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Thank you for your email of 23 January requesting the following information:

‘With reference to the new 'Don't join the army, don't be a better you' ad campaign, could you
please send me the brief that the army provided to the ad agency that created the slogan?’

| am treating your corresondence as a request for information under the Freedom of Information
Act 2000.

The Campaign Brief for the ‘A Better You' campaign produced by the Army’s Recruiting Group in
conjunction with its recruiting partner Capita Recruiting is attached. It was produced in October
2015.

Some of the information is exempt under section 40(2) of the FOI Act, relating to personal
information, and section 43(2) of the FOI Act, relating to commercial interests, and is therefore
being withheld.

The exemption at Section 40(2) is an absolute exemption and there is therefore no requirement to
consider the public interest in making a decision to withhold the information. The exemption at
section 43(2) is qualified, which means that although the MOD considers it to apply to information
in scope of your request, the MOD is required to decide where the balance of the public interest
lies in releasing or withholding the information. Army recruiting activity, including marketing and
advertising, is delivered by a contractor and agencies employed by the contractor. Following due
consideration it has been found that the balance of the public interest lies in favour of withholding
the relevant information. This is because it relates to key performance indicators against which
contract performance is measured, the release of which would likely to be prejudicial against the
commercial interests of both the MOD and its contractor for Army recruiting.

If you are not satisfied with this response or you wish to complain about any aspect of the handling
of your request, then you should contact me in the first instance. If informal resolution is not
possible and you are still dissatisfied then you may apply for an independent internal review by
contacting the Information Rights Compliance team, 1* Floor, MOD Main Building, Whitehall,
SW1A 2HB (e-mail CIO-FOI-IR@mod.uk). Please note that any request for an internal review must
be made within 40 working days of the date on which the attempt to reach informal resolution has
come to an end.

If you remain dissatisfied following an internal review, you may take your complaint to the
Information Commissioner under the provisions of Section 50 of the Freedom of Information Act.



Please note that the Information Commissioner will not investigate your case until the MOD internal
review process has been completed. Further details of the role and powers of the Information
Commissioner can be found on the Commissioner's website, https://ico.org.uk/.

Yours sincerely,

Army Secretariat




BE THE BEST

Campaign Brief -DRAFT

Project details

Business Context & Information

iR

Summary of requirement:

A new, Inspirational and motivating creative campaign is required to help a wurld-dm brand to
overcome the barriers, to increase consideration levels of an Army career and, mnca!lv. to boost
monthly application figures for Regular soldiers, to help meet the required targﬂ for Recruiting Year
(RY) 16/17 and into RY17/18. Targeting the core-audience of 16-24 year olds, t@e campaign needs to
be relevant and impactful and designed to make this audience feel differently, challenge their
perceptions and be inspired about the Army and what it can offer them. The camp-algn platform will
also need 10 resonate with gatekeepers who can have 3 significant influence on the decision making
process for our core target audience,

Business Challenge {Background of business problem);
In April 2013, Capita began a contract ta wark in partnership with the British Army to deliver the
Recruiting Partrering Project [RPP). The praject represents a major investment in the transformation of

military recruiting. While the Army retains ownership of recruitment palicy, eﬁtry criteria and
assessment standacds, RPP delivers the entire pracess for attraction and fecrw:ment

In recent years, Army Recrulting Group has faced challenges in recruiting appmpﬂ_am rumbers of
e S

Research has idenlified certain barriers that may prevent our target audience fram joining the Army:
| only 548% of 14 - 24 yezr alds think the Army is recruiting. This figure has |"nprov§{i significantly in the
| fast few years. For those who think the Army is not recruiting, Government cuts 3nd lack of awareness
i of any advertising were cited a5 main reasons. i
- Although the recruitment awareness figure are growing amongst 14 — 24 year alads it is dropping
amaongst ‘gatekeepers’ (such as parents) - pre 2014, 51% of gatekeepers were aware that the Army was
recruiting, in March 2015, this has dropped to 38%. Gatekeepers are significant mﬂmnmrs to the
decision making process.

