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11 Reasons Why You're Not Getting the Right Applicants to Join Your Team
Critical Recruitment Challenges in the Helicopter Industry
A Comprehensive Guide for HR Managers, Maintenance Managers, Flight Operations Managers, and Managing Directors


Executive Summary
The helicopter industry faces an unprecedented recruitment crisis. With a global shortage of qualified pilots and engineers, combined with an ageing workforce and increasing operational demands, organisations are struggling to attract and retain the talent they desperately need. However, the problem often isn't the lack of available candidates—it's how organisations approach the recruitment process itself.
This comprehensive guide examines eleven critical reasons why helicopter companies and MRO facilities fail to secure the right applicants. More importantly, it provides actionable solutions to transform your recruitment strategy from a reactive, time-consuming burden into a strategic advantage that positions your organisation as an employer of choice in this competitive market.
Whether you're an HR Manager wrestling with high vacancy rates, a Maintenance Manager struggling to fill critical engineering positions, a Flight Operations Manager facing pilot shortages, or a Managing Director concerned about the impact on your bottom line, this document will help you understand why your current approach may be failing—and how to fix it.


Introduction: The Hidden Cost of Poor Recruitment
Every empty seat in a cockpit and every unfilled position on the hangar floor represents more than just a vacancy—it represents lost revenue, increased stress on existing teams, compromised safety standards, and damage to your organisation's reputation. In the highly specialised helicopter industry, where skills are scarce and the stakes are high, getting recruitment right isn't just important—it's business-critical.
Yet despite the importance of recruitment, many helicopter operators and MROs continue to make the same costly mistakes. They post vacancies and wait for the perfect candidate to appear. They take weeks to respond to applications. They fail to communicate with candidates during the selection process. They underestimate the time and resources required for effective recruitment. And they wonder why the right people aren't joining their teams.
The reality is stark: in today's competitive aviation market, poor recruitment practices don't just fail to attract talent—they actively repel it.
Skilled pilots and engineers have choices. They research companies online. They talk to colleagues about their experiences. They assess how organisations treat them during the application process. And increasingly, they're choosing to work elsewhere or leave the industry entirely when faced with unprofessional, slow, or disrespectful recruitment experiences.
This guide doesn't pull any punches. It addresses the uncomfortable truths about why your recruitment efforts may be failing and provides practical, implementable solutions based on industry best practices and real-world experience. Some of what you read may challenge your current assumptions or practices. That's intentional. Change is necessary if you want different results.
Let's examine the eleven critical reasons why you're not getting the right applicants—and what you can do about it.
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1. You're Not Replying to Candidates Quickly Enough
The Problem
Speed matters. In today's fast-paced job market, the window of opportunity to engage with top candidates is measured in hours, not days or weeks. Yet many helicopter organisations take five, seven, or even fourteen days to acknowledge an application, let alone arrange an interview. By the time you respond, your ideal candidate has already accepted another offer, lost interest, or formed a negative impression of your organisation.
Consider this scenario: A highly qualified helicopter engineer with turbine experience, an EASA Part-66 B1.3 license, and five years of offshore experience applies to your organisation on a Monday morning. They're actively job hunting and have applied to three companies, including yours. Company A sends an automated acknowledgement within an hour and a personal email from the Maintenance Manager by Tuesday afternoon, inviting them for an interview the following week. Company B calls them on Tuesday morning for an informal chat. Your company? Radio silence for eight days, followed by a generic email requesting availability for an interview three weeks hence.
Who do you think that engineer will want to work for? More importantly, who will they actually work for? The answer is obvious—and it's not you.
The Impact on Your Organisation
Slow response times have cascading negative effects throughout your organisation:
1. Lost talent to competitors: Top candidates are snapped up quickly. Every day you delay is a day your competitors use to court the best people.
1. Damaged employer brand: Word spreads quickly in the tight-knit aviation community. Candidates who experience poor communication tell their colleagues, and your reputation suffers.
1. Extended vacancy periods: Positions remain unfilled for longer, increasing the burden on existing staff and potentially affecting operational capability and safety.
1. Increased costs: Longer vacancies mean more overtime payments, higher recruitment fees, and potentially lost contracts or revenue due to insufficient staffing levels.
1. Team morale issues: Existing pilots and engineers become frustrated and burnt out covering for unfilled positions, leading to reduced job satisfaction and potentially higher turnover.
The Solution
Implement a rapid-response recruitment protocol. Aim to acknowledge every application within 24 hours—ideally within a few hours. This doesn't mean you need to make immediate hiring decisions, but it does mean showing candidates that you value their time and interest.


Practical steps to improve response times:
1. Set up automated acknowledgement emails that trigger immediately when an application is received, thanking the candidate and outlining the next steps and timeline.
1. Designate specific team members to review applications daily (or even multiple times per day for critical positions) rather than waiting for a weekly review meeting.
1. Create a scoring or filtering system that allows for rapid initial screening—you can always conduct more detailed reviews later for shortlisted candidates.
1. Empower your recruitment team or HR department to make initial contact without waiting for multiple layers of approval. A brief phone call or email from anyone in your organisation is better than silence.
1. Use calendar booking tools that allow candidates to self-schedule initial screening calls or interviews, eliminating the back-and-forth delay of traditional scheduling.
1. For highly competitive positions, consider 'speed interviewing'—arranging initial conversations within 48-72 hours of application for strong candidates.

