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How effective was the 1914 publication ‘Lord Kitchener Wants You’ in stimulating military recruitment?’
This paper will explore the development and subsequent impact of the famous 1914 publication titled ‘Lord Kitchener Wants You’[footnoteRef:1]. Featuring the British Secretary of State for War, Lord Kitchener, the publication was utilised by the British Military to stimulate military recruitment during the First World War[footnoteRef:2]. Through the implementation of both contemporary and modern scholarship a substantiated position will be reached on the posters effect. Particular emphasis will be placed on recruitment statistics following the implementation, further building on the assessments credibility. In addition to the assessment of the poster itself, analysis will draw on alternative means of recruitment in order to gauge the most effective method. This analysis will not be limited to British recruitment during the First World War and will extend to both other nations and time periods. Specifically, this will include US military recruitment during the Second World War as well as military recruitment utilised by the British Army today. By doing so, the publications effect will be brought into the scope of wider military recruitment.       [1:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [2:  G. J. DeGroot, Blighty: British Society in the Era of the Great War (New York: Longman, 1996). p. 42. ] 

In line with the intention to address the statement ‘War Is Fun’, this paper will also seek to demonstrate a caveat, evident in recruitment campaigns throughout history. Principally, the naivety of youth to interpret war as an adventure. Such an interpretation is evident throughout contemporary works produced during the First World War. A great example of which is the poem ‘Vitaï Lampada’ with the infamous line ‘Play up! play up! and play the game!’[footnoteRef:3]. The poem drew parallels between public school boys playing cricket and their experiences of trench warfare. More specific to Kitchener’s recruitment campaign, Barnett depicts the atmosphere which had been created in Britain during the Autumn of 1914, ‘Moved by patriotism, by desire for a bit of adventure, by a desire to escape from poverty and unemployment, the crowds queued outside the recruiting offices’[footnoteRef:4]. The belief of youth in that ‘War is Fun’ is present throughout history and is a vital misconception which almost all recruitment campaigns draw upon.      [3:  H. Newbolt, Collected Poems 1897 – 1907 (London: Qontro Classic Books, 2010).]  [4:  C. Barnett, Britain and Her Army, 1509-1970: A Military, Political and Social Survey (London: Penguin Books, 1970). p. 377.] 

‘Lord Kitchener Wants You’, created by the graphic artist Alfred Leete, is widely regarded as one of the most iconic images of the First World War[footnoteRef:5]. However, it is important to consider that the legacy of Leete’s work extends further than just the conflict of 1914-1918. His creation would go on to inspire publications throughout the twentieth century. An example of which would be Flagg’s poster titled ‘Uncle Sam’, which was incorporated into the US Army’s recruitment campaign during the Second World War[footnoteRef:6]. Additionally, parallels can be drawn between the approach utilised in the ‘Lord Kitchener Wants You’ publication and that of in modern day military recruitment campaigns[footnoteRef:7]. The differing success of the aforementioned will highlight the importance of the underlaying message which they convey. In support of this message, it is vital to effectively identify the target of such recruitment. The audience of military recruitment campaigns changes depending on the contemporary conflict. During a total war scenario, it becomes vital that a campaign attracts the wider population, whilst in the event of a foreign or expeditionary conflict a more specific audience should be targeted. The question of audience will be evaluated more intimately during later analysis of modern day recruitment. It is here in which the theory of a developing audience in relation to a given conflict is best applied.  [5:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [6:  J. Flagg, ‘Uncle Sam’, Metropolitan Museum of Art, (1917), [online]. Available at https://metmuseum.org/art/collection/search/735268. ]  [7:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ] 

When evaluating the effectiveness of the ‘Lod Kitchener Wants You’ publication it is vital that the wider developing situation which the contemporary’s faced in 1914 is taken into consideration[footnoteRef:8]. Therefore, the Kitchener campaign, dubbed ‘Kitchener’s Army’, should be the focus of a holistic assessment. The scale of the recruitment drive in 1914 was unparalleled with no less than 54 million posters, 20,000 speeches and 8 million personal letters being sent[footnoteRef:9]. All of this was born out of a desire to field a military force fit for the task of repelling the central powers. Such a force required a staggering quantity of manpower to be sustained over four years of conflict. The first evolution of such manpower came in the form of volunteers. The quantity of these individuals which would put themselves forward for military service would be largely based upon the effectiveness of the military recruitment campaign which they were exposed to.         [8:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [9:  P. Simkins, Kitchener’s Army (Manchester: Manchester University Press, 1988). p. 78.] 

