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Executive Summary
This project has been undertaken as part of the Aspire Programme into the benefits
of Employer Branding and how this could be applied within Dorset & Wiltshire Fire &
Rescue Service (DWFRS) and Devon & Somerset Fire & Rescue Service (DSFRS).
Specific issues in the respective organisations related to the attraction of a more
diverse On-call Firefighter workforce (staff who respond to emergencies whilst
carrying out their everyday lives) and also improving the retention rates for this same
category of staff. There is also the issue of how attraction and retention rates could
be improved for Corporate Staff (non-uniformed support staff) particularly within
DWFRS as a newly formed organisation.
Our preliminary research identified Employer Branding as an area of research which
could add value to our organisations by improving our recruitment, engagement and
retention of our staff and we therefore considered our hypothesis for our project
which was whether Employer Branding should matter to the Fire & Rescue Service.
The report considers current validated views on employer branding; reviews the
existing employer brand in these Services; carries out benchmarking with other
relevant organisations; and provides recommendations for the way forward for
employer branding in DSFRS and DWFRS.
The employer brand can be defined as a set of attributes and qualities, often
intangible, that makes an organisation distinctive, promise a particular kind of
employment experience, and appeals to those people who will thrive and perform
best in its culture. It is also the reputation of the Service as an employer from both
inside and outside the organisation. Employer branding is about developing a
positive reputation that will help attract and retain staff. It is about creating a
distinctively great place to work and then promoting it to the talent whose knowledge
and skills are needed by the organisation to meet its business goals and objectives.
It is accepted that all employers have an employer brand whether by design or
default. The brand is how they are perceived as employers by applicants, current
employees and those who are leaving, or have left, their employment. It is a powerful
symbol of the organisation’s culture and values and has a direct impact on the ‘deal’
between the employer and employee. The focus should be on the whole
employment lifecycle and so employer branding also influences employee
engagement. An effective employer brand needs to link to values, people strategy,
and HR policies as well as linking to the organisation brand.
As part of employer branding, organisations should define their Employee Value
Proposition. This is what an organisation stands for, requires and offers as an
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employer and leads to understanding the key ingredients that make the organisation
a great place to work and distinguishes it from its competitors.
The EVP can also be segmented for different staff groups who may have differing
needs eg Support Staff and On-call Firefighters. There may also be different
generational outlooks eg millennials compared with baby boomers.
The research included an analysis and review of various secondary data including
academic texts, journals and case studies, organisation websites and recruitment
pages, Fire sector documents, engagement surveys and recruitment literature and
statistics. In addition primary research was conducted via questionnaires for Support
and On-call Staff.
Our research has identified that the employer brand is not a concept to be worked on
in isolation but should be embedded into the way we work within our organisations.
As such, we have found that an effective employer brand needs to link to what we
aspire to achieve through our Vision and our organisational purpose within our
Mission Statement. This needs to be underpinned through the people strategy and
values and the planned improvements that we introduce. If the employer brand is
authentic and reflects the experience of employees they will become its major
promoters and supporters.
From our research we concluded that the original hypothesis concerning Employer
Branding is that it does matter to the Fire & Rescue Service as it provides a
framework within which we can ensure that we maximise the marketing of our
employer brand to improve attraction, engagement and retention within our
respective organisations.
We also recommended key areas where improvements can be made to ensure that
the messages about our employer brand are most effective in assisting us to attract
and retain the best people who ensure that we deliver our organisational purpose.
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1. Introduction
As part of the Aspire Programme, delegates undertake a project into a subject that
has relevance to the delegates’ organisations. Within the inaugural cohort for the
South West, the project team consisted of Jane Deuchars from the recently formed
Dorset & Wiltshire Fire & Rescue Service (DWFRS) and Steven Pope from Devon &
Somerset Fire & Rescue Service (DSFRS).
In terms of determining the subject for the project, the delegates’ course sponsors
gave input into subjects of interest to the organisation. Specific issues in the
respective organisations related to the attraction of a more diverse On-call Firefighter
workforce and also improving the retention rates for this same category of staff and
also how attraction and retention rates could be improved for Corporate Staff (nonuniformed support staff) particularly within DWFRS as a newly formed organisation.
Initially we undertook preliminary research to determine exactly what area of
research we would focus on as there has previously been studies undertaken into
Fire & Rescue Service related issues. We also wanted to ensure that our topic was
not repeating research already undertaken by previous cohorts. We initially
considered the ‘Psychological Contract’ but as our reading extended we turned to
Employer Branding which had the potential to add value to our organisations. Our
reading suggested that Employer Branding could have an impact on the recruitment,
engagement and retention of our staff and we therefore considered our hypothesis
for our project which was whether Employer Branding should matter to the Fire &
Rescue Service (FRS).
Since this report is intended for use outside of our respective organisations it is
important that the language and terminology is suitable for non-fire Service readers.
So, Corporate Staff who may also be known as Support Staff are the non-uniformed
staff who provide the vital support services within the FRS and will include finance,
ICT, HR, procurement, marketing, administration services etc. Within the FRS, there
are Wholetime Firefighters who work full-time for the service and also On-call
Firefighters who often have another primary employer outside of the FRS but when
there are emergency incidents they will go to their local station and then as part a
crew, they will respond to the emergency. These staff will carry pagers and have
periods of agreed cover which could be in the normal working day, night-time and
also weekends.
The scope of the primary research for the project did not extend to Wholetime
Firefighters since both services have recruited in the last 12 months and had
significant numbers of applicants. Within DWFRS, the recruitment campaign
attracted 1013 applicants and within DSFRS 2888 applicants. Positive diversity
action was used in these campaigns with notable levels of success with 25% of
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appointments in DSFRS being female. However, figures for DWFRS female
appointments are not available yet as the process is still ongoing. At present,
Wholetime Firefighters generally stay in post for their full career and for many it is
seen as a ‘job for life’. In light of this it was considered more beneficial to initially
examine the employer brand of the Fire Service as perceived by On-call Firefighters
and Corporate Staff. However, this study does consider whether employer branding
can impact on the ability of services to attract and recruit a more diverse workforce.
The lack of diversity within fire services is identified as an increasing area for
concern by various key reviews which are explored further in the next section.
The report considers current validated views on employer branding; reviews the
existing employer brand in these Services; carries out benchmarking with other
relevant organisations; and provides recommendations for the way forward for
employer branding in DSFRS and DWFRS.

2. Background and Context
There is both a national and local context to the Fire & Rescue Service and this
section covers a brief background to the Fire & Rescue Service in the UK, the
current corporate objectives for DWFRS and DSFRS and how these relate to
Employer Branding and the current context in terms of government national direction
and influence.
The history of the Fire & Rescue Service is well documented but the first national
arrangements were made during World War II when local brigades and auxiliary
units were merged into the National Fire Service in 1941. After the war, the running
of the Fire Services was transferred back to local county authorities. Since then the
role of the Fire & Rescue Service has extended to cover Road Traffic Collisions and
services related to flooding, collapsed buildings, terrorist activities and also
emergency medical response. A duty to promote Fire Safety became a statutory
requirement under the The Fire and Rescue Services Act 2004.
There are currently 45 Fire & Rescue Services in the UK with a framework of terms
and conditions of employment that form a national collective agreement and include
rates of pay, hours of work and shift patterns but with the ability to locally agreed
working arrangements.
Austerity is still with us and has had a significant impact on government and local
authority expenditure with the net effect that there have been significant cuts in
funding available for Fire Services and other public sector organisations. To realise
economies of scale and remain viable, some Fire and Rescue Services have
combined including Devon with Somerset (in April 2007) and Dorset with Wiltshire (in
April 2016).
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These two neighbouring rural Services are similar in size and face comparable
challenges in recruitment, retention, geography, funding and in coping with the
challenges faced by the evolving role of the fire service. DWFRS employs 605 Oncall staff and 301 Corporate staff whilst DSFRS has 1144 On-call staff and 257
Corporate staff. DWFRS has 37 stations with On-call firefighters, a further 4 day
crewed stations and 9 Wholetime stations whilst DSFRS has 70 On-call stations and
a further 9 stations with Wholetime and On-call firefighters, 4 stations with Wholetime
only and 2 volunteer stations.
A number of recent national reviews of the Fire Service have focused on the
substantial reduction in the number of fire related incidents due in part to prevention
activities by the Fire Service but also societal and technological changes, increased
use of fire alarms and government regulations eg furniture fire safety regulations.
Fire Services have, and are, moving from emergency response to an increased role
in reducing risk in the community and therefore the traditional firefighting role is
evolving which in turn has also impacted on the corporate roles. There has been a
call for Fire Services to transform themselves still further “to reflect the entirely
different era of risk and demand they now operate in” as set out by Sir Ken Knight in
his Facing the Future report from 2013. He also suggested that there should be
greater collaboration with other emergency Services through shared governance, coworking and co-location.
The Independent review of conditions of service for fire and rescue staff in England
by Adrian Thomas in 2015 argued that significant changes are required in the way
Fire Services approach recruitment, training and development, conditions of service
and industrial relations to meet the demands on a 21st century Fire Service. Thomas
found that Fire Services are slow in adopting change, with recommendations such as
Services needing to take a closer look at culture and trust; staff engagement;
improve employee communications; have a greater focus on where future leaders
are recruited from as well as leadership training.
The Local Government Association, produced a report titled ‘An Inclusive Service’ in
February 2017 citing the then Fire Minister who said that the lack of diversity was
“woeful…..shockingly embarrassingly bad”.
In response to these fire service reviews, the National Fire Chief’s Council (NFCC)
has produced a draft national Fire and Rescue Service People Strategy (LGA, 2017)
which identifies five key areas of work for fire services:
1. Strengthening leadership and line management to support organisational
change and delivery for customers;
2. Developing cultural values and behaviours which make the fire and rescue
service a great place to work;
3. Ways of working that respond to service model needs;
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4. Provide excellent training and education to ensure continuous improvement of
services to the public; and
5. Strengthen the fire and rescue service’s ability to provide good service by
diversifying its staff and creating a fair and equal place to work.
The strategy refers to making On-call feasible and effective in local service delivery
but also recognises the challenges with this model. The plan includes looking at
attraction of On-call Firefighters and sharing best practice between services. The
Strategy refers to On-call branding with the issue of identity of the On-call to
prospective employees, their primary employers and the wider public to ensure that
the job is considered as a job for all and that the role of a modern firefighter is much
wider than the previous traditional perception. The People Strategy also refers to
diversity and seeking to employ a workforce which is representative of the
communities that we serve. There is reference to staff engagement in encouraging
people to have a voice, to contribute and offer constructive challenge.
Fire services are under close scrutiny from the Home Office to take on board the
national recommendations and demonstrate how they are adapting and changing to
meet 21st century needs. These national directives therefore have a direct impact on
DWFRS and DSFRS people strategies which in turn impact on employer branding
initiatives.
Within the DWFRS Corporate Plan, there is a People Priority to support and develop
people through various actions. Examples of some of these actions include
implementing improvements to recruitment processes and induction programmes for
new staff and managers; taking more positive action to target under-represented
groups; evaluating the performance appraisal framework as well as developing ‘the
consistency of our employer brand and introduce effective ‘marketing’ of the
employment offering to develop a common understanding for existing and potential
staff’.
Within DSFRS, there is commitment in the Corporate Plan to having a workforce that
is representative of the communities that it serves. There is also a commitment to
improving the service whilst providing value for money and these link to the desire to
reduce the rates of staff turnover. Staff diversity is one of the key objectives for the
Service and by improving diversity we can:
 Makes our teams less susceptible to groupthink and more open to alternative
approaches.
 Enable us to be more likely to understand and meet the needs of our
communities.
 Improve our ability to engage with a diverse range of communities.
 Expands the available candidate pool making it attractive to a wider range of
candidates.
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 Employees working in a diverse environment are better able to engage candidates
from a range of diverse backgrounds.
As DSFRS prepares for the next financial year, a separate draft Integrated Risk
Management Plan has been prepared and is currently subject to public consultation.
The document identifies 6 key areas of risk which require further consideration and
one of these is the availability of On-call appliances. The plan includes proposed
areas for further work to reduce this risk which includes giving a realistic job
overview to applicants, that we attract the talent required for the role, review our
rewards strategies and the skills that are required and tested as part of the selection
process.

