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Focus for today 

An opportunity to reflect: 

• on the campaign impact 

• on what we’ve learnt 

• on where we go now



Campaign review 



A pilot project: 
Can a recruitment campaign tailored specifically 
for them encourage Gen-Z to consider and apply 

for jobs in Local Authorities?



of Local Authority 
employees are 
under 30.   <11%

T H E  O R I G I N A L  P R O B L E M



T H E  V I S U A L  W O R L D  O F  ‘ P L A C E ’



T H E  V I S U A L  W O R L D  O F  G E N - Z



JUST WHO ARE GEN-Z?

And what do 
they want? 



The ascendancy 
of self-fulfillment  

Desire for flexibility not just a family stage thing

S U M M A R Y  O F  F O C U S  G R O U P  F I N D I N G S

A job, a career 
or a stopgap: 
aspirations 
can be fluid 

Convenience (nearly) 
always wins 

Local Authorities’ potential appeal is well hidden   



So as a result of our campaign we wanted them to…

I didn’t realise that 
there are jobs I’ve 
never considered 
that could be just 
great for me. 

Think

Surprised and 
curious enough 
to shake off their 
preconceptions of 
Local Authorities.

Feel Do

Find a role that 
appeals to them 
and put their 
hand up to apply 
or find out more.  









Campaign 
impact



S O ,  H A V E  W E  M A N A G E D  T O  R A I S E  A W A R E N E S S ?  

Campaign period: 24th February – 20th April 2025

The estimated target 
audience (TikTok/Meta) was

1,151,400
We reached 

956,543
(83%)

On Meta, users saw our adverts an average of 

4 times each



A R E  G E N - Z  I N T E R E S T E D  I N  L A  J O B S ?  

Our ads generated

50,460 
clicks through to our website 
(30% above benchmark)

5,219
of these went on to use the 
“search for a role” feature

135 Expressions of interest



W H I C H  R O L E S  A R E  M O S T  A T T R A C T I V E ?  

54%
The ads for Cemetery Operative and 
Waste & Street Worker produced

of the people who 
visited the search tool

But only 37%
of the expressions of interest 
were for these types of role



C A N  T H E  C A M P A I G N  D R I V E  N E W  H I R E S ?  

Total unique users  

Web engagements 

Expression of interest 

Application submission

Interview

Job offer

Eleven process

LA process

10.1 millionTotal impressions 

956,543

5,219

Website clicks 50,460

135

Difficulty of extrapolating 
data and tracking back to 
the campaign means we 
do not have the evidence 
to attribute new hires 



Ultimately, the pilot successfully 
demonstrated that we can attract 

Gen-Z to Local Authority place jobs 



What else 
did we learn?



Next steps

Campaign approach, 
strategy and creative 



The value of audience insight  

Our qualitative research groups delivered 
key insights into Gen-Z motivations and 
attitudes around jobs and job hunting. 
That contributed to the creative solution 
and informed our approach to the 
customer journey. 

Repeating insight research is 
perhaps unnecessary for any 
future campaigns, although user 
testing of new creative will be useful 
to help craft any new messaging.

Key Learning Implication for future activity



Humour works

Getting the tone of the campaign right 
was crucial. Our research showed that 
the audience react strongly to any hint 
of being patronised.

The campaign statistics demonstrated 
that the executions that leaned into 
humour outperformed the others, 
irrespective of the job featured. 

Future campaign executions should 
lean further into the use of humour. 
The roles featured in the campaign 
advertising are less important than 
the overarching message that the  
Local Authority offers opportunities 
that are surprising and interesting.

The campaign website then works to 
show the breadth of opportunity and 
signpost to roles and vacancies that 
may be of interest.

Key Learning Implication for future activity



AI image generation delivered flexibility and cost efficiencies 

The use of AI allowed us to generate 
campaign imagery that was highly 
specific to the creative concepts we 
developed, and to produce a range of 
quality images at a fraction of the cost 
of running a bespoke photo shoot.

We believe that this same approach 
can deliver the same quality results 
and cost efficiency next time around. 

