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Brief and objectives: 

The aim was to increase the number of volunteer car drivers who take patients to and from 

routine hospital appointments to support the North West Ambulance Service’s (NWAS) 

patient transport service, by: 

1. Creating a brand/campaign theme for volunteer car driver recruitment 

2. Raising awareness of the role in communities 

3. Driving traffic to the volunteer car driver web pages. 

 

The idea, research and planning: 

The idea of a volunteer as a ‘star in a car’ celebrates the contribution made by every day 

members of the public who give something back to support the NHS. 

We looked at the profile of existing volunteers and whilst a lot are retired people, there was 

also a huge number of younger people involved too. The common theme amongst all was a 

need to give something back, often because of a previous experience with the NWAS patient 

transport service involving a relative. 

A focus group took place with existing volunteers from a range of backgrounds to gather 

insight about the application process, the support they had had, their thoughts and feelings 

on being volunteers etc. This was used to influence PR materials. 

A discovery session took place with staff in the patient transport service who support 

volunteers which revealed selling points to the role, such as the opportunity to receive 

training for a variety of useful skills such as health and safety, first aid, moving and handling, 

dementia, safeguarding and computer literacy. 

Research also revealed a complicated online application process with a five click journey 

from google before a would-be volunteer was presented with the correct application form. 

 



Strategy, tactics, creativity and innovation: 

The strategy was to appeal to caring everyday people who have a set of wheels, who want 

to make a difference and gain additional skills. This would be done by positively 

communicating the case for their support and the demonstrating the value existing 

volunteers have by branding them as stars. 

Graphics were developed based on the NWAS house style used for previous campaigns 

(particularly Hero Next Door – CIPR winning campaign 2018), including the creation of 

characters which have become instantly recognisable with NWAS’ PR materials, but we took 

it a step further by basing the characters on real life people who are existing volunteer car 

drivers. The characters are depicted getting out of their cars onto red carpets to emphasise 

the star status that NWAS gives to volunteers. 

 

Delivery: 

Five media releases were issued to tell the stories of existing volunteers; appealing to their 

local publications and targeting the more traditional ‘retiree’ audience. 

Leaflets were produced telling the stories of the ‘stars’ involved in the campaign and how 

people could get involved. These were taken to existing events attended by NWAS staff in 

local communities along with pop up banners and a cardboard photo frame. This also 

presented an opportunity to talk to people about the role. 

To shorten the application journey, revised website copy was uploaded and links to the 

application were added to key landing pages. 

To create visual appeal, a film was produced by our in-house videographer focusing on the 

story of one particular volunteer which was put on YouTube and shared on all social 

channels. 

Social media posts for Instagram, Twitter and Facebook were scheduled over a number of 

months to drip feed content. We timed posts to capitalise on the interest in NWAS during 

BBC One’s Ambulance documentary broadcast which features our staff and uses the 

hashtag #Ambulance. We also used paid for ads were to promote ‘star in a car’ in 

geographical areas where volunteer numbers were particularly low. 

We used ‘word of mouth’ by sending a personal letter to all existing volunteers from the head 

of patient transport at NWAS praising them for being stars, including fascinating facts about 

the contribution volunteers make and asking for their help in enlisting the support of 

someone else with the chance of winning a prize donated by a local company for doing so. 

The letter contained leaflets, posters for them to hand out and a branded car air freshener 

for them to display – also acting as a talking point prompt when they have other people in 

the car. 

 

 

 



Measurement and evaluation:  

Media coverage was secured in publications in all 5 counties of the North West following the 

media release, a new one for NWAS - interviews were undertaken with 6 hospital radio 

station as we targeted them specifically to offer interviews with NWAS patient transport staff 

and existing volunteers, and the campaign featured on ITV Granada’s evening broadcast 

with an ‘in the studio’ interview with a volunteer and NWAS manager. 

In the six months following the launch of Star in a Car on 3 October 2018, the campaign had 

produced: 

• Over 250 phone enquiries (an increase of 2,500%) 

• 196 applications 

• 50 new volunteers have joined the star in a car network with others waiting for 

inductions 

• The additional volunteers represent a 15% increase in the number of volunteer car 

drivers from 320 to 370 - but if all applicants proceed to become volunteers we will 

have increased the network by 56% 

• Star in a car web page: 5,012 views (a 31% increase compared to the previous 

period) YouTube video: 655 views. 

 

Budget and campaign impact:  

Budget £3.5k. 

The impact of the additional volunteers means that the NHS will save significant amounts of 

money. Where volunteers are unavailable to support the patient transport service, taxis are 

often used which cost 8 times more than refunding volunteers’ expenses. 

There has also been an impact on morale of existing volunteers as the campaign has 

generated a sense of belonging and shown NWAS to be grateful for their input. 

 