Remember, communication speed sends a message about your organisational culture. Fast, professional responses signal efficiency, respect, and professionalism. Slow responses—or worse, no responses—signal disorganisation, disinterest, and disrespect. Which message do you want to send to the talented professionals you're trying to recruit?
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1. You're Not Communicating Throughout the Process
The Problem
Silence is not golden in recruitment—it's deadly. Many organisations acknowledge an application and then disappear into a communication black hole. Candidates submit their applications, perhaps attend an interview, and then... nothing. No updates. No timeline. No indication of where they stand. They're left wondering whether their application is still being considered, whether they should wait or pursue other opportunities, and whether your organisation is one they actually want to work for.
This communication vacuum is particularly problematic in the helicopter industry, where recruitment processes can legitimately take time due to background checks, license verifications, medical clearances, and the need for multiple stakeholders to be involved in hiring decisions. However, lengthy processes are no excuse for poor communication. In fact, the longer your process takes, the more critical regular communication becomes.
From the candidate's perspective, lack of communication is incredibly frustrating and disrespectful. They've invested time preparing and submitting an application, possibly arranging time off work for interviews, and potentially turning down other opportunities to remain available for your process. The least you can do is keep them informed. When you don't, candidates draw their own conclusions—none of them positive. They assume you're disorganised, that they're not valued, or that your organisation doesn't respect its people. These are not the impressions you want to create with potential employees.
The Impact on Your Organisation
Poor communication during recruitment has serious consequences that extend far beyond individual hiring decisions. It fundamentally damages your ability to attract and retain quality people.
Consider these impacts:
1. Candidate withdrawal: Good candidates who don't hear from you will assume they're not wanted and accept other offers. You may think they're still in your pipeline, but they've moved on.
1. Negative reviews and reputation damage: Dissatisfied candidates increasingly share their experiences on platforms like Glassdoor, aviation forums, and social media. A pattern of poor communication becomes public knowledge.
1. Reduced offer acceptance rates: Even if you eventually make an offer, candidates who experienced poor communication during the process are more likely to decline or continue job hunting, seeing the process as a preview of how the organisation operates.
1. Lost referrals: Candidates who have negative experiences won't recommend your organisation to their colleagues, cutting off a valuable source of qualified referrals in an industry where word-of-mouth is powerful.
1. Internal stress: Your hiring managers and operational teams face continued pressure from unfilled positions while the recruitment process drags on without resolution.
The Solution
Create and implement a structured communication plan for every stage of your recruitment process. Candidates should never wonder what's happening with their application. Even if the news is that there's no news yet, tell them that. Transparency builds trust and demonstrates professionalism.
Implement these communication best practices:
1. Set clear expectations upfront: In your initial acknowledgement, outline the typical timeline and process. Tell candidates when they can expect to hear from you next, even if it's just to confirm their application is still under review.
1. Provide regular updates: If your process takes more than two weeks, send interim updates. A brief email saying 'Your application is progressing through our review process, and we'll be in touch by [date] with next steps' takes two minutes and makes a huge difference.
1. Communicate decisions promptly: Whether positive or negative, tell candidates as soon as decisions are made. Successful candidates need to know immediately so they can make plans. Unsuccessful candidates deserve closure and the chance to pursue other opportunities without continuing to wait for you.
1. Provide constructive feedback: When rejecting candidates, especially those who reached interview stage, offer brief, constructive feedback. This courtesy is rare and therefore highly valued, and it helps maintain positive relationships—that rejected engineer might be perfect for a different role next year.
1. Assign communication ownership: Make one person responsible for candidate communication at each stage. Don't let candidates fall through the cracks because everyone assumed someone else was handling it.
1. Use technology wisely: Applicant tracking systems can automate some communications, but don't rely solely on automated emails. Personal touches—a phone call, a video message, a personalised email—stand out and demonstrate genuine interest.
1. Create templates for efficiency: Develop professional email templates for common scenarios (application received, progressing to interview, position filled, etc.) to ensure consistency and reduce the time burden on your team, but always personalise them appropriately.

Remember, recruitment is a two-way evaluation process. While you're assessing candidates, they're assessing you. Every communication—or lack thereof—influences their perception of your organisation. Make communication a priority, and you'll stand out in a market where most organisations fail in this fundamental area.


1. Your Job Advertisements Are Poorly Written or Uninspiring
The Problem
Your job advertisement is often the first impression candidates have of your organisation. It's your opportunity to attract interest, communicate your culture, and differentiate yourself from competitors. Yet many helicopter companies post advertisements that are uninspiring at best and actively off-putting at worst. They consist of dense paragraphs of requirements, corporate jargon, vague descriptions, and no compelling reason why anyone should want to work there.
Too many job ads in the helicopter industry read like legal documents rather than invitations to join an exciting operation. They focus almost entirely on what the organisation wants from candidates—extensive lists of qualifications, experience requirements, and competencies—while offering little information about what candidates will gain from the role. There's no personality, no story, no hook to capture attention in a crowded job market.
Consider a typical poorly written advertisement: 'Licensed helicopter engineer required for busy MRO facility. Must have Part-66 B1.3 license, minimum 5 years experience, knowledge of Leonardo and Airbus products. Competitive salary. Send CV to jobs@company.com.' This advertisement tells candidates almost nothing about why they should apply. What makes the facility 'busy'? What's the working environment like? What opportunities exist for development? Why would someone leave their current position to join this organisation? The ad doesn't answer any of these questions.
The Impact on Your Organisation
Poor job advertisements directly reduce both the quantity and quality of applications you receive. Well-written, engaging advertisements attract more candidates and help self-select for cultural fit. Poorly written advertisements either get overlooked entirely or attract only candidates desperate enough to apply to anything.
The consequences include:
1. Low application volumes: Uninspiring advertisements simply don't generate interest. Candidates scroll past them in favour of opportunities that sound more appealing or better explained.
1. Misaligned applicants: Vague advertisements attract candidates who may be technically qualified but not suited to your specific operation, culture, or requirements, wasting everyone's time during screening and interviews.
1. Lost competitive edge: When your competitors write compelling advertisements that highlight career development, team culture, interesting projects, or unique benefits, candidates naturally gravitate toward those opportunities instead of yours.
1. Missed passive candidates: The best candidates often aren't actively job hunting—they're happily employed but open to the right opportunity. Generic advertisements won't tempt them to apply, while compelling ones might.
1. Increased time-to-hire: Fewer quality applications mean starting additional recruitment rounds, extending the time positions remain vacant and increasing costs.
The Solution
Transform your job advertisements from dry requirement lists into compelling stories that attract the right candidates. Your advertisements should excite people about the opportunity and give them a genuine sense of what working for your organisation would be like.
Follow these principles for effective job advertisements:
1. Start with a hook: Open with something engaging—a question, a statement about an exciting project, or a compelling benefit. 'Want to be part of the team supporting offshore energy operations in the North Sea?' is more engaging than 'Helicopter pilot required.'
1. Tell a story about the role: Help candidates visualise themselves in the position. Describe a typical day, interesting challenges they'll face, or the impact their work will have. Make it real and tangible.
1. Highlight what makes you different: Every organisation has something unique—it might be your fleet, your projects, your training opportunities, your team culture, or your location. Identify and emphasise what sets you apart.
1. Focus on benefits, not just requirements: Yes, list the necessary qualifications, but balance them with what candidates will gain—career development, interesting flying, state-of-the-art equipment, work-life balance, training opportunities.
1. Use clear, accessible language: Avoid excessive jargon and corporate speak. Write conversationally, as if speaking directly to a qualified professional. Be professional but personable.
1. Include salary information: Be transparent about compensation where possible. 'Competitive salary' is meaningless—everyone claims it. If you can't specify exact figures, give a range. Transparency attracts serious candidates and saves time by filtering out those whose expectations don't match.
1. Make it easy to apply: Clearly explain the application process and what candidates need to provide. Complicated application processes deter good candidates. If possible, allow applications via LinkedIn or simple email rather than requiring lengthy online forms.
1. Include visuals: Where your advertising platform allows, add photos of your aircraft, team, or facilities. Visual content makes advertisements more engaging and helps candidates connect with the opportunity.
1. Proofread thoroughly: Spelling errors, grammatical mistakes, and inconsistent formatting make your organisation look unprofessional and careless. Have multiple people review advertisements before posting.

Remember, you're not just filling a position—you're selling an opportunity. Treat your job advertisements as marketing materials because that's exactly what they are. Invest time in creating compelling, well-written advertisements, and you'll see significant improvements in both the quantity and quality of applications.


