This brochure tells the story of the creation, development and implementation of one of
our favourite recruitment campaigns.

The campaign is special because it shows what can happen when agency and client trust
each other’s judgement and work closely together at every stage of a project.

Above all, the campaign is proof that you don’t have to spend a fortune to produce
attention-grabbing, original and successful recruitment communications. The client’s
management team were brave enough to push their boundaries, and now they are
reaping the rewards of that decision.
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Full-time Street Fundraisers
£8.17 - £13.82 ph

standing outside in the dead of winter isn't always
fun. But when you're doing it for a cause that
counts, it's always worthwhile. We raise millions of
pounds for leading charities and you'll help us
raise much, much more. Rewards are good and
the feelgood factor is great - so call our 24 hour
hotline now.

020 72818908  www.giftjobs.com
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Gift Fundraising has fundraised on behalf of over
35 different charities.

<
NC

==
rm
= e

—1
=

INC

Full-time Street Fundraisers
£8.17-13.82 ph

You're a remarkable person. Now take on a
remarkable job. We raise millions of pounds for
leading charities and you'll help us raise much,
much more. Rewards are good and the feelgood
factor is great - s call our 24 hour hotline now.

020 72818908  www.giftjobs.com
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Gift Fundraising has fundraised on behalf of over
35 different charities.
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The first step in the campaign development was an intensive period
of research. We talked to managers, We held focus groups with
fundraisers and we asked employees to fill in questionnaires and give
us some memorable anecdotes (the fundraiser’'s \ife is far from
predictable that's for sure).

Perhaps most useful of all, we sent out our creative team to walk the
streets 'spying’ on fundraisers. It's amazing what you can learn just
from watching someone doing their job.

We then presented our research findings to the Gift management
team to ensure we were all agreed on the key messages to go into
the advertising- A brief was drawn up and signed off by the client.
Then it was time to start work.

Wwalking the streets

At this stage our creative team starting putting down
scribbles on bits of paper- Lots of bits of paper. The aim was
to produce as many embryonic ideas as We could - but not to
develop anything to0 far at this point. After a couple of days
of frantic activity, we had 15 or 16 campaign themes- We
whittled these down to seven or eight then invited the client
into the office 1o get their input.

What do you think?

- involving the client

Having gathered three of the clients' managers around the
WDAD boardroom table, we presented each idea in turn then
stuck the lot up on the wall to discuss. There was debate,
discussion and disagreement, 2 few puzzled looks and a fair
bit of laughter. It took a while, but in the end a consensus
was reached and three ideas were chosen t0 be taken
forward. Looking back, involving the client at this early stage
of the creative work was vital in getting the later ideas right.
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Decision time. We invited the client back in. We presented the
work. We discussed it for much longer than we'd expected.
Opinions changed and then changed back. But ultimately @
choice was made. And then the real work started - turning
sattention. How would you get it?" from rough yisuals into @
polished campaign-
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