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1. SCOPE OF REQUIREMENT

1.1 The Agency will act as the sole supplier to the RN and RAF for strategic 
communications planning and evaluation services in the area of recruit marketing 
activity for the duration of the contract (3 years + 1 year extension option, if required). 
The scope of this work will cover both national and regional marketing activity across all 
channels. 

1.2 Media buying, creative content and delivery of events is out of scope for this work. This 
work will be undertaken by the Client's existing Media Buying, Creative and Events 
Agencies, with whom the Agency will work. 

2. OVERALL REQUIREMENT 

2.1 The Agency shall deliver for both the RN and RAF in the following areas: 

2.1.1 Segmentation and audience profiling. The Agency will develop and refresh, as 
necessary, existing segmentation work to define the target audience(s) for all recruit 
marketing activity. 

2.1.2 Behavioural modelling. The Agency will develop robust behavioural models for both 
the RN and RAF to allow them to understand and predict audience behaviour in 
response to campaign initiatives. This should include establishing robust cost per-
applicant figures for all major distinct roles within the RN and RAF. 

2.1.3 Strategic planning. The Agency will develop and maintain a three-year strategic 
communications plan for both RN and RAF that puts the target audience at the heart 
of all marketing communications. The Agency shall develop a motivational, 
innovative and engaging communications plan that is targeted, effective and cost-
efficient; and drive a sufficient number of enquiries to meet annual recruitment 
targets over the contracted period. The Agency will be expected to devise plans that 
fully incorporates all paid, owned and earned communications, however delivered 
(i.e. not just limited to media planning). 

2.1.3.1 This plan should involve continuous improvement and innovation, so that the 
communications plan reflects the very latest communication methodologies and 
technologies. In addition, the plan should work to bring down the cost per 
applicant figures across all trades and professions across the three years. 

2.1.4 Operational media planning. The Agency will be responsible for briefing the Client's 
media buying agency, setting out media to be bought for each campaign in line with 
the strategic plan. The Agency will be responsible for all liaison with the media 
buying agency on behalf of the Client. 

2.1.5 Evaluation. The Agency will be the lead provider of evaluation and analysis of 
effectiveness across every element of the campaign, not just bought media (for 
example including events), assessing campaign performance against the strategic 
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plan and behavioural models. Evaluation is handled through multiple sources and 
developing a robust, consistent and verifiable approach across the entire campaign 
will be a key deliverable for the lead Agency. The Agency will be required to work 
closely with other appointed agencies, and the RN and RAF in-house teams. The 
Agency will also be required to develop reporting tools to allow campaign 
performance to be monitored on a live or as-live basis, and suitable campaign 
adjustments made.  The Agency will be required to work with both the RN and RAF 
digital development programme (Recruiting Information Technology System (RITS), 
currently under development. 

2.1.6 Econometric Analysis. The Agency will be responsible for the development of 

econometric modelling. This will ensure accountability across the marketing budget 

and an understanding of the impact of the different media channels in order to meet 

objectives in the most efficient way and ultimately feed into the Professional 

Assurance Process (PASS) for Cabinet Office approval. 

3. THE ROYAL NAVY REQUIREMENT 

3.1 The Task 

 3.1.1 The RN marketing team seeks to deliver sufficient numbers of applications to meet 
the recruitment targets, by: 

a) Creating awareness of the career opportunities available across all branches 
of the Royal Navy; 

b) Persuade suitable candidates to express interest in joining the Royal Navy; 

c) Converting awareness to interest, and interest to applications, by engaging 
and motivating the Client's audiences;  

d) Providing support across the full range of the recruitment and attraction 
organisation from specialist recruitment, engagement to retention. 

3.1.2 The RN as an overall entity does not promote itself directly, but rather through its 
constituent elements (which can be thought of as RN brands). The current approach 
is focused on a core 16-24 year old audience, although with separate and distinct 
audiences for RN (this includes Submariners and Engineers), RM, RFA and 
Reserves. RN therefore run separate recruitment marketing communications 
campaigns for the different recruiting strands and careers. 

3.1.3 Through these campaigns the RN looks to convey the breadth and depth of career 
choices within the RN, countering the overriding mental image of the RN as "a big 
grey ship becalmed on a grey sea". RN looks to articulate the RN's unique 
personality to differentiate it from other Armed Forces, with the tone of voice being 
understated confidence marbled through with a dry, equally understated humour. 

3.1.4 The focus for the RM is to differentiate their offer from that of the Army, maintaining 
the positioning of the RM as one of the world's elite (but not elitist) fighting forces, 
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whilst making the RM more accessible to a broader range of suitably fit and 
committed young men and women. 

3.1.5 For RFA, whose members remain civilians employed by MOD and not members of 
HM Armed Forces, the task is to position the organisation as the best possible way 
of joining or serving in the Merchant Navy (MN). 

3.1.6 While traditional Naval assets (ships, submarines, helicopters) can feature in 
marketing material, the Client knows that much of their audience cannot conceive 
what roles exist within the RN, or what kind of person could undertake those roles. 
The Client's emphasis has therefore been to focus on the people, humanise the RN 
and to illustrate that it is made up of people just like the Client's audience. 

3.1.7 The RN’s current strategy involves employing a number of integrated 
communication channels to engage with potential applicants and leading them from 
general awareness to making the emotional commitment necessary to apply to join, 
described as three broad phases: 

(a) Raise awareness of the RN as a viable and compelling career option via a 
variety of suitable communication channels; 

(b) Inspire the audience to find out more information, without commitment, from an 
information-rich website, other online channels or via contact management 
centre; 

(c) Encourage potential eligible recruits to find out more about a career in the RN, 
or to get answers to their questions, through various contact methods which is 
crucial to help them make the necessary emotional commitment required before 
they are prepared to join. 

3.2 Audiences  

3.2.1 The main target audience is currently defined as 16-24 year olds with gate  keepers 
and influencers as a secondary target. 

3.2.2 The eligible audience is men and women from 16 years up. The upper age limits vary 
according to specialisation (RFA impose no upper age limit) and includes several 
niche audiences, engineer officers, doctors, dentists, nurses, environmental health 
specialists, musicians and, chaplains. In general, to maximise use of resources, the 
Marketing Team targets the 16-24 age group, with attitudinal and behavioural 
segments prioritised within this demographic. Digital is the natural habitat for these 
audiences. 

3.3 Segmentation and Messaging  

3.3.1 The Client's current segmentation cut by key messages is below.

(a) Segmentation was updated in 2021 using YouGov profiles and RN 
recruitment data with attributes of those most and least likely to convert.   
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(b) The Client split respondents aged 18-40 into four macro segments (Core, 
Growth, Female, Ethnic Minorities) and six RN strand segments (RN Ratings, 
Reserves, Royal Marines, Officers, Engineering Mechanical and Engineering 
Technical) using the question 'How interested are you in the Royal Navy as a 
career, either as a full time job or in your free time as a reservist?'. 'Potentials' 
are those interested in a career in the Royal Navy (identified by the selection 
of 'very interested' or 'fairly interested' in answer to the question), 
'Persuadables' are those ambivalent to a career in the Royal Navy (identified 
by the selection of 'neither interested nor uninterested' in answer to the 
question) and 'Unreachables' are those uninterested