RECRUITMENT & RETENTION

Guide to Measuring Public Safety
Recruitment From First Click
Through Retention

Recruitment measurement should continue beyond clicks and applications.
Track whether prospects receive follow-up, complete onboarding, become
qualified and remain active.
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IN SHORT

A practical guide to measuring public safety recruitment sources, inquiries, follow-up,

applications, onboarding, qualification and long-term retention.

Public safety recruitment programs often measure what is easiest to count:

impressions, clicks, form submissions and applications.

Those numbers describe attention. They do not show whether the department
contacted the prospect, whether the person visited, completed onboarding,

became qualified or remained active.

A campaign that generates 100 inquiries and produces two active members may
be less effective than a targeted effort that generates 20 inquiries and produces six.
The department cannot understand that difference without connecting

marketing, follow-up, selection, onboarding and retention.



This guide establishes a practical recruitment funnel for volunteer, career and

combination public safety organizations.

Define the Recruitment Outcome

Begin with the staffing or membership need.

The department may need:

e Volunteer firefighters e Administrative or support members
e EMTs or paramedics e Junior or explorer participants

e Career applicants e People available during specific hours
e Drivers and operators e Candidates for a future academy

Define what success means for each role. An inquiry, completed application,

accepted member and qualified operational participant are different outcomes.

Identify the time horizon. Some campaigns support immediate vacancies. Others

build a prospect pool for future testing or academy dates.

Establish Standard Funnel Stages

Use consistent stages so reports mean the same thing over time.

A practical funnel may include:

n Reached: The person saw or received the campaign.
a Engaged: The person clicked, watched, attended or requested information.

B Inquiry: Contact information and interest were captured.



Contacted: A meaningful personal response occurred.

Qualified prospect: Basic eligibility and interest were confirmed.

Visit or event: The prospect attended a station visit, information session, ride-along

or recruiting event.

Application started: The formal application process began.

Application completed: Required application information was submitted.

Selected or accepted: The department approved the candidate.

Onboarding started: Paperwork, orientation and initial assignments began.

Onboarding completed: Initial administrative requirements were finished.

Operationally qualified: Required progression or academy milestones were

achieved.

Active at six months: The person remained engaged.

Active at one year: The person remained and met defined expectations.

Career agencies may add testing, interviews, conditional offers, background
investigations and academy completion. Volunteer departments may add

membership votes, probation and participation requirements.

Track the Source Correctly

Record how the person first discovered the opportunity and which later contacts

influenced action.



Sources may include:

e Organic search e Job board

e Paid search e Trade publication

e Social media e Email

e Department website e Direct outreach

e Member referral e Partner organization
e Community event e Recruitment night

@ School or college

Use campaign links, form fields, QR codes and CRM tracking where practical. Also
ask the prospect. Digital attribution can miss conversations, word of mouth and

offline exposure.

Separate first-touch source from most influential source when possible. A
candidate may first see a social post, then speak with a member and finally apply

after a station Visit.

Measure Response Time

Time to first personal response is one of the most important recruitment metrics.

Track:

e I[nquiry timestamp e First successful conversation
e Automatic confirmation timestamp e Assigned recruiter

e First personal attempt e Next planned action

An automatic email is not personal follow-up. Set a service standard appropriate

to the department, ideally the same day or within one business day.



Review response time by source, recruiter and day of week. A campaign launched
Friday evening should not leave interested candidates unanswered until the

middle of the next week.
Record Follow-Up Activity
One unanswered email should not close a prospect.

Track contact attempts across approved channels, including date, method, result,
question and next action. Use a purposeful sequence that adds value rather than

repeating “Are you still interested?”

Possible steps include:

e Personal welcome e Training explanation
e Role and eligibility information e Application assistance
e [nvitation to visit e Reminder tied to an event or deadline

@ Member introduction

Establish when an inactive prospect moves to long-term nurture and how the

department handles a person who asks not to be contacted.

Measure Visits and Events

Station visits, recruitment nights and information sessions frequently determine

whether a prospect can picture joining.

Track:

@ I[nvitations @ Attendance

e Registrations e No-shows



e Host or assigned member
e Role interest

e Questions or concerns

e Nextaction

e Application conversion

Compare different event types. A large open house may generate broad awareness,

while a smaller role-specific session may produce more completed applications.

Collect feedback shortly after the visit. Ask whether the experience answered

questions and whether the person understood the next step.

Measure Application Friction

Track the number of people who start and complete the application, the time

required and where candidates stop.

Review:

e Required fields e Scheduling delays

e Mobile usability e Duplicate information
e Document requests e Communication gaps
e Background and medical steps e Decision time

Some requirements are necessary. Measurement helps distinguish legitimate

screening from avoidable administrative friction.

Contact candidates who abandon the process when appropriate. Their feedback

may reveal unclear instructions or a delay the department can correct.



Track Selection Without Hiding the Reason

Record outcomes consistently: accepted, ineligible, withdrew, no response,

deferred or not selected.

Use defined reason categories while protecting confidential information.
Examples may include eligibility, scheduling, incomplete process, background,

physical requirements, role mismatch or candidate choice.