- Negative news broadcast provides a significant tilt 1o the perception of the Amw and increasingly
relnferces unhelpful stereatypes exposing death/injury or treatment of soldiers post war
{unemployment/PTSD).

Project name 2016 Army recruiting campaign = ABL brief
Project owner 2 Capita

Date written brief submitted | 1stQcrober 2015 :

Proposed go-live date 26" December 2015




-Preconceptions surraunding the Army influence expectations about the type of persan the Armiy is
trying 10 recruit. Whilst Army Officers are perceived as privileged Harrow/Eton types, the stereotype of
a soldier is uneducated individuals for whom the army is the last resort asa career option,

-The Army is apen to 3 diverse array of individuals; bowever it is still a predominantly white male
dominated environment which may deter applications from ethnic minorities and females.

Recruiting Group (RG) has invested significant budget in refocusing the employer brand and
differentiating the proposition from the media stereatype. The new Army Careers Centros are focused
around bringing out the people, their personalities and ‘normalising’ them allowing for incregsed self-
identification. We want people to see the people not the unifarm {often referred to as MTP).

Our creative campaign needs to be particularly mindful of the wider ‘brand’ campaign, which the Army |
will be running during the same period. This has been developed and managed by the Army with their
creative agency, Engine. Exact delails are 1o be confirmed; however we understand it will be a re-run pf |
the existing TV campaign, which was launched in Jonuary 2015, This included ITV broadcass, | minute |
adverts in a 2 week burst in the second hail of January, as well as a YouTube takeover, Watch the TVad |
here-https:/fwww.youtube com/watchPy=Nif9jmNKNU {

In adcition, Recruiting Group will be running an Army Dfficer campaign, predomnantly targeting the |
Graduate market. It will include campus-based roadshow svents as well as paid media such as Spotify
and YouTube. The campaign is called 'With Heart. With Mind." The creative and videos can be \newed %
here: armyofficers.tumblr.com, |

NB. The creative for the campaign we want to develop, does not need to follow either creative
treatments for the above examples.

_TARY rums fram § Aprd - 31 March ; J
Role/role benefits Description rsaon somary of the role on offer)
' « People like you join the Army. There’ll be a place m you whatever your skills and interests.
¢ The Army will invest in you. We'll help you develop your patermai We'll nurture your abilities,

train you and show you how to achieve your goals.

* This s your chance to do something different and take your life in a new direction whether it's

travelling the world, getting a trade and quaﬁﬁ:atmn under your belt or making sport your

passion. The opportunities are there for the taking.

You'll become an important past of a close-knit team and you'll make some of the best friends
\mu’g mr han Your team will have your back no matter what — they become your family.

 Target audience (Who are we trying to engage?) .
 Not everyone can be persuaded 10 join the Army, a significant proportion will never be abla to be
| persuaded and we need to ensure candidates are efigible (nationality/fitness/health are amangst the
initia| eligibilty cansiderations ~ e.g. those with asthma are not eligible to join),

i_lAlongs'de this, there are 3 target group that are fikely to join regardless of advertising. We are not

* You'll be immensely proud to serve your country and earn respect from your famiy and friends. |

S
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| They cantinue to be less aware that the Army is recruiting {28%) and due to our targeted meaia
| strategy were not aware of our most recent campaign. There s a need to address this audience in

looking to target this group, The core intenders that have always been interested in warfare will join, |

Segmentation analysis shows that we are able to influence 11% of 16 — 35 year olds ta begin their
journey towards joining the Army. - -

1. Care group: 16-24 year olds already interested in joining, but need motivating to take the next
step now.

This age group are generally still flexible/ apen to change in career choice, with many dissatisfied i
some element of their life (job/career/college/ university/home life) or still have not found their true
direction.