1. You're Not Marketing Your Organisation Effectively
The Problem
In today's digital age, candidates research potential employers extensively before applying. They visit websites, check social media, read reviews on Glassdoor, ask colleagues about reputations, and look for any information that will help them assess whether your organisation is somewhere they want to work. If you're not actively managing and promoting your employer brand, you're invisible—or worse, you're allowing others to control your narrative without any input from you.
Many helicopter companies and MROs operate on the assumption that their reputation in the industry speaks for itself, that good candidates will naturally know about them and seek them out. This assumption is increasingly flawed. The aviation industry is changing, with younger generations of pilots and engineers who research employers differently than their predecessors did. They expect transparency, they value culture and development opportunities as much as salary, and they make judgments based on digital presence and employer branding.
If your website's 'Careers' section is a single page with a generic 'send us your CV' email address, if your social media presence is non-existent or limited to corporate announcements, if candidates can't find information about what it's like to work for you, then you're failing to market your organisation as an employer of choice. You're leaving the door wide open for more savvy competitors to capture the attention and applications of the people you need.
The Impact on Your Organisation
Poor employer marketing creates a vicious cycle. Without a strong, visible employer brand, you struggle to attract applications. The resulting desperation leads to lowering standards or offering inflated packages to less-suitable candidates, which can affect team culture and performance, further damaging your reputation. Meanwhile, competitors with strong employer brands continue to attract the best talent with relative ease.
Specific impacts include:
1. Reduced applicant pools: Talented candidates simply don't know about you or don't consider you a desirable employer because you haven't effectively communicated your value proposition.
1. Lost referrals: Your existing employees may struggle to refer colleagues because they can't easily point to materials that showcase why your organisation is a great place to work.
1. Difficulty competing for talent: When candidates compare you to competitors with strong online presence and employer branding, you're disadvantaged even if your actual employment offer is equal or better.
1. Higher salary requirements: Without a compelling employer brand based on culture, development, or other factors, salary becomes the primary differentiator, forcing you to pay more to compete.
1. Missed passive candidates: The best potential employees aren't actively job hunting. They need to become aware of and interested in your organisation over time through consistent marketing, which you're not providing.
The Solution
Develop and implement a comprehensive employer marketing strategy that positions your organisation as an employer of choice in the helicopter industry. This doesn't require massive budgets or marketing teams—it requires consistent effort, authenticity, and a willingness to showcase what makes your organisation a good place to work.
Essential employer marketing initiatives:
1. Create a compelling careers page: Your website's careers section should be extensive and engaging. Include information about your culture, values, development opportunities, benefits, and current openings. Add photos and videos of your team, facilities, and aircraft. Feature employee testimonials. Make it a destination that excites people about joining your organisation.
1. Leverage social media: Regularly share content on LinkedIn, Facebook, and Instagram that showcases your operations, celebrates your team, highlights interesting projects, and demonstrates your culture. This doesn't need to be professionally produced—authentic, behind-the-scenes content often performs better than polished corporate material.
1. Feature employee stories: Regularly profile team members, sharing their career journeys, what they enjoy about working for you, and the interesting work they do. These authentic stories are incredibly powerful for attracting similar candidates.
1. Showcase your fleet and facilities: Pilots want to know what they'll be flying. Engineers want to see the hangars and equipment they'll work with. Create virtual tours, photo galleries, or videos that give candidates a genuine sense of your operation.
1. Highlight training and development: Advertise your commitment to ongoing training, career progression opportunities, and professional development. If you support licence endorsements, offer simulator training, or provide clear career paths, make this visible.
1. Engage with the community: Participate in industry events, sponsor aviation activities, engage with training schools and universities. Visibility in the community builds your reputation as an industry leader and employer of choice.
1. Manage your online reputation: Monitor and respond to reviews on platforms like Glassdoor. Encourage satisfied employees to share positive reviews. Address negative reviews professionally and constructively—how you respond to criticism says as much about your organisation as the criticism itself.
1. Create recruitment campaigns: For critical positions or major hiring drives, develop targeted campaigns that might include advertising, content marketing, email outreach, or attendance at career fairs and industry events.
1. Leverage employee networks: Your current team members have networks of qualified contacts. Create programs that encourage and reward employee referrals. Provide them with materials they can share to help market opportunities.

Effective employer marketing is about consistently telling your story and demonstrating why talented professionals should choose to work for you rather than your competitors. It's an ongoing process, not a one-time project. Make it part of your organisational culture, and you'll build a pipeline of interested, qualified candidates who come to you rather than you having to find them.