This helps leadership understand whether marketing is attracting unsuitable

candidates or whether the selection process is losing qualified people.

Do not use reports to create shortcuts around fair and lawful selection practices.

Connect Recruitment With Onboarding

Recruitment does not end when the candidate is accepted.

Track administrative onboarding:

e Required forms e Mentor assignment
e Orientation e [nitial schedule

e Policies and acknowledgments Training enrollment

e Gear and access e Outstanding tasks

Measure time from acceptance to onboarding start and completion. Long gaps can
cause a motivated new member to disengage before meaningful participation

begins.

Assign responsibility for every stalled item. The delay may belong to the

candidate, the department or an outside requirement.



Measure Progression and Qualification

For operational roles, track movement through defined milestones.

Examples include:

e Orientation complete e Academy start and completion
e Exterior or support qualification e Officer sign-offs
e EMT course enrollment e Probation completion

e Driver progression

Measure time between stages, available training opportunities and where people
stall. A department should not blame a member for slow progression when

required drills or evaluators were not available.

Use the information to improve training capacity and expectations.

Measure Retention and Participation

Retention is more than whether the person's record remains active.

Define meaningful engagement for each role. Measures may include calls, shifts,

training, meetings, committee work, events or assigned responsibilities.

Review retention at six months, one year and later intervals. Compare by source,

campaign, role, cohort and onboarding experience.

Avoid treating a participation decline as proof that someone should leave. It is a
signal for a conversation. Work, family, health, conflict, training access and

leadership can all affect engagement.

Calculate Useful Conversion Rates



Important conversions include:

e I[nquiry to personal contact e Completed application to acceptance
e Contact to qualified prospect e Acceptance to onboarding completion
e Prospect to visit e Onboarding to qualification

e Visit to application e Qualification to six-month retention

e Application start to completion e Inquiry to one-year active member

Calculate rates by source and role, not only in total. A channel may generate fewer

inquiries but much stronger long-term results.

Use conversion rates with actual counts. A 100 percent conversion from two

prospects is not automatically a scalable strategy.

Measure Cost and Effort

Include advertising, creative, events, technology, staff time, incentives and outside

services.

Useful measures include:

e Cost per inquiry e Cost per accepted candidate
e Cost per qualified prospect e Cost per qualified member or employee
e Cost per completed application e Cost per one-year retained person

Volunteer time still has value even when it is not paid. Tracking effort helps

leadership understand which campaigns consume significant capacity.

Do not choose the lowest-cost source automatically. Quality, role fit, speed and

retention matter.



Create a Recruitment Dashboard

A useful dashboard should answer:

How many active prospects exist?

Who has not received timely follow-up?

What is the next action?

Which sources produce qualified and retained people?
Where are candidates stalled?

How long does each stage take?

Which roles or schedules remain underserved?
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How do current results compare with prior periods?

Allow recruiters to work from the dashboard rather than producing a report after
the fact.
Protect applicant information with appropriate permissions and retention rules.

Establish a Review Rhythm

Use several review levels:

e Weekly: New inquiries, overdue follow- e Semiannually: Qualification and early
up and next actions retention

e Monthly: Funnel volume, response e Annually: One-year retention, role gaps
time, events and stalled applications and long-term strategy

e Quarterly: Source quality, conversion,

campaign cost and onboarding



Every review should produce decisions. Assign follow-up, change a campaign,

correct an onboarding delay or investigate a retention pattern.

CHECKLIST

Recruitment Measurement

Confirm that the department:

Defined the staffing or membership need Uses standard funnel stages

Tracks first and influential sources Measures personal response time

Records contact attempts and next actions Tracks visits and events

Measures application completion and Records selection outcomes consistently

delays
Connects recruitment to onboarding Tracks progression and qualification

Measures active retention Calculates conversion by source and role

OO0 OoOo0daod

Includes cost and organizational effort Protects applicant data

Reviews results on a recurring schedule

Ooood OoOoo0Ood

Frequently asked questions

What is the most important public safety recruitment metric?

No single metric explains success, but time to first personal response and the
number of prospects who become qualified, retained members or employees

are especially important.

Should a department track clicks and impressions?



Yes, as measures of reach and engagement. They should be connected to
inquiries, applications, qualification and retention rather than treated as final

outcomes.

How quickly should a recruitment inquiry receive follow-up?

Ideally the same day or within one business day. Departments should set a

standard they can support and establish backup coverage.

How long should recruitment data be retained?

Follow applicable employment, membership, privacy and records-retention

requirements. Collect only necessary information and restrict access.

How should member referrals be measured?

Record the referring member and follow the prospect through the same
funnel. Measure long-term outcomes, not only the number of names

referred.

Why measure retention by recruitment source?

Sources that generate high inquiry volume may produce weak long-term fit.
Retention helps the department understand which channels create lasting

value.



Can a spreadsheet track recruitment metrics?

A spreadsheet may support a small temporary process, but shared ownership,
reminders, activity history, permissions and lifecycle reporting usually

require a more structured system as volume grows.

For the broader campaign and follow-up framework, read Maximizing

Recruitment Marketing for Volunteer Fire and EMS Departments.
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