
 

 

Category: Not-for-Profit Campaign 

Company: West Yorkshire Fire and Rescue Service 

Entry title: #ThisGirlDid – Women in the Fire Service 

 
 
Brief and objectives: 

For International Women’s Day 2019 we aimed to create a spearheaded PR campaign to 

show the important role of women within West Yorkshire Fire and Rescue Service (WYFRS) 

and to highlight the unique challenges we face in the public eye - being viewed as a 

stereotypically male environment. 

We, as a service, are aiming to increase our gender diversity - we currently have 5% 

females in operational roles and we want more. Our objectives are to communicate to the 

public that WYFRS is a place for both men and women and to reflect the communities we 

serve. Our objectives are also to reduce the gender pay gap and to break down barriers for 

women to join the Fire Service. 

To help us to obtain our goal of gender diversity our final key objective is for the word 

‘fireman’ to stop being used in media as it gives the impression that all firefighters are men. 

 

The idea, research and planning:  
• Researched rates of operational women compared to other Fire and Rescue 

Services 

• Researched what might be preventing women from joining or not joining – physical 

test difficulty/lifestyle 

• Researched the perception of a Firefighter in the media – TV, soaps, print 

• Researched history of term ‘Fireman’ and when that title changed 

• Researched perception of ‘firefighter’ in community and specifically in schools 

• Established role models within Fire Service to promote role of female firefighters 

• Planned for focus of media – International Women’s Day 2019 (March 8th). 

 

 



Strategy, tactics, creativity and innovation:  
• Showed role model female firefighters – creating video showing them at in active 

operational ‘emergency response’ setting – ‘This Girl Did, So Can You’ 

• Role models – use combination of recently joined and seasoned female firefighters to 

pave the way for women to join 

• Myth busting - Emphasise message that women are treated equally among male 

counterparts – entry tests equal 

• Challenge media/TV outlets who continue to use ‘fireman’ title – harness social 

media to promote #FirefightingSexism agenda, promote role of female Chief Fire 

Officers in UK 

• Use social media channels to illustrate change in times through pictures of today’s 

female firefighters as children dreaming of being in Fire Service 

• PR opportunities around International Women’s Day – young girl who wanted to be 

firefighter but had been told by classmate that she can’t because all men 

• PR opportunities showing women in on-call firefighter roles (for which recruitment 

was open). 

 

Delivery: 

We worked with a production agency and our female firefighters to create a video of them at 

an operational exercise to promote the inclusion of women in the fire service. 

We harnessed the story of a 5-year-old girl who had been told she couldn’t be a firefighter by 

a boy in her class - because firefighters ‘are men’. Grace helped us deliver the message that 

this type of negative stereotype can be damaging to young girls. She spent the afternoon at 

Ilkley fire station with two of our female firefighters - which was covered by the local BBC 

and ITV news- which you can watch here. It was also covered online and in the print press. 

Retained recruitment – we put forward our award winning recruit Danielle in for a press 

release in some local newspapers to highlight the excellence of our female firefighters. 

On our Twitter and Facebook accounts we put our twist on the popular ‘This Girl Can’ 

campaign by hash-tagging ‘This Girl Did’- showing pictures of our female firefighters as 

children - and now in their uniforms. 

When Piers Morgan (who boasts 6.65 million twitter followers) tweeted that calling 

firefighters ‘firemen’ shouldn’t be an issue we harnessed the opportunity to create a 

discussion with a large online audience. Our Deputy Chief and Piers engaged in a lengthy 

debate on the issue – which was seen by millions of people. 

We used twitter to challenge the representation of firefighters on Love Island by retweeting 

messages standing against the stereotypes as firefighters as ‘muscular men’. 

Lisa Muscarella, the longest serving female firefighter in West Yorkshire retires in 2019 after 

spending 30 years with the service. We are holding a ceremony at Fire Service 



Headquarters (June 7th 2019) to promote her as a role model to other female staff, and to 

show their value here. 

 

Measurement and evaluation:  

The pieces had a large reach- ITV Calendar draws in around 300,000 viewers and BBC 

Look North around 800,000 so five-year-old Grace’s story reached over one million viewers 

on television alone. BBC Look North also produced a snapshot video of Grace’s visit for 

Facebook and Twitter - it’s been viewed 29, 383 times. The piece also featured on the BBC’s 

international website and in local newspapers. 

The video promoting the work of our female firefighters was watched 3,998 times on Twitter, 

359 times on Youtube and 4.2k times on Facebook - giving it a total reach of over 8,000 

people. 

The tweets between Piers Morgan and our Deputy Chief were seen by millions of people 

over the world. 

 

Budget and campaign impact:  

Our budget was £0 in real money (although we did buy chocolates as thank yous to those 

who took part - £8). 

The video was created for free by an video production agency that we had assisted before. 

Grace and her mum donated their time for free. 

Time costs for our staff - Corporate Communications in organising and two female 

firefighters who assisted. 

The campaign helped to create a debate at both a local, national and international level, with 

the issue being discussed on ‘Good Morning Britain’ the day after our interaction with Piers 

Morgan. 

We have been recruiting on-call firefighters in the time since we began our drive to promote 

females in the service this calendar year. 

Females have made up 26% of on-call firefighter applicants during this time - a huge rise on 

the 5% operational firefighters currently in the service. 

We have seen more interaction with our Facebook and Twitter accounts, with 16k 

impressions on our female firefighter video. Our tweet about Grace and the video were the 

number one and two tweets all calendar year for 2019 (not counting operational incidents). 

 