1. Your Interview Process Is Unprofessional or Overly Burdensome
The Problem
The interview experience is critical to successful recruitment, yet many organisations treat it as an afterthought. Interviews are scheduled casually without proper preparation, interviewers arrive late or unprepared, questions are improvised rather than structured, panels are unnecessarily large or include people who haven't reviewed the candidate's background, and the process drags on with multiple rounds that don't seem to serve any clear purpose.
Alternatively, some organisations err in the opposite direction, creating such elaborate, time-consuming interview processes that good candidates withdraw. Requiring five separate interviews, extensive testing, homework assignments, and full-day assessment centres might seem thorough, but it's actually a barrier that prevents busy, employed professionals from continuing with your process. Remember, your ideal candidates are likely currently working—they can't easily take multiple days off for your recruitment process.
There's also the problem of poor interview technique. Interviewers who dominate the conversation, fail to listen, ask illegal or inappropriate questions, conduct interrogations rather than conversations, or make the experience unnecessarily stressful don't just fail to assess candidates properly—they actively drive them away. Even candidates who receive offers may decline after poor interview experiences, deciding they don't want to work for an organisation that treats people that way.
The Impact on Your Organisation
Poor interview processes damage your reputation, waste time, and fail to identify the best candidates. Candidates talk to each other about their experiences. A negative interview experience with your organisation will be shared with colleagues, posted on review sites, and discussed in industry forums. You may never know how many strong candidates decided not to apply because they heard about others' negative experiences.
The consequences of poor interview processes include:
1. Candidate withdrawal: Strong candidates drop out during overly burdensome processes, often accepting offers from more efficient competitors while still in your pipeline.
1. Offer rejections: Candidates who experience unprofessional interviews question whether they want to work for your organisation, leading to higher rates of offer rejection even when you eventually make a decision.
1. Poor assessment quality: Unstructured, unprepared interviews fail to effectively assess candidates' capabilities, leading to poor hiring decisions that result in underperformance or early turnover.
1. Legal and compliance risks: Inappropriate interview questions or discriminatory practices can expose your organisation to legal challenges and reputational damage.
1. Internal inefficiency: Multiple unnecessary interview rounds waste significant time for your hiring managers, operational staff, and leadership team that could be better spent on productive activities.
1. Reputation damage: Word spreads quickly in the aviation community. Organisations known for poor interview experiences find it increasingly difficult to attract applications.
The Solution
Design and implement a professional, efficient interview process that accurately assesses candidates while respecting their time and creating a positive experience that reflects well on your organisation. Your interview process should be thorough enough to make good hiring decisions but streamlined enough to be completed efficiently.
Best practices for effective interview processes:
1. Design a clear, logical process: Map out how many interview stages you genuinely need and what each stage should assess. For most helicopter positions, you can make excellent hiring decisions with one or two well-structured interviews. More stages should have clear, justifiable purposes.
1. Prepare thoroughly: All interviewers should review the candidate's application, CV, and any other materials before the interview. They should know what they're assessing and have structured questions prepared. Walking into an interview without preparation is disrespectful and ineffective.
1. Use structured interview techniques: Develop standardised questions for each role that assess the key competencies and experiences you need. This improves assessment quality and ensures fairness across candidates. Allow for follow-up questions and natural conversation, but have a structured foundation.
1. Right-size interview panels: You don't need six people to interview a candidate. Large panels are intimidating and inefficient. Two to three well-chosen interviewers with relevant expertise are sufficient. Everyone present should have a clear role and contribute meaningfully.
1. Create a professional environment: Conduct interviews in appropriate settings, start on time, minimise interruptions, and ensure all participants are fully present and engaged. If conducting remote interviews, test technology beforehand and provide clear joining instructions.
1. Balance assessment with selling: Remember that interviews serve two purposes—assessing the candidate and convincing them to join you. Allocate time for the candidate to ask questions, learn about your organisation, meet potential colleagues, and see facilities where appropriate.
1. Provide clear information: At the end of each interview stage, clearly explain next steps, timelines, and what candidates should expect. Ambiguity creates anxiety and negative impressions.
1. Train your interviewers: Not everyone is naturally good at interviewing. Provide training on effective questioning techniques, active listening, unconscious bias, legal requirements, and how to create positive candidate experiences.
1. Consider practical assessments carefully: For technical positions, practical assessments or technical discussions can be valuable. However, they should be reasonable in scope, conducted during scheduled interview time, and directly relevant to the role. Don't ask candidates to complete extensive unpaid work projects.
1. Make timely decisions: Once interviews are complete, make decisions quickly. Candidates are often juggling multiple opportunities. Delays lead to lost candidates and create the impression of indecisiveness or disorganisation.
1. Gather feedback and improve: Ask candidates for feedback about their interview experience, even those you don't hire. Use this input to continuously refine your process.

Your interview process is one of the most direct windows candidates have into your organisational culture and professionalism. Make it an experience that impresses candidates and makes them want to join your team, while effectively identifying the people who will succeed in your organisation. A well-designed interview process is an investment that pays dividends in better hiring decisions and stronger employer brand.
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1. You're Underestimating the Time and Resources Required
The Problem
Many organisations treat recruitment as a secondary activity that can be squeezed in around 'real work.' HR departments are understaffed, or recruitment responsibilities are added to already-full roles without reducing other workload. Hiring managers are expected to review applications, conduct interviews, and make hiring decisions on top of their operational duties. The result is a recruitment process that consistently receives insufficient attention, time, and resources—and delivers correspondingly poor results.
Effective recruitment is time-intensive and requires sustained effort. Job advertisements need to be crafted carefully and posted to appropriate platforms. Applications must be reviewed promptly and thoroughly. Candidates require timely communication throughout the process. Interviews need to be scheduled, prepared for, and conducted professionally. Reference checks must be completed. Offers need to be prepared and negotiated. This is substantial work that cannot be effectively accomplished in stolen moments between meetings.
The problem is compounded when organisations fail to invest in proper recruitment infrastructure. They don't have applicant tracking systems, standardised processes, or recruitment training. They don't allocate budget for advertising in the right places or using professional recruitment support when needed. They try to conduct recruitment on the cheap, then wonder why they can't compete with better-resourced competitors.
The Impact on Your Organisation
Underinvesting in recruitment creates a downward spiral:
1. Process delays and inefficiency: When recruitment competes with other priorities, it consistently loses. Applications sit unreviewed, candidates don't get responses, decisions are delayed, and positions remain unfilled for extended periods.
1. Poor hiring decisions: Rushed or inadequate recruitment processes lead to hiring mistakes—candidates who seem acceptable but aren't the right fit, resulting in underperformance, team friction, or early turnover.
1. Staff burnout: Hiring managers and HR staff become overwhelmed trying to conduct recruitment alongside their other responsibilities, leading to stress, mistakes, and eventually burnout or turnover.
1. Operational impact: Unfilled positions create ongoing operational challenges—overworked existing staff, declined contracts, cancelled missions, or compromised safety standards due to inadequate staffing.
1. Financial costs: Extended vacancies cost far more than proper investment in recruitment would. Consider the cost of overtime, lost revenue, recruitment agency fees (when eventually needed), or the impact of poor hires who must be replaced.



The Solution
Recognise recruitment as a strategic priority that requires appropriate time, resources, and investment. Treating recruitment as an afterthought virtually guarantees poor results. Treating it as the critical organisational function it is creates competitive advantage.
Essential resource commitments:
1. Allocate dedicated time: Build recruitment time into job descriptions and workload expectations. Hiring managers should have protected time for recruitment activities. During active hiring periods, it may need to be a significant portion of their time.
1. Invest in HR capacity: Ensure your HR function has adequate staffing to handle recruitment professionally. If you're too small for a full-time recruiter, consider part-time specialist support or using professional recruitment services for critical positions.
1. Implement proper systems: Invest in an applicant tracking system that streamlines the process, ensures nothing falls through cracks, and provides analytics to improve performance. Modern systems are affordable and dramatically improve efficiency.
1. Budget for advertising: Quality platforms for reaching pilots and engineers cost money. Budget for advertising on aviation job boards, industry publications, LinkedIn, and other relevant channels. Cheap or free advertising typically delivers cheap or free results.
1. Provide training and development: Train everyone involved in recruitment on best practices, interviewing techniques, unconscious bias, and legal requirements. This investment improves decision quality and candidate experience.
1. Consider specialist support: For particularly challenging positions, executive roles, or when internal capacity is stretched, engage specialist aviation recruiters who have established networks and expertise in finding difficult-to-source candidates.
1. Build recruitment infrastructure: Develop standardised processes, document templates, interview guides, assessment criteria, and onboarding procedures. This infrastructure makes recruitment more efficient and consistent.
1. Create talent pipelines: Don't just recruit when positions are vacant. Continuously build relationships with potential future employees through networking, maintaining contact with promising candidates who weren't quite right for previous roles, and cultivating relationships with training schools and universities.

Think of recruitment investment as insurance against the far greater costs of extended vacancies and poor hires. The financial and operational costs of unfilled positions vastly exceed the investment required for effective recruitment. Moreover, building a reputation as an organisation that recruits professionally and treats candidates well creates long-term competitive advantage in talent attraction.


