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WHAT WE WILL COVER TODAY....

* Ratings & Engineers channel planning influences
* Media recommendations

— Ratings

— Engineers
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A REMINDER OF OUR STRATEGIC APPROACH
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CAMPAIGN PHASING IS OPTIMISED TO EXPLOIT SEASONALITY

We recommend starting Ratings and
We will be mindful of Royal Marines and

Engineers activity earlier (from June)
RAF activity when planning TV laydowns
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. Months to exploit first

Source: Gain Theory

B Exploit if Budgets Allow
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ECONOMETRICS ANALYSIS HAS BEEN USED TO OPTIMISE CHANNEL SELECTION

AV channels have performed well from a volume and efficiency perspective
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DIGITAL PLAYS AN IMPORTANT ROLE AT EACH STAGE OF THE RECRUITMENT JOURNEY .

ADE IN THE ROYAL NAVY

It must ladder up to deliver against awareness as well as EQOI targets

ROYAL
NAVY
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LETS START WITH TWO BIG QUESTIONS... .

|s the Tier 1 MITRN TV Advert wearing out?

THE MITRN TV AD IS STILL COST-EFFECTIVELY DRIVING APPLICANTS .

" 2=l
Media Results ~1
Latest ‘Made in the Royal Navy’ (MITRN) campaign now NAVY

performing better than any of the last 6 TV campaigns

Y
=
Cost (Em) £25
Incremental Apps 207 166 529 218 1,370 923 913
Cost Per App. £4929 £6,246 £3,185 £3815 £1,854 £2350 £1925
Appe:per 100 308 43 50 79 78 100 102 133
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AND THE ADVERTISING IS STILL TRACKING FAVOURABLY

We have introduced

questions into the Jigsaw
tracking to help us keep an

eye on MITRN we

Results so far suggest that £
the ad is still enjoyed

amongst the Rati
audience.

Wave 7 results will
April vy oo I

further insight in

Source: Jigsaw Wave 6 Tracking

More than three-quarters find MITRN “inspiring” and two-thirds enjoy
watching it. Marines more likely than Navy Officers to be tired of the ad

ar out.
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Looking at "Royal Navy” Google search trends compared to the TV activity also
supports limited evidence of wear-out.

TVRs (Adults 16-34)

Source: Google Trends

W= RN Ratings TVRs
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ATTRACT )

OUR TV LAYDOWN IS PLANNED TO DRIVE MAXIMUM EFFECT

= MITRN Campaign Response
) |

Effective Frequency

*How many exposures do consumers need to see?

Recency Frequency

recent?

(]
()
()

Decay (per month)
ong d

Source: Gain Theory

ATTRACT )

eHow many of these messages need to be

does the ad stay in people’s mind?

Burst 1:

PHASING

Burst 2:

12t June - 13 August (week on, week off)
Budget: £1.3m
Est. 1+ Cover vs. 16-24's: 65%

1%t January - 25t February (week on, week off)
Budget: £1.5m

TARGET
AUDIENCE

16-24 Adults

BROADCAST CHANNELS AND HAVE BEEN OPTIMISED

>

VoD will be used to reinforce Tier 1
message. Investment is up-weighted
in burst one.

Targeting: TV audience extension,
genre, interest, demographic and
programming overlay
KPI: Cost efficient reach and
frequency

Make use of our impactful tier 1 ad to
support the launch of the campaign in
the summer.

Access major releases and
blockbusters films to reach our 16-24
audience.

Optimised radio investment to evenly

distribute spend between bursts and

drive medium weight frequency over
the campaign period.

-
ROYAL
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ATTRACT )
CONTINUE TO USE INSTAGRAM AS PART OF THE AWARENESS MIX .

Instagram has produced high engagement
rates for Ratings

Tracking shows that those exposed to
Instagram activity have later gone on to
complete an EOI

Continue to evolve our approach to take
advantage of new formats e.g. Instagram
stories that can help inspire candidates

KPI: Reach and frequency

=<0
e
ROYAL
NAVY

ENABLE S,
WE WILL IDENTIFY WHEN A PROSPECT EXERTS A BEHAVIOUR AND USE TIER 2 VIDEOS TO HELP MUVE.
THEM ALONG THEIR RECRUITMENT JOURNEY

VIDEO SEEDING

Using video to deliver sequential messaging to those who have already

ROLE
engaged with our attract copy or are in market for a relevant RN Ratings role

Site visitation behaviour, metadata targeting and sequentially targeting from
attract comms

S Y@ Bl 7eads

CREATIVE Tier 2 MITRN video - 107/307/60"
FORMATS (use learnings from 16/17 on best performing " length)

TARGETING

KPI -Completed Views

10
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ENABLE 98,
SNAPCHAT WILL REACH OUR YOUNG AUDIENCE VIA A PLATFORM WHERE THEY ARE HIGHLY ENGAGE

8!

10 Million daily active  25-30 minutes spent on
users in the UK the platform each day The 2016/17 Snap Ads video test produced

2m views (71k completed views)
Snapchat Daily Active Users o ) )
0.2m We should optimise creative to improve

completed views and use Snap Ads (swipe
up to engage) only for increased
engagement

Use improved targeting capabilities to drive
engagement e.g. lookalike, interests,
context

KPI: Engagements

m13-17 m18-24 = 25-34 ]
m35-54 =55+ Ra

ENABLE 98,
SOCIAL WILL DRIVE ENGAGEMENT AND ENCOURAGE OUR AUDIENCE TO FIND OUT MORE .

Target people who are in market for a relevant or RN

o o *Twitter to be used around key
Ratings role or who have engaged with attract content calendar moments only ..
esults day
A low level budget has been planned to maintain

presence and boost organic content outside of
campaign

Targeting: Demographic and interest, lookalike
extensions, retargeting with role specific content

Creative: 360, Canvas, Carousels, Page Post Links

i — FEW OPPORTUNITIES B4
Ads - wieRe TLIveD, The (g4 |1
i NAVYGHVENE OE )

KPI: Cost efficient lands (traffic to site), Engagement
for Canvas format
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ENABLE 9%

TEST DISPLAY FOR RATINGS USING PINCH POINT ROLES

©

Display has consistently performed well for the RAF. We GOVERNMENT
should take learnings from this activity and test display for Drame

Ratings.