When pure statistics are taken into consideration it becomes undeniable that Kitchener’s recruitment campaign was indeed effective, gaining traction across the demographic of the United Kingdom[footnoteRef:10]. During the period of August 1914 to December 1915 when recruitment was drawn purely from volunteers, staggeringly 2,473,719 individuals volunteered for service in the British Army[footnoteRef:11]. Statistics following December 1915 become more complex following the introduction of the Derby scheme followed by the eventual Military Service Act 1916[footnoteRef:12]. However, it is important to consider that the motivations for these individuals entering service were complex and often encapsulated a myriad of factors. Dewey astutely indicated in his article on military recruitment and the British labour force that ‘the most important factors effecting recruitment were not only generalised ones such as patriotism, but also more specific ones – economic, demographic, medical and institutional’[footnoteRef:13]. Kitchener’s campaign and publications such as ‘Lord Kitchener Wants You’ were not the only driving force behind recruitment, factors such as growing social pressure and economic disparity also played a role[footnoteRef:14]. Nonetheless, it would be remiss to discount the correlation between the spike in volunteers entering service and the first production of the publication of focus here. The greatest influx of volunteers comes in September 1914, with 462,901 recruits enlisting into the British Army[footnoteRef:15]. This is the exact period which Kitchener’s campaign was in full swing. Clearly, this must have had a profound influence. So much so to the degree that it controlled public opinion, placing pressure on individuals to enlist.            [10:  P. E. Dewey, ‘Military Recruiting and the British Labour Force During the First World War’. The Historical Journal, 27, 1: (1984). p. 204-205.]  [11:  Parliamentary Papers, General Annual Reports on the British Army (including the Territorial Force) for the period from 1st October 1913, to 30th September 1919 (Cambridge: ProQuest, 1921). p. 108.]  [12:  H. Strachan, The Oxford Illustrated History of the First World War (Oxford: Oxford University Press, 1998). p. 216.]  [13:  Dewey, ‘Military Recruiting’, p. 200.]  [14:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [15:  Parliamentary Papers, General Annual Reports on the British Army, p. 108.] 

DeGroot provides interesting commentary regarding what he describes as the ‘rush to the colours’[footnoteRef:16]. He reached the assessment that not all men ‘shared a common will to serve’[footnoteRef:17]. Essentially, he differentiates the mass of volunteers into two distinct entities. Firstly, comes those who originate from a public-school background and therefore more likely to populate the officer class. Alternatively, the remained of society who fill the enlisted ranks. In his assessment, all of which had been ‘conditioned to believe in honour, glory and self-sacrifice’[footnoteRef:18]. Such a belief system appears to mirror the message communicated in Kitchener’s recruitment campaign. Crucially, the ‘Lord Kitchener Wants You’ publication appeals directly to these values[footnoteRef:19]. For the audience targeted by the campaign, ignoring such a call to arms on behalf of the nation would have been considered irreputable. Undoubtedly, the ability of Kitchener to tailor his recruitment campaign ensuring that it resonated with the ‘chivalrous values’ of the period was crucial in his subsequent success[footnoteRef:20].   [16:  DeGroot, Blighty, p. 43. ]  [17:  DeGroot, Blighty, p. 44.]  [18:  DeGroot, Blighty, p. 44.]  [19:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [20:  DeGroot, Blighty, p. 45.] 

An alternate aspect which contributed towards the success of the ‘Lord Kitchener Wants You’ publication, distinct from the underlying message, target audience, and exploitation of contemporary values, was the man himself[footnoteRef:21]. More importantly, the public image he displayed and popular admiration that he enjoyed. During exploration of Asquith’s choice to appoint Kitchener as the British Secretary of State for War, Simmonds outlines the experience and value which Kitchener had to offer. Simmonds’ depiction states ‘as the architect of famous British victories in Sudan and South Africa, the Field Marshal commanded huge public support’[footnoteRef:22]. Above all though, Kitchener was credited with being a ‘realist’, willing to talk truth to power and accept the grim realities of a conventional war in mainland Europe[footnoteRef:23]. Having an individual with a reputation such as this, at the forefront of a recruitment campaign would have gone a long way to suppressing prospective volunteer’s doubts. When this factor is considered in combination with the aforementioned, it becomes evident why the recruitment campaign yielded such fruition.       [21:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [22:  A. Simmonds, Britain and World War One (London: Routledge, 2012). p. 41.]  [23:  Simmonds, Britain and World War One, p. 41-45.] 