1. Your Compensation and Benefits Package Isn't Competitive
The Problem
Let's address the elephant in the room: if your compensation package isn't competitive, you'll struggle to attract and retain quality people regardless of how well you execute other aspects of recruitment. While salary isn't everything—culture, development opportunities, work-life balance, and interesting work all matter—it remains a fundamental factor in employment decisions. Skilled helicopter pilots and engineers know their market value, and they're not going to accept substantially less just because you have a nice fleet or a good safety record.
Many organisations convince themselves they offer 'competitive' packages without actually benchmarking against the market. They haven't updated salary structures in years, they're unaware of what competitors pay, or they assume that because they're paying more than they did five years ago, they're competitive. Meanwhile, market rates have moved on, and the gap between what they offer and what candidates can get elsewhere continues to widen.
There's also the problem of hidden compensation—valuable benefits that you offer but fail to communicate effectively. You might provide excellent pension contributions, generous holiday allowances, private medical insurance, or training opportunities, but if candidates don't understand the full value of your total compensation package, they'll make decisions based solely on basic salary. That's leaving money on the table from a negotiating perspective and failing to leverage the full value of what you actually offer.
The Impact on Your Organisation
Uncompetitive compensation creates a range of serious problems:
1. Inability to attract top talent: The most qualified, experienced candidates have options. They'll pursue opportunities that fairly compensate their skills and experience. Offering below-market rates means you're immediately removed from consideration by the people you most want to hire.
1. Higher turnover: Even if you successfully recruit people at lower-than-market rates, they'll continue job hunting and leave when better offers materialise. This creates a revolving door that's far more expensive than paying competitive rates in the first place.
1. Reduced morale and motivation: Employees who discover they're underpaid relative to market rates feel undervalued and demotivated, affecting performance, safety culture, and willingness to go above and beyond.
1. Reputation damage: In the close-knit aviation community, word spreads about organisations that don't pay fairly. This reputation damage makes recruitment progressively more difficult.
1. Settling for less-qualified candidates: When you can't attract ideal candidates due to compensation, you end up hiring people who are available rather than people who are excellent, accepting lower experience levels or capabilities than the role requires.


The Solution
Conduct regular market benchmarking to ensure your compensation packages are genuinely competitive. If you can't afford market rates, be honest about it and compensate with other valuable benefits or opportunities. But understand that trying to recruit skilled aviation professionals at substantially below-market rates is a recipe for failure.
Compensation best practices:
1. Benchmark regularly: Review market rates annually at minimum, more frequently for critical positions. Use salary surveys, recruitment agencies, job advertisements, and industry associations to understand current market rates for different experience levels and specialisations.
1. Consider total compensation: Look beyond basic salary to pension contributions, insurance, bonuses, equipment allowances, travel benefits, and other valuable components. These add real value even if they're not cash in hand.
1. Communicate value clearly: Create total compensation statements that show employees and candidates the full value of their package. A £45,000 salary with 10% pension contribution, private medical insurance, and 30 days holiday is worth substantially more than £45,000 alone.
1. Be transparent in advertising: Where possible, include salary ranges in job advertisements. Transparency attracts serious candidates and saves everyone's time by filtering out those whose expectations don't align with what you can offer.
1. Review structures regularly: Pay structures shouldn't be set in stone. As market conditions change, be prepared to adjust. Trying to maintain outdated pay structures in a changed market is penny wise and pound foolish.
1. Address internal equity: Ensure you're paying existing staff fairly relative to new hires. Bringing in new people at significantly higher rates than loyal employees receive creates resentment and drives turnover.
1. Offer non-monetary benefits: If you genuinely can't match market rates on salary, compensate with other valuable benefits—flexible working, additional holiday, training opportunities, career development, or better equipment. Some candidates will accept slightly lower cash compensation for significantly better quality of life or career prospects.

Remember, the most expensive employee is the one who isn't there. The costs of extended vacancies, repeated recruitment cycles, and high turnover far exceed the cost of paying competitive rates to attract and retain quality people. View competitive compensation not as an expense but as an investment in organisational capability and stability.





1. You're Not Leveraging Your Existing Team for Referrals
The Problem
Your existing pilots and engineers are your most valuable recruitment asset, yet most organisations fail to leverage them effectively. These team members have extensive networks of qualified contacts—former colleagues, training school classmates, people they've worked with at previous employers, and industry connections built over years. They understand your organisation's culture and needs. They can authentically speak to what it's like to work for you. And their endorsements carry far more weight with potential candidates than any job advertisement or recruiter pitch ever will.
Despite this potential, many organisations don't have formal employee referral programs. They don't actively encourage team members to refer contacts. They don't make it easy for employees to share opportunities. They don't recognise or reward successful referrals. Some organisations even create barriers, with policies or cultural norms that discourage employees from bringing in people they know, perhaps due to concerns about nepotism or cliques. This is shooting yourself in the foot—employee referrals are consistently one of the highest-quality, most cost-effective recruitment channels available.
When employees don't refer qualified contacts, it's often because they either don't think about it or don't feel confident doing so. They may not know about vacancies, may assume recruitment is 'someone else's job,' or may be reluctant to put their reputation on the line by recommending someone if they're unsure how the organisation will treat them. If your employees aren't enthusiastically referring quality candidates, that's telling you something important about their confidence in your organisation and recruitment process.
The Impact on Your Organisation
Failing to leverage employee referrals has significant consequences:
1. Higher recruitment costs: External recruitment—whether through agencies, advertising, or other channels—is more expensive than referrals. You're paying premium rates for what you could often get for free or minimal cost.
1. Longer time-to-hire: Referred candidates typically move through hiring processes faster because they come pre-vetted by someone who understands your requirements and culture.
1. Lower quality candidates: While not universally true, referred candidates often perform better and stay longer because employees typically only refer people they genuinely believe will succeed and whom they're willing to vouch for.
1. Missed passive candidates: The best candidates often aren't actively job hunting. They're happily employed but might consider the right opportunity if approached by a trusted colleague. Without employee referrals, you'll never reach these people.
1. Reduced employee engagement: Having employees involved in building the team increases their investment in the organisation's success and demonstrates that you value their input and networks.