We should focus on pinch point trades to allow for tighter
targeting.

Recommend a 70/30 split between open exchange and
Private Marketplace [PMP) to ensure particular sites
feature on the plan

KPI: Cost efficient lands (traffic to site)

MADE IN THE
NnNVAI NAVY
o
CONVERTS=
Google o
i (( e
b Blng DESK
A
Optimise search bu_dgets ba_]sed o Ongoing re-targeting to users who
2016/17 spendzsggégpressmn share have interacted with FB/Instagram Re-target those who have engaged
_ a ' content or who_ have previously visited with our display activity or who have
Review keywords W|tf;|n the campaign || the MITRN/Raths gole pEzE)gles and not || 1anded on the campaign landing page,
By Welreie completenian role finder or EOI start but not
Kick off organic vs. paid project to Creative should be static with a hard converted
reduce PPC budgets CTA Standard IAB formats with clear CTA
\ J
A single minded KPI: Cost efficient conversions (completed EOI's) =a

NAVY
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RATINGS SCHEMATIC

<

VoD

Cinema

ATTRACT )

Radio

Instagram

Video

Social inc
at)

ENABLE 9,

Display

[ Social

b Display
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ATTRACT )

AV CHANNELS HAVE BEEN PRIORITISED

&"&Zﬁ

We have planned one burst of Engineers TV to
run alongside the MITRN campaign

PHASING

TARGET
AUDIENCE

ENABLE 9

Burst 1:

19t June - 20t August (week on, week off)
Budget: £1.35m

Est. 1+ Cover vs. 16-24's: 66%

16-24 Adults

o>

VoD will be used to reinforce the TV
message
Two bursts of VoD to boost AV
presence in January - March
Targeting: TV audience extension,
genre, interest, demographic and
programming overlay
Creative: 30" edit of TV creative
KPI: Cost efficient reach and
frequency

INTRODUCE YOUTUBE SKIPPABLE VIDEQ TO BOLSTER AV PRESENCE

You([TH)

Use video to deliver sequential messaging to those who have already viewed

ROLE our attract copy or are in market for an Engineering role
TARGETING Behavioural, demographic targeting, site visitation, metadata targeting and
sequentially targeting from attract comms (where possible)
CREATIVE Fix This TVC - 30"
FORMATS Tier 2 Engineering film (or any new creative produced)
KPI -Completed views

14
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ENABLE S,
USE TARGETED FACEBOOK ACTIVITY TO DRIVE ENGAGEMENT AND DEEPEN UNDERSTANDING .

Video

Continue to use video to target those with relevant
jobs or those who could be in market for an
Engineering role (interest, education). Look to test ( ‘
a lookalike targeting segment.

L
IF YOU CAN FIX A WASHING MACHINE

KPI: Completed Views

AA & UGAS

Use Facebook’s targeting capabilities to

communicate the AA & UGAS roles UNDERGRADUATE

. . . . APPRENTICESHIP SCHEME
Optimise creative formats — Static formats, invest

more in page post link ads
KPI: Cost efficient lands (traffic to site]

-
ROYAL
NAVY

ENABLE 98
TEST TARGETED DISPLAY ACTIVITY TO PROMPT CANDIDATES TO FIND OUT MORE .

Test Engineering prospecting display with increased

targeting to see if we can drive cost efficient traffic. @
As with Ratings, consider a 70/30 split between open $§X§&NGMENT
exchange and PMP and optimise to the best performing. DESK

KPI: Cost efficient lands (traffic to site) GRADCRACKER

Continue our low cost partnership with Gradcracker,
which generates high volumes of good quality traffic to

the website e @ = 0
& B v S s B
-y e an dstl
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CONVERT!
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CONVERT

UTILISE DIGITAL CHANNELS TO EFFICIENTLY CONVERT TO EOI

Google
b Bing

Optimise search budgets based on
2016/17 spends and impression share

£

Retarget those who have engaged
with our social content or landed on
the site but did not convert

©

GOVERNMENT
TRADING
DESK

Retarget prospects that have engaged

with our display activity, landed on the

campaign landing page, role finder or
EOI start but not converted

analysis . o L .
Creative should be static with a hard Phase activity in line with TV and
CTA display prospecting campaign
| J

A single minded KPI: Cost efficient conversions (completed EOI's)

ENGINEERS SCHEMATIC

Zogi
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=it
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YouTube
Facebook
Display
Facebook
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PPC
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NEXT STEPS .

+ CIB’s for all remaining channels to be written and approved by CNR

* Agencies to agree what existing creative should run for each element of the
plan

* CNRto brief agencies on any new creative that is required
*+ CNR, MEC and Carat to agree all digital KPI's and reporting
* MEC to progress with Marines, Reserves and Officers planning

o

—_
ROYAL
NAVY

THANK YOU
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CASE STUDY 2
MEDIA BUYING BRIEFS:

TV/AV & DIGITAL
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Media Buying Brief

TV/VoD/Cinema/Radio

1a) Customer' Information

Customer Department/ALB /
Organisation:

Customer contact (tel/lemail):

Specific campaign:

1b) Communications Strategy

Outline of strategic approach:

Objective: what is the main thing you
want to achieve? (& is there a tangible
KPI you are tracking?)

Is this activity designed to prompt
behaviour change? If so describe the
behaviour change required:

Royal Navy

Royal Navy Ratings

The 2017/18 strategy is split into three clear
tasks
1. Show undeniable relevance
2. Make it easier for people to take an
action
3. Help people move along the journey

The AV brief is to deliver on the first objective
which is to demonstrate relevance (Attract - “the
RN is for people like me”)

The ‘Tier 1 TV execution will feature on
broadcast TV, VOD & Cinema.

There will also be an audio version for radio
which includes regional versions and Logistics
copy.

Content has been generated to reflect gender,
location and passion points.

This campaign will run concurrently with the RN
Engineers campaign (Separate brief — although
they are effectively two parts of the same whole),
with broadcast AV alternating week on week off
between the two creatives.