Having now explored the complexities contributing to such success during the First World War, Flagg’s adaptation of Leete’s work will now be analysed. The poster titled ‘Uncle Sam’ was originally produced in 1917, towards the conclusion of the First World War[footnoteRef:24]. However, it would experience significant utilisation for the purpose of military recruitment from 1939 to 1945. Statistically, the US recruitment campaign during the Second World War was on an even greater scale than that of Lord Kitchener himself. Crucially, 38.8% of US military manpower during the conflict was drawn from volunteers – constituting a figure of 6,332,000 service personnel[footnoteRef:25]. One of the most evident parallels which can be drawn between the US recruitment campaign of World War 2, and the British of World War 1, is the importance of exploiting values held by the population. For the British, this encapsulated the values of chivalry outlined by DeGroot[footnoteRef:26]. For the US, the values of freedom and liberty were entrenched in the populations psyche. Just as Lord Kitchener called upon his people to serve, so does ‘Uncle Sam’[footnoteRef:27]. In this case, the characteristic red, white and blue being paramount[footnoteRef:28]. Clearly, the thematic individualisation, compelling the individual reading the poster to enlist, is once again extremely effective.  [24:  J. Flagg, ‘Uncle Sam’, Metropolitan Museum of Art, (1917), [online]. Available at https://metmuseum.org/art/collection/search/735268.  ]  [25:  S. Watson, ‘US Military by the Numbers’, The National WWII Museum (2004), [online]. Available at https://www.nationalww2museum.org/students-teachers/student-resources/research-starters/research-starters-us-military-numbers. ]  [26:  DeGroot, Blighty, p.45.]  [27:  J. Flagg, ‘Uncle Sam’, Metropolitan Museum of Art, (1917), [online]. Available at https://metmuseum.org/art/collection/search/735268.  ]  [28:  J. Flagg, ‘Uncle Sam’, Metropolitan Museum of Art, (1917), [online]. Available at https://metmuseum.org/art/collection/search/735268.  ] 

Finally, the enduring influence of the ‘Lord Kitchener Wants You’ publication on modern British Army recruitment will be explored[footnoteRef:29]. Here, the necessity of target audience identification becomes paramount. Unlike a recruitment campaign tailored towards a conventional conflict in a total war setting, todays recruitment is offset by confrontations which are expeditionary in nature. Therefore, instead of targeting a wider demographic of prospective volunteers, a more niched audience of potential career soldiers becomes the focus. With emphasis on recruiting individuals in their late teenage years, into their twenties, the concept reflected in the statement ‘War Is Fun’ becomes paramount once again. Such a concept is highlighted in what are referred to as combat commercials, as found in the British Army recruitment campaign of 2014 ‘Be the Best’[footnoteRef:30]. Here soldiers are depicted in stressful situations, often combat orientated, in order to attract potential recruits to a fast paced and exciting lifestyle. Such a characterisation could be described as supporting the ‘War is Fun’ concept. An alternate style of military recruitment video comes from the British 2018 recruitment campaign, titled ‘This is Belonging’[footnoteRef:31]. In this instance focus is shifted from combat to outlining skills transferable into the civilian workplace, in addition to the inclusive environment which the Army offers. Interestingly this new campaign, which has taken a step away from the now traditional ‘War is Fun’ concept, has been met with criticism for depicting an Army which has become ‘too soft’[footnoteRef:32]. Potentially, the recruitment campaign of 2018 has strayed too far from the proven principles of the World War One ‘Lord Kitchener Wants You’ publication[footnoteRef:33]. [29:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [30:  British Army, (2014), British Army Recruitment TV Ad 2014 – Army Life. Available at https://www.youtube.com/watch?v=sOhvjBwuix4. ]  [31:  British Army, (2018), Keeping my Faith – This is Belonging. Available at https://www.youtube.com/watch?v=OQ4OoPNY_YM.]  [32:  Ministry of Defence, ‘New British Army Adverts Criticised for Being Too Politically Correct’ Forces Network, (2018), [online]. Available at https://www.forces.net/news/new-british-army-adverts-criticised-being-too-politically-correct.]  [33:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ] 







Having analysed in great detail the facets of Lord Kitchener’s World War One recruitment campaign, it becomes irreputable to deny its evident success. Through effectively conveying an underlying message, identifying a target audience, exploiting contemporary values and utilising the gravitas of Kitchener himself in the ‘Lord Kitchener Wants You Publication’, the British Military was able to sustain a huge manpower requirement throughout the years of 1914-1918[footnoteRef:34]. Kitchener’s success is further magnified through the legacy his campaign leaves on history, seen through adaptations such as ‘Uncle Sam’ in World War Two and modern British Army recruitment campaigns[footnoteRef:35]. The ‘Lord Kitchener Wants you’ publication truly deserves the enduring reputation bestowed upon it.               [34:  A. Leete, ‘Lord Kitchener Wants You’, Imperial War Museum, (1914), [online]. Available at https://www.iwm.org.uk/collections/item/object/16577.  ]  [35:  J. Flagg, ‘Uncle Sam’, Metropolitan Museum of Art, (1917), [online]. Available at https://metmuseum.org/art/collection/search/735268.  ] 
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