3. Employer Branding – Literature Review
What is an employer brand?
CIPD research defines an employer brand as:
‘…a set of attributes and qualities, often intangible, that makes an organisation
distinctive, promise a particular kind of employment experience, and appeals to
those people who will thrive and perform best in its culture’. (CIPD, 2007)
It is accepted that all employers have an employer brand whether by design or
default. The brand is how they are perceived as employers by applicants, current
employees and those who are leaving, or have left, their employment. Erickson et al
argue that it is a powerful ‘symbol of the organisation’s culture and values’ which
acts as a ‘foundation for an employer-employee relationship’. Therefore
organisations should pay close attention to how they market what they have to offer
to the employee as it has a direct impact on the psychological contract, the ‘deal’
between the employer and employee (CIPD, 2010), which in turn influences
employee engagement.
In the past many have seen the employer brand as being mainly about attracting
talent to the organisation; however, it is widely agreed that the focus should be
throughout the employment lifecycle as well, with the same level of importance
attached to employee engagement (CIPD 2007). This translates to show that an
effective employer brand needs to link to values, people strategy, and HR policies as
well as linking to the organisation brand.

What are the benefits of an effective employer brand?
Employer branding can be used effectively to recruit the best employees ‘who will be
enthusiastic about their work and fiercely loyal to the organisation and its mission’
(Erickson et al 2007). It is argued that getting it right can significantly improve
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employee engagement, performance and attendance levels which in turn will have a
beneficial impact on costs of employee turnover (CIPD 2010).
The CIPD (2007) provide an example of how a strong employer brand can help an
organisation compete for talent in the employment arena by joining those
organisations who can say: ‘Of course, we don’t pay the highest salaries, but people
are queuing to join us. They like working for us and they know our name will look
good on their CV’.
The table below illustrates, in simple terms, a summary of the CIPD (2010 and 2007)
findings that an effective brand will enable organisations to overcome challenges
such as:
Organisation Challenge

How Employer Brand can assist to
resolve

Challenging economic climate – difficult
labour market conditions – skills
shortages. Reduced ability to attract the
people with the ‘right’ skills and
experience.

Organisations can use their brand to
make themselves stand out from others.
If the employer brand is clearly
‘marketed’ and understood people who
feel they are aligned to the organisation
and what it means to work there will be
more likely to want to work there and
put in applications

It is argued that today’s employees
have less loyalty to organisations – the
idea of a ‘job for life’ is fading

If the employee’s needs are met, in
terms of their expectations and what
they are looking for from their job and
the organisation, they will be more likely
to remain faithful to their employer and
be advocates for the brand

Employees whose expectations have
not been met on joining the organisation
and are unable to move on due to the
challenging labour market conditions. In
these circumstances they may remain
and ‘infect’ colleagues with their
disillusionment. (CIPD 2010)

All the more reason to ensure that the
employer brand is effective in aligning
the anticipated and actual experience of
the organisation and role. Organisations
need to ensure the brand is reflected
authentically and effectively through the
attraction and recruitment stages and
this directly aligns realistically with
experience in the role, ensuring that
employee expectations are met. (CIPD
2010)
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The demographics of society are
changing. Employers want to increase
the diversity of their organisations and
workforce to reflect society. However, in
some organisations the perception of
the employer does not support the
‘diversity message’ and this has been
ingrained in people’s perceptions
through generations and through the
communities where it currently draws its
talent. The initial brand and the reality of
the role may have changed over time;
however, the employment experience is
‘the stuff of folklore’ and the ‘old’
message continues to be cascaded to
the next generation CIPD 2010

An effective employer brand can open
the employer offering up to a wider
community and more broadly
communicate how it won’t be to work for
the organisation as well as how it will be
– thus dispelling any pre-conceived
notions and myths about working there.
An example of a brand being revitalised
is the London Fire Brigade who are
aiming to reduce their reliance on white
male applicants from families ‘where
joining the brigade was almost a
tradition’. (CIPD 2010)

Increasing importance of social media –
organisations need to take note of
negative messages linked to perception
of the product/service or image as an
employer – which can damage an
employer’s reputation

Employer branding can ensure that an
organisation determines the social
media strategy, targeting specific
platforms and adding value through
engaging content.

Mergers and acquisitions – these can
upset the deal between individuals and
their employer (CIPD 2007). This can
result in people finding that they are
working for an employer they didn’t
choose and for an organisation they
didn’t decide to work for. They may
unconsciously feel vulnerable in what
they perceive to be an ‘alien’ culture

Developing an employer brand will give
employees a greater affiliation with the
new organisation and increased
understanding of the ‘new’ employer’s
offering. They will feel more engaged
(CIPD 2010)

High staff turnover, leading to high
recruitment and training costs

Getting the employer brand right will
assist with ensuring workforce is not
disengaged and unproductive

What is an employee value proposition (EVP)?
CIPD defines an EVP as ‘what an organisation stands for, requires and offers as an
employer’. The EVP is what the organisation has to offer to attract and retain staff –
it is the key ingredients that make the organisation a great place to work and
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distinguish it from its competitors. The EVP has been identified as having 5 key
attributes:
1. Rewards: Includes compensation, health and retirement benefits, and annual
leave
2. Work: Includes job-interest alignment and work-life balance
3. Organisation: Includes market position, product/service quality, and social
responsibility
4. Opportunity: Includes career opportunities, development opportunities, and
organisation growth rate
5. People: Includes manager quality, co-worker quality, senior leadership reputation,
and camaraderie
(CEB Gartner)
The EVP is widely recognised as linking to the psychological contract as it links to
the employer/employee relationship and the unwritten expectations they have of one
another.
There is also wide discussion around the recognition that not all employees are
looking for the same things from their employer and the EVP therefore needs to the
meet the needs of a diverse workforce and different staff groups and roles. It is
thought that different elements may need to be emphasised to different diverse
groups – referred to as a ‘segmented’ approach to EVP. It is argued that it is
important to identify and acknowledge these differences when forming a brand.
Erickson et al argue that people choose jobs on the basis of how well they believe
their preferences and goals align with what the organisation is offering. Therefore
organisations need to consider attracting potential employees who are excited by
what the organisation does and the environment it operates in. These employees are
more likely to be engaged in their work and less likely to seek more favourable
benefits elsewhere - they will align to the ethos of the organisation, be enthusiastic,
productive and loyal, infecting customers and other employees with their outlook.
Their research has highlighted different categories of employee, examples being:





Individuals who crave social connections and care about forming friendships at
work
Those that want to make as much money as possible with a lot of flexibility and
not too much commitment
Those that look for risk
Individuals who seek well structured, steady, long-term roles.

Other differences to consider relate to generational outlooks, for example a Survey
by Manpower indicates that more than two thirds of millennials (those born between
#Employer Branding: Why should it matter to the Fire & Rescue Service?
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early 1980s and mid 1990s), plan to stay in their current jobs for less than 2 years
(Sunday Times, January 2018). A PwC study (2011) found that millennials want to
know the organisation’s mission statement; they seek development and work-life
balance (including flexibility over working hours and location) over reward; they look
for a commitment to diversity; and they prefer to communicate electronically at work
(rather than face-to-face). They found that just over half were attracted to employers
because of their corporate social responsibility record and 56% would consider
leaving an employer that didn’t have the values they expected.
Research has shown that when an employee’s experience of the role does not meet
the expectations they had as a result of the recruitment literature, this will lead to low
engagement. Their engagement diminishes as the role is not what they expected or
wanted. It is argued that to counter this the employment offering needs to be clear
and reliable, providing a realistic understanding about what it will be like to work for
the organisation and undertake the role. (Erickson et al).

Considerations when identifying, developing and implementing an
employer brand
Bearing in mind the benefits that can be gained from having an effective brand,
organisations need to understand what areas to focus on to effect the most influence
over potential and current employees’ perception of the organisation as a place to
work. The employer brand will have an impact on attraction, recruitment, motivation
and retention (Martin et al, 2003) and should be evident in the approach to:
 Recruitment design, marketing communications and advertising – one of the most
important ways to express the employer brand (CIPD 2010)
 Presentation of the organisation’s culture and values – links to communication
below
 Induction
 Performance management and reward, promoting effective management
behaviours
 Internal communications - CIPD 2010 highlight that the employer brand can
become the ‘driving force behind your organisation’s intranet’. It can provide
consistency of message through recruitment materials, consistent graphics,
templates and communication materials. This can lead to clear employer brand
recognition throughout the organisation
 People leaving the organisation
CIPD (2007) outlines four key stages to formulating an effective brand:
1. Discovery – understand how the brand is perceived by management, employees
and external talent.
2. Analysis, interpretation and creation – build a clear understanding of what the
organisation ‘stands for, offers, requires as an employer – its distinctive value
#Employer Branding: Why should it matter to the Fire & Rescue Service?
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proposition’ (CIPD 2007). Erickson et al, argue that organisations need to provide
a ‘signature experience’ for candidates that tells the story about the organisation
and allows people to ‘self-select’ into wanting to work for them. This ‘signature
experience’ demonstrates what is different about working for that organisation
and is unique to them in how it has evolved; how it reflects the leadership; what
they do and their ethos. Through research, they have identified that there is no
‘one-size fits all’ in the approach to creating an effective brand. Offerings differ
significantly between different organisations – it is about excelling at showing
what makes them unique and understanding that they are not ‘all things to all
people’: ensuring they attract and retain the people who are the best fit for their
organisation.
CIPD (2010) advises considering the links between employer brand and total
reward. The total reward strategy looks beyond remuneration, and other financial
compensation, and includes additional elements such as learning and
development, aspects of the working environment, family friendly policies, culture
of looking after staff wellbeing, employee voice, organisation values and culture,
appraisals, and recognition through annual awards. It follows that there is a
reliance on other benefits available in the total offering. Inclusion of the total
reward package is important as it is argued that an employer brand that isn’t
backed up by rewards can be regarded as ‘little more than empty words’. If the
employer brand is successfully aligned to reward this will attract and retain
employees
3. Implementation and communication - Effective communication of the reward
package is important to strengthen the employer brand as it highlights the
benefits of working for the organisation to existing and prospective employees
(CIPD, 2010). Ruch highlights that the brand then needs to be marketed
effectively both internally and externally to impact on attraction and retention
(Martin et al 2003) with effective communication from line managers being a key
part of this process.
4. Measurement, maintenance and optimisation – checking progress and
maintaining momentum. CIPD 2010 research with various organisations came to
the conclusion that employer branding cannot solely reside as a responsibility for
one team (such as HR) but needs to be widely ‘owned’ by the organisation. It is
important to have commitment and buy-in from the senior leadership team,
marketing, communications and HR to be able to embed the brand.
It is important to be able to assess the impact of the employer brand, consider
value added, and measure its effectiveness to gain an understanding of return on
investment. CIPD (2007 and 2010) suggest this can be done through:
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 Employee turnover data – is this reducing?
 Length of tenure – are people leaving after relatively short periods of
employment? Are they disillusioned with the role/organisation? CIPD
 Analysis of ‘reasons for leaving’
 Measuring the number of applicants that ‘fade away’ during the recruitment
process and fail to remain engaged, or decline an offer of employment (CIPD
2010). Consider the cost of re-advertising
 Consider how many recruitment applications are submitted after the recruitment
material is considered by the candidate. Does the material fail to meet the
candidate’s expectations after the initial recruitment offering? – CIPD 2010
 Recruitment advertising spend (CIPD 2010) – is it increasing or decreasing?
 Performance reviews – are staff living the values and fitting with the culture of the
organisation? Are they motivated and engaged? 2010
 Behavioural based assessments linked to employee development – these
assessments (such as 360 reviews) should identify whether staff are performing
effectively to champion the brand
 Engagement and attitude surveys – is employee engagement improving? Would
employees be prepared to recommend the organisation to others as a good place
to work? (CIPD 2010)
 Spend on recruitment consultants - this should reduce as the brand increases the
organisation’s ‘presence’ and ‘reputation’ in the recruitment market place (CIPD,
2007 and 2010)

4. Research and Methodology
The following is an explanation of the methods of investigation used for this research
report.

Secondary Data
Analysis was undertaken through the review of various secondary data including
academic texts, journals and case studies. We also reviewed DWFRS and DSFRS
websites and recruitment pages and also other organisations’ websites to
understand developments in employer branding that were being used. The current
thoughts and information on ‘best practice’ in employer branding gained by this
method of research, provided benchmarks against which to assess DWFRS and
DSFRS and also consider new different ways in which other organisations plan their
employer branding strategies.