Recruit Royal Navy Ratings

Tangible KPlIs:

Entrants — 2017/18 Target is 2,559 (1,272
Ratings & 1,287 Engineers [50 AA, 50 UGAS])
The Navy need people to complete an
Expression of Interest (EOI) form. There will be
three EOI form options — Directly apply,
expressing an interest and request for more
information.

19
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Please describe the creative approach Made in the Royal Navy (as used in 2016/17)
(e.g. creative brief/strategy, or finished
creative)

1c) Budget & Timings
Total Customer media budget Exc VAT £2,145,656 CTC excl. VAT

Briefing issue date: March 2017

Campaign timings: (please state whether |5 FA[V EEr AV NITe (T 3200k v/
different media channels launch at the
same time or have specific timing plans)

1d) Channel Investment Summary

Digital online display Brief to come Brief to come
Digital biddable media (e.g. Search, Brief to come Brief to come
youtube, social, GDN)
Total Budget £1,362,906 12" June — 13"
excl. VAT Aug (week on
week off,
dovetailed with
Engineers TV)
Total Budget £316,000 12" June — 27"
excl. VAT Aug
Total Budget £243,900 12" June — 30™
excl. VAT July
Total Budget £222,850 12" June — 13"
excl. VAT Aug
1e) Other Details
Regionality / or International UK
Restrictions (e.g. regional exclusions, N/A

daypart, partnerships in place)

A RV E T BV R CERG B R R a8 ‘Made In The Royal Navy’ — 30” and 60”
leaflets, etc. ) creatives available (Tier 1)

1f) Contacts

Comms planning agency:
Comms planner:
Creative agency:

Creative planner:

Other agency contacts (PR, Digital etc):

20
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Carat media buying contact:

Technical contact (website tagging, etc):

2) Target Audience

Audience insight The target audience is largely 16-24 male however
attracting more 16-24 women is strategically important.

The desired output is approximately 70% men vs 30% women.

Half of this audience are still in full time education, and those who
are employed are likely to be in jobs that might not be defined as
a ‘career’ eg. Retail & bar work.

Their interests include celebrities, music & travel and they like to
visit shopping malls, the cinema, pubs & nightclubs, theme parks
and attend live music events.

They lack purpose in their lives and have been fairly content with
a stagnant lifestyle, but a growing sense that they want to
challenge themselves and that there is more for them in life.

They are digital natives and often multi-screen while watching
their favourite shows, especially to check social media, interact
with the show and talk about programmes with friends.

Please see attached pdf audience deck for further insights into
the audience.

Buying audience 16-24 Ads
required

(Please note that it
may not be possible
to specifically buy
desired audience so
we will find the most
relevant proxy)

AV channel brief

Campaign — AV channel

specifics
TV VOD Cinema
Role of the channel
tout To drive a To drive a response - encourage To drive a
f)el;?(;:nl:elll; SF;efer back response — potgntial recruits .to take an response —
. encourage actionable behaviour. Deliver our Tier 1

to ‘Objectives and

, potential recruits message in a
Iesso.:)ns learned totake an Deliver incremental reach of the captiveg&
section above: . tier 1 ad and target light TV .
actionable viewers engaging
behaviour. ' environment.

21
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Capture attention

To provide reach and deliver

for the key impact to attract

recruitment and inspire

message. potential recruits.
AV requirements / Please use 30" 30" 30”

formats: execution to

maximise TVRs

Total AV Customer £1 ,678,906 CTC excl. VAT (TV and VOD)

VAT) or (exc. VAT) VoD: £316,000 excl. VAT

Cinema: £243,900 excl. VAT

TV: 12" June — 13" Aug (week on week off, dovetailed with Engineers
TV)

VoD: 12" June — 27" Aug

Cinema: 12" June — 30" July

Timings

Targeting

Audiences to report 16-24 Ads
against: (specify if

campaign audience, target

group or buying audience
‘BARB’/‘FAME’/‘comScore

’)

Regionality (please UK
specify including any
exclusions and whether
regional creative may be
produced)

The econometric model demonstrates the most effective delivery of

Previous channel
learnings: ads:

22
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m MITRN Campaign Response
|

Effective Frequency
sHow many exposures do consumers need to see?

Recency Frequency
+How many of these messages need to be
recent?

Memory Decay [per month]
*How long does the ad stay in people’s mind?

Source: Gain Theory

TV Channels the Ratings audience are very likely to watch (YouGov
2016/17 data):

ITV2 (11%, 529)

Channel 4 (15%, 182)

Dave (6%, 264) Uv 2 %“3 Dave @
E4 (6%, 192)

TV Programmes the Ratings audience have watched within the last
30 days (YouGov 2016/17 data):

Hollyoaks (10%, 547)

The Simpsons (7%, 401) HOLLYOAKS gnﬁ@z%%@gg EastEnders
Eastenders (16%, 171)

The Chase (11%, 172) uUR
Futurama (2%, 681) W ‘\)1 4M4

On Demand Platforms the Ratings audience use regularly (YouGov
2-16/17 data):

Netflix (36%, 199)
YouTube (30%, 345) YOlI 4
40D (31%, 198)

Now TV (14%, 353) .é.

(
ITV Hub (30%, 172) NOw™

Amazon Prime (15%, 206)

amazon

Prime instant video

According to the PCA from Burst 1 2016/17, having an 80/20
budget split between DCM and Pearl & Dean enabled us to get
28.4% coverage of all 18-24s. Additionally, the AGP buying route
was the most cost effective.

What does TouchPoints We know that adverti.sing.is affected by:
» the content that is being consumed

23
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suggest for the » the context in which you are consuming it (when, where and

deployment of messaging with whom)
via this channel (eg « And the device you are watching on

relevant
mood/location/secondary 50 -

activity)? fj 1 \/—\/
35

2 -

% Bored

A

& ,,;{”A‘ 3 §» -\z;?’* 2 & = Ratings
\‘\0‘\ < ,\\cf‘ 0("' << 'o\\\:\ (/)\)Q
& < o —All Adults
2% % Bad Mood
20 -
. \_—_/\/
10 SNSN—
5 4
0
& @ @ I Q) S
& F L P E
WS \\@‘\ N $ <

Target activity specifically to moments when life is limited and
interest in taking action is higher — early week

+ Early week upweighted and weekends downweighted (post
launch 2 weeks)

+ Target “background” TV — when the audience are less engaged
in the programming and more likely to explore content (post
launch 2 weeks)

Please build on any additional learnings from last year.