The Solution
Create and actively promote a structured employee referral program that makes it easy, rewarding, and desirable for your team members to refer qualified contacts. This doesn't need to be complex or expensive—it just needs to be intentional and consistent.
Building an effective referral program:
1. Make it easy: Provide simple ways for employees to submit referrals—a dedicated email address, an online form, or even just telling their manager. Remove bureaucratic barriers that discourage participation.
1. Communicate opportunities: Regularly update all staff about vacancies and the types of people you're looking for. Don't assume everyone knows what positions open or what qualifications are are required.
1. Provide referral materials: Give employees the tools to share opportunities effectively well-written job descriptions, information about your organisation, and materials they can easily forward to contacts via email or social media.
1. Offer meaningful incentives: Reward successful referrals with bonuses, additional holiday days, recognition, or other valuable benefits. The reward should be substantial enough to motivate participation but structured so it's only paid when referred candidates successfully join and complete probation.
1. Keep referrers informed: When an employee refers someone, keep them updated on progress. Let them know when the candidate is interviewed, whether an offer is made, and the eventual outcome. This courtesy encourages continued participation.
1. Recognise all referrals: Even if a referred candidate isn't hired, thank the employee for their referral and explain why it wasn't a match. This demonstrates you value their effort and helps them make better referrals in future.
1. Address concerns about nepotism: Make clear that referrals still go through normal hiring processes and must meet the same standards as any other candidate. The employee is opening a door, not guaranteeing a job. This addresses concerns about fairness while still leveraging their networks.
1. Promote success stories: When referred candidates join and succeed, celebrate this publicly. Recognition encourages others to participate and demonstrates the program's value.
1. Make it cultural: Build referrals into your organisational culture so that recommending quality people becomes a natural part of how your team thinks about building the organisation they want to work for.

Employee referrals should be one of your primary recruitment channels. When your team members aren't actively referring quality people, investigate why. It may indicate problems with your recruitment process, concerns about how candidates are treated, or simply lack of awareness about opportunities and the value you place on referrals. Fix these issues, and you'll unlock a powerful, cost-effective recruitment pipeline.

1. Your Requirements Are Unrealistic or Unnecessarily Restrictive
The Problem
Many organisations create job specifications that describe the perfect candidate—someone with precisely the right type ratings, exactly the right number of years' experience, specific technical qualifications, and a flawless career history with no gaps or job changes. Then they wonder why they receive few or no applications. The answer is simple: that perfect candidate doesn't exist, and even if they did, they wouldn't need to apply to your organisation because they'd already be happily employed somewhere else.
The helicopter industry faces genuine skill shortages. Qualified pilots and engineers are in high demand. In this market, being overly restrictive with requirements is counterproductive. Requirements like 'must have minimum 3000 hours on Leonardo AW139' or 'must have offshore oil and gas experience' or 'must have worked continuously in the industry with no career breaks' automatically exclude many capable candidates who could quickly develop into excellent employees with appropriate support and training.
Some restrictive requirements reflect genuine operational necessities. If you exclusively fly a particular aircraft type and have no capacity to provide type training, then candidates do need that rating. But many restrictive requirements simply reflect wish lists rather than actual needs—the job specification describes the ideal incumbent if you could have anyone in the world, rather than what you actually need to effectively perform the role. This disconnect between ideal and necessary qualifications significantly reduces your candidate pool, often unnecessarily.
The Impact on Your Organisation
Unrealistic requirements create a self-fulfilling prophecy of recruitment failure:
1. Drastically reduced candidate pools: Each additional requirement exponentially shrinks the number of potential applicants. When you combine multiple restrictive criteria, you may be searching for someone who literally doesn't exist in the available market.
1. Extended vacancies: Positions with unrealistic requirements remain unfilled for months or years because you're waiting for candidates who aren't coming. Meanwhile, the operational and financial costs accumulate.
1. Missed talent: Excellent candidates who could quickly become highly effective in the role don't apply because they don't match every specification, even though they match what actually matters.
1. Inflated costs: When you finally do find someone who meets all your requirements, you'll pay a premium because they know they're in a tiny, highly sought-after talent pool.
1. Discrimination risks: Some overly restrictive requirements—like demanding continuous employment history with no gaps—can inadvertently discriminate against candidates who took career breaks for caring responsibilities, health reasons, or other legitimate circumstances.


The Solution
Carefully distinguish between essential requirements that are genuinely necessary for safe, effective performance and desirable qualities that would be nice but aren't mandatory. Build your recruitment around the essentials while remaining flexible on the desirables. Focus on potential and transferable skills, not just specific experience.
Creating realistic requirements:
1. Audit your requirements: For each requirement in your job specification, ask 'Is this absolutely necessary, or would we consider someone without it if they were strong in other areas?' If you'd consider them, it's desirable, not essential.
1. Focus on what you can train: If you have the capacity to provide type training, ratings instruction, or operational familiarisation, don't require candidates to already have these. Invest in training quality people rather than limiting yourself to those who happen to have specific credentials.
1. Consider transferable experience: A pilot with extensive EMS experience but no offshore background, or an engineer with military rotary experience but no civilian licenses, brings valuable skills and knowledge that may transfer more easily than you assume.
1. Reduce arbitrary minimums: Requirements like '5 years' experience' or '2000 hours' often lack justification. Some people develop competence faster than others. Would you reject an exceptional candidate with 4.5 years of highly relevant experience? If not, your minimum isn't really a minimum.
1. Be flexible about career paths: Not everyone follows a linear career trajectory. People return to the industry after breaks, change specialisations, or move between roles. Don't automatically exclude candidates whose CV shows varied experience or gaps—these people often bring valuable different perspectives.
1. Clearly distinguish essential from desirable: In job advertisements and specifications, explicitly separate 'essential' and 'desirable' criteria. This encourages qualified candidates who don't tick every box to still apply.
1. Consider 'grow your own': For persistent hard-to-fill positions, consider recruiting capable people without all qualifications and investing in developing them. This may take longer but can be more successful than endlessly searching for unicorns.
1. Review and adjust based on reality: If a position consistently fails to attract applicants despite good recruitment practices, the requirements are probably unrealistic. Be willing to adjust them based on market realities.

The goal is to identify people who can successfully perform the role and contribute to your organisation, not to find someone who matches an idealised specification that may be largely arbitrary. Sometimes the person who doesn't quite fit your requirements on paper turns out to be your best hire because they bring fresh perspective, enormous motivation, and capabilities you didn't even know you needed.


1. Your Onboarding Experience Is Poor or Non-Existent
The Problem
You might think recruitment ends when someone accepts your offer. It doesn't. The onboarding experience—the period from offer acceptance through the first months of employment—is crucial to recruitment success. Poor onboarding creates buyer's remorse, reduces engagement, slows productivity, and increases early turnover. Candidates who experience unprofessional, disorganised, or unwelcoming onboarding often regret their decision to join, question their choice, and may leave for other opportunities during or shortly after their probation period.
Many helicopter organisations have minimal or non-existent structured onboarding. New employees show up on their first day to find nobody expects them, they don't have equipment or systems access, there's no clear plan for their initial training or integration, and they're essentially left to figure everything out themselves. Or there's the opposite extreme—they're bombarded with information, documentation, and training without structure or prioritisation, leaving them overwhelmed and unclear about what actually matters.
The period between offer acceptance and start date is particularly critical yet often neglected. During these weeks or months, candidates may have doubts, receive competing offers, or simply lose enthusiasm as they hear nothing from you. Maintaining engagement during this period and ensuring a strong start when they do join is crucial to converting your successful recruitment into actual retention.
The Impact on Your Organisation
Poor onboarding undermines all your recruitment effort:
1. Early turnover: New employees who have negative onboarding experiences are far more likely to leave during probation or shortly after, forcing you to restart the entire recruitment process. Research consistently shows poor onboarding is a leading cause of early turnover.
1. Longer time-to-productivity: Without structured onboarding, new employees take much longer to become fully productive, extending the period where you're paying them while getting limited value.
1. Integration difficulties: Employees who aren't properly welcomed and integrated struggle to build relationships with colleagues, understand cultural norms, or feel part of the team, affecting collaboration and morale.
1. Safety implications: In aviation, inadequate onboarding of pilots and engineers creates safety risks. People who don't understand procedures, culture, communication norms, or organisational standards may make mistakes that compromise safety.
1. Reputation damage: Candidates who have poor onboarding experiences share these stories with their networks, damaging your employer brand and making future recruitment harder. Each bad onboarding experience potentially costs you multiple future candidates.
1. Reduced engagement: Employees who feel unsupported during their critical early period are less engaged, less motivated, and less committed to the organisation's success.