Documentary Research
Reviewing documentary data such as national Fire Service reviews, internal
communications, values and mission statements, engagement survey results,
recruitment literature and adverts provided evidence relating to the review of current
#Employer Branding: Why should it matter to the Fire & Rescue Service?
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employer branding in the services. Other data reviewed included data relating to
recruitment statistics, staff turnover and reasons for leaving.

Primary Research
Primary research was conducted via questionnaires. These methods were put in
place to encourage responses:







Questions were tailored to suit each staff group that were surveyed.
Methods of distribution and response were varied to suit the needs of each staff
group.
All respondents were advised about the purpose of the survey and how their
responses would assist the Service with its recruitment, engagement and
retention – this was to ensure ‘buy in’ from the respondents.
Staff were advised that their responses would be anonymous.
The length of the questionnaires were limited so that they did not impinge too
much on the respondent’s time.

A limitation of questionnaires is that respondents’ answers are bound by the options
available to them (Anderson 2009) and there is limited opportunity to gain
clarification (CIPD 2007); however, this was reduced by ensuring that there were
‘comment’ boxes at the end of several questions to enable respondent to give further
explanation or information.

Research Group – Corporate staff
It was decided to survey Corporate staff in DWFRS and DSFRS who had joined the
respective services since April 2016. This was the most effective timescale for
DWFRS as this is the date of the formation of the new service. This also meant that
the staff surveyed had relatively recently undergone the recruitment and selection
process and would be able to advise on their views of the Services before and after
being employed. The currency of their views would increase their relevance.
DWFRS used a licenced Survey Monkey system to distribute the survey on-line (via
email) with a 2 week response period. The majority of Corporate staff have their own
IT and work station and this was the quickest and easiest way for them to respond
during the working day which would increase response rate. DSFRS used an
electronic version of the same questionnaire and the results were input into the
Survey Monkey system to allow consistent analysis. The Corporate Staff
questionnaire is in Appendix 1.

Research Group – On-Call staff
It was decided to survey On-Call staff in DWFRS who had joined the service since
April 2016 as this was the most effective timescale as it linked to the formation of the
new service and provided recent, relevant and timely feedback. A paper based
survey was posted to staff at home, along with a reply paid envelope for ease to
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assist them with posting their response back. They had a 2 week response period.
This method was used as On-Call staff have limited time to access a computer when
on station for a training evening. Therefore posting the survey to their home address
gave them greater time to reflect on the questions and an easier method of response
which would assist with increasing the response rate.
It was decided to survey On-Call staff in DSFRS who had joined within the last 9
years as during this period DSFRS had applied the national Firefighter Selection
process to the recruitment of new on-call firefighters. The survey would also give
feedback on aspects which could affect retention amongst this group. Again, they
were written to along with a covering letter. In addition, the same survey was sent to
the employees’ home email address with the option to return it by email.
Respondents were asked a range of questions relating to their primary employment
status, whether they had considered other public service roles, what attracted them
to the On-call Firefighter role and how well these had been fulfilled, the suitability of
the recruitment materials and the role of On-call firefighters. The On-call Firefighter
questionnaire is in Appendix 2.

Research Group – Applicants to On-call
This group relating to individuals who were in the applications stage at DSFRS and
had not yet progressed to being offered a post or appointed. The survey was sent to
home emails explaining the purpose of the research and seeking a response to be
returned by email. The questionnaire used the relevant questions from the On-call
Staff survey.
Further discussions were conducted with colleagues from On-call representatives
from within Organisational Development, Marketing and HR.
The number of surveys sent out and the response rates are shown in the table
below. It can be seen that the response rates for existing staff are between 25 - 71%
which is a sufficient sample size to have meaningful date. For the external
applicants, the response rate is low and possibly reflects that these potential
candidates’ details are held on our e-recruitment system but they are no longer
active in their application and this is something that will need to be addressed.
Response Rates
Number of
questionnaires
sent out

Number of
questionnaires
returned

Response
rate

DWFRS - Corporate staff joiners from April 2016

60

42

70%

DSFRS - Support staff joiners from April 2016

51

20

39%

DWFRS - On-call staff joiners from April 2016

86

29

34%

DSFRS On-call staff joiners from 2009

483

121

25%

DSFRS Applicants

680

49

7%
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Within the surveys there were a range of questions which included initial
demographic questions, multiple choice where one or more answers could be
selected, rating scale questions, likert scales eg statements with agree, strongly
agree etc and open ended questions or free text where respondents could provide
further information. The data could also be easily filtered within Survey Monkey to
examine any specific results by demographic eg age, gender etc.

5. Summary of Findings and Analysis
Attraction Rates
In terms of attraction rates we can consider the number of applicants at each On-call
station and also the numbers for the Corporate staff vacancies:

DSFRS Corporate Vacancies
DSFRS On-call Vacancies (2017)

Applicants
Average
Median
9.8
8
7.3
6

For DSFRS On-call stations there were 37 from 80 stations that were recruiting
within fewer than 5 applicants which considering the selection process is a low
attraction rate and it is these stations where greater support is required.

Staff Turnover
The levels of turnover within the two Services can be considered on an annual basis.
For DWFRS the turnover rate of on-call firefighters in the year 2016 to 2017 is 10.5%
and for DSFRS it is 10.6% or 122 staff. For Corporate staff the turnover rates within
the same timeframe are 17.6% within DWFRS and within DSFRS 13.5% or 35 staff.
It is accepted that the Corporate staff turnover is likely to be higher for DWFRS as
the period measured was the period of transition from two organisations to one and
was a period of significant uncertainty due to a corporate restructure.
We can also consider our stability of On-call firefighters in terms of their length of
service prior to leaving. If we consider the data over the last 11 years for DSFRS
since the organisation formed, we are able to see that the number of leavers in the
first and second year have been increasing as has the overall leaver rate.
Leavers
1 year or less
1 to 2 years
2 to 5 years
5 to 10 years
Over 10 years
Total

2007 2008 2009 2010 2011 2012
6
8
10
6
4
10
5
14
9
7
11
7
16
17
13
17
26
26
24
17
13
29
18
31
22
32
22
37
36
45
73
88
67
96
95
119

2013 2014 2015
9
26
22
5
17
16
20
10
18
18
21
33
54
80
63
106
154
152
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14
20
12
11
10
10
30
27
20
23
19
22
50
49
45
128
125 109
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We also have data on the reasons for leaving and the highest reason was work/life
balance followed by a number of non-specific categories such as no-reason given,
unknown and personal. Retirement was then the next highest.
Trendline - First 2 years' Service
30
25
20
15
10
5
0
2007

2008
1 year or less

2009

2010

2011

1 to 2 years

2012

2013

2014

Linear (1 year or less)

2015

2016

2017

Linear (1 to 2 years)

Of those On-call Firefighters who are resigning relatively early in their career, ie
under 2 years it is beneficial to see if they achieved full competency. On-call
Firefighters complete basic training as a Trainee and then can ride the fire
appliances in a period of development before being assessed as fully competent.
Full competency can take 18 months or more and the status of DSFRS leavers in the
first 2 years is as follows:
DSFRS On-Call leavers for 2007-17
Trainee

92

Development

87

Competent

57

DWFRS On-Call leavers for 2016/17
Trainee

3

Development

28

Competent

32

Once staff are in development they are adding value since they are able to ride the
appliances whereas those that are trainees are not able to make sufficient
contribution to the crew and would not represent sufficient return on investment. The
cost of training is £15K but the time to achieve development and competency varies
and the typical service for a ROI is not known.
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Analysis of On-call Staff Survey
Of the respondents, the age profile reflected the generally younger ages of new
recruits and this was particularly so for the DWFRS responses where 31% were
aged 18-25. Overall, the level of responses was as follows:

Survey Responses
60+

0

56 – 60

3

Age Range

51 – 55

8

46 – 50

10

41 – 45

18

36 – 40

24

31 – 35

32

26 – 30

30

18 – 25

22
0

5

10

15

20

25

30

35

Responses

In terms of gender, the responses were significantly higher for men but
proportionately representative of the survey sample. With only 8 female responses a
further request was made to the females to seek further information and this resulted
in two more survey responses and agreement to have further discussions. There
were however, a further 10 female responses within the applicant category.
Responses from females were generally consistent with males and where there were
differences then the sample size of female responses was not considered sufficient
to draw specific conclusions.
In terms of employment status 88% of respondents had primary employment and of
those employed, only 23% were self-employed which was less than we generally
consider for On-call staff and could also link into the aspect of whether employers
would release On-call staff to attend incidents.
From a talent competition perspective, there were questions relating to whether staff
had considered undertaking other public service roles and examples were given.
Some of these are voluntary and some are paid and 37% of respondents said they
had considered other roles, but a number of these related to full-time roles and when
the figures are adjusted to secondary roles, 27% had considered the alternatives
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shown below. NB Some respondents were interested in more than one public
service.
Other public services of interest to staff
Public Service
Army Reserves
Coastguard
First Responder
Police Specials
RNLI
Royal Navy Reserves

Number of responses
10
5
5
11
15
1

The survey allowed free text for staff to indicate why they had chosen the FRS over
these other public services and when these are themed the most frequent reasons
are around location from a perspective of being close to home and also that the role
was serving the community. Other reasons included an absolute desire/ambition to
be become a Firefighter or the interest they had in the role of a Firefighter. For some,
it was also the financial incentive.
The survey asked how staff heard about vacancies and the responses in the chart
below indicate that this is highest through word of mouth at 62% of responses. From
a perspective of getting a first-hand view of what the job entails, this is an excellent
way for perspective staff to get a realistic preview of the job and having direct contact
with someone from the station could help them in making their first move to apply for
a job. However, in terms of diversity, word of mouth is more likely to result in
applicants who are similar to those already employed by the Service and so other
methods are also useful. The advertising banner at a station enables the Service to
get its message over to perspective candidates who live in the local area and was
rated by 24.8% of responses. Social media was not particularly effective at 9.3% but
amongst applicants, it had increased to 19.57% which was reflective of a younger
age range. The Service website was used by 20% to hear of positions which is a
good endorsement but could also be where applicants follow-up after initially hearing
of a position.
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How Staff first heard about Vacancies
SERVICE WEBSITE
OPEN DAY

20.16%
10.85%

SOCIAL MEDIA

9.30%

POSTERS, LEAFLETS OR POSTCARDS

5.43%

LOCAL NEWSPAPERS

6.98%

BANNER AT THE STATION

24.81%

WORD OF MOUTH

62.02%

Within the survey, we wanted to consider what attracted staff to apply to the Service
in the first place and how well this was fulfilled on joining. There was a slight drop in
terms of whether the role was exciting and challenging and the levels of pay but
being a respected member of the community was rated higher than expected. The
most significant difference was in terms of progressing to a full-time career with the
FRS. In DSFRS, the Wholetime recruitment campaign in 2017 resulted in 2888
applicants and whilst there were an additional 11 staff recruited from On-call through
this process, that is a very small percentage of On-call staff who could be seeking a
full-time role. The Service also had introduced the requirement for GCSEs or
equivalent and some On-call staff were unable to meet this requirement.

Attraction to join the Fire Service and How well Fulfilled
To undertake an exciting
and challenging role
5
To progress to a fulltime career in the Fire &
Rescue Service

4
3

To keep your community
safe

2
1

Additional pay and
pension benefits to help
support you through life

0

The camaraderie
associated with being
part of the Service
To work as part of a
team
Attraction to join the Service

To be a respected
member of your
community through the
work you do as an oncall Firefighter

To be trained in new
skills

How well fufilled
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Within both the survey of On-call there were likert ratings of the selection process
and 70% of respondents either strongly agreed that they felt it was a professional
and engaging process and they felt values as an applicant.
In terms of the advertising slogans or taglines that have been used by various FRS
and also our own, respondents were asked to rate these 1-5 and the results are
shown in the chart below. The results show the weighted average, with several
taglines being popular but those relating to the potential exciting role of an on-call
firefighter and also around the community are most highly rated. The tagline ‘Are you
ready to save a life’ was rated as one of the best taglines and is the previous tagline
that DSFRS used. However, the current DSFRS preference is not to use it as the
Service is seeking to avoid being considered in such a heroic manner since many
incidents are more routine and the Service is seeking to ensure that applicants do
not have an unrealistic expectation of their role. The term ‘make a real difference’ is
one that has perhaps been over used and has become more of a cliché.

Advertising taglines
HELP RESCUE PEOPLE FROM HARM?

