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The visual world of ‘place’
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The visual world of Gen-Z



A pilot project 
Can a recruitment campaign tailored specifically for them encourage 

Gen Z to consider and apply for jobs in local authorities?



And what do they want?

Just who are Gen Z?



Summary of focus group findings

The ascendancy of 
self-fulfillment  

Convenience (nearly) 
always wins

A job, a 
career or a 
stop gap: 

aspirations 
can be fluid 

Local authorities’ potential appeal is well hidden

Desire for flexibility not just 
a family stage thing



So as a result of our campaign 
we wanted them to…

I didn’t realise that 
there are jobs I’ve 
never considered 
that could be just 
great for me. 

Think

Surprised and 
curious enough 
to shake off their 
preconceptions of 
local authorities.

Feel

Find a role that 
appeals to them 
and put their 
hand up to apply 
or find out more.  

Do



The media campaign 
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Have we managed to raise awareness?

The estimated target audience 
(TikTok/Meta) was

1,151,400

We reached 

956,543
(83%)

On Meta, users saw our adverts an average of

4 times each

Campaign period: 24th February – 20th April 2025 
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Are Gen Z interested in LA jobs? 

Our ads generated 

50,460
clicks through to our website

5,219
of these went on to use the 
“search for a role” feature

135 expressions of interest
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Which roles are most attractive?

The ads for Cemetery Operative 
and Waste & Street Worker 

produced 54% of the people 

who visited the search tool

But only 37% of the EoI were 

for these types of role



Can the campaign drive new hires?

Total unique users  

Web engagements 

Expression of interest 

Application submission

Interview

Job offer

Eleven process

LA process

10.1 millionTotal impressions 

956,543

5,219

Website clicks 50,460

135

Difficulty of extrapolating 
data and tracking back to 
the campaign means we 
do not have the evidence 

to attribute new hires



Ultimately, the pilot successfully 
demonstrated that we can attract Gen-Z to 

local authority place jobs



What else did we learn?
• The value of audience insight
• Humour works
• AI image generation delivered flexibility and cost efficiencies
• We could have worked harder to sell LAs as attractive 

employers
• Social media is the optimum environment for engaging Gen Z
• Breaking the journey
• Understanding the campaign impact
• The challenge of multiple project stakeholders



What next?



Next steps

• Sharing the learnings
• Making the campaign assets available to individual LAs
• Exploring synergies with the LGA’s national Make a 

Difference recruitment campaign, the Recruitment 
Reset training programme and other similar initiatives

• A second campaign?