Are there any daypart, day WXl
of week or editorial

environment

recommendations or

restrictions?

Will ethnic airtime be Not specifically
required?

TVRs to be weighted more heavily towards launch, tailing off slightly
TV Flighting as activity progresses (see below for TVR flighting example):

24
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Measurement

Required targets and
measurables (detail
outputs from outcomes,
e.g. number of TVRs
achieved vs. target,
number of responses, or
level of awareness or
specific behaviour change
that this channel can be
attributed to):

What is the copy
response mechanism?

What specific channel
tests are in place, and
how will they be
measured?

Creative, copy, format,
production

Creative materials (e.g.
copy scripts or
videos/.mpegs):

Copy lengths, rotation
ratios and
phasing/timing/weighting
of activity:

Guide for relevant
editorial environment:

125 0 100 0 75 0 75 0
TV
TVRs achieved vs plan
VOD

Impressions achieved vs plan

Cost efficient reach of the TVC

Frequency cap of 4 per month

Any audience insights that can be gathered to inform future
targeting

Cinema

Admissions achieved vs planned

All (target but not directly measurable)
Website visits

EOI forms completed via web and phone service
Ratings Search queries

Start your journey. Search Made in the Royal Navy

N/A

Tier 1 (Ratings Only)
TV, VoD, Cinema: Tier 1 brand ad

70

TV & VoD: 30” ONLY (VoD to run for the entirety of the campaign

period)

Cinema: 30”

Note that the Engineers campaign will also be live on VoD in the

same period — please provide details of how these campaigns will

be clash managed

TV: Relevant programming should be targeted where possible,

especially content that is easy to watch with no emotional
involvement e.g. music channels, comedy channels, repeat

programming. Sports programming should be targeted where

possible.

25
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Will ethnic airtime be
required?

What is the copy
response mechanism?

Are there any daypart, day
of week or editorial
environment
recommendations or
restrictions?

What specific channel
tests are in place, and
how will they be
measured?

Specify the role for media
owner partnerships
(please specify link with
other channels where
appropriate):

Is anything mandatory, or
are there any specifics
(e.g. programming/station
or region)?

VOD Specifics
Is the VOD interactive?

Are there existing
formats?

Are there any previous
conversations with VOD
suppliers to be aware of?

Cinema: There are a number of blockbuster films being released
across June and July which will draw in our audience eg. Churchill,
Transformers: The Last Knight, War for the Planet of the Apes,
Spider-Man: Homecoming, Wonder Woman. Please review the film
slate and select films which deliver best against our target
audience.

Not specifically

Search Made In The Royal Navy

No

Econometrics

N/A

Nothing other than details above

No — VoD has historically driven poor-quality traffic so we wish to
remove interactive elements for this burst

N/A

No

VOD creative contacts Creative Agency

VOD click through URL

http://www.royalnavy.mod.uk/madeintheroyalnavy

Digital Agency to confirm nearer the time

26
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a) View through rate b) Click through rate
c) Completed views d) Cost per view

d) Frequency cap of 4 per month

Primary VOD KPI e) Reach

Please refer to measurement section above for VoD required
targets and measurable.

Copy rotation N/A Tier 1 ads will be used only for these channels

Running during major sporting events had a positive effect on
overall coverage in the first burst 2016/17.

Programmes traditionally do not convert particularly well to 16-24
audience during the summer months so % of AV budget towards

CUETLIA LEEITIE VoD has been upweighted during the first burst.

Interactive units have generated low-quality traffic and users
clicking through to site are unengaged with high bounce rates and
low session durations so we will be removing any interactive
elements going forward.

Radio channel brief

Campaign — Radio channel
specifics

To deliver relevance through regionally and gender-
appropriate copy and drive medium weight frequency over
the campaign period.

Role of the channel (e.g.
outputs, outcomes). Refer back
to the ‘Objectives and lessons
learned section above: To provide a frequent reminder at appropriate times of the
day and week about the opportunities within the Royal
Navy for personal growth and professional development.

Total radio Customer budget - £222 850 CTC excl. VAT

stipulate (incl. VAT) or (exc.
VAT)

Targeting

Audiences to report against 1624Ads
(specify if campaign audience,

target group or planning/buying

audience ‘RAJAR’):

Target Regionality UK: Creative Agency have created multiple copy versions
which will feature a different regional voice in each

27
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Previous channel learnings:

Radio works well at delivering frequency and relevance.
Burst 1 2016/17 delivered reach of 70% of all 16-24s.
Econometric analysis shows that radio delivers a strong

cost per applicant and is a cost effective channel to drive
incremental EOI’s.

Target activity specifically to moments when life is
limited and interest in taking action is higher

What does TouchPoints suggest
for the deployment of
messaging via this channel (eg
relevant
mood/location/secondary
activity)?

Activity should be weighted towards the first half of the
week, and weekends should be down-weighted

Are there any daypart, day of As above

week or editorial environment

recommendations or

restrictions?

Is anything mandatory, or are n/a
there any specifics (e.g. station
or region)?

Measurement

Required targets and Reach & Frequency (Delivery vs. plan)
measurables (detail outputs

UL CERCR BT RO B Target but not directly measurable:
responses, or level of
awareness or specific behaviour
change that this channel can be
attributed to):

Website visits
EOI forms completed via web and phone service
Ratings Search queries

What specific channel tests are Media Buying Agency reporting
in place, and how will they be

measured?

Econometrics
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What data is required for
ongoing optimisation, and in
what format?

Creative, copy, format,
production

Creative materials (e.g. copy
scripts or audio):

Copy lengths, rotation ratios

and timing/weighting of activity:

What is the copy response

mechanism (e.g. telephone

number, specific website or
mailing address)?