2.75

ON-CALL FIREFIGHTERS MAKE A REAL DIFFERENCE

3.9

ARE YOU READY TO KEEP OUR COMMUNITIES SAFE …

3.29

THINK YOU KNOW FIREFIGHTERS – THINK AGAIN…

2.7

BE EXTRA ORDINARY

2.48

IN THE COMMUNITY, FOR THE COMMUNITY

3.01

JOIN OUR CREW

2.43

COULD YOU BE AT THE HEART OF YOUR COMMUNITY?

2.83

TRAIN TOGETHER, WORK TOGETHER, SAVE TOGETHER.

3.56

HAVE YOU GOT WHAT IT TAKES?

3.01

ORDINARY PEOPLE IN YOUR COMMUNITY DOING…

3.68

ARE YOU READY TO SAVE A LIFE?

3.73
0

0.5

1

1.5

2

2.5

3

3.5

4

4.5

DSFRS is currently using ‘From the community, for the community’ which is
something new and reflects the message that On-call firefighters are from and serve
the local community. DWFRS have not used a specific tagline for On-call but for
Wholetime recruitment are using ‘Be One Of Us’ and have used this as part of their
positive action campaign. It could be adapted to use across all staff categories ie
Corporate, Wholetime, On-call and Control.
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Another area that the survey considered was whether there were any perceived
barriers for staff in joining the Service which represent areas that we should seek to
overcome and to inform applicants through say messaging or using Frequently
Asked Questions.
The perception that there is huge competition for the job at 37.4% was perhaps
unexpected and reflects that possibly the general perception may be that demand for
Wholetime jobs is so high and that this may be also reflected across to On-call
firefighters. The highest concern was whether employers would release staff and this
is something that the Service needs to work on to ensure that applicants can be
supported with advice to employers. This is particularly so when you consider that
88% of respondents stated that they were employed. The other high rating was
whether being On-call could be fitted in alongside other aspects of life. This work-life
balance is always a difficult one for the Service and is at the very nub of how we
seek to ensure that On-call stations are sustainable.

Perceived Barriers to Recruitment
WHETHER YOU COULD GET SUFFICIENT TIME OFF…

14.78%

WHETHER YOUR EMPLOYER WOULD AGREE TO YOU…

66.09%

WHETHER YOU COULD FIT BEING AN ON-CALL…

57.39%

THAT YOU HAVE TO REMAIN AT THE STATION… 6.96%
THAT YOU HAVE TO BE INCREDIBLY FIT
THAT THERE IS AN UPPER AGE RANGE

22.61%
16.52%

THAT THERE IS HUGE COMPETITION FOR A JOB
THAT YOU NEED QUALIFICATIONS
ONLY YOUNG MEN CAN BE CONSIDERED

37.39%
13.91%
6.96%

0.00% 10.00% 20.00% 30.00% 40.00% 50.00% 60.00% 70.00%
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Within the survey, we checked to see what staff considered to be the most suitable
role name to tell potential recruits what the job entails. Originally the title Retained
Firefighter was used to describe the role and it was only in 2009 that the title On-call
Firefighter was adopted nationally and advertising toolkits were provided through the
Department of Communities & Local Government (as was). Despite this many FRSs
have continued to use the title Retained Firefighter or used Retained internally and
On-call externally. Within Services, we refer to staff being conditioned to a duty
system with the Wholetime Duty System and Retained Duty System so unless we
change this title to On-call Duty System then the title Retained will continue to be
used. There is also a ‘retaining fee’ that is paid to these staff for being On-call which
again leads to the title continuing to be used. There is a national trade union for Oncall staff and they are called the Retained Firefighters’ Union. It is therefore clearly a
slow cultural shift to move to the new title. The RFU undertake their own Surveys
and their findings from the 2017 survey were that 65% of responses favoured the
titled Retained Firefighter whilst 26% favoured On-call Firefighter (up from 19% in
2014). The RFU survey is open to all existing staff rather than those more recently
recruited and they too recognise that for external advertising, On-call is a better
descriptor.

Most Suitable Role Name
LOCAL ON-CALL FIREFIGHTER

7.59%

PART-TIME FIREFIGHTER

2.76%

COMMUNITY FIREFIGHTER

6.90%

ON-CALL FIREFIGHTER

61.38%

RETAINED FIREFIGHTER
0.00%

21.38%
10.00%

20.00%

30.00%

40.00%

50.00%

60.00%

70.00%

The survey included some free text responses and posed the question as to what
are the 3 best things about working for the Service. We have used a wordle
application on the text in to identify the most frequently used words. The app
removes common English words but does not recognise specific phrases so for
example the word ‘community’ is used to describe being part of the community and
also serving the community.

#Employer Branding: Why should it matter to the Fire & Rescue Service?

23

The responses can be categorised to seek common themes and the following were
most frequently cited. Even these could be reduced further as ‘serving the
community’ is another way of saying ‘making a difference’.

3 Best Things
BEING PART OF A TEAM

56

CAMARADERIE

34

CAREER

5

EXCITEMENT

42

EXTRA INCOME

8

JOB SATISFACTION

33

LEARNING NEW SKILLS

79

MAKING A DIFFERENCE

33

RESPECT

5

SAVING LIVES

10

SERVING THE COMMUNITY

80
0

10

20

30

40

50

60

70

80

90

It is also beneficial to capture the absolute essence of the responses which are best
considered by using examples which best summarise the views of the survey
responses:
Being a very positive member of the village life.
Being there when people really need you.
Giving something back to the community.
Having a job I enjoy and am passionate about.
I get to drive a fire engine in an emergency.
One minute sat at my desk, the next driving to an incident.
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Opportunity to learn important skills and be an integral part of the community.
Providing a valuable service to the public.
Respect and admiration for giving time to do this worthwhile job.
Responding to people in need.
Saving lives - seeing positive outcomes.
Serving the community.
The buzz you get when your alerter goes off as you don't know what you are turning out to.
The variation in ways that we assist and respond to different shouts.
Working in a team to save a life.
Working with a great bunch of firefighters from different backgrounds and with different skills
sets.

The survey also asked for the most important qualities of being an On-call Firefighter and a
wordle has been used to identify the most frequent words. Commitment and team (+player)
and flexibility feature highly. These qualities will help with the development of the Employee
Value Proposition. When the tenses and phrases are standardised the key qualities
become:
Committed, Flexible and a Team Player
with Willingness to Learn and Fitness as the next key qualities

The final question of the survey was an open question to seek any further input on how we
can attract and retain On-call staff and be a great employer of choice. There were a
number of themes that staff gave feedback on. The retainer rates of pay and work-life
balance were the most frequently raised issues. In terms of attraction, the recruitment
process was considered too long from initial enquiry to being on-the-run. Using a
compression process it was possible to highlight the key themes and the feedback in
relation to these which is set out below:
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Advertise through station Facebook page
Incentivise staff to attract new applicants
Increase public awareness of On-call eg a documentary series like the
RNLI.
Put recruitment resources on-line eg YouTube
Attraction

Advertise more on TV, radio
Recruitment training for station based staff
Use the training as a unique selling point to promote the service
Reduce time from showing interest to be being on the run
More flexible in how much cover is given
Appoint mentors to new recruits

Better career paths into Wholetime
Bring in a rota system so that all crew get to ride the pumps instead of
Development the same people all the time
Encourage On-call staff to undertake shifts on Wholetime watches on a
regular basis to encourage integration and to gain operational experience
More on-station training
Employer tax benefits for releasing staff
Employers

Engagement evenings with potential employers to highlight commitments
and benefits of employing On-call Firefighters
Work with local businesses
Incentivise day cover due to recognise additional commitment required
One system of payment for all stations rather than current differences

Retaining
Fee

Pay hourly rate for being On-call
Pay staff who give more cover per month to show appreciation of
commitment
Reward loyalty
Employee Forum
Senior officers with On-call background to understand demands

General

Standardise crew rotas, station training etc
Support with the fitness test
Make all stations co-responder to support SWAST who are struggling
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From the survey of On-call staff it can be concluded that:
















A significant proportion of our more recent joiners are employed rather than
self-employed which reinforces the importance of developing relationships with
Employers in the area.
Although, we have competition from other emergency sector employers, the
Fire & Rescue Service has a distinctive offering in that we are locally based to
the applicants’ homes and the role is serving the local community rather than
society generally. It is also paid and despite concerns about the actual hourly
rate for being On-call, it is still an added benefit when compared with some
other voluntary roles in other emergency services.
Currently, word of mouth is the most effective way of advertising followed by
the station banner. As yet, we have made only limited use of social media and
there is still plenty of scope to do more.
We already have a good idea of what makes it attractive to join the On-call and
this has been re-enforced by our research. However, we do need to be clear
with new applicants that to join the Wholetime service is a very competitive
process.
There are a range of advertising taglines that have been used by our Services
and elsewhere and there is no single tagline which stands out well above the
rest. The tagline that DSFRS currently uses (From the Community, For the
Community) fulfils the intent to succinctly explain to perspective applicants why
they should join and when combined with images of typical Firefighter activity
will show exactly what we are about. It also linked with what staff considered as
the 3 best things about being in the service.
In terms of barriers to joining, being released by employers is high on the
ratings and therefore something that we need to take into account with our
marketing. The work-life balance is also very important and we need to be more
flexible in what we offer.
Using the title On-call firefighter is the most effective way of telling perspective
candidates what the job is about.
Learning new skills and being part of a team are also very important to people
and these are other areas that we can promote within our employer branding.
Generally the application process was well received but it needs to be swifter
from initial interest to appointment.

Analysis of Corporate (Support) Staff Survey
The Corporate Staff survey was circulated to 60 new joiners in DWFRS with an even
split of 50% in each gender group. The same survey was circulated to 51 new joiners
in DSFRS of whom 22 were female and 28 were male. The combined response rate
was slightly higher from female respondents at 58%; therefore there was a balanced
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response rate from each gender group and both groups were sufficiently
represented. The table below indicates the level of overall responses by age range:

Survey Responses
18 – 25

9

26 – 30

4

Age Range

31 – 35

7

36 – 40

8

41 – 45

7

46 – 50

7

51 – 55

11

56 – 60

5

60+

2
0

2

4

6

8

10

12

Responses

Breaking it down into more detail, for DSFRS the age group that provided the highest
level of responses was the 18 to 25 age range as they accounted for 33% of
responses, whereas for DWFRS the highest response rate was from those in the 51
to 55 age group at 21.4%; however, responses were generally balanced between the
other age groups.
Overall, before their application, 68.3% of respondents had an excellent to good
perception of the Fire Services as an employer. However, 25% of respondents said
they had no perception of what the Fire Service was like as an employer before
joining. This indicates that the employer brand and what it is like to work for the Fire
Service has not been communicated effectively to these individuals. There were
comments such as ‘no previous knowledge’ and ‘I didn’t have any information prior
to application’.
We asked whether people’s mobile phone was an important part of their job search
and the main technology device they used for searches and communication. The
responses were fairly evenly split with 51.6% predominantly using their mobile
phone. However when breaking this down to look at specific age groups there is a
clear difference between older and younger respondents. In the 18 to 25 age group,
66.67% respondents indicated that they found their mobile phone to be the main
technology used for job searching whereas the figure was only 36.6% for those in
the 51 to 55 age group. This indicates that it may be necessary to adopt a wide
range of recruitment technologies in order to reach the widest number of applicants
from different age groups and therefore attract a more diverse workforce.
The survey asked respondents to indicate which forms of social media they used the
most outside of work – they were given the options of selecting Facebook, Twitter,
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YouTube, Instagram, Pinterest, Tumblr, LinkedIn or none at all. As could be
potentially anticipated, those in the 18 to 25 age group said that Facebook was their
number one choice of social media at 77.78%, followed by YouTube. This outcome
aligns with those in the older 51 to 55 age who also chose Facebook as most
popular. It is important to consider that the literature review highlighted the
increasing importance of social media outside of organisations with forums where
people can comment on workplaces (such as Glassdoor). Negative and positive
comments in social media about an employer can have a direct impact on the image
it seeks to represent and organisations should be keen to monitor how they are
perceived in this media.

