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BACKGROUND 

Delivering a 480% increase in successful 

hires through a more creative approach. 
Surrey Police needed to recruit more detectives.  

The challenge is that it’s a unique role. You either ‘grow your own’ – or recruit from other police 

forces. 

And whilst Surrey Police had programmes in place to develop new detectives, they needed a number 

of experienced detectives. 

Previously they had advertised on various police websites, with little success.  

TMP Worldwide suggested a different approach, with a creative video at the heart of the campaign, 

supported by social media, to reposition Surrey Police as an exciting place to work.  

We believed that by encouraging detectives to watch the video, we’d be able to prompt them to 

have an informal meeting with Surrey Police and subsequently apply. 

The campaign was highly successful – measured both by internal and candidate feedback and hard 

metrics. 

BACKGROUND 

Surrey Police are often in the shadow of The Met. There’s a perception that only detectives serving 

in the big city get the chance to work on big cases and solve serious crime. Surrey is seen as 

somewhere you take your family, play golf or go for bike rides in the summer. The perception is that 

it’s quiet and boring. But the truth of being a Surrey Police detective is quite different. It’s complex. 

It’s challenging. And it’s rewarding.  

Surrey Police looked to run some advertising on police websites – the same approach they had 

always relied on.  

TMP proposed creating a video that would break common perceptions, and help to recruit 

experienced Detective Constables from other forces. We needed to show this target audience they 

could have the career and development they wanted, while reassuring the public that they’re well 

protected and that Surrey is a safe place to live.  



Involving key stakeholders 

TMP worked closely with key stakeholders in HR & Communications at every stage of the project. 

As the recruitment video was viewable on social media, we recognised that it would be seen by a 

wider group of stakeholders – including the community, local politicians and existing staff and 

needed to bear this in mind when developing the messaging. 

We met with Nick Ephgrave (Chief Constable) and Jane Harwood (Assistant Chief Officer – 

responsible for all people services) at the scoping phase and also prior to the final edit.  

We conducted research to understand why detectives worked for Surrey Police and, based on this, 

developed the underlying proposition ‘Be the detective you have always wanted to be’.  

We wanted draw out the key facts around the nature of the work, levels of supervision & support 

and the benefits package which we knew would stand out and resonate with our target audience, 

inspiring them to uncover the truth in Surrey.  

So, adopting a compelling TV documentary trailer style, we worked with the filmmaker behind the 

groundbreaking BBC2 series ‘The Detectives’ to shoot it - making the result truly cinematic. At every 

stage, we worked closely with the detective team to ensure our film was as close to reality as 

possible.  

It was crucial to involve real detectives in the video - they’re the ones with the true stories about 

how Surrey helps them be the detective they want to be. By conducting audio interviews with the 

detectives we were able to match powerful statements with the visuals, completely avoiding 

standard ‘talking heads’.  

To further enhance the candidate experience throughout the recruitment process, Surrey ensured 

the detectives featured in the film met candidates before they applied. 

Please view the video at this link: https://www.youtube.com/watch?v=P00i5vxPJww 

 

https://www.youtube.com/watch?v=P00i5vxPJww


 

 

SEEDING THE FILM ACROSS SOCIAL MEDIA 

The video was launched internally, with current detectives encouraged to share it across discrete 

police channels. In addition TMP targeted editors of policing websites and blogs – many of whom re-

shared the information and bought promoted posts on key policing community sites.  

Over 6,000 clicks throughs were generated on social media including Facebook, LinkedIn, Twitter, 

and Instagram. 

THE MEASUREMENT 

Surrey Police hadn’t expected the campaign to be so successful - they thought a handful of people 

might apply. But the results have really impressed them. They also loved that the detectives we 

filmed enjoyed their experience.  

Surrey Police told us: 

“We were blown away by it” 



“New starters love the video” 

“We still get comments now about how good the video is and it’s still on our website” 

The results they reported include: 

 Over 3,000 views on YouTube 

 Ongoing interviews and enquiries, with 24 hires in 9 months (up from 5 hires in 13 months 

previously) 

 Candidates mostly from the Met, as well as neighbouring forces – one new starter from 

Australia 

 Turning enquiries into hires within 6-8 weeks including notice periods 

 With the typical cost to train a new starter as much as £100,000, this campaign built around 

attracting experienced detectives proved dramatically cost effective at £1,250/hire 

 

 