The campaign should also inspire those who are positive about the Army, however never actively
considered a role in the Army duc to misperceptions they may have (e.g. not fit enough,a male i
dominates environment/belief it lsn't 3 good career option/ not top of the list employer for skills
training, vou'll die).

3. Females ~ 91. 3% of the current Army population Is male; leaving anly 8.7% female, Andwe know
that c.90% (compared with ¢ 82% males) of females drop out of the process. Target is 15% inflow
into the fiald Aremy by 2020,

4, BAME {Black, Aslan & MInority Ethnic) ~ Show lower levels of awareness the Army is recruiting,
whilst recent campaigns have resonated well, with a higher percentage wanting to find out more
Information and wanting 10 join the Army and Army Reserve, compared with all 14-24 year olds. The
Army is being targeted at 10% inflow from BAME by 2020. Our current UK BAME memth isonly
3.9%. ‘

5. Parents/ gatekeepers — this audience can have a huge influence on the decisian to join the Army.

the most cost-efficient way.

e The first and foremost barrier we are trying to avercome is to nfluerxe and change the
perception of potential candidates by challenging the stereotype image of the Army. [*EVP)
We want to reposition the Army as a first choice career option for 16 ~ 24 year olds.

* We need to influence hearts and minds. The offer appeals to the rational mind but the
commitment/cansideration 10 join requires an emotional conpectior. This isn't 3 9-5 job it's
a lifestyle decision.

= The Army is the place to gain skil's to set youl up for li%e — itisn’t currenz!y first choice

¢ Create a desire to start the application now

¢ The power of the news broadcast influence versus the reality

* See past the uniform. Not everyone does the same job; 2 doctor wears the same as a truck
driver,

"Key stimulus (what is the single-minded thought that we are trying 1o communicate toour
audience)

| NEVER KNEW THATI | SHOULD LOOK INTO WHAT I COULD DO IN THE BRITISH ARMY,
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["Why sh whvslu:lu!d they believe us? (Please detail any ‘reasons to believe’) il |

This is more than a 9-5 job. This is a ifestyle, which means you'll get far more ouécf it than an

| average job.

| * This js the biggest team you will ever join. Becauvse of that, you'll build t stmnges“
friendships you'll ever have. The Armny is rerowned (or [ts team spirit bu vuu also trust your
colleagues with your life,

s The Army's most valuzble resource |s its people. You'll get a support network from day one:
there’s your boss, your colleagues and the Army Welfare Service (AWS) whtch provides
support to yau and your family.

*  You'll get the npporlunity to travel to places you might not otherwise see -~ and get paid far
it. How abaut overseas trairing in Kenya or supporting the UN in Cyprus? i

*  Mzke the most of all the Adventurous Training (AT) the Army can offer. Erom
mountaineering In the Himalayas or diving in the Red Sea, to sky-diving in Florida.

« If you're into your sport you'll get the chance to train with the very best €oaches, You could

 play in overseas tournaments or an international stages like Twicke nhari |

s The Army has over 200 job roles on offer — 5o there's 5o much more on oﬁer than combat,
You'll be surprised at what you can do. We have mechanics, chefs, brickiayers, medics,
administrators and transiatars. Everyone works together 10 belp us succeed.

* The Army Is the biggest employer provider of apprenticeships in the UK and has over 40
difterent schemes on offer from engineering to animal care. The achievement rates are
around 20% higher than civilian apprenticeships. Army apprentices get Fuil pay. You'll earmn
£18,125 as a new entrant. An average civillan apprentice carns £6,846. |

* The Army offers over 500 different qualifications, from GCSE to degrees, including all kinds
of prefessional and practical qualifications in areas such as chartersd engmeerhg and
accountancy that will buitd up your CV

= The Army offers you career structure. You get annual pay rises, a clear pﬂ)mol ion path and 2

pay rise with ¢ach promotion, .