The Solution
Design and implement a comprehensive onboarding program that begins the moment a candidate accepts your offer and continues through their first several months of employment. Good onboarding isn't expensive or complicated—it's simply intentional, structured, and focused on helping new employees feel welcome, supported, and set up for success.
Creating effective onboarding:
1. Pre-boarding engagement: Don't go silent after offer acceptance. Maintain regular contact, send welcome information, provide details about their first day, connect them with their future team members or buddy, and keep them excited about joining.
1. Prepare for arrival: Before someone starts, ensure their equipment is ready, systems access is arranged, workspace is prepared, and everyone who needs to know about their arrival is informed. First impressions matter enormously.
1. Create structure: Develop a clear onboarding plan that covers their first day, first week, first month, and probation period. Include what they need to learn, who they need to meet, training they'll receive, and goals or milestones. Share this plan with them so they know what to expect.
1. Make a strong first day: Ensure someone is ready to welcome them, give them a proper introduction to the facility and team, provide necessary orientation, and make them feel valued and expected. Never leave new starters sitting around with nothing to do on their first day.
1. Assign a buddy or mentor: Pair new employees with experienced team members who can answer questions, provide informal guidance, and help them navigate the organisation. This accelerates integration and provides important support.
1. Provide role-specific training: Beyond general orientation, ensure new employees receive structured training specific to their role—whether that's aircraft familiarisation, maintenance procedures, operational protocols, or systems training.
1. Regular check-ins: Schedule frequent formal check-ins during the early period—perhaps daily in the first week, weekly in the first month, then monthly through probation. Use these to address concerns, provide feedback, and ensure they're progressing well.
1. Set clear expectations: Ensure new employees understand what success looks like in their role, what's expected during probation, how they'll be evaluated, and what support is available. Ambiguity creates anxiety.
1. Facilitate social integration: Help new employees build relationships through team introductions, social activities, informal gatherings, or simply encouraging team members to include them in coffee breaks and lunches.
1. Gather feedback: Ask new employees about their onboarding experience—what worked well, what could be improved, what they wish they'd known earlier. Use this feedback to continuously improve your process.

Remember, you've invested significant time and resources attracting and selecting this person. Don't waste that investment by failing to properly onboard them. Good onboarding dramatically increases retention, accelerates productivity, improves engagement, and ensures your recruitment effort translates into long-term organisational capability. It's one of the highest-return investments you can make in your people.
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1. You're Not Learning from Past Recruitment Failures
The Problem
Perhaps the most fundamental problem in recruitment is failing to learn from experience. Many organisations repeat the same unsuccessful recruitment approaches year after year, expecting different results. They post similar advertisements to the same places, use the same processes, make the same mistakes, and wonder why they continue to struggle. They don't systematically analyse what works and what doesn't, they don't gather feedback from candidates or hiring managers, and they don't use data to improve their approach.
This lack of learning happens for several reasons. There's no accountability for recruitment outcomes—nobody is specifically measured on time-to-hire, quality of hire, offer acceptance rates, or early turnover. There's no systematic collection of recruitment data or candidate feedback. When recruitment fails, it's attributed to 'market conditions' or 'skill shortages' rather than examining whether the approach itself is flawed. Lessons aren't documented or shared, so when the same position needs filling two years later, the organisation makes the same mistakes again.
There's also often a disconnect between those managing recruitment and those experiencing the results. HR may not fully understand why hired candidates succeed or fail operationally. Hiring managers may not have visibility into how many candidates withdrew during the process or why. Without comprehensive feedback loops and data-driven analysis, the organisation operates blind, unable to identify problems or implement meaningful improvements.
The Impact on Your Organisation
Failing to learn from recruitment experience has compounding negative effects:
1. Perpetual inefficiency: Without learning and improvement, you continue wasting time and resources on approaches that don't work while missing opportunities to adopt more effective methods.
1. Repeated poor hires: Without analysing what characteristics predict success in your organisation and roles, you continue hiring people who don't work out while rejecting candidates who would have excelled.
1. Missed opportunities: You fail to identify which recruitment channels, approaches, or messages work best for your organisation, missing chances to optimise your strategy.
1. Declining competitiveness: While competitors analyse their recruitment performance and continuously improve, you stagnate, falling further behind in the war for talent.
1. Increased costs: Continued reliance on ineffective methods means higher costs per hire, longer vacancy periods, and more expensive remediation when hires don't work out.
The Solution
Implement systematic learning and continuous improvement in your recruitment function. Treat recruitment as a strategic process worthy of measurement, analysis, and optimisation—because that's exactly what it is. Organisations that learn from experience consistently outperform those that don't.
Building a learning-focused recruitment approach:
1. Track key metrics: Measure time-to-hire, cost-per-hire, source of hire, offer acceptance rate, early turnover rate, quality of hire ratings, and candidate satisfaction. You can't improve what you don't measure.
1. Conduct post-hiring reviews: After each recruitment campaign, gather everyone involved to discuss what worked, what didn't, and what should change next time. Document these insights systematically.
1. Gather candidate feedback: Survey both successful and unsuccessful candidates about their experience. Their honest feedback—especially from those who withdrew or declined offers—provides invaluable insight into problems you may not recognise.
1. Analyse patterns: Look for patterns in your data. Which recruitment channels produce the best candidates? What characteristics predict successful hires? At what stages do candidates typically withdraw? Use this analysis to refine your approach.
1. Test and experiment: Try different approaches, messages, or channels and carefully track results. Treat recruitment as an ongoing experiment where you continuously test hypotheses and learn what works for your specific organisation and market.
1. Conduct exit interviews with early leavers: When someone leaves during or shortly after probation, understand why. Was it a mismatch that could have been identified during recruitment? Poor onboarding? Unrealistic expectations? These insights help improve future hiring.
1. Benchmark externally: Compare your recruitment performance against industry standards and competitors where possible. This provides context for your metrics and identifies areas for improvement.
1. Document best practices: Create and maintain documentation of what works—effective job advertisement templates, successful interview questions, valuable recruitment channels. This institutional knowledge shouldn't exist only in people's heads.
1. Share learning across the organisation: Ensure recruitment insights are shared with all relevant stakeholders—hiring managers, leadership, HR team. Everyone benefits from collective learning.
1. Set improvement goals: Based on your analysis, set specific goals for improvement—reduce time-to-hire by 20%, increase offer acceptance rate to 90%, achieve candidate satisfaction scores above 8/10. Track progress against these goals.