Average Ranking of Social Media for
Personal Use - Weighted Average (1-7)
LINKEDIN

1.38

TUMBLR

0.38

PINTEREST

1.6

INSTAGRAM

1.76

YOUTUBE

2.51

FACEBOOK

4.29

TWITTER

1.68
0

1

2

3

4

5

The most common way of finding out about a vacancy was through the Services’
websites as this was indicated by 35% of respondents. ‘Agency websites’ was the
next highest choice at 28.3%. Only 5% of respondents first heard about the vacancy
through social media. This may be because the Services are not focusing on social
media as a way or publicising vacancies or it may be that individuals are still
searching for jobs through more ‘traditional’ methods.
We asked applicants about what research they did to find out more information about
the Services before applying. 76.6% said that they searched for more information
about the Services (such as priorities, values and areas of work); closely followed by
71.6% who visited the recruitment pages on the website to find out more information.
21% compared the benefits the Services were offering with other employers and
23% spoke to others to gain their opinion of the Services. Only 5% did not do any
research. This demonstrates that information provided on the Services’ websites and
recruitment pages is important to inform applicants and may influence their
perception of the Services as an employer. Although we do not know who the
‘others’ are that 23% spoke to in order to gain their opinion of the Service it is clear
that opinions and views that people have of the Service can have an influence
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applicants. An example of a response is that one respondent said that they had done
‘general web searching on the internet to see what other people have written about
DSFRS as both a service and an employer’.
61.15% of respondents strongly agreed or agreed that the Services’ website
recruitment pages provided them with enough information about the Service and the
job they applied for. Respondents were asked to provide further information around
their responses and a common themes being:





“I think the recruitment site and main site needed to be read in partnership”
“Extra research was needed”
“Not too much mention of specifics of the role – very general”
“Does not mention how flexi hours work, which is a big plus for people”

90% of applicants agreed or strongly agreed that the recruitment and selection
process was professional, engaging and valued them as an applicant (eg
satisfactory job information, application process, interview and selection process).
This is a very positive outcome. However, some of the negative comments received
related to issues with the website application process not being user friendly; feeling
that the process was long winded; and having difficulty in being able to speak with
the new line manger after the interview process.
When asked what benefits applicants were aware of when applying, 31.7% had not
been aware of any benefits at this stage. The table below indicates that overall the
most widely known about benefits are the Local Government Pension Scheme and
the Flexitime Scheme - a clear indication that the message about other benefits is
not widely received by applicants. Taking this on board, the lesser known benefits
such as family friendly policies and supportive health and wellbeing initiatives are
potentially not being tapped into as a ‘draw’ for candidates.

Benefit Awareness
FLEXITIME SCHEME

50.0%

HEALTH AND WELLBEING SERVICES
MENTAL HEALTH SUPPORT INITIATIVES

23.3%
6.7%

LOCAL GOVERNMENT PENSION SCHEME
CHILDCARE VOUCHERS

56.7%
11.7%

CORPORATE DISCOUNTS

8.3%

FAMILY FRIENDLY POLICIES

6.7%

ACCESS TO FUNDED FURTHER EDUCATION

5.0%

‘ON THE JOB’ TRAINING AND INDUCTION
CYCLE TO WORK SCHEME
NOT AWARE OF BENEFITS

25.0%
0.0%
31.7%
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When broken down by Service, 40.48% of DWFRS applicants were unaware of
benefits whereas only 11% of DSFRS applicants were unaware of benefits at this
stage. This backs up the finding the total benefits available to Corporate staff is not
clearly publicised on the DWFRS online recruitment pages whereas DSFRS have a
benefits summary document with each job vacancy.
70% of total respondents agreed or strongly agreed that the process of bringing
them into the organisation after job offer was effective. When broken down by
Service, DWFRS respondents 66.67% thought the process was effective and for
DSFRS the figure was higher at 77.78%. This is significant if considering the impact
this may have on an individual’s first impression of their new employer and would
also influence their initial engagement.
When asked specifically about their induction into their new role, 71.66% of total
respondents agreed or strongly agreed that their induction within their team was
effective. For DSFRS this figure was 61.11% and for DWFRS it was 76.19%. This
process would have a key impact on employee engagement and alignment to the
employer brand and culture of the organisation and would be a key area to have
influence in terms of providing an effective on-boarding process. In contrast only
10% of respondents disagreed or strongly disagreed that their induction was
effective.
85% of total respondents believed that their job was measuring up to the
expectations they had when they joined. For DSFRS this figure is 83.34% and for
DWFRS the figure is 85.71% therefore the figures are generally balanced between
both services. Research previously mentioned has indicated that meeting preemployment expectations is one of the significant elements of retention from an
employer branding perspective so it is encouraging that the dissatisfied figure is
relatively low in this instance.
In a similar vein, the same question was posed but relating to whether the Service
was measuring up to individual’s expectations they had if it as an employer. The
chart below indicates the overall responses where 73.33% agreed or strongly agreed
that this was the case. This figure is encouraging for DWFRS as it is a relatively new
employer (formed in April 2016) and has therefore had to communicate a combined
set of values, behaviours and culture in a relatively short period of time. Research
identified that if a new organisation is able to develop an employer brand and
communicate this effectively it will increase the employees’ affiliation to the new
organisation and improve their engagement.

#Employer Branding: Why should it matter to the Fire & Rescue Service?

31

88.33% of total respondents agree or strongly agree that they would like to be
working for their Service a year from now.
Respondents were asked to rate the reasons why they work for their Service. They
were provided with various options to rate from 1 to 5, where 1 is not important and 5
is extremely important. For the age band 18 to 25 (classed as millennials) 57.14%
said that the most important reason they work for the Service is that they believe in
the values and ethics of the Service. Similarly this was the most important reason
for those in the age band 51 to 55 with 90% stipulating this reason. 55.56% of 18 to
25 year olds found the work the Service does and the benefit it brings to the
community to be a very important reason for why they work for the Service; 50% said
that they worked for the service because they enjoy their job. However, the highest
weighted average score favoured having a work-life balance. 90% of those aged 51
to 55 also rated work-life balance as very important. These findings for the 18 to 25
year olds support the results of the Literature Review where research indicated that
millennials are attracted to an organisation’s mission statement, seek development
and a work-life balance and more than half would consider leaving their employer if
they didn’t have the values they expected.
The table below indicates the overall findings from the combined services’ results
with the most important reasons why people work for the service being that they
value its work, closely followed by work-life balance.
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Reasons for Working for the Service - Weighted Average (1-5)
I ENJOY MY JOB
I HAVE A SAY ABOUT HOW THINGS ARE DONE
THERE ARE GOOD CAREER PROSPECTS FOR ME
TRAINING AND DEVELOPMENT
VALUE THE WORK OF THE SERVICE
VALUES AND ETHICS OF THE SERVICE
I AM A GOOD ‘FIT’ FOR THE ORGN
COMMUNITY HIGH REGARD FOR THE FRS
MY PAY IS FAIR
PENSION
FLEXIBLE WORKING
WORK/LIFE BALANCE
VALUED BY MY MANAGER AND COLLEAGUES
STRONG LEADERSHIP AND MANAGEMENT
OTHER REASONS:

4.45
3.44
3.06
3.46
4.66
4.3
3.87
4.1
3.48
3.83
4.42
4.55
4.11
3.59
3.17

The least important reason for 18 to 25 year olds to work for the Service related to
‘having a say about how things are done’ with a weighted average score of 3.17
whereas having ‘good career prospects’ was least important to 51 to 55 year olds,
with a 2.44 weighted average.
74.57% of respondents agree, or strongly agree, that they would recommend the
Service as a great employer. For DSFRS the figure is 70.59% and for DWFRS it is
76.2%. Following on from this, 96.61% of total respondents are proud to work for the
Service. These positive statistics are significant in terms of engagement and
employees potentially ‘selling’ their place of work to other potential applicants.
As with the On-call survey, the final question was open ended and asked the
respondents to provide suggestions as to how the Service could attract and retain
staff and be a great employer of choice. The majority of responses fell into 7
categories of themes for focus or improvement as indicated below. As clearly
indicated, the theme with the most comments was linked to ‘selling the benefits’.

Category for themes for
focus or improvement

% of comments
received

Communications

5.41%

Improve Induction

13.51%

Leadership

10.81%

Provide more information

13.51%

Recruitment process

10.81%
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Sell the benefits

35.14%

Training and development

10.81%

Examples of feedback in relation to the themes are as follows:
Communications




Communication needs to be improved
Make people understand how they contribute to the
overall service, so that they feel valued

Improve Induction




Implement planning for the integration of new staff
Improved induction process - less dry, more people
orientated, more induction to the full service not just the
area recruited to

Leadership



I believe that clear supportive leadership/direction
would help retain staff
Listen to the staff needs
The middle management has to be right
Management and communication needs to be
improved




Provide more
information









Recruitment
process



More information about the variety of support roles, as
well as firefighters
In my opinion the service is an employer of choice, it's
just people who don't know it's a choice.
Give information to all and update websites more
frequently
Improve the support staff vacancy page e.g.
departments, roles, careers.
I had no idea about the Fire Service, or the sort of roles
that might be available, and had minimal awareness of
what the service does. I think that getting out there and
shouting about what we do, and what roles there are, in
a way that means that people get the message without
having to actively search for us, would help
I think the most important factor for people wishing to
join is the feeling of being part of such a worthwhile
organisation and doing 'my bit', even in the smallest of
ways.
Initially joining the service I found the process very long
winded and difficult.
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Sell the benefits










Training and
development








The flexi time working and encouragement for a healthy
work life balance are second to none
Things like flexible working (which I wasn't even aware
of when I applied), make a huge difference
I think it would help if the flexible working options were
made more obvious as these days a lot of employers
don't offer this
Greater transparency of benefits
Promote the family friendly , health and wellbeing
aspects
Advertise flexi working hours at recruitment stage
Be more vocal about the benefits and culture of working
for the fire service
I think the Service offers a number of incentives that
would attract new staff to joining
Give more training
No one has really looked at my future development
needs for my job or made me aware of what
opportunities are available to me for development
Offer more development opportunities for staff
Improve training for managers
Encourage development through effective performance
management - encourage and make use of the skills of
individuals. Boost motivation through regular team
building and social events

Benchmark analysis of recruitment websites
A qualitative analysis was made of various public sector recruitment websites as a
comparator against the sites of DSFRS and DWFRS. The organisations were
chosen on the basis of being local to DSFRS and DWFRS and their relevance to the
sector. This involved a review of the recruitment pages for:








Dorset Police
London Fire Brigade
Bournemouth Borough Council
Dorset County Council
Wiltshire Council
Devon County Council
Cardiff Borough Council (Winner of CIPD ‘Best Employee Engagement Award’)

The analysis considered the following questions:

#Employer Branding: Why should it matter to the Fire & Rescue Service?

35












Was there an EVP?
Did the EVP distinguish the employer from others?
Is the message clear and unambiguous?
Are the culture and values clear?
Are there clear messages about attracting a diverse workforce?
Is the information about specific jobs clear?
Are there social media links?
Are the benefits of working for the organisation clear?
Are there any messages about community involvement?
What is the overall image of the site – ease of website navigation when
looking for jobs and information about the organisation?

Results of the website reviews were varied, however the sites that stood out as
meeting most of the relevant criteria indicated in the literature review as having a
positive impact on employer branding was Wiltshire Council and Cardiff Borough
Council. Wiltshire Council’s vision and values were clear on the front recruitment
page and there were photographs of people linked to jobs, ie ‘the face of social care’.
There were strong messages about careers and realising your ambition. It was
possible to click on short film clips to meet the people who work there and hear firsthand from employees about their jobs. Visitors to the site could take a Behaviour
Quiz to see if they were the ‘right match’ so it is clear for people to see whether they
are the type of person who is a good fit for the organisation. Social media was key
on the site and there was the facility to Tweet about the role or share it on Facebook.
They are up front about checking Glassdoor to see what employees think so that
they can improve where necessary. ‘Wiltshire Facts’ are shown scrolling through on
the screen to ‘sell’ the county as a place to work. There is an Experience EPIC
document under a ‘What we Offer’ tab which provides a comprehensive guide to the
benefits including social involvement (such as a choir), development and coaching.
All of which must be working as they indicate on their site that in their latest staff
survey, responses reflected strong embedding of the behaviours framework with
95% of staff stating they understand the behaviours that are expected of them; they
have been named the best council to work for in Britain by Glassdoor and between
2012 and 2016 there was a rise of 7% in the number of ‘fully engaged staff’.
Similarly the Cardiff Council site was easy to use and links to further information are
clear- the ‘Why join us’ link details the benefits of working for them very clearly.
There is an ‘Employee Charter’ attached to each job that details their culture and
values and behaviours expected of employees, managers and senior managers.
This page is bright and engaging with images of people that work for the Council with
the strapline of ‘Make the difference’. It is clear that nowadays one of the first
impressions of an organisation for job seekers can be through the advert and
organisation website and therefore it can be critical to get this right. The website has

#Employer Branding: Why should it matter to the Fire & Rescue Service?

