
 

 

Category: Best Use of Digital 
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Entry title: Creating a buzz about PPI 

 

 
Brief and objectives: 

With PPI’s high-profile nature comes challenges for claims management companies. The 

market is saturated and consumers are tired of hearing the same message from the plethora 

of companies out there. 

Jam was tasked with helping to create cut-through for claims management specialists, First 

Target Recoveries (FTR). 

Objectives: 

 Raise brand awareness of FTR 

 Establish FTR as a trusted PPI claims provider 

 Drive traffic to the website 

 Generate leads 

 In a saturated market, create a point of difference 

 

Rationale behind campaign, including research and planning: 

Our communications strategy was two-fold. Our first challenge lay in reaching consumers 

who hadn’t already claimed PPI, educating them on how and why to do so, or allaying any 

concerns they might have around the process. 

The second challenge was to increase brand awareness for FTR and encourage consumers 

to start the claims process with them rather than more established competitors. 

We had to be clever with our messaging, ensuring that all activity cut through a crowded 

marketplace. 

Our strategy was to provide an integrated campaign, that didn’t solely focus on reclaiming 

PPI, to both the media and consumers. This helped to ensure that we carved out a share of 



voice among very vocal competitors and positioned FTR as a knowledgeable and trusted 

claims management company, delivering our messages largely through social media. 

 

Strategy and tactics, including creativity and innovation: 

Social Media: 

Jam developed a strategic and multifaceted social media campaign to create stand out. 

Following in-depth competitor research, Jam created a plan which diverted from the 

standard posts we saw in the industry selling PPI claims services to consumers. 

To create cut-through, we needed to create something different, making our content useful 

for our audience. This includes posts with money saving advice, useful infographics, funny 

gifs and industry updates, as well as posts to push FTR’s blogs out to consumers. The aim 

of all activity was to generate engagement with the brand and deliver clicks to site. 

The organic social content strategy is supported by a targeted paid for social campaign, 

which is split between follower growth, engagement and lead generation to support the lead 

generation objective set by the client. 

Creative Campaigns: 

To create stand out in a crowded marketplace and to compete with the FCA’s PPI deadline 

campaign featuring Arnold Shwarzenegger, we launched a campaign to create a real point 

of difference. 

We created an interactive postcode tracker on the FTR website where consumers typed in 

their postcode to establish the average refund received within their area. This was created 

with FTR’s own data and supported with a nationwide news announcement that highlighted 

Birmingham as the PPI claims capital of the UK. Bespoke graphics for social media and 

infographics detailed a breakdown of the data. We teamed this campaign with a highly geo-

targeted paid social strategy, targeting consumers within each key city with tailored 

information of the postcode tracker specific to their locality.  Our highly targeted activity 

delivered consistent traffic from social media to the FTR website, with 2,750 sessions 

contributing to more than 400 conversions at £0.25 per acquisition. 

Keeping the creativity flowing, we capitalised on the fact that the average claims process is 

12 weeks. Playing on the 12 days of Christmas theme, we introduced a 12 weeks of 

Christmas social media competition, offering followers the chance to win high street 

vouchers in return for their data and the completion of a one question survey, the results of 

which we then fed into press office activity to create a news release on what people would 

spend their PPI refund on. This activity delivered 886 leads from social media, equating to a 

cost of £0.64 per lead. 

 

Implementation of tactics: 

Launching the social pages from scratch meant that we quickly had to build a loyal following 

to help share and amplify our content. 



The initial phase of activity focused on growing audiences with engaging content that 

resonated with our target audience. This included fun posts and gifs about topics like the 

new £1 coin, as well as more informative content about claiming PPI, linking back to useful 

blog posts we drafted for the FTR website. 

Once the pages were established, we launched our campaigns, including the postcode 

tracker and 12 weeks of Christmas giveaway. This helped to build engagement further, as 

well as generating leads for the client. 

The organic content was supported by a paid for strategy, which focused on three main 

objectives: growing the page audience, generating engagement and driving clicks to site. 

 

Measurement and evaluation:  

Over 17,000 clicks to site, with an impressive bounce rate to the blog section of just 44% 

Social media activity delivered 68% of total web sessions 

Paid for social activity delivered 23,375% growth in followers, 4,686% increase in 

engagements and over 3,300 clicks to site for just £400 a month spend 

Over 150,000 paid Facebook impressions and 21,000 actions (link clicks, engagements, 

page likes) 

Reduced average cost per click to site from £2.23 in June to £0.71 (314% decrease) 

Delivered 1,300 hard leads to FTR’s sales team 

Creative Campaigns: 

Postcode tracker delivered 2,750 sessions to site contributing more than 400 conversions, at 

£0.25 per acquisition 

12 Weeks of Christmas giveaway resulted in 66.6% increase in social media followers, an 

additional 886 leads (£0.64 per lead) and 900 hits to the website 

Overall results: 

In the campaign period, FTR has processed 7.5% more claims, contributed to by the activity 

undertaken by Jam. 

 
 

Budget and cost effectiveness: 

PR and social media retainer - £4,750 per month 

Social media advertising – started at £250 per month, increased to £400 per month 

Devising an integrated campaign in a highly saturated sector for a client with little to no 

USPs meant that Jam had to be innovative in its approach. The success speaks for itself 

with a 23,375% growth in social media followers, 4,686% increase in engagements, more 

than 1,330 hard leads generated and a  7.5% uplift in sales. 


