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Brief and objectives: 

Cumbria County Council’s apprenticeship recruitment campaign went live in March 2019 and 

set out to recruit to 60 new apprenticeship opportunities. Apprenticeships were available in a 

range of areas, including business administration, civil engineering, accountancy, customer 

service, construction and more. 

The campaign set out raise awareness of the variety of apprenticeships the county council 

has to offer and to seek applications for the 60 opportunities that were available. Measures 

of the campaign's success included increased web visits and applications, compared to 

campaigns run in previous years. 

 

The idea, research and planning: 

Cumbria has a population of circa 500,000 people, it is the third largest county in England by 

area and is one of the most sparsely populated counties in the United Kingdom. Picking the 

right mix of marketing and communications channels to reach key stakeholder groups within 

the local population presented an exciting challenge. 

We consulted with our existing apprentices about what prompted their decision to apply for 

an apprenticeship with the county council, they almost unanimously told us that their 

decision had been influenced heavily by a family member and in most cases a parent. 

Research and insight was conducted using data from previous years and benchmarks were 

established using web analytics like unique visitors, web visits and traffic sources. 

Research into the media habits of young people and adults was conducted using the Ofcom 

reports - Ofcom Children and Parents: Media Use and Attitudes Report, Adults’ Media Use 

and Attitudes Report and Ofcom Media Nations: UK 2018. These reports provided 

considerable insight into the platforms our key stakeholder groups were using and therefore 

which were likely to perform best. 

 



Strategy, tactics, creativity and innovation: 

The campaign used a mix of channels, online and offline, and was allocated a £10,000 

budget. 

The recruitment campaign followed a PESO model approach and used a complimentary 

combination of mass and targeted marketing techniques - mass to ensure countywide 

population awareness and targeted to hone in on and promote engagement from key 

stakeholder groups. The key stakeholder groups targeted included young people, parents 

and re-marketing audiences of those who visited the council's apprenticeship website, 

ensuring the campaign achieved maximum value from the budget. 

A key tactic was to feature existing county council apprentices as the 'golden thread' 

throughout the campaign. Our apprentices shared their inspiring stories and career 

aspirations and acted as advocates for careers at Cumbria County Council. 

The creative elements used throughout the campaign put our apprentices front and centre, 

we used real pictures, quotes and video clips in a bid to connect directly with the key 

stakeholders we were targeting. 

 

Delivery: 

The campaign launched on Monday 4 March 2019 to coincide with National Apprenticeship 

Week, the campaign closed at the end of March with the closing date of the advertised 

apprenticeship career opportunities. 

The campaign followed a PESO model approach, below is a breakdown of how this was 

delivered: 

Paid elements of the campaign included commissioning a range of advertising products 

across a mix of channels, and a video and photo shoot of our existing apprentices. 

Targeted Facebook and Instagram ads, including event boosts and 'stories', were used to 

target audiences including parents, young people and those who had recently visited the 

council's apprenticeship website. Snapchat was used to target young people in the county 

and a Google search campaign was used to ensure a competitive search engine results 

page position. Commercial radio ads were used to ensure wide population reach (circa 

100,000 people) and Digital Audio Exchange (DAX) allowed us to use a broadcast channel 

but with targeted 'layers' to reach adults in Cumbria via digital radio. 

A mix of video and still images, featuring current apprentices, was used across all paid-for 

advertising to promote advocacy, credibility and trust and to demonstrate the breadth of 

opportunity we have to offer. Our apprentices were the golden thread throughout the 

campaign. 

Offline paid advertising included ads in local press in the south of the county and outdoor 

advertising (OOH) in The Lanes Shopping Centre in Carlisle to ensure local population reach 

in a high footfall area of Carlisle city centre - the county's only city. 



Earned media was used to generate stories in local press, both in print and online. The 

campaign successfully generated earned coverage in all local newspapers titles and on key 

online news outlets like Cumbria Crack and Huddle Hub. 

Content was shared across a range of social platforms both organically and paid. A total of 

68 organic posts went out during March 2019 across relevant Facebook and Twitter 

accounts. Other social platforms used organically included LinkedIn, Instagram and 

YouTube. 

We utilised our owned channels including cumbria.gov.uk, Intranet, employee magazine and 

ebulletins to help share key messages and promote word of mouth. We also supported the 

council's Apprenticeship Team to promote and deliver 7 outreach events across the county 

which were attended by approximately 900 people. Anecdotal feedback from the Team 

suggests the events received significantly better attendance compared with events held in 

previous years. 

 

Measurement and evaluation:  

Key performance indicators included web traffic generated and the number of applications 

received. The campaign generated significant and positive increases in both areas. 

Over the last few years, the county council has launched apprenticeship recruitment 

campaigns during March with a £10,000 budget. This latest campaign managed to squeeze 

more value and impact from the budget. 

 

Budget and campaign impact:  

The campaign used a complimentary mix of channels and was allocated a £10,000 budget, 

the impact was significant. 

Unique visitors (UVs) to the council's apprenticeship web site increased by 108% and web 

visits (WVs) increased by 83%, compared to the previous year. 

• March 2017: 5,712 UVs and 7,009 WVs 

• March 2018: 4,575 UVs and 7,222 WVs 

• March 2019: 9,517 UVs and 13,225 WVs. 

Not only did the campaign generate a significant increase in web traffic, there was also a 

67% increase in the number of applications received. 

• March 2017 - 382 

• March 2018 - 311 

• March 2019 - 518 (+67% increase). 

All of the 60 advertised positions have since been recruited to. 


