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Pilots and research
Why we did them and what we learnt

Why were pilot campaigns done?

• Test and learn what channels, messages, and imagery were most effective and how 

best to bring a fragmented sector together in one national sector campaign

• To identify what communications can potentially do (and can’t do) within finite 

resources

What did we learn?

• There is a big opportunity for communications to overcome barriers to application 

such as entry requirements, how to apply, showing that jobs are available locally, 

explaining.

• Speaking to an employer during the search process can more than double the 

chances of them applying.

• Online is the most popular channel for searching and applying for jobs, followed by 

direct contact with the care provider. 

• PR coverage and social media engagement was most powerful when highlighting 

care worker stories. And care workers are one of the biggest drivers of referrals.
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Further research
More testing and consultation with the sector and prospective new employees was done to 
develop the campaign and make it as authentic as possible

Focus groups with 

prospective new employees 

(prospects)

Focus groups and surveys 

with care workers, care 

assistants, personal 

assistants

Consultation with national 

bodies in the sector

Care provider site visits Pilot campaigns

Consultation with the 

sector 
Consultation with users of 

care services

Focus groups/co-creation 

sessions and in-depth 

telephone interviews with 

prospects

Focus groups and co-

creation sessions with 

current care professionals 

In-depth interviews with 

care providers 

SEPTEMBER/

OCTOBER 

2018

NOVEMBER 

2018

DECEMBER 18 

- JANUARY 

2019

FEBRUARY –

END OF 

MARCH 2019 National campaign roll out 



Campaign overview 1
Aims, audiences

Objectives

To drive a new generation of people to consider and apply for a job in adult social care by:

• raising awareness of the variety of job roles and opportunities available.

• changing what people think about working in the sector.

• increasing consideration and applications from individuals with the right values, who might be looking for a new challenge.

Target audiences

• Prospective new employees: Research shows that 20-39 year olds who have the right values are most likely to consider 

a job in the sector (year one paid-for advertising target).

• Existing workforce: referrals and recommendations are one of the most powerful recruitment drivers, and current staff 

are our most powerful sector advocates.

Activity will highlight direct care roles in different care settings across different care need types.
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Campaign overview 2
Key messages and channels

• Find out about the many rewarding and varied ways to make a difference when you work in social care.

• See how working in social care helps you build on the skills you have and learn new ones.

• Build a rewarding career in social care; there are many training and progression opportunities.

• Social care jobs are available near you; apply today
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• National PR

• Radio advertising 

• Outdoor posters 

(five priority 

regions)

• Google paid 

search advertising 

• Job board online 

adverts

• Regional PR

• Paid social media 

adverts

• Online advertising

• Case studies on 

website and 

Facebook

• everydayisdifferent.com

• facebook.com/everydayi

sdifferent

• Search vacancies and 

apply at DWP Find a 

Job

DRIVING INTEREST CONVERT TO 

CONSIDERATION

DRIVING 

APPLICATIONS
FIND OUT MORE

Five priority regions are: NW, Central (East + 

West Midlands), SE, Eastern, London

http://www.everydayisdifferent.com/
http://www.facebook.com/everydayisdifferent


Creative adverts
‘Every day is different when you care’

Outdoor posters (e.g. at bus stops)

Online 

adverts 

(dynamic, 

moving 

adverts 

moving from 

the first image 

to the third)

Social media 

adverts 

(Facebook)

To show even more range and diversity, these adverts will be 

supported by case studies on the website and on Facebook



Campaign toolkit

What is the toolkit for?

• What the national recruitment campaign is

• Free campaign materials and resources 

• Marketing ideas and tips for care providers to use the campaign 

to support their local recruitment marketing activity 

• For care providers of all sizes and types in both the short and 

long term. 

• One, some, of all of the ideas could be used depending on a 

provider’s time and resources.

Where can I find it?

• On the website at www.everydayisdifferent.com/resources

• Materials will be downloadable and printable at any time.
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Campaign toolkit
Sample materials and tools
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QUIZ 1: How well do you know 

yourself?

Enables people to identify those values 

in themselves and see how they would 

be matched in adult social care. 

Less than two minutes to complete, it will 

be promoted on:

facebook.com/everydayisdifferent

QUIZ 2: Could you care?

Aimed at people who are actively 

considering a career in social care, this 

quiz presents scenarios that the user 

could be faced with. It will take a couple 

of minutes on:

www.everydayisdifferent.com

POSTERS

A-sized posters which can be downloaded 

and printed from the website.

White space for personalisation (e.g. 

writing on event details or dropping in logo). 

LEAFLETS

A5 double sided leaflets can be downloaded and 

printed from the website.

White space for personalisation (e.g. writing on 

event details or dropping in logo). 

PULL UP BANNER

Artwork which can be 

printed and displayed in a 

standard banner for 

events

SOCIAL MEDIA POSTS

Suggested posted in the toolkit



Campaign launch highlights

National/Digital: 16 pieces Regional: 12+ piecesTrade: 10 pieces

Coverage is still coming in so reach 

figures and total number of articles / 

coverage secured will be confirmed in due 

course
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Care Provider Role
Asks and benefits to the care provider

Asks summary:

• Advertise vacancies on DWP Find a Job alongside any other local job boards.

• Send DHSC case studies to be featured in local PR and on Facebook

• Promote the quiz and the campaign Facebook posts through own social media channels

• Ask your staff to share the quiz using the hashtag #shareifyoucare

• Start using the campaign materials featured in the toolkit.

What are the benefits?

• Drive more enquiries and applicants

• Ideas on how to make local recruitment marketing effective

• Clear opportunity and role for providers in making the campaign a success

• New campaign materials which are free to use

• Free promotion for care providers who send in case studies



Any questions?



Group discussion

What do you see as being the recruitment challenges in your area?

What can we do together to attract staff in the care and support sector using the 
communications campaign?