Day of week and dayparting information in PCAs

Ratings:

1 x 30” copy (split by region as per below)

Creative Agency have 5 different executions (including
regional skews), as follows (we will not run the 6th
execution, Liz, due to the negativity around her last time
and the creative wearout):

Copy No. Name Gender Region Focus
2 Sally F NW (Man) General

3 Matthew M Scot Chef

4 NathanM South Education

5 Danny M NE Training

6 Ravi M NW  Engineering

Rotation schedule should be similar to that of the 16/17
campaign.

We would like to plan to a medium weight frequency (3-4)
by region across the campaign period.

Ensure equal rotation of copy

Search Made In The Royal Navy

Additional radio specific
information

Specify the role for media owner ENGIE
partnerships (please specify link

with other channels where

appropriate):

Is anything mandatory, or are N/A

there any specifics (e.g. station
or region)?
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Media Buying Brief

Digital Activity

1a) Customer” Information

Customer Department/ALB /
Organisation:

Customer contact (tel/lemail):

Specific campaign:

1b) Communications Strategy

Outline of strategic approach:

Objective: what is the main thing you
want to achieve? (& is there a tangible
KPI you are tracking?)

Is this activity designed to prompt
behaviour change? If so describe the
behaviour change required:

Royal Navy

Royal Navy Ratings

The 2016/17 strategy is split into three clear
tasks
4. Show undeniable relevance
5. Make it easier for people to take an
action
6. Help people move along the journey

The Digital activity will play a role at all three
stages of the recruitment cycle:
* Social channels will help to grab attention
at the ‘attract phase’ with intriguing
creative.

* Display, social and video content in the
right contexts will enable people to take
an action.

* Display and social retargeting strategies
and search activity will then be the focus
for the convert phase, helping people
move along their journey to Expression of
Interest (EQI).

Recruit Royal Navy Ratings

Tangible KPlIs:

Entrants — 2017/18 Target is 2,559 (1,272
Ratings & 1,287 Engineers [50 AA, 50 UGAS])
The Navy need people to complete an EOI form.
There will be three EQOI form options — Directly
apply, expressing an interest and request for
more information.
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Please describe the creative approach Made in the Royal Navy (as used in 2016/17)
(e.g. creative brief/strategy, or finished
creative)

1c) Budget & Timings
Total Customer media budget Exc VAT £378,500 CTC excl. VAT
Briefing issue date: April 2017

Campaign timings: (please state whether |5 Fa 1l EE o )0 =
different media channels launch at the Social will extend to end of October

LI CRI ERE TR EVESE TR E R EUD R ppC will be always on until 31% March 2018

1d) Channel Investment Summary

Facebook/Instagram/Snapchat/Twitter* Total Budget £115,200 12" Jun — 3" Sep
*Twitter to be used around key calendar moments only eg. Results [W='(e! AV/:\ ) (p|us an (4th Sep _ 5th Nov
day additional £8,300 ‘boost’ for the boost
budget to be used to budget, liaise with
promote organic posts e3 on specific
post-campaign period) posts to be
promoted)

Display TotaI Budget £70,000 excl. 3™ Jul — 3™ Sep
Video Seeding (inc YouTube) Total Budget £100,000 12" Jun — 3" Sep
excl. VAT
Total Budget £85,000 excl. 12" Jun — 31°
VAT Mar

1e) Other Details

Regionality / or International UK

Restrictions (e.g. regional exclusions, N/A
daypart, partnerships in place)

Assets available (e.g. creative, website or * ‘Made In The Royal Navy’ — 30” and
leaflets, etc. ) 60” creatives available (Tier 1) as well
as 8 Tier 2 ads

* Social content calendar will be provided
by Digital agency. Assets available
include videos, statics and carousels
across FB and Instagram. There’s also
video for snapchat (that probably needs
a refresh).

* Liaise with Digital/Creative Agency on
Instagram/Snapchat assets

* Google Cardboard 360 videos provided
by Creative Agency
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1f) Contacts

Comms planning agency:

Comms planner:

Creative agency:

Creative planner:

Other agency contacts

(PR, Digital etc):

Carat media buying contact:

Technical contact (website tagging, etc):

2) Target Audience

Audience insight

Buying audience
required

(Please note that it
may not be possible
to specifically buy
desired audience so
we will find the most
relevant proxy)

The target audience is largely 16-24 male however attracting
more 16-24 women is strategically important.

The desired output is approximately 70% men vs 30% women.

Half of this audience are still in full time education, and those who are
employed are likely to be in jobs that might not be defined as a
‘career’ e.g. Retail & bar work.

Their interests include celebrities, music & travel and they like to visit
shopping malls, the cinema, pubs & nightclubs, theme parks and
attend live music events.

They lack purpose in their lives and have been fairly content with a
stagnant lifestyle, but a growing sense that they want to challenge
themselves and that there is more for them in life.

They are digital natives and often multi-screen while watching their
favourite shows, especially to check social media, interact with the
show and talk about programmes with friends.

Please see attached pdf audience deck for further insights into the
audience.

16-24 Ads
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Digital Campaign
Summary

Role of the digital
channels (e.g. outputs
or outcomes):

Campaign history

Social

Video

Search

Display

Recruitment
Phase: Attract,
Enable &
Convert

Generate
widespread
awareness and
increase visibility
via Instagram.
Build a pool of
users to retarget
through
Facebook during
later recruitment
stages.

Drive
engagement and
encourage our
audience to find
out more. Target
those who are in
market for a
relevant or RN
Ratings role or
who have
engaged with
attract content.

Retarget those
who have
engaged in social
(Facebook or
Instagram) or
landed on the site
but did not
convert, pushing
them along their
journey.

Recruitment
Phase: Enable

Distribute our Tier
2 films to deliver
sequential
messaging to
those who have
already engaged
or been exposed
to our attract copy
or are in the
market for a
relevant RN
Ratings role.
Video should
encourage
consideration
and help potential
recruits move
along their
journey.

Recruitment
Phase: Enable &
Convert

The role of the
always-on PPC
activity is as
follows:

Guide prospects
along their journey
to conversion by

providing an always
on point of direction

and acting as a
constant reminder
that we are
recruiting

Retarget potential
recruits who have

landed on a specific

landing page but
did not convert to
EOI.

