, careers and general everyday life with volunteering in a way that 

fits to their lifestyle. 

Another important message was that volunteers don’t need to be medically trained – it is 

often just as important  to be a friendly face and be there for people in their most desperate 

times - and also that simple skills can save lives.  

We also wanted to encourage people to embrace their community spirit as it is local people 

that volunteers respond to including neighbours and friends – this was highlighted in the 



focus group as a positive driver to becoming a CFR and therefore this was heavily featured 

in the campaign, hence the name, ‘Hero Next Door’.  

In order to find a media hook and tap into the community spirit, we decided to launch the 

campaign with an event in Burnley, East Lancashire, to find the ‘North West’s Safest Street.’  

We set up in an ordinary street and asked residents to come along and learn CPR so they 

knew how to save a life. The idea was that if everybody on the street knew what to do in the 

event of a cardiac arrest, it would be the North West’s safest street. This linked in with the 

Hero Next Door campaign as the kindest and best thing you can do for your neighbour is to 

save their life.  

It was decided to use social media graphics for the campaign which used the NWAS house 

style for previous campaigns, including the creation of mini characters which have become 

instantly recognisable on our marketing materials. A key factor in the campaign was the use 

of the ‘hero cape’ which was included on each character. It was important that this was 

minimal and hardly noticeable in order to illustrate that heroes can come in the most 

unexpected of places and to help people to believe that this could be them too.   

 

Implementation of tactics: 

During the launch event, we taught around 50 people life-saving skills and sent a press call 

and release to local media resulting in positive coverage in local news outlets including North 

West Evening Mail, Burnley Express and 2BR radio. 

We intentionally executed the campaign over a short period of time – one week – to 

encourage quick action from the public to help us fill the recruitment gap as speedily as 

possible. We focused primarily on social media using the trust’s existing Facebook and 

Twitter sites in recognition that we could reach a large audience quickly, along with 

accompanying materials for use at events.   

We had four existing CFRs who volunteered to be case studies. We worked with a design 

agency to transform these CFRs into cartoon characters which were used to symbolise the 

hero next door and used as visual digital content for social media.  

These characters were used alongside real life images and videos of the case studies who 

came from different ages and backgrounds to show the wide variety of people who can be 

CFRs and strike a chord with other members of the general public. The friendly looking 

characters made the campaign more fun and inviting and the use of bright colours were eye-

catching. Each case study explained their lifestyle and how volunteering works for them.  

A video was created in-house by our communications team with one of the case studies 

which showed him getting on with his normal routine before being called out to an 

emergency and then turning up at someone’s door with a smile on his face as sometimes all 

patients need is a smile and some reassurance. This followed on with the message that any 

normal person can be the hero next door. 

 



Measurement and evaluation:  

The campaign was very popular and in fact we had to slow it down so that we could keep up 

with demand due to the huge spike in emails that we were receiving.  

We received and answered 716 emails, of which 558 were in the catchment area that we 

were currently recruiting to and electronic application packs out. This was an increase 

1,700% compared to the previous period.  

The video received 17,000 organic views on Facebook as well as huge engagement with 

170 shares, over 30 comments and over 200 reactions.  

After two months, we had received 68 completed application packs back: 

 23 for Lancashire 

 17 Cumbria 

 9 Cheshire 

 19 Manchester 

As well as the obvious benefits of additional responders, the campaign raised the profile of 

responders and their important role in communities. It also gave us the opportunity to 

engage with social media followers about volunteering opportunities in the service.  

By the end of November, the NWAS community first responder microsite had 2,700 unique 

visitors since the launch of the campaign in August with over 10,000 page views, a rise of 

58%. 

 
 

Budget and cost effectiveness: 

£3,000. 

The budget was spent on design and event materials but the concept and content was all 

produced by the organisation’s internal communications team without any paid-for 

advertising.  

It is estimated an additional cost of £1,200 of staff time. 

 