The most successful recruitment functions are learning organisations. They systematically gather data, analyse performance, experiment with new approaches, learn from both successes and failures, and continuously improve. This isn't complicated or expensive—it simply requires commitment to treating recruitment as a strategic capability worthy of systematic attention and improvement. Make this commitment, and you'll progressively distance yourself from competitors who continue making the same mistakes indefinitely.

Conclusion: Taking Action to Transform Your Recruitment

If you've recognised your organisation in any—or several—of these eleven critical recruitment challenges, don't despair. Recognition is the first step toward improvement. Every issue identified in this document is solvable with commitment, resources, and strategic action. The question isn't whether you can fix these problems, but whether you will.
The helicopter industry's talent shortage is real and significant. Competition for qualified pilots and engineers is intense and will likely remain so for the foreseeable future. However, within this challenging context, some organisations consistently succeed in attracting and retaining excellent people while others perpetually struggle. The difference isn't luck or geography or compensation alone—it's how they approach recruitment as a strategic function rather than an administrative task.
The Cost of Inaction
Before discussing solutions, let's be clear about what's at stake if you maintain the status quo. Poor recruitment isn't just an HR problem—it's a fundamental business risk that affects safety, operations, finance, and strategy. Consider these cumulative impacts:
Extended vacancies directly impact revenue through declined contracts, reduced operational capacity, and increased costs through overtime and temporary staffing. One experienced helicopter pilot position unfilled for six months could easily cost your organisation £50,000-£100,000 in lost opportunity and increased expenses. An unfilled maintenance engineer position creates safety risks, aircraft downtime, and delayed income-generating flying.
Poor hiring decisions—bringing on people who don't work out—are even more expensive when you account for recruitment costs, training investment, productivity loss, team disruption, and the need to repeat the entire process when they leave. Research suggests the total cost of a bad hire can exceed 150% of annual salary.
There's also the less quantifiable but equally serious impact on your existing team. Overworked staff covering for unfilled positions become burnt out, demotivated, and eventually leave themselves, creating additional vacancies. This downward spiral can devastate operational capability and team morale. Meanwhile, your reputation in the industry suffers as word spreads about poor recruitment experiences, high turnover, or operational challenges stemming from staffing issues.
In short, recruitment failure doesn't just prevent growth—it threatens viability. This isn't hyperbole. Helicopter operations with chronic staffing problems eventually lose contracts to better-staffed competitors, struggle to maintain safety standards, haemorrhage their best people, and ultimately face existential business challenges. The cost of fixing recruitment problems is trivial compared to the cost of not fixing them.
Creating Your Action Plan
Addressing eleven different problem areas might seem overwhelming, so don't try to fix everything simultaneously. Instead, prioritise based on your specific situation and tackle issues systematically:
Step 1: Honest Assessment
Gather your recruitment stakeholders—HR, hiring managers, senior leadership—and honestly assess which of these eleven issues affect your organisation most severely. Don't sugarcoat or make excuses. If you're taking weeks to respond to candidates, own it. If your job advertisements are uninspiring, acknowledge it. If your requirements are unrealistic, admit it. You can't fix problems you won't acknowledge.
Step 2: Prioritisation
Identify the three issues having the greatest negative impact on your recruitment success. These become your immediate priorities. For most organisations, speed of response, communication quality, and interview process professionalism should be at or near the top because they're high-impact and relatively quick to improve.
Step 3: Resource Allocation
Commit the resources necessary to address priority issues. This might mean hiring additional HR support, investing in recruitment technology, allocating protected time for hiring managers, or engaging specialist recruiters for difficult positions. Remember, these are investments with measurable returns, not optional expenses.
Step 4: Implementation
Develop specific action plans for each priority area with clear ownership, timelines, and success metrics. For example, if improving response speed is a priority, your action plan might include: implementing applicant tracking system by end of Q1, establishing daily application review protocol by [date], creating automated acknowledgement templates by [date], and measuring average response time monthly with a target of under 24 hours by Q2.
Step 5: Measurement and Adjustment
Track your progress against defined metrics. Are response times actually improving? Are more candidates progressing through your pipeline? Is offer acceptance increasing? Use data to assess whether your changes are working and adjust your approach based on results. Continuous improvement requires continuous measurement.
Step 6: Expand and Sustain
Once you've successfully addressed your top three priorities, move to the next set of issues. Building excellent recruitment capability is a journey, not a destination. What's essential is making steady, sustained progress rather than attempting everything at once and accomplishing nothing.
The Competitive Advantage of Excellence
Here's the encouraging news: recruitment excellence creates sustainable competitive advantage precisely because most organisations don't do it well. In an industry where many operators and MROs struggle with the issues described in this document, an organisation that responds quickly, communicates professionally, offers compelling opportunities, conducts efficient interviews, and provides excellent onboarding will stand out dramatically. You don't need to be perfect—you just need to be noticeably better than the competition.
Moreover, recruitment excellence compounds over time. As you build a reputation for treating candidates well and running professional processes, more people apply, increasing the quality of your talent pool. As you hire better people, they refer their high-quality networks, creating a virtuous cycle. Your employer brand strengthens, reducing your need for expensive external recruitment. Your existing team becomes more stable as they work with capable colleagues in properly staffed operations. Success builds on success.
Final Thoughts
Recruitment in the helicopter industry is undoubtedly challenging. The combination of skill shortages, specific regulatory requirements, operational complexity, and intense competition creates a difficult environment. However, these market realities affect everyone equally. The organisations that succeed aren't those with the easiest recruiting situations—they're those that approach recruitment strategically, invest appropriately, treat candidates professionally, and continuously improve their processes.
The eleven issues outlined in this document represent the most common, most serious recruitment failures in the helicopter industry. If you address even half of them effectively, you'll transform your organisation's ability to attract and retain the talented pilots and engineers you need to succeed. If you address all of them, you'll create a recruitment capability that becomes a genuine competitive advantage and strategic asset.
The choice is yours. You can continue struggling with recruitment, wondering why the right people aren't applying, watching vacancies remain unfilled for months, and seeing new hires fail to work out. Or you can commit to systematic improvement, acknowledge where your processes fall short, invest in fixing them, and build the recruitment capability your organisation needs to thrive.
The talent you need is out there. The question is whether you're prepared to do what's necessary to attract them to your organisation rather than to your competitors. This document has provided a roadmap. Now it's time for action.
The future success of your operation depends on the quality of your team. Recruitment is how you build that team. Make it count.
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