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Brief and objectives: 
The Hull and East Yorkshire Hospitals NHS Trust (HEY Trust) needs to employ more staff 
and retain, manage and develop its existing workforce to ensure high quality, safe and 
effective patient care. 
 
We were asked to create a campaign that supported recruitment, retention and brand 
perception. 
 

But we wanted it to be much more than that. 

 

Rationale behind campaign, including research and planning: 
From the very start, we were met with a series of issues. 
 
An ageing workforce and increasing career opportunities were exacerbated by some 
negative perceptions about the Trust and the location. 
 
Having attracted only 30% of Hull’s graduate nurses in 2015-16, and faced with a 
forthcoming recruitment gap of around 1,000 nurses over five years, there was an urgent 
need not only to attract new staff, but also encourage existing staff to feel proud of their 
organisation. 
 
We wanted to illustrate that this was a Trust that: 
 
Cares about its team, and encourages them to grow. 
 
Works closely with its partners and the community it proudly serves. 
 
Plays an integral part of a vibrant city that is a great place to work, live and unwind. 
 
Typifies this remarkable place and reflects it’s extraordinary people. 
 

A 40-page strategy and creative guideline followed, and the plan was put into action. 



Strategy and tactics, including creativity and innovation: 
We created a fully integrated marketing campaign that combined every aspect of traditional 
and online PR. This involved web design, social media, event management, guerrilla 
marketing, video production, project management and 33 exhausted employees! 
 
Integral to this was the way we communicated. Of course, there were the maxims one might 
expect from an NHS organisation (caring, friendly, respectful, knowledgeable, jargon-free), 
but we wanted to capture something that hadn’t been done before. We wanted to convey the 
personality of the region: something defined as ‘Hullness’ 
 
This would be based around our ‘ambassadors’, around 30 existing staff who could connect 
with graduates and prospective employees far more effectively than us. These ‘remarkable 
people’ fronted the campaign in print, film, online and in person, and wholeheartedly sold this 
‘extraordinary place’. 
 

Implementation of tactics: 
The big idea was 'our promise', which came in two parts. 
 
Promise one: a job 
 
As an unprecedented step, we decided to offer outstanding graduates a job - before they 
completed their degree. This would: 
 
Allow us to ‘steal a march’ on our competitors and pick the best recruits. 
Support potential new recruits through a transitional time in their lives, offering peace of 
mind, pre and post exams. 
Improve cohesiveness within the team with incumbent staff viewing students as part of the 
team instead of transitory trainees who are unlikely to be around for long. 
 
Promise two: progression 
 
We wanted to publicise the continuity of learning with a commitment to provide future (and 
current) employees with: 
 
Access to CPD 
Opportunities for further qualifications 
Career opportunities 
Funding 
 
This was supplemented with a pledge listing everything that would be guaranteed as an 
employee of a supportive, professional and progressive organisation. 
 
Next, and most recently, we would introduce more targeted elements, such as: 
 
A campaign to encourage the HEY workforce to join an in-house staff bank, rather than 
seeking additional shifts via an agency. 
 
An onboarding programme to make the transition to the Trust as welcoming, supportive and 
effective as possible. 
 
Drilled-down campaigns, aimed at particular roles such as Radiographers, Adult nurses, 
Consultants, Anaesthetists, and Apprentices. 
 



Outreaching campaigns, encouraging people from outside the region to reconsider a 
changing Trust and a changing city.  
 

Measurement and evaluation: 
The campaign has received unanimous approval within the Trust (we are told this is a first) 
and been described as the best NHS recruitment campaign in the UK. 
 
The 'Remarkable People' launch event was attended by over 350 people, which included 
student sign-ups from 3rd year students, commitments from 2nd year students, and a large 
number of enquiries from existing staff about progression routes. Within a year, we have 
doubled the number of nurses recruited from the University of Hull to 66% of the entire 
year’s cohort. 
 
This has continued with record attendances and ‘sign-ups’ at recruitment day’s that have 
moved beyond local parameters to Lincoln, Nottingham, Sheffield, Manchester, Leeds, 
Huddersfield and Middlesboro. This has been reflected in applications, with a recent push 
within elderly nursing receiving two thirds of enquiries from beyond Hull and the East Riding. 
 
In our first year, the website has received over 23,294 visits; our total Facebook reach is 
92,180, and the number of followers on Twitter is 4,382. One recruitment film alone, 
amassed 33,091 views. 
 
A specific campaign targeting local media to change perceptions has resulted in an 
overwhelming response with several page lead articles in the Hull Daily Mail, a page lead in 
the Yorkshire Post, two separate TV features and blanket coverage of the launch event on 
the three main radio stations in the region. The BMJ and The Guardian have also 
commended us on the thought that has gone into the new recruitment ads. 
 
The 2017 CQC report into the HEY Trust most recently mentioned the campaign in 
reference to a ‘dramatic turnaround’ in morale. This was reflected, in June 2017, with a 
“Golden Hearts’ award from the Trust team for the impact of ‘Remarkable People, 
Extraordinary Place’. 
 

At the last count, this has resulted directly in the employment of 360 new people. 

 

Budget and cost effectiveness: 
Our budget for the whole campaign has been £86,000. To put this into context, the HEY 
Trust estimate that to advertise and recruit a member of staff from the UK costs £4,000, and 
£6,000 from overseas. The additional jobs already created therefore equates to between 
£1.4k - £2.1 million of recruitment costs. 
 
Final words to David Withers, HEY’s Head of Education: 
 
“Your team got an instant grasp of the situation and returned with a strategy that went above 
and beyond anything we hoped for. You devised an approach that has been met with 
wholesale approval within the Trust and reached every audience we outlined. This is the 
most intelligent, inventive and creative campaign I have seen within the NHS.” 
 


