
Senior Leadership Campaign of the Year  
 
Brief:  
 
Haringey is a large, diverse and fast-changing inner London Borough. It’s currently a 
magnet for investment, with headline development projects at Tottenham and 
Wood Green worth £2bn. 
 
This complex growth agenda called for a new approach to finance at the Council. 
The decision was taken to build a new team, almost entirely from scratch. There 
would be a new function with a fresh structure and processes that would be the 
opposite of the traditional, risk-averse local government finance department. 
 
The restructure called for a major recruitment exercise – ranging from junior 
roles to senior management. Penna was engaged to recruit to 26 vacancies, 
a challenging brief due to the volume of positions and the small pool of 
senior-level candidates to recruit from.  
 
We needed to recruit for five senior roles: Head of Corporate Finance, Head of 
Pensions, two Senior Business Partners and a Chief Accountant with salaries from 
circa £59K to £94K. In total, there were 21 roles at salaries from circa £25K to £53K. 
 
Solution:  
 
Uniquely, Penna’s diverse teams worked closely together under the same roof. 
We developed an innovative strategy that featured one, all-encompassing 
recruitment campaign. Crucially, that campaign did not take a ‘one-size-fits all’ 
approach. 
 
Our bold strategy integrated Penna’s brand and creative team, the 
media/advertising team and specialist recruitment teams including: Executive 
Recruiters, Sourcers, and Recruitment Administrators. 
 
Strategy:  
 
Typically, finance advertising is staid, traditional – and frankly dull. Penna undertook 
extensive research to create a fresh, modern look and feel for the campaign with 
dynamic messaging aimed at bold people with big visions and innovative minds. The 
creative embodied Haringey’s ambition and sense of doing things differently – while 
promoting the Council as a better place to push boundaries, make an impact on 
communities and achieve career milestones.  
 
High-profile marketing and PR Campaign 
 
The campaign used a broad range of channels, including sophisticated behavioural 
targeting in online advertising – to reach passive candidates. Further information 
was hosted on a modern campaign microsite www.betterinharingey.com, a world 

http://www.betterinharingey.com/


away from the conventional application pack. A PR push employed an advertorial in 
relevant publications and promotion via social media, using the campaign 
#IminHaringey hashtag. 
 
Segmented headhunting and sourcing techniques  
 
For the five senior positions, the Penna-Cipfa Executive Search team drew on its 
specialist Research capabilities and contacts to identify and reach out to high-calibre 
candidates. To maximize the cost effectiveness of the campaign, our direct sourcing 
team used our databases, LinkedIn and other technology tools to find finance 
professionals with the right profile. 
 
There was strong collaboration between several teams within Penna, including 
Search, CIPFA Penna, Talent Attract and Managed Resourcing. Candidate 
information was regularly shared, which ensured the best possible candidate journey 
and allowed us to cover the market. We also held an open evening roughly halfway 
through the advertising campaign which was attended by the Council’s portfolio 
member for Finance and the Interim Deputy CFO/s151. This gave potential 
candidates the chance to ask questions and learn more about the organisation, the 
culture and the roles themselves with the Councillor speaking passionately about the 
vision of the Council and the Borough. Moreover, it gave us the chance to build 
relationships with some strong candidates much earlier in the process than usual. 
Over 30 people attended on the night and their feedback was very positive – with 
individuals commenting on how rare an opportunity it was to meet such high-profile 
Council officials before deciding whether to apply for a role.  
 
As a result, a significant number of attendees ended up making an informed 
application, some of whom were successful. The client was also very impressed with 
the calibre of candidates and was keen to use the idea again for future large-scale 
campaigns. 
 
[Please see attached PDF for the creative work]  
 
 
Effectiveness  
The client had set a soft target of ‘50% of roles to be filled’ four months after the 
start of the campaign. At this point, accepted offers had been made for four out 
of the five senior positions – including the challenging Head of Pensions role. 
The unfilled role is being undertaken successfully by an interim and is not currently 
a recruitment priority. 
 
In total, 70% of the positions were filled. This was well ahead of the target, and 
demonstrated the success of the campaign approach. 
 
 
Overall Metrics: 
• Total number of applications (all sifted against the relevant job spec i.e. 



summary of candidate and their experience) - 393 
• Total number of interviews - 110 
• Total number of Assessment Centres - 27 
• Appointments – 14 
 
 

----------------------------------------------------------- 