Recruitment
Phase: Enable &
Convert

The role of
display is to drive
engaged traffic
to the site and
push people
along the
recruitment
journey. Test
targeted display
to prompt
candidates to find
out more by using
pinch point roles
to allow for tighter
targeting.

Retarget those
who have
engaged with our
display activity or
who have landed
on the campaign
landing page, role
finder or EOI start
but not converted.

New campaign:
We ran
Facebook, Twitter
& Instagram in
the previous
burst, and used
Snapchat in the
burst before that.

New campaign:
We distributed our
Tier 2 films in this
way in the last
burst (use
learnings from
16/17 to influence
length of videos
selected).

New campaign: No,

but search budgets
should be

optimised based on

2016/17 spends
and impression
share analysis.
Keywords should
also be reviewed
and launch the
organic vs paid
project to reduce
PPC budgets.

New campaign: A
test campaign
due to display
performing
consistently well
for the RAF.
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Campaign type

Versions of website

Destination URL(s)

Budgets & Timings

Total digital online
display customer
budget - stipulate
(incl. VAT) or (exc.
VAT)

Targeting

Target demographics
(Be as specific as
possible in order to
satisfy the varying
targeting capabilities
of the digital media
owners — e.g. Age,
Sex, Demographics,
lifestyle, interests,
career type, etc):

Brand/Awareness Brand/Awareness  Traffic Driving Traffic Driving
Traffic Driving Direct Response Dl Mogfparss
Direct Response

Desktop: Yes Mobile: Yes Mobile: Yes Mobile: Yes

Mobile: Yes Desktop: Yes Desktop: Yes

Desktop: Yes

Website URL Ratings:
http://www.royalnavy.mod.uk/madeintheroyalnavy

YouTube Channel:
https://www.youtube.com/user/RoyalNavyRecruitment

Facebook page URL:
https://www.facebook.com/RoyalNavyRecruitment?fref
=ts

360 video URL:

royalnavy.mod.uk/360

£378,500 CTC excl. VAT

Split by channel:

Facebook/Instagram/Snapchat: £115,200* (12" June —
3" Sep) *plus an additional £8,300 boost budget to
promote organic posts post-campaign period. Twitter to
only be used for tactical moments like GCSE results
day.

Display: £70,000 (3™ July — 3™ Sep)

Video Seeding: £100,000 (12" June — 3™ Sep)

PPC: £85,000 (12" June — 315 Mar)

1624 Ads
(70:30 male/female)

Please use information detailed in the target audience
section.

Video Seeding:

Video seeding should target our core audience and
overlay additional targeting such as site visitation
behaviour and metadata targeting. Where possible we
should sequentially targeting from attract comms. Our
eight tier 2 films feature specific Navy roles. Where
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possible we should target each film to those in market
for that role. E.g. the chef film to those in market for a
chef role, sporting inspiration film to those in market for
a job and have an interest in sport. Below are a list of
the films:

1. Chef
Submariner
Rugby Pride
Male education
Medic
Teamwork
Engineering
Training

gy =1 ED Bl oos e8 e

Social:

Social should target based on demographic and
interest using the target audience information given.
We would also like to test look-a-like extensions for
2017/18.

Display:

For the Display prospecting test, we need to target
those in market for specific roles via behavioral and
contextual targting. The two roles that we would like to
test are Chef and Hospitality. Please see below
additional target audience information for these roles.

Chef

Minimum qualifications: none

Skills and interests: A keen interest in high standards of
food and hospitality

A cool head for the pressures of a busy kitchen

A problem-solver, with a common sense approach, who
can work well as part of a team

A real sense of adventure, with a high level of physical
and mental fitness

From CVP session:

In the first instance, we should be looking to target
those interested in becoming a chef but are unaware
that the RN offers this role. We need to build in
programmatic principles of reaching this already
interested group with the right message, in the right
environment and at the right time to stimulate
preference.
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Search networks

Facebook
(CPC/ASUs/Posts)

A secondary target audience is those who could be in
non-stimulating jobs currently or are actively looking for
a new challenge that doesn’t require high level
qualifications.

Hospitality

Minimum qualifications: none

Skills and interests: A keen interest in high standards of
hospitality

A cool head for the pressures of the industry

A problem-solver, with a common sense approach, who
can work well as part of a team

A real sense of adventure, with a high level of physical
and mental fitness

From CVP session: as above.

We should also look at how we can use audience pools
driven by other channels to target with our display
activity. Can we retarget those who have visited the
chef and hospitality pages but not converted? The
display is phased later than other comms to help build
up this rich prospect pool.

Google, Bing

Digital Agency will provide the content calendar.

1. Enable Phase:

Video: Use Tier 2 videos for those who are in
the target audience and have viewed attract
copy or are in market for a relevant RN Ratings
role. 30” videos to be used, but these should to
be optimised for the platform (to operate on a
KPI of completed views). 360 video to have a
KPI of video views (not completed views).

Static*: When using static formats to drive
quality traffic to the site to find out more, please
use learnings from previous campaigns. We
could look to test Link ads vs. Carousels for
example. Static ads in the enable phase should
have a KPI of cost efficient lands to site.

*Canvas formats to be used with a KPI of
engagement.
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2. Convert Phase:

Static formats with a hard CTA to drive cost-
efficient traffic via retargeting with a KPI of
Completed EOIs & CpEOI.

YouTube promoted 1. Enable Phase:

videos Video: Use Tier 2 videos for those who are in
the target audience and have viewed attract
copy or are in market for a relevant RN Ratings
role. Use learnings from previous bursts for
copy length. The KPI for this will be completed
views.

Please use YouTube (providing brand safety process
has been confirmed) —targeting should include site
visitation behaviour, metadata targeting and
sequentially targeting from attract comms where
possible.

Learnings from previous bursts suggest Skippable is
more effective, please recommend if still the case for
the current burst.

If we cannot use YouTube, please recommend a
suitable video publisher that will provide a brand safe
environment.