36

a huge part to play in the initial presentation of the employer brand and, as
discussed in the literature review, how they are perceived as an employer.
Full information relating to the recruitment web pages can be viewed at Appendix 3.

Engagement Surveys
In 2017 DWFRS completed a staff engagement survey to gauge staff views within
the organisation since its recent formation. There was a 43% response rate and the
employee engagement score from the survey was 68% which is slightly higher than
the 66% UK norm. There were many positives that came from the survey as well as
some areas for improvement. Developments identified related to strengthening
communications; greater employee voice in change management; reviewing
opportunities for staff development; more cross departmental collaboration and,
finally, improving wellbeing through work/life balance, job control and sufficient
resources. At the time it was felt that these were reasonable areas for improvement
given that the Services had combined less than a year ago and staff had been
through a period of uncertainty through a re-structure to a new organisation. Much
work has been undertaken since the survey to tackle the improvements identified.
An ‘Eyes and Ears’ forum has been set up to review and discuss engagement
activities on a quarterly basis, focusing on what the Service is doing in response to
the previous engagement survey. This is an organisation representative group
consisting of existing staff at all levels and teams across DWFRS. They assist with
identifying issues and monitoring how teams are reacting and feeling about new
initiatives and day-to-day activities and promoting the culture of the organisation.
Another engagement survey is due to take place shortly to measure whether there
has been an increase in staff engagement.
Within DSFRS, the Service undertakes a staff engagement survey every two years
and has recently completed the 2017 survey. The survey incorporated 9 key
questions and the responses are currently being analysed but an early indicator of
overall satisfaction with the Service as an employer is as follows:

Agree
Neither Agree or Disagree
Disagree
Don't Know
Blank

Corporate On-call
71%
62%
12%
22%
16%
14%
1%
1%
1%
1%

This is the second time that the survey has been run in this format and the service
has improved its levels of satisfaction amongst staff.
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Engagement Surveys are an important tool to assist in identifying whether the
employer brand is strong and achieving its objective and certainly the areas for
development identified for DWFRS link closely to facets of the employer brand.

Internal Communications
We have reviewed the methods of communication used within DWFRS to pass on
service wide messages to staff.
The main methods of communication with staff within DWFRS are:







Weekly Update – critical information
Monthly news ‘magazine’ – ‘nice to know’ information
Chief Fire Officer’s (CFO) video communications/staff updates
Question Times – telephone in to talk to CFO and his Senior Leadership
Team (SLT)
Staff briefings – workplace visits by SLT
Intranet – various communication areas including the recent introduction of
‘Yammer’ for forming work groups for interaction

It is therefore clear that there are several methods of communication available to
disseminate messages to staff; but we would need to understand more clearly how
the employer brand message is communicated through these means.

6. Conclusion
Our research has identified that the employer brand will have an impact on
attraction, engagement and retention. It is not a concept to be worked on in isolation
but should be embedded into the way we work within our organisations. As such, we
have found that an effective employer brand needs to link to what we aspire to
achieve through our Vision and our organisational purpose within our Mission
Statement. This needs to be underpinned through the people strategy and values
and the planned improvements that we introduce. If the employer brand is authentic
and reflects the experience of employees they will become its major promoters and
supporters and spread the word.
Having identified that it has a clear impact on the employment lifecycle of individuals
and a direct impact on staff engagement it is clearly important for fire services to take
employer branding seriously. From our studies we can therefore conclude that the
original hypothesis concerning Employer Branding is that it does matter to the Fire &
Rescue Service as it provides a framework within which we can ensure that we
maximise the marketing of our employer brand to improve attraction, engagement
and retention within our respective organisations.
It is interesting to note that the concepts identified as being areas where the
employer brand can have significant influence also link closely to four of the five key
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areas of work raised in the national Fire and Rescue Service People Strategy (LGA,
2017) mentioned previously. These are: ‘strengthening leadership and line
management to support organisational change and delivery for customers’;
‘developing cultural values and behaviours which make the fire and rescue service a
great place to work’; providing ‘excellent training and education to ensure continuous
improvement of services to the public’; and ‘strengthening the fire and rescue
services ability to provide good service by diversifying its staff and creating a fair and
equal place to work’.
It is encouraging to see that the research undertaken for this report has provided
some positive affirming results in terms of individuals’ perceptions of the fire service
as an employer. However, we were able to identify key areas where improvements
can be made to ensure that the messages about our employer brand are most
effective in assisting us to attract and retain the best people who ensure we deliver
our vision and mission statements:
 “Passionate about changing and saving Lives” (DWFRS)
DWFRS Vision: We are much more than a Fire and Rescue Service. We are about
helping you to become safer, healthier and to live more independently. Improving
your wellbeing and investing in our future generations is central to our way of
thinking. We will play a key part in supporting our communities and businesses to
grow safely and responsibly. When you need us, we will respond quickly and
professionally to limit distress, harm and economic loss.
 “Act to Protect and Save - to prevent emergencies, create safer communities and
respond, when required, in order to save life” (DSFRS mission statement)
DSFRS Vision: Our vision is to make Devon and Somerset a ‘safer place to live,
work and visit’.

7. Recommendations
A number of themes have emerged from our research into employer branding and
our focus on understanding to what level the employer brand is clear and embedded
within our fire services. This has enabled us to focus on some recommendations to
assist with ensuring a strong employer brand that meets the needs of a diverse
workforce. Within these recommendations consideration should be given to whether
a more segmented approach to communicating the brand may be effective as
different staff groups will be looking for different messages and this may ensure the
greatest buy-in and engagement. The themes that we identified were:





Ensure senior leadership buy-in
Take a ‘Health Check’ of the organisation
Communication of the employer brand to existing and potential employees
Promote the benefits of working for the fire service more widely
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Review recruitment process
Review On-boarding/Induction
Measure the impact of the employer brand

Ensure senior leadership buy-in
Our senior leaders should be clear about the importance and benefits of having a
strong brand as they need to be engaged in defining what the offering is to potential
and existing employees. Our research has identified that if an organisation is able to
develop an effective employer brand and communicate this successfully it will
increase the employees’ connection, loyalty and engagement to the organisation.
Senior leadership buy-in and involvement should be evident throughout the fire
service and will have an impact on the other recommendations listed below. As
discussed below, there should be cross functional involvement in embedding the
brand as it is widely agreed that responsibility for the employer brand does not just
sit with HR.

Take a ‘Health Check’ of the organisation
We need to be clear that managers are ‘living the brand’ and understand whether
there are more improvements that can be put in place.


In DWFRS, there is an ‘Eyes and Ears’ forum. This group is an effective way of
supporting and monitoring the employer brand to shape the culture of the
organisation. This group could have a greater involvement in actively supporting
communication of the employer brand in the other recommendation areas
identified in this report.



Once DSFRS have the results from their staff engagement survey it would be
beneficial to have a similar engagement group to take findings forward.



The Corporate survey indicated that a key draw for working for the fire service
was that people believed in the values and ethics of the Service. Staff also rated
highly the work the Service does and the benefit it brings to the community;
enjoying their job; and having a work-life balance. These findings are useful in
ensuring that these key messages are publicised throughout recruitment, and
sustained in our working culture and practices. Linked to this, research identified
that it was important that the employer brand linked to values, people strategy,
HR policies and the organisation brand. A review to ensure that this is the case
would be beneficial in terms of ensuring a cascade of the values and culture
through all aspects of the organisation and its outward facing employer brand
communication. As well as the messages identified from the survey, this should
take on board the increased focus on growing the diversity of the workforce which
is an important message emerging from national fire service reviews.
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Communication of the employer brand to existing and potential
employees
It has been identified that it is important to engage employees and potential
employees with the brand. A variety of methods of communication should be used to
be able to do this effectively and we have discussed various methods already used
within our fire services to communicate with staff; however, another area for
consideration is to ensure that the culture, values and behaviours continue to be
echoed to existing staff in their appraisals.
The surveys looked at the use of social media and mobile phones and results
indicated that it may be necessary to adopt a wide range of media for
communications (including increased use of social media) in order to reach the
widest number of applicants from different age groups, therefore attracting a more
diverse workforce. As may have been anticipated, Facebook and YouTube are the
main social media used by staff outside of work and there are links to them from the
Service’s online recruitment pages.
It is important to consider that the literature review highlighted the increasing
importance of social media outside of organisations with forums where people can
comment on workplaces (such as Glassdoor). Research concluded that negative
and positive comments in social media about an employer can have a direct impact
on the image it seeks to represent and organisations should be keen to monitor how
they are perceived in this media or indeed take an active role in how they are
represented.


A recommendation would be for each Service to undertake a further review of
how it interacts with various social media in order to promote their vacancies as
well as their positive working environments and cultures.



Similarly, a review of each Service’s website and recruitment pages is important
to ensure that applicants, or indeed members of the public, are suitably informed
and have a strong perception of the culture of the Services as employers.
Increasingly the website is the main source of information about the Services for
people who are external to the organisation and therefore it is key to present our
culture and values effectively. Consideration should be given to increasing the
number of images of staff at work in a variety of different teams (ensuring that
diversity is reflected) with input from staff about what it is like to work for the fire
service.



Our research indicated that ‘ownership’ of the employer brand does not just sit
within HR, but should have involvement and collaboration from teams such as
Communications and Marketing to communicate the brand. Bearing this in mind,
wider consideration should be given to how the employer brand can continue to
be communicated to existing employees – with use of intranet as the ‘driving
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force’ to communicate consistent messages. For external communication, as well
as reviewing the website, evaluation of recruitment literature used at events
should take place as well as considering how fire service presence at community
events/initiatives and careers fairs can be used to more effectively promote the
employer brand.

Promote the benefits of working for the fire service more widely
This is important for public sector organisations where pay increases have been
frozen in recent years and pay is therefore not necessarily at the centre of the
reward package.
Our corporate survey indicated that the most widely known about benefits are the
Local Government Pension Scheme and the Flexitime Scheme - a clear indication
that the message about other benefits is not widely received by applicants. Taking
this on board, the lesser known benefits such as family friendly policies and
supportive health and wellbeing initiatives are potentially not being tapped into as a
‘draw’ for candidates. Similarly, information about staff development opportunities
could be more widely communicated as there was comment from survey
respondents that this would be a factor that would improve their perception of the
Services as an employer of choice.


The benefits of working for the Service should be publicised more widely on the
DWFRS general recruitment information web pages and also linked to the
individual jobs being advertised. There should also be more information about the
counties of Dorset and Wiltshire as great places to live and work.



The benefits are already publicised as an attachment to individual jobs on the
DSFRS website. However, greater publicity on the recruitment information pages
should also be considered along with information about the counties of Devon
and Somerset as great places to live and work.



Both Services should consider an engaging approach to promoting the benefits,
with use of images and comments from staff ‘selling’ how the benefits work for
them.

Review the recruitment process
The majority of Corporate applicants believe that the recruitment process is
professional, engaging and valued them as an applicant. There were only a few
negative comments that emerged from the corporate surveys. It is important to
identify whether the negative comments received are a valid pattern or one-off
issues for individual applicants – comments related to issues with the website
application process not being user friendly; feeling that the process was long winded;
and having difficulty in being able to speak with the new line manger after the
interview process.
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Consider setting up a focus group with recent new starters to identify areas for
improvement in the recruitment process. The Service’s need to be sure there is
complete alignment between what the candidate expects from the employer
brand communicated on the recruitment pages, to what they actually experience.

Review On-boarding/Induction
It is widely identified that induction has a significant impact on employee
engagement and alignment to the employer brand and culture of the organisation.
Therefore a major influence on engagement and identification with the brand would
be to provide an effective on-boarding process.
It is important to ensure that all staff are receiving the same consistent ‘messages’
about the Services on appointment and are having the best possible chance at
integration and understanding of the Services and their values.


For DWFRS a recommendation is to review team induction and the corporate
induction programme as well as the evaluation feedback received from
participants. This review will ensure that it is effectively linking to the employer
brand and delivering the outcomes required.



There is a similar recommendation for DSFRS; however, there may also be
consideration to introducing a formal induction session bringing all new starters
together from every staff group for cross functional integration. This would be an
ideal forum to have a consistent approach to sharing information about the wider
work the Service does as well as re-emphasising its culture, values and ethics.