Key Learning Implication for future activity



We could have worked harder to sell Local Authorities as attractive employers 

The section of the site profiling
our 5 LAs was not as targeted to 
our audience as initially envisaged. 
This was due to inconsistencies 
in the depth and range of source 
content each LA was able to provide.

As well as the actual vacancies 
we know that Gen-Z are interested 
to understand the culture of any 
potential employer. Further effort to 
really demonstrate the Gen-Z friendly 
benefits (such as flexible working) 
together with a picture of the unique 
culture of each LA (for example 
through day in the life profiles of 
existing Gen-Z employees) would 
help establish the attractiveness 
of LAs as potential employers. 

Key Learning Implication for future activity



Social Media is the optimum environment for engaging Gen-Z 

The combined use of static and animated 
ads across Meta, YouTube and TikTok 
successfully reached our audience on 
their terms.

Data shows above industry average 
engagement with our creative, showing 
that we were able to deliver engaging 
content rather than simply getting in the 
way of their scrolling.

Ongoing campaign evaluation allowed us 
to test and learn, and optimise the media 
budget as the campaign progressed.  

Planning for future campaign activity 
should strongly consider replicating 
this channel strategy. 

Key Learning Implication for future activity



Next steps

The audience 
journey



Breaking the journey 

We knew from the research that the 
requirement to leave the campaign 
website to explore live vacancies in 
the individual LA website environment 
constituted a barrier to engagement
(this is true generally but our research 
points to it being particularly acute 
for Gen-Z).

However, for the pilot, the journey 
had to work this way.

Budgetary and practical constraints 
make it hard to change the need to 
leave the microsite to explore roles 
further.

But improving the disconnect 
between the microsite and the pages 
on which candidates land at the LA 
side would be beneficial.

Key Learning Implication for future activity



Understanding the campaign impact 

A concentration on the functionality 
to allow for applications to move 
from campaign site to LA site, and 
the complexity of differing systems 
across each LA meant that tracking 
applicants through the journey from 
response to interview has proved 
extremely difficult. 

Prioritisation of this function early 
in the planning stage would provide 
valuable insight into how to 
continually optimise the journey 
for Gen-Z.

Involving individuals with these skills 
and responsibilities within the LA at 
the planning stage is crucial to allow 
for meaningful evaluation of any 
future activity. 

Key Learning Implication for future activity



Next steps

Project 
management 



The challenge of multiple stakeholders 

Managing multiple stakeholders from 
different organisations is challenging. 

On occasion, there was duplication of 
effort in collating input and engagement 
across these diverse teams which added 
time (and ultimately cost) to the project. 

Instances where LA colleagues engaged in 
close collaboration with the project 
greatly helped with the speed and 
effectiveness of campaign delivery.  

Involving the individual LA project leads 
in the detailed scope of the project 
upfront may have helped those 
individuals to carve out the time and 
supporting resources from their internal 
teams more effectively. 

The clear articulation of expectations for 
example in the form of clear 
benchmarks, defined actions, and roles 
and responsibilities could have helped 
make the project both more 
collaborative and more efficient.  

Key Learning Implication for future activity



What next?  



LGA Workforce data report May ‘25

The original need to bolster an ageing workforce is still acute  

LGA workforce data May ‘25

of the 
workforce 
are under

Amongst 
council 
staff only 5% 25



LGA Workforce data report May ‘25

There is still an appetite for the campaign amongst LAs

Poll data from the Adept Spring Conference 

Based on what you’ve heard today, how interested would you be in running this campaign for your local authority?

Very interested

Somewhat interested

Slightly interested

Neutral

Not interested

1st

2nd

3rd

4th

5th



A second phase of the campaign next year, 
incorporating the learnings from this pilot and 

widening the participation across more LAs

Our potential next steps 



Our potential next steps 

Making the campaign assets 
available to individual LAs



Our potential next steps 

Explore synergies with the national Make a 
Difference recruitment campaign and 

similar initiatives



Thank you to everyone 
who contributed to the 

project’s success!



Your feedback, 
learnings and 
questions 
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