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Background
Edinburgh Leisure, a leisure trust with £23million turnover, 750 employees and 4 million customers a year, is one of the UK’s leading leisure services providers. It is responsible for the management of 30 leisure facilities in the City of Edinburgh and its environs.  The range of facilities is impressive; from golf courses to gyms, swimming pools to tennis courts, bowling greens to athletics stadiums and even the world’s largest climbing wall. 
It goes without saying then that Edinburgh Leisure’s employee base is a pretty diverse bunch.  And, consequently, a one size fits all approach to HR and recruitment advertising will certainly not fit the bill here.
60 Watt (creative) and Feather Brooksbank (media buying) were appointed by Edinburgh Leisure in March 2005 to handle all of its recruitment advertising and both continue to do so today.  
Our approach

Recruitment advertising is a premium product.  Pound for pound the recruitment pages significantly exceed the rates of the display sections of our newspapers and it is therefore critical that every time this option is taken that the outcome is positive and the benefits tangible.  That goes without saying.

But at 60 Watt we believe many recruitment advertisers overlook a very important consideration.  What is this doing for my brand?  Edinburgh Leisure is a particularly relevant case study in this respect because it virtually always advertises locally in the newspapers that not only its prospective employees read but that its prospect (and existing) customers read too.  
An ideal opportunity then to communicate to that wider audience what a great organisation (and great product) Edinburgh Leisure is.

This is especially important when one considers the competitive landscape in which Edinburgh Leisure operates.

Look up Edinburgh Leisure’s competitive set on Yell in Edinburgh and the choice is bewildering.
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What’s more, most of these are privately owned members’ clubs with high perceptions of service, quality, facilities, equipment and coaching. 
Contrast that with the image that Edinburgh Leisure has inherited ie The Cooncil’s leisure centres with all the negative baggage that carries and one can see the need to address these perceptions.
The Cooncil legacy

Being part of ‘The Cooncil’, (as Edinburgh District and Lothian Regional Councils are affectionately known) in the context of the leisure market, is not a particularly good place to be. With pervading perceptions of dogmatic, institutionalised, service-unfriendly attitudes and, stony-faced frontline staff, Council leisure centres, and swimming pools in particular, conjure up visions of cold showers, school bullying and wee jobbies in the deep end.

The truth is far from this perception.  Not least because Edinburgh Leisure is not part of the council at all.  Although it’s a not-for-profit trust, it has to run on a commercial basis and has to make its customers its primary focus.

And to do that it first of all has to make its staff the best that money can buy.

All of that means it needs to make its recruitment advertising creative, fun, involving, empathetic, striking and energetic.  In other words the ads have to encapsulate all that the organisation is, and that is best summed up in a single word.

Fun.

Being fun

Look at any recruitment advertising page and one of the last adjectives to spring to mind would be ‘fun’.  On the pages where local authorities advertise that is an even less likely eventuality.

At best, ‘corporate’ might be the emotion that dominates, at worst; ‘institutional’.

They’re not the sort of places you’d expect to see an ad for a golf starter suggesting that customers might want to place golf tees where the sun don’t shine.

But that’s exactly what we did…
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…and we looked for drug addicts to join the team…
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…and we likened children to bricks…
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and, in an ethinc HR magazine, we ran an ad about discrimination…
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And we confused potential learning developers…
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…and, in the real spirit of our advertising, we placed an ad that was not only fun, but jolly too…
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Again and again Edinburgh Leisure has stood out from the corporate/institutional miasma by consistently utilising colour strongly, language with a flourish, images boldly and copy sparingly.

Media planning and buying

Just as off-the-peg creativity has no place at 60 Watt, so commoditised media buying is anathema at Feather Brooksbank, where the aim is to constantly negotiate extra value with all media on behalf of Edinburgh Leisure whenever possible e.g. page 1/early positioning free of charge or free editorial (where available) and extended listings online at little, or in some cases no, extra cost. 
As Feather Brooksbank is a member of ISOBAR and has a dedicated specialist within the online recruitment marketplace the company is totally up-to-date with the digital sector and provides updates and training to bring Edinburgh Leisure up to speed with any potentially relevant new developments within the sector.
 

 
The results  
40 local press ads generated 2,064 responses last year, an average of over 50 responses per ad.  But quality is far more important than quantity.  So, the fact that the ads screened effectively was very important to us.  And we were not disappointed - over 50% of responses converted into applications and 88% of the positions were filled at the first time of asking.
In fact, because most of the ads were recruiting for more than one post we recruited 207 staff in total, at a cost of only £497 per post.  On an average advertised salary of £17,997 that equates to only 3% of salary.  

Try getting that as a deal from your local recruitment agency!  Offer less than 15% and they’ll send you packing.

Indeed this section of the CIPD website suggests that the average cost of recruitment many times outweighs Edinburgh Leisure’s experience.

[image: image10.png]Only 8% of respondents to the CIPD survey were able to provide
figures relating to the estimated costs of labour tumover. Based on this
srmall sample, the average cost per employee was £8,200, rising to
£12,000 for senior managers or directors.




And, of course the ads have had the desired effect of positioning Edinburgh leisure as not only a great place to work, but a great place to spend ones leisure time.  In short the ads have built the brand as well as effectively filling job vacancies.
Our client’s delight is boundless.  As Karen Scott, Head of Human Resources, at Edinburgh Leisure says; 

“Nobody wants to spend valuable resource on recruitment advertising, but much of the guilt is removed when we work with the team at Feathers and 60Watt because not only is the process fun, but the work is fun and we approach each job in the almost certain knowledge that we’ll emerge with a satisfactory result and a positive contribution to our brand values.”






