
 

 

Category: Low Budget Campaign 

Company: West Yorkshire Fire and Rescue Service 

Entry title: On-Call Firefighter Recruitment #OrdinaryToExtraordinary 

 
 
Brief and objectives: 

The communications plan was designed to support the corporate priorities of West Yorkshire 

Fire and Rescue Service (WYFRS) around providing a safe, skilled workforce serving the 

needs of diverse communities and specifically in relation to on-call firefighters/stations. 

WYFRS has 10 on-call fire stations across the county. On-call firefighters are skilled men 

and women who offer day-time, evening and/or weekend cover in addition to their normal 

day-to day activities or employment. Just like their wholetime counterparts, they are fully 

trained and work on the front line protecting their communities – which are often in rural 

areas. 

WYFRS had seen a reduction in fire engine availability at on-call fire stations which stood at 

57% in August 2018. 

Specific objectives: 

• Promote the role of on-call firefighters within the local communities especially to 

those who live and/or work within the catchment area and local employers 

• Attract potential recruits with a focus on four primary stations 

• Increase the hours committed by on-call firefighters 

• Increase on-call fire engine availability ‘on the run’ through increased staffing. 

Internally: 

• Engage current on-call firefighters to take on an active role in the recruitment 

campaign 

• Target whole-time firefighters to also become on-call firefighters outside normal 

hours. 

 

 



The idea, research and planning: 

Campaigned to help highlight the numerous requirements for being an on-call firefighter, 

beginning with the initial requirement of living and/or working less than one mile from the fire 

station in order to reach the distance in less than five minutes should there be an emergency 

call out. 

Researched demographic of target areas and any barriers to people engaging with us – 

lifestyle, profession, age groups, interests, affluency and historical/environmental changes 

that may have impacted the number of on-call firefighters – such as loss of big 

industry/businesses which could feasibly release staff should there be a call-out. 

Appealed to pre-existing on-call firefighter employers in communities to provide case 

studies, demonstrating great practice. 

Planned to use pre-existing on-call firefighters as role models in publicity/media to 

communicate the benefits of being on-call firefighters – ie learning skills, serving 

communities, excitement, fitness, comradery and pay, not to mention the variety of 

emergencies they attend. Also to show that it is feasible alongside your normal employment. 

 

Strategy, tactics, creativity and innovation: 

Key messaging using the #OrdinaryToExtraordinary wholetime recruitment hashtag to 

publicise that being a firefighter is an extraordinary and rewarding experience. 

Campaign artwork was created to show the two sides to people’s lives as on-call firefighters 

– ie their primary employment for instance, Jason is a builder AND also an on-call firefighter. 

The strategy was to deliver communications directly into the heart of local communities by 

establishing social media accounts for on-call fire stations, which could interact directly with 

the public and show the different types of incidents/training they were attending. 

Innovation - This was the first time WYFRS had rolled out social media accounts to fire 

stations. 

Creativity - Valentine’s Day as a PR ‘hook’ to call on people to ‘love their communities’. 

A tactic was to highlight the roles of on-call firefighters in media (especially at incidents such 

as moorland fires), also focusing on trainees to prompt people to ‘follow in footsteps’ and 

under-represented groups such as females. 

The strategy was also to give employers the confidence to become ‘on-call’ employers by 

educating about how the system operates and benefits. 

 

Delivery:  
1. Website 

• Developed dedicated on-call firefighter recruitment section on current firefighter 

recruitment microsite. joinWYfirefighters.com. 



2. Digital 

• Videos created showing employers and on-call firefighters as role-models. 

3. Materials 

• Materials – recruitment brochure, employers guide, posters, flyers, banners and 

flags, pop-ups and additional materials for recruitment packs – pens, water bottles 

and bags. 

4. Press 

• PR – specifically around young girl wanting to be a firefighter/International Women’s 

Day and being ‘shown the ropes’ by two female on-call firefighters 

• On-call firefighters in media as case studies and ‘faces’ of the campaign 

• PR around six individuals graduating following completion of trainee firefighter course 

• Business owners/employer story PR 

• Raised profile of on-call firefighters tackling moorland fires in on-call areas – leading 

to Huddersfield Examiner Award for Emergency Response. 

5. Social media 

• Rolled out Facebook pages to all 10 on-call fire stations to support the recruitment 

campaign by raising their profile within their local communities. Featherstone, 

Mytholmroyd, Mirfield, Meltham, Holmfirth, Silsden, Slaithwaite, Otley, Ilkley and 

Skelmanthorpe. Information also shared on our main corporate accounts, Facebook, 

Twitter and Instagram. 

• Raised profile through National On-call Week. 

6. Internal communications 

• Internal communications via intranet and internal staff magazine to highlight 

opportunities as an on-call firefighter to whole-time staff. 

 

Measurement and evaluation: 
• Website 

01 September – 31 May 2019: 

Microsite oncall.joinwyfirefighters.com/overall page views – 7,244 / Application page view – 

4,427 / = 100 applications. 

 

 

 



• Social media 

01 January – 31 May 2019: 

10 x On-call fire station Facebook pages reach – 588,747 / Corporate WYFRS Facebook on-

call recruitment post reach – 294,718 / = Total reach 883,465 

 

Budget and campaign impact:  

Design and print - £8,365.13 

Merchandise - £3,150 

Web development - £1,632.00 

Staff time (aprx) - £1,850 

Paid for advertising - £0 

Total campaign budget - £14,997.13 

Stats as of 23/05/2019 (although figures are changing daily): 

• Since September 2018 we’ve received just short of 100 applications 

• In total 25 individuals have passed all elements of the application process and have 

either started at station, are in training or are waiting to agree a start date. Ten of 

these are located at our four primary focus stations 

• The number of female applicants is currently around 23% (Previous whole time 

recruitment saw 7,665 applicants - 87% male and 13% female) 

• These were reduced down to fill 103 places (96% male, 4% female), showing on-call 

recruitment is currently more attractive to female applicants 

• A further 35 candidates are currently in the pipeline working through application 

process 

• Since January we’ve recorded almost 200 direct enquiries through email or phone 

calls. This information was not recorded prior 

• Fire engine availability increased from 57% (Aug 18) to 68% (Apr 19) which means 

these communities are better protected and fire cover does not need to be provided 

as regularly by other stations 

• Contracted hours increased by 30% since September 2018. 

 