Media/Channel considerations (highlight what we know about how and when afd where we might
engage our audience) i

TV should be focused around 10” and 20° for optimum effectiveness. Su&je«u to Lhe treative
idea we may consider a 2 week campaign [aunch with a maximum 40" execution

* Radio is our maost effective mecia channel and regionallsation with a CTA to an Army Careers
Centre (ACC) or Armed Forces Careers Centre (AFCO) or dated evenl

We would also like lo see how the core idea will also work through-the-line on charrels such as:
e OOH in key regions with lacalisation where appropriate -
« Digital display
VoD
Search
Social

We welcome new ideas to broaden our paid media strategy particularly keen to ;ia’.ore haw an |
offline experience/stunt could be enhanced through other channels. For instance, watch this
initiative from Swedean: https://www.youtube.com/watchTvsax9kCOwTiGo '

Adegia pisnning will be Rangied by Meavstor and mzdio baping by Corst

Reguirements

Actual deliverables required




» A strong creative platform/idea from which to launch the new 2016 Army recruiting
campaign

» Creative development and production of a TV ad

» (Creative development and preduction of a radio ad
Potential launch stunt, to be agreed

* Demanstrate how the creative idea can work through the line with OOHG and digital, to be
agreed

» Adaptable 1o BTL media

Consigerotions: :
e  Woaorking with other agencies ta develop a big idea/stunt outside of traditional media that
will engage with our target audience and make them think very differently sbout jaining the
Army (in 2 positive wayl) and direct them to trackable BTL informatian snd apalication é.
process.

* Whilst this is 3 Regular soldier-led campaign, we would also like Lo see how the core idea :
could be adapted 1o appeal to the Reserve audience, who could be thinking of joining in
their spare time, We would envision this being run across radio and targeted channels, |

_Brlow the Vo arsinbes el be horadled By FRirty fivee

| Dutcomes

| Ideal audience response {Call to Action) o il ;
The Army can offer me an opportunity to train with and learn from the best, giving me a great stan

to my career and enriching my fife experiences. | should go onling, or talk to someone at an Army

careers centre, to find out more/fstart my application.

KPis & propéﬁ-ed measurement (please give detail on what the KPLs for the campaign are and how
these wil be measured)

* |Increase in awareness levels and consideration towards the Army through the quartery Brand

tracker survey post launch in April 2016, Cument far rog saldiers £ A0W® of 18245 sxpiess sorme bind ol inlerest in
4 Fepular Armry carser. Long torm averge sinoe May 01 = 240

=
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' New Campaign or campaign adapt {state whether this is a new campaign or nne supplementmg an |

| existing cam palgn]

| New campaign

Any creative mandatories {beyond ﬁmumng Brand Gwdci ines)
Inspiring and emotive stand out communications,

We need to consider how to stand out and change the minds of our audience abéut whal the Army
is and what it can do lor you. Traditionally, large Army recruitment campaigns hm shawn typical
army live firing/ explosions’ ~ we would like to explore other rautes to belp break the mould and
connect emotionally with the potential recruit,

e

&3 L 2 ———

Note that although Army equipment and assels are avallable for production, we need to be
conscious of the availability/resource/ disruption and cost to the Army of this eaipment,

It is also likely that the Royal Navy and RAF will be on-air at a similar time, Larget%aﬁg a similar
audience, 50 this campaign will need to clearly differentiate and position the Army offer.

g

Production & ﬁncv Fee Budget {an indicative leve! of invesiment) i 3t

Medla Budget (an indicative level of investment)

Timings/nextsteps
Presentations to the marketing team on wic 127 October 2015,

Presentations should include:

Brief overview of agency / experience

- Meeting team members who will work on the campaign

- Demonstrate an understanding of briet/process of developing the campaign

- Creative concepts [understancing these will be at an early stage af dawbpment}

- Outline timings (note that we will need to undertake concepts research with our potential
audience as part of Lhe process)

- Explain resourcing model - whal Is provided in-house and what is bough1~un

| Qutline costs g
Contacts for further information ' .
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