Previous channel Video Seeding (ENABLE)

learnings and specific * The role of video seeding will be to deliver the
tier 2 videos to those who have already
engaged with attract copy or those who are in
market for a relevant or RN Ratings role as part
of the ENABLE phase. This could be across
Teads, YouTube etc.

* Teads activity (Jan-Mar 17) delivered a total of
2,599,870 video views with a 73% view through
rate. The submariner video performed
marginally better than the other creatives,
delivering 651,145 completed views.

*  YouTube activity (Jan-Mar 17) delivered a total
of 1,724,041 video views. 8% viewed the video
in full, and activity generated 17,039 free clicks
to the site. Please consider YouTube for the
video seeding element providing the brand
safety process has been confirmed.

e Media Buying Agency to set Completed
View/VTR targets based on prior performance
and dependent on platform.

requests:
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Facebook (ENABLE & CONVERT)

The role of Facebook in the ENABLE phase will
be to drive engagement and encourage our
audience to find out more.

VIDEO: video content will be used in the enable
phase to deliver sequential messaging to those
who have already engaged with attract copy or
are in market for a relevant RN Ratings career.
The video content was viewed 1,532,578 times
Jan-Mar 17; 181,553 of these views were to
completion. Media Buying Agency to set
Completed View/VTR targets based on prior
performance.

STATIC: static formats will be used in the
enable phase to encourage people to find out
more and deliver cost-efficient lands to site.
Facebook activity (Jan-Mar 17) drove 135,716
clicks to site. Media Buying Agency to set
CPC/CTR benchmarks.

360 video to be used within the ‘enable’ phase
with a KPI of video views and should not be
used as a retargeting format (as it was in the
previous burst).

Facebook will also be used in the CONVERT
phase to retarget users who have interacted
with FB/Instagram content or who have
previously visited the MITRN/Ratings role pages
but have not completed an EOI. Static formats
with a hard CTA will be used for this. Media
Buying Agency to set Completed EOI and
CpEOI targets.

Instagram (ATTRACT)

The role of Instagram will be to assist the main
AV channels in the ATTRACT phase and
increase awareness of the Ratings offering
through premium content.

Instagram activity in Jan-Mar 17 (up until 12"
March) drove 673,463 video views (54,873 to
completion), and generated 9,401 clicks to site.
The engagement rate was at 11.19%. Media
Buying Agency to set reach & frequency target.

Please consider new formats eg. Instagram
stories that could help inspire candidates.

Snapchat (ENABLE)

Snapchat will reach our young audience via a
platform where they are highly engaged as part
of the ENABLE phase.

The 2016/17 Snap ads video test produced 2m+
views (71k completed). We should optimise
creative to improve on the completed views
metric and use improved targeting capabilities
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What does
TouchPoints suggest
for the deployment of
messaging via Online,
mobile and VOD (e.g.
relevant
mood/location/second

to drive further engagement e.g. Look-a-like,
interests & context. Media Buying Agency to set
Completed View/VTR target.

Twitter (ENABLE)

Twitter will only be used around key calendar
moments eg. Results Day, to drive engagement
in the ENABLE phase.

Display (ENABLE & CONVERT)

Display prospecting will be tested in the
ENGAGE phase using the two pinch point roles
outlined above, to drive engaged ftraffic to the
site and push our audience along the
recruitment journey. Media Buying Agency to
set CPC/CTR target, can we use RAF as a
proxy?

Display Retargeting will also be used in the
CONVERT phase to drive cost efficient
conversions through standard IAB formats with
a clear CTA. Media Buying Agency to set
Completed EOI and CpEOI targets.

PPC (ENABLE & CONVERT)

Continue to optimise keyword list,
removing/pausing poor performers, and adding
any new relevant keywords.

ETAs to make use of extra space on page and
drive cost efficient conversions.

Continue using RLSA if producing strong
performance (please recommend).

Ensure that any underspends are being flagged
at the earliest possible time so that we can look
to reallocate budgets.

PPC drove 7,347 EOIs (Jan-Mar 17) from
238,998 clicks to site.

Keywords to be optimised based on keywords
that help drive traffic (ENABLE phase) vs.
keyword that help convert recruits (CONVERT
phase).

Media Buying Agency to set Completed EOI
and CpEOI targets.

Please consider wider VoD activity when planning the
video seeding activity and how this can work together.
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ary activity)?

KPI's, Measurement &
Reporting

What are we
measuring?

Key performance
indicators

Prior performance
(Please share any
specific CPA’s
achieved for display
and biddable activity)

KPIs at each stage of the recruitment journey:

ATTRACT
Instagram (video) — Cost Efficient Reach & Frequency

ENABLE

Facebook/Snapchat (video) — Completed Views
Video Seeding — Completed Views

Facebook (static) — Cost efficient lands to site
Display — Cost efficient lands to site

PPC - Cost efficient lands to site

CONVERT

Facebook (static) — Cost per EOI, Completed EQIls
Display (static) — Cost per EOI, Completed EOls
PPC — Cost per EOI, Completed EOls

All activity should track EOI starts and completes
30 day post click / 10 days post impression attribution
All activity to be frequency capped at 6-8

Viewability Targets:
Attract/Enable phase: 70%
Convert phase: 50%

Media Buying Agency to set benchmarks based on
previous performance and what the objective is by
recruitment phase. Please complete attached KPI
sheet and reference previous learnings detailed
above.

Below is a list of all prior performance as requested.
Please note that these stats are not necessarily metrics
relevant to the KPI as previously referenced in the
learnings section. These are all metrics reported by
Media Buying Agency.

Video Seeding — the 16/17 Burst 1 Teads activity
drove 1,103,269 completed views at a VTR of 65%.
Activity delivered almost 50k additional views than
planned which worked out at a CPV of £0.02.
Teads activity (Jan-Mar 17) delivered a total of
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2,599,870 video views with a 73% view through rate.
Activity drove 3,734 clicks to site. The submariner video
performed marginally better than the other creatives,
delivering 651,145 completed views.

YouTube activity (Jan-Mar 17) delivered a total of
1,724,041 video views. 8% viewed the video in full, and
activity generated 17,039 free clicks to the site.

