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TMP have partnered with Kent County Council for ten years and during that time 

have supported them to develop their social care attraction strategy. As a sector 

under major pressure and with experienced social workers being some of the most 

difficult to recruit to roles, we knew we needed to do something different. 

Throughout this time KCC have experimented with a number of different 

approaches which has given us excellent insight into the shifting engagement of 

candidates and effectiveness of different channels. 

These professionals are in high demand and can pick and choose where they work. 

In order to get to the passive audience as well as the active, we needed to do 

something that would get their attention. 

Methodology 

For this particular campaign, we decided to pilot a new approach to getting to the 

unique selling point. For an effective campaign, it all starts with understanding. We 

needed to understand why being a Children’s Social Worker at Kent CC was 

different to everywhere else and therefore why the best should consider them as 

their next employer. 

Through research conducted by TMP’s Head of Insight and Head of Creative 

combined, we engaged with various groups to get a rounded insight into the reality 

of Kent and its vision for the future. 

We engaged with: 

 Senior Stakeholders –  

 Focus groups with experienced Social Workers, Team Managers and Senior 

Practitioners internally 

 External interviews with the key target audiences for their perceptions of KCC 

The findings were distilled into the recruitment value proposition of ‘Nobody here is 

left alone’ and shared with the creative team to bring this to life. 

The campaign concept chosen by Kent CC was ‘In a good place’. 

Social workers are driven by their desire to support families and everybody within 

social care talks about the importance of teamwork. Many claim to have supportive 

teams, but what came through the research was that at Kent this goes beyond 

platitudes and is referenced by every member of the team, irrespective of seniority. 

 

 



Attraction 

Over the years, our campaigns for Kent CC have evolved and moved away from 

‘traditional’ media and more towards a more modern combination approach of 

using social media in particular alongside more renowned social work media. With 

this campaign we particularly focussed on utilising video across Youtube (the 

second largest search engine after Google) and more targeted search across social 

channels. 

Video is the growing medium being used to drive recruitment. In an age where we 

talk about the death of the attention span, it is about how to get across your 

message in an easily digestible, engaging fashion. Particularly to a very busy 

audience that really don’t want to be looking at recruitment campaigns because 

they know they can get a job anywhere. 

For an audience that doesn’t do ‘fluffy’, we went with video to head up the 

campaign that was factual, featuring actual Kent staff, in a visually appealing way. 

The campaign included: 

• Branding based on research 

• Microsite – www.kent.gov.uk/inagoodplace 

 

• Media – the Guardian and Community Care 

• Social Media – Facebook, Instagram, Twitter, YouTube 

• Video https://www.youtube.com/watch?v=v8GFGVItOyE&feature=youtu.be 

https://www.youtube.com/watch?v=v8GFGVItOyE&feature=youtu.be


 

 

Results 

The initial campaign went live in late August and is showing very positive results, with 

the choice of social media proving very effective.  

 

We seeded this campaign across Facebook, Instagram and Twitter to social work 

audiences which achieved a cost per click of £0.99 through to the microsite.  

We also targeted this specialist audience on YouTube and so far has received over 

475,000 views – we targeted candidates using data taken by YouTube/Google. With 

over 212,000 having watched the full video. 

This is a new approach for social work recruitment and has proved a highly effective 

branding and attraction tool. 

 

 



Results so far: 

• 73 applications 

• 38 shortlisted (c. 1:2 conversion, showing the quality of applications) 

• 13 offers so far (c. 1:3 conversion, the interview process is continuing currently for 

those shortlisted). 

The campaign is still running and we expect more applications at the current 

conversion rate. 

With any experienced social work campaign, there is never an expectation of high 

volume due to the shortages in this area. Equally there is often inflated levels of 

applications due to newly qualified and overseas candidates applying. With this 

campaign and its specific targeting, we have successfully attracted high quality, 

experienced social workers showing in the positive conversion rates, higher than 

we’ve seen before in this field of expertise. 

 

 

 