Measure the impact of the employer brand
As outlined previously there are several ways to measure the success of the
employer brand and it is important to identify the most appropriate before and after
measures taking on board the recommendations above. It will be important to
understand how improving the brand has created value, and increased engagement
and organisational effectiveness.
The recommendation is to review the areas where the Services wish to make the
most in-roads and consider the metric options discussed in the literature review to
identify and provide hard evidence where progress has been made.

Additional on-call Recommendations
For the On-call Firefighters the survey was predominantly used for DSFRS with staff
with up to 9 years’ service providing feedback. This give further insight into how we
can impact the retention as well recruitment which are both aspects of employer
branding and this raised some actions that can be considered for future
improvements alongside other appropriate actions:
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Attraction & Recruitment


Determine our future role for On-call Firefighters through the Service risk
plans so that we can ensure that we are attracting staff for our current and
future requirements.



Use the discovery research from this report to support further workshops to
create an Employee Value Proposition.



Focus attraction on diversity and incorporate the careers available for On-call
and where there are crossover points to Wholetime eg Crew and Watch
Manager selection processes.



The Service website also needs to be compatible with mobile phones since
people are more likely nowadays to access information via a range of devices.



Improve the social media footprint by advertising through selective social
media channels with targeted use of station Facebook and local Facebook job
pages and short YouTube video clips.



Enhance our website with employee profiles/perspectives which are more
personal and tell external candidates what it can be like to work for the
Service.



Service Ambassadors can be created who are active on-line and with training
can create story-led content with employee experiences which will support the
attraction of suitable candidates. Ambassador video footage could also be
used as part of a Service News Desk.



Seek to encourage TV channels/producers to create a life-interest or drama
programme about On-call firefighters either through the National Fire Chiefs’
Council or through direct contact. This would make excellent viewing with the
people stories, scenery and action but also raise awareness of the role.



Train a station lead contact in the importance of diversity and the recruitment
process including how to use the e-recruitment system.



Map the recruitment process incorporating the changes to online testing and
local interviews and ensure that it is clear to managers, staff and applicants.



Monitor the time from enquiry to appointment and use this data to improve
performance.

Working with Primary Employers


Create recognition for employers who are supportive of the work of the FRS
with an On-call Firefighter supporter logo that can be used as part of their
marketing and a framed certificate or plaque to display at their premises. This
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could be presented to the employer by the station with the associated publicity
that can be gained from this.


Keep a register of On-call employer supporters with contact details and send
information periodically to them eg newsletters.



Use this database to help consider the feasibility of an Employer annual
awards evening.



Contact existing On-call primary employers seeking feedback on the benefits
and issues with supporting On-call firefighters.



Provide employer information leaflets which can be distributed to stations for
applicants to give to employers.



Invite perspective applicant employers to visit the local station and learn more
about the valuable service that the station provides and have a go with the
equipment available.

Reviewing the Rewards (DSFRS)


Offer more flexible commitments for cover periods eg 42 hours or annualised
hours through agreement with Trade Unions for a pro-rata retaining fee.



Consider converting set retaining fees to hourly availability payments using
current rates so that staff can flex up or down the cover they give.

Improving the Development of Technical Skills (DSFRS)


Used phased or selective alerting to ensure that only the required numbers
are required to attend at the station rather than having more people then
needed turn-up. This can be combined with a ladder system so that those that
have not been on ‘shouts’ are given higher priority and therefore maintain
their competence.



Allow new recruits to ride the appliance at the earliest opportunity as an
observer/auxiliary once manual handling training is given.



Consider allowing Wholetime staffing to drop below establishment levels
through natural turnover so that there are more opportunities for On-call
firefighters to be part of a staffing pool and to occasionally work a Wholetime
shift. This will enhance their development and support their integration with
Wholetime firefighters as well as making On-call more attractive.



Give further consideration as part of the DSFRS Service Integrated Risk
Management Plan as to whether certain strategic stations can have a parttime commitment for positive hours as well as being On-call.
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Appendix 1 - Support Staff Survey – Employer Branding
BASIC DETAILS:
1. Which age band do you fall within:
□
□
□
□
□
□
□
□
□

18 - 25
26 - 30
31 - 35
36 - 40
41 - 45
46 - 50
51 - 55
56 - 60
60+

2. What is your gender?
□ Female
□ Male
3. How long have you worked for the Service?
□ Less than 3 months
□ 3 to 12 months
□ 13 to 24 months
4. What is the nature of your employment contract, please tick all that apply:
□
□
□
□

Full time
Part time
Permanent contract
Fixed term contract

MAIN QUESTIONS:
5. What was your perception of the Service as an employer before you applied for
your current role?
□
□
□
□
□
□

Excellent
Good
Satisfactory
Poor
Very poor
Don’t know

6. Which of these most popular social media sites do you use outside of work?
Please rank from most to least used (1 being most used and 7 being least used):
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Twitter
Facebook
YouTube
Instagram
Pinterest
Tumblr
LinkedIn
Other
None of the above/I don’t use social media
7. How did you first hear about the vacancy you applied for? Please tick all that
apply:
□
□
□
□
□
□
□
□
□
□
□
□

Local Press
National Press
Specialist Journal
Social Media (eg Twitter, Facebook)
Service Website Recruitment Pages
Agency Website
Word of Mouth
Radio
Job Centre
Poster or Leaflet
FRS Event
Other

8. What research did you do before applying to join the Service? Please tick all that
apply:
□ Checked on Social Media to see what others were saying about the Service as an
employer
□ Compared what benefits the Service was offering with other employers
□ Spoke to others to gain their opinion of the Service
□ Visited the recruitment pages on the Service website
□ Searched for more information on the Service website about the Service
□ I didn’t do any research
□ Other – please advise

9. My mobile phone was an important part of my job search and is the main
technology device that I use for searches and communication:
□ Agree
□ Disagree
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10. I believe the Service’s website recruitment pages provided me with enough
information about the Service and the job I applied for:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

11. I believe the recruitment and selection process was professional, engaging and
valued me as an applicant (eg satisfactory job information, application process,
interview and selection process):
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

12. On application, which of the following benefits of working for the Service were
clear to you (tick all that you were aware of):
□ Flexitime scheme
□ Supportive Health and Wellbeing services (including occupational health,
physiotherapy, counselling, access to fitness equipment, advice and support)
□ Local Government Pension Scheme
□ Childcare Vouchers
□ Corporate discounts for being a Fire Service employee
□ Family friendly policies (eg higher than statutory maternity and adoption pay,
special leave)
□ Potential access to relevant further education
□ Induction and training to support being effective and efficient in role
□ I wasn’t aware of any benefits at the application stage
13. I believe the process of bringing me into the organisation (after I accepted the
job offer) was an effective and positive experience (eg job offer, provision of
contract, induction):
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree
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14. On starting with the Service, I believe my induction into my role within my team
was effective in helping me understand my role and how it fits with the work of
the wider Service:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

15. My job is measuring up to the expectations I had when I joined:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

16. The Service is measuring up to the expectations I had of it as an employer:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

17. I would like to be working for the Service a year from now:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

Any comments:

18. If you did think about leaving in the future, please rank the reasons why this
might be the case (from 1 which is not important to 5 which is extremely
important):
Better career prospects elsewhere
Salary too low
Lack of training and development
Leadership and management of the organisation
Workloads are too high
My job is not as I thought it would be
The organisation is not living up to my expectations
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Other reasons
If other reasons then please state:

19. Please rank the following criteria as reasons why you work for the Service (1 is
not important to 5 extremely important):
I enjoy my job
I have a say about how things are done
There are good career prospects for me
There are relevant training and development opportunities available to me
I value the work the Service does and the benefit it brings to the community
I believe in the values and ethics of the Service
I am a good ‘fit’ for the culture of the organisation
Others in the community have a high regard for us and the service we provide
My pay is fair
Pension
Flexible working
Work/life balance
I believe I am valued by my manager and my colleagues
I believe there is strong leadership and management to take the Service forward
Other reasons
If other reasons then please state:

20. I would recommend the Service as a great employer:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

21. I am proud to work for the Service:
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

22. What else can we do to attract and retain staff and be a great Employer of
Choice?
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Appendix 2: Realistic Recruitment – Survey of Existing On-call Staff
BASIC DETAILS:
1.

How old are you? (Please tick)
□
□
□
□
□
□
□
□
□

2.

18 – 25
26 – 30
31 – 35
36 – 40
41 – 45
46 – 50
51 – 55
56 – 60
60+

What is you Length of Service? (Please tick)
□
□
□
□
□
□
□
□
□

Under 1 year
1 – 2 years
2 – 3 years
3 – 4 years
4 – 5 years
5 – 6 years
6 – 7 years
7 – 8 years
9 years and over

3.

What is your gender? __________________

4.

Do you have employment outside of the FRS? Yes/No*
*Delete as appropriate

5.

Please tick which applies to your role outside of the FRS:
□ Employed
□ Self-employed

6.

How many incidents would you say you personally attend on average per
month (attendances rather than turn-outs)? ___

7.

How many turnouts would you say that you personally attend on average per
month? ___

8.

When considering the types of incident you attend, please rank them in terms
of frequency? (Where 1 is the most frequent and 4 the least frequent)
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Fire
RTC
Co-Responder (if applicable)
Other
MAIN QUESTIONS:
9.

Did you ever previously consider undertaking any other public service role eg
Police Specials, Army Reserves, First Responders, RNLI, Coastguard? Yes/No
(Delete as appropriate)
If yes, which of these? ________________________________
And why did you choose the Fire & Rescue Service over these other choices?

10. When you first joined the Service, how did you hear about the vacancy at your
local station? Please tick all those applicable:
□
□
□
□
□
□
□
□

Word of mouth
Banner at the Station
Local newspapers
Posters, leaflets or postcards
Social Media
Open day
Service Website
Any others:

11. Which statements below best describe what attracted you to join the Service
and how well do you think that these have been fulfilled?
(You only need to rate the statements that you consider as important and for
each of these, please score 1 to 5 where 5 is the highest rating of importance)
Statement

Attraction to
Join
(1-5)

How well
Fulfilled
(1-5)

To undertake an exciting and
challenging role
To keep your community safe
To be a respected member of your
community through the work you do as
an on-call Firefighter
To be trained in new skills
To work as part of a team
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The camaraderie associated with being
part of the Service
Additional pay and pension benefits to
help support you through life
To progress to a full-time career in the
Fire & Rescue Service
Other – please state

12. Please rate the following advertising messages in terms of whether you
consider them realistic and motivational in encouraging new recruits to apply:
(Please score each one 1 to 5 where 5 is the highest rating)
Are you ready to save a life?
Ordinary people in your community doing extraordinary work
Have you got what it takes?
Train together, Work together, Save together
Could you be at the heart of your community?
Join our crew
In the Community, for the Community
Be Extra Ordinary
Think you know firefighters – think again…
Are you ready to keep our communities safe every day?
On-call Firefighters make a real difference
Help rescue people from harm?
Can you suggest any other suitable messages?

13. Did you believe that there were any barriers to recruitment as an on-call
Firefighter?
(Please tick any that you thought might have been barriers):
□
□
□
□
□
□

Only young men can be considered
That you need qualifications
That there is huge competition for a job
That there is an upper age range
That you have to be incredibly fit
That you have to remain at the station rather than providing cover from your
home or work
□ Whether you could combine being an on-call Firefighter with your other
activities
□ Whether your employer would agree to you being on-call
□ Other – please state below
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14. Please describe the 3 best things about being part of the Fire & Rescue
Service:
15. What do you consider are the most important qualities to be an On-call
Firefighter?
16. role name best tells potential new recruits what we do? Please tick one of the
following:
□
□
□
□
□

Retained Firefighter
On-call Firefighter
Community Firefighter
Part-time Firefighter
Local On-call Firefighter

Any other suggestions for the role name?
17. Please rate the recruitment and selection process in terms of whether it was
professional, engaging and valued you as an applicant (eg job information,
application process and selection process): (Please tick)
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

18. Is your job measuring up to the expectations you had when you joined: (Please
tick)
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

19. Is the Service measuring up to the expectations you had of it as an employer
when you joined: (Please tick)
□
□
□
□
□

Strongly agree
Agree
Neither agree nor disagree
Disagree
Strongly disagree

20. What else we can do to attract and retain On-call staff and be a great employer
of choice?
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Organisation






DWFRS

DSFRS

Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

‘Be one of us’ is tagline for Wholetime
FF recruitment. There is no tagline for
On-Call or Corporate staff. The
Recruitment home page has links to
different staff groups, Volunteering,
values and behaviours, pay policies.
There is the Service badge on the
recruitment home page – text, no
pictures. Possible to search for
vacancies by contract type, working
hours, location etc.
There is no EVP stated.
Access to Values and Behaviours is on
a link on the recruitment home page.
This goes to a page that provides a
service statement re behaviours and a
link to download the full Behaviour
doc. Includes a picture – not all text.
Can click on a link to complete
behaviours self-assessment.
‘Working for us’ page has separate
links off to On-Call, Wholetime and
then Current Vacancies (non-uniform



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Link to E&D.
‘Passionate about
changing and saving
lives’ mission
statement is
pictured. Page
about commitment
to E&D - and link to
an Equality
Information Report.

Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
Easy to navigate and find
information out about the
Service.
Specific job info includes JD and
PS and application guidance
notes.
Social media links to Facebook,
Twitter, YouTube and LinkedIn
are at the bottom of the
recruitment home page.

All the logos for
Positive about
Disabled People,

Site is easy to navigate and
consistent in approach and use
of logo and red colour theme.

Support staff advert contains
information on salary, pensions
scheme and annual leave

Are there clear
messages about
attracting a diverse
workforce?
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Investing in Volunteering logo is at
the bottom of the page – very small.
However, Volunteering is a clear
link to access on the recruitment
home page – when access the page
there is a picture of volunteers at
work and also a statement about
opportunities and the benefits of
volunteering.
Education information about
working with young and vulnerable
people is only clear from Service
home page.
Benefits are not obvious. They are
not on the recruitment home page
or linked to specific vacancies.
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Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

staff group not specifically
mentioned). Empty box in centre of
page – IT issues with my laptop or
error on site?
There is no obvious EVP on home
page.
Values and Behaviours framework is
stated in the job advert – but no link
to where you can get further or more
detailed information.

Dorset Police

‘Be part of something more’ is the
message on page 1. Functional site
that provides process information. No

Are there clear
messages about
attracting a diverse
workforce?

Stonewall etc are at
the bottom of
recruitment pages.
Need to go back to
Service home page
to click on a
separate link to see
E&D statement and
information. Use of
picture – not all text.
There are other links
from here to Positive
Action (pictures
used of female FFs);
also core values in
detail, equality
objective etc – very
detailed
information.
There is a link to
click on to take you
to a page on Positive
Action. All Text – no
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Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
At bottom of home page there is
ability to link to Facebook,
Twitter and ‘share’ with other
social media (very small).



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Use of graphics is limited.
Images of people are not used
up front. Consistent layout.
Easy to click on links and find

Salary is quoted in advert – but
other benefits are not clearly
visible. Attendance management

entitlement. There is an Additional
Information Factsheet attached to
jobs that lists the benefits – it is not
obvious that this is the benefits
until you click into it.
Information on volunteering or
whether this is an option is not
clear.
Work with young people is clear
from home page.
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London Fire
Brigade

Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

Are there clear
messages about
attracting a diverse
workforce?

images other than police badge/logo.
Not eye catching.
There is a link to the values and
priorities and the code of ethics and
Police and Crime Plan. Easy to click on
links to find out info about the force –
various stat’s on crime rates etc

images. You can fill
in a form on line to
have contact from
someone who will
discuss whether you
need any assistance.

‘Join London FB’ is at the top.
Large boxes across the page entitled:
 How to Apply
 Benefits
 Inclusion
 Health and Safety
YouTube box with a film ‘Recruitment
Start a new career’
Large logos for Stonewall and Positive
About Disabled People.

Large link from
home page takes
you to Inclusion
message with large
image of Rainbow
fire engine.
Statement about
commitment and
strategy for E&D
Pictures of people
and comment from
black FF and female
Station Manager.

Vision and values are not clearly
evident on the recruitment home
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Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
out more information.
Traditional formal approach. JD
and PS criteria are very detailed
and lengthy – lots of lists.
Twitter, Facebook, flickr and
YouTube are available – but
greyed, so not standing out. At
bottom left of page under ‘other
sites’
Colour theme of red is on each
page with LFB logo.
Information about the jobs is
clear – a JD is provided for each.
Links to social media are at the
bottom of each individual job
advert and not on the
recruitment home page.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

document is part of the job
information!
There are links to click on to find
out about volunteering in
administrative roles.

Large link from home page
describes benefits that are for
operational and non-operational
roles. Mention flexible working,
pension, childcare, annual leave etc.
No information about volunteering
is evident on the recruitment home
page.
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Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

Are there clear
messages about
attracting a diverse
workforce?






Bournemouth
Borough
Council

page. There is a separate page for
careers that you do not appear to be
able to link to from the recruitment
page – but can only get to from LFB
home page. ‘Protecting the future of
others’ is a statement that may be an
EVP.
Under FF recruitment is a picture of a
home safety check taking place (rather
than a fire picture).
It is not obvious about where to
access the behaviours/values.
Initial landing page has a picture of the
head office to link off to recruitment
page. Play box short film clip near top
of recruitment page ‘selling’
Bournemouth as a coastal location
and lifestyle – destination to live and
work. Use of images to demonstrate
volunteering, social care, E & D with
links to find out more information.
Links to finding out information about
living in Bournemouth, the benefits of

E&D info is followed
from a link from first
recruitment page.
Application advice
covers ‘disability
confident’ – no
images – text only.
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Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
Is info about specific jobs
clear?
Social Media links?

Logo and ‘Building a Better
Bournemouth’ mission
statement is on every page.
Consistent approach. Easy to
navigate. JD and PS are
available and clear with a
section for ‘Career Path Linked
to this Post’ to give wider
picture of future prospects. Not
clear where to find more
detailed info on ‘Qualities and



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Link from page one to all the
benefits. Gives detail about flexible
working, pension, family support,
wellbeing, cycle to work etc. Text –
no images.
Volunteering is a link from first
recruitment page.
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Dorset County
Council

Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

working for BBC and Learning and
Development.
It is not clear on recruitment pages
where to find the vision, behaviours
and values (‘Qualities and Attitude’).
The Application Advice link doesn’t
provide info on what you will be
assessed against – the behaviours
expected are on the JD but it is not
clear where to find descriptors.
The recruitment pages are for
Combined job page for North Dorset,
Purbeck DC, Christchurch and East
Dorset and Dorset CC. Mission
statement – ‘Dorset for You’.
Segmented – can take you to the
‘Proud to Care’ page for social care
jobs.
There is a current feed of Tweets
about jobs on top right of page. Tab
on living in Dorset and quality of life
(image of countryside) with links to
tourist information.

Are there clear
messages about
attracting a diverse
workforce?



Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
attitude’ other than those listed
on the JD.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Not easy to navigate back to
home page from Recruitment to
get more info about the Council.
Social media links not evident on
home recruitment page.
Very small link to
E&D statement at
the bottom of the
page like a footer –
sits next to link for
terms and
conditions of the
website, Privacy and
Cookies, Accessibility
– not very
prominent.
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Tabs for ‘Working for us’,
‘Benefits’, ‘learning and
development’. Each one
provides more detailed
information. Working for us has
images of employees and their
story about working for the
council – a personal approach.
There is a link to each councils
learning and development
opportunities for employees.
Text only.

There is a Benefits tab that goes
into detail about rewards and
benefits including increments,
pension, health and wellbeing, work
life balance, support available etc –
a good level of detail – Text only.
Not clear as it is a combined site for
several councils
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Wiltshire
Council (EPIC)

Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

Vision and values clear on front
recruitment page. Photographs of
people link to jobs, ie the face of
Social care, Apprenticeships. Strong

Are there clear
messages about
attracting a diverse
workforce?



Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
Easy to navigate and can search
for jobs by location, type and a
headline tells you how many
jobs are currently available.
Links to Facebook, Twitter,
YouTube along bottom of page.
Info on jobs is available through
JD and PS etc and a document
showing behaviours. There is
also a context statement that
shows where the role sits in the
team and the wider picture
about the role and context of
the work and the team to the
organisation. Links to Facebook,
Twitter, flickr, Google Plus at
bottom.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Photo’s on front
page are of white
women and men
with a mix of ages.

Easy to search for jobs. Advert
is clear with easy access to JD
and Behaviours from the advert.
Map of location of role is near

There is a tab for ‘what we offer’.
Can click on an Experience EPIC
guide to understand the benefits –
covers flexible working, pensions as
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Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

message about careers and realising
your ambition. Can click on short film
clips to meet the people who work
there ‘Live Work Explore’, ‘Live Work
Innovate’, ‘Live work Care’. Consistent
and clear – Hear first hand from
employees about roles. Can take a
Behaviour Quiz on page 1 to see if
you’re the ‘right match’ – tells you
what they are looking for and the sort
of person you need to be to work for
them.

Are there clear
messages about
attracting a diverse
workforce?

Equality and
Diversity
information is
included in the
Experience EPIC
document under’
What We Offer’ tab
on front page.
Photo’s are less
obvious in terms of
reflecting disabled
employees or BAME.



Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
the bottom and also the facility
to Tweet and share the role on
Facebook, LinkedIn or by email.
‘Wiltshire Facts’ are shown
scrolling through different
information at the bottom
‘selling’ the county as a place to
work and the organisation in
terms of its engagement stat’s
etc.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

well as social involvement (eg
choir), development & coaching.
Up front about using Glassdoor to
check what employees think so they
can improve. Pictures of working
environment and lots of pictures of
staff at work. #LoveWhereYouWork
#3BestThings – YouTube clips from
staff who tell why they love working
there. Health and Wellbeing,
community are covered here as
well. Very comprehensive in getting
across values.
Opportunities to volunteer are clear
on front page.

Devon County
Council

Find a link from DCC home page to
‘Search for Job vacancies’ this links to
a page that lists all jobs vacant. Need
to click on tabs to get information
about specific work areas and advice

Need to link to
specific authorities
where the vacancies
are based.

#Employer Branding: Why should it matter to the Fire & Rescue Service?

Navigation is mixed – it is all
there but you need to look for it.

Need to link to specific authorities
where the vacancies are based.

JD is available for DCC jobs and
encompasses PS, Health &

Cannot see specific link to Benefits
for DCC jobs.

63

Organisation






Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

on applying. ‘Devonjobs’ is the tagline
for the page but not EVP visible as it is
a landing page for jobs from various
public sector bodies in Devon. Need
to link to each separate job to
understand more about where you
are applying to.
The route to applying for a job is
mixed - for DCC jobs it is online via this
site or need to contact each individual
advertiser and potentially request a
paper copy or have application info
emailed to you.

Cardiff Council
– Best
Employee
Engagement
Award (CIPD)

Map showing job location is provided.
Once you have accessed a DCC job the
link to behaviours, values etc for the
council are not evident.
Text based job pages with Council logo
at the top. There is no obvious EVP.
Home page is geared around
searching for jobs and facility to

Are there clear
messages about
attracting a diverse
workforce?

No obvious info for
DCC jobs in this area.



Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
Safety info and JE factor
information. Structure chart for
team where job is based is also
available.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

Links to social media are not
evident on recruitment home
page. Only once you click into a
specific job are links to social
media available to ‘like’ and
‘share’ only.

There is an Equal
Opportunities
statement attached
to each job vacancy
to be opened along

#Employer Branding: Why should it matter to the Fire & Rescue Service?

Site is easy to use and links to
further information are clear.
All text (other than council logo)
– no pictures.

‘Why join us’ link details all the
benefits clearly.
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Is there an EVP – tagline?
Does it distinguish the employer
from others?
Is the message clear and
unambiguous?
Are culture and values clear?
Vision, values and behaviours?

search by location, job category,
salary, working hours etc.
There is a link to information about
living in Cardiff, and also a link to
information about the council. This
provides info on their key areas of
responsibility and their corporate
plan.

Are there clear
messages about
attracting a diverse
workforce?

with JD, PS etc. It
outlines their
commitment to ED.



Professional image and
ease of website navigation
when looking for jobs and
organisation information.
Are graphics recognisable
and consistent?
 Is info about specific jobs
clear?
 Social Media links?
Info attached to jobs is clear –
PS, JD, E&D statement,
Employee Charter, Application
Guidance.
No links to social media on
home page.



Are the benefits of working for
them clear?



Are messages about
community involvement,
volunteering?

There is an ‘Employee Charter’
attached to each job that details
culture and values and 9 behaviours
expected of employees, managers and
senior managers. This page is bright
and engaging with pictures of people.
Strapline here is: ‘Make the
difference’

#Employer Branding: Why should it matter to the Fire & Rescue Service?
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