Snapchat — 16/17 Burst 1 Snapchat activity delivered
2.3m video views, only 71,986 were completed views
(3.03% VTR). We want to be optimising towards
completed views this burst.

Facebook — 16/17 Burst 1 Facebook activity drove
64,621 website clicks and 468 completed EOls at a
CpEOI of £156.13. It also drove 1,207,541 video views
at a CPV of £0.06. 16/17 Burst 2 activity delivered
1,532,578 video views (up to 19" March) of which
181,553 were completed views.

Instagram — 16/17 Burst 1 Instagram activity drove
9,357 website clicks and 99 completed EOls at a
CpEOI of £122.98. It also drove 369,949 video views.
16/17 Burst 2 activity drove 673,463 video views (up to
19" March) of which 54,873 were completed views.
Engagement rate was 11.9%.

Twitter — 16/17 Burst 2 Twitter activity drove over 2m
video views, but only 32,980 video completions. Only
21 link clicks were delivered from this activity. We do
not want to run video activity on Twitter in 17/18 as it’s
not the most effective channel for video seeding.

PPC — 16/17 activity (Jul-Mar) drove 7,347 EQIs (up to
19" March) from 238,998 clicks to site. Please see
costed reports for CPC/CpEOI figures.

Required Fortnightly and end of campaign/PCA

performance Media Buying Agency to structure the reports to reflect

reporting frequency: the role of each channel and format

Tracking

Is it possible to add Yes, these should already have been added to the following areas of the
third-party tags to site:

your website? If so, Landing page

please detail type of Role finder

tag. (Customer to confirm. EOI start

Provide contact please) (na for

41



CONFIDENTIAL INFORMATION

EOI complete

Please liaise with the Digital Agency on all tagging. All FB pixels to landing
pages should be set up. Please ensure new channels have tagging in
place to landing page.

" Party tracking DoubleClick/DART — Yes

Google Analytics — Yes, please
liaise with Digital Agency

Do you require your Yes — please liaise with the Digital
Google analytics Agency

account (if applicable)

to sync with Google

PPC? (Customer to

confirm) (n/a for

mobile)

Gl et A Retargeting should take place from

Hleb i e EETER )l tagged pages above.
of which pages and

FEEINE 4 I T Ongoing re-targeting to users who

have interacted with
FB/Instagram/Display activity OR
who have previously visited the
MITRN/Ratings role pages and
have not completed an EOI.

Creative for re-targeting should be
static with a clear CTA

AdGooroo tracking N/A
required?

Digital Creative

Brief description of  1x30"TVC

work, whether e 8 Tier 2 ads (307)
including » Social content calendars
brand/campaign provided by the Digital
proposition, and any Agency

mandatory
requirements:

* Please liaise with the
Digital/Creative Agencies
on
Instagram/Twitter/Snapchat
assets

e 360 videos (to be seeded
on Facebook with KPI of
video views)

Sl BN el Please recommend based on
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day of week or
editorial environment
recommendations or
restrictions?

Please specify
number of formats for
paid social activity
and provide timeline
when these should be
distributed (a content

calendar will be required — please
provide a contact of the person
that will be supplying this so our
specialists can liaise with them to
obtain the calendar. PLEASE
NOTE, activity will not be able to
be put live without an agreed
content calendar as this informs
the budget allocation for each post
for the campaign period. Creative
specs will be contained on the
plan. If agency are building ads
assets are required five working
days prior to live date. If customer
is creating ads agency requires
URL of post two working days
before live date).

YouTube — Do you
wish to deliver a click

through or just views

(Please provide URL of YouTube
channel. You will need to send
URL of ad that you wish to
promote 3 working days prior to
live date)

What specific channel
tests are in place, and
how will they be
measured?

Trafficking details

Keywords & Ad Copy

Keyword

considerations (please
state if an existing account can be

16/17 reporting.

Digital Agency to supply content
calendar with this information

The KPI for video seeding is
completed views.

Clicks is a secondary metric.

Carat reporting

GA

Econometrics

Ebiquity audits (if conducted)
Channel tests include Display
prospecting

No of formats: TBC

No of creative iterations: 8 x tier 2
films, social static formats the
Digital Agency to confirm.

Rotation detail: TBC

Delivery date of each rotation: TBC

Please optimise keywords and
adcopy based on best performing
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utilised or will a new build be
required?)

Any search Call to
action(s)

Ad types

Ad copyl/assets

supplied

Ad copy
considerations/call to

action (poes ad copy need to
be refreshed or are there any new
messages you would like to
promote. Please provide these
messages if they are known)

Keyword and ad copy
approval

Clash management

Are you aware of any
keyword clashes with
other campaigns?

If yes, what is the
campaign in
question?

Are the clashing or
negative keywords
critical to your
campaign audience?
If so, why?

Who controls the
site(s)? (include
name, state if contact
for tagging is

terms from 2016/17 activity.

Please liaise with the Digital

Agency on best performing organic
keywords so that we can kick start
a paid vs. organic test/optimisation.

Search ‘Made in the Royal Navy’

ETAs to be implemented if
recommended.

Media Buying Agency to confirm
keywords/ad copy with CNR.
Media Buying Agency to make
optimisation recommendations
distinguishing between keywords
that help deliver traffic to the site
vs. keywords that perform better at
delivering EOI’s

As above, please optimise based

on learnings from the latest activity.

CNR

Yes

Ratings will be running at the same
time as other strands including
Engineers, Officers, Reserves &
Royal Marines.

Carat will have details of this

Digital Agency

44



CONFIDENTIAL INFORMATION

different)

-
Thbd

Do you have a Yes, please liaise with Digital
container tag? Agency

Do you need any Please liaise with Digital Agency
changes to the DFA

spotlight tags or new

spotlights added?

Additional Digital

Information
Please provide Facebook:
Facebook URL and https://www.facebook.com/RoyalN
Twitter Handle avyRecruitment?fref=ts
Twitter handle:
@RoyalNavy
Please provide CNR

contacts that can
approve admin
access in order to
implement promoted
posts/tweets

Specify the role for N/A
media owner

partnerships (please
specify link with other
channels where
appropriate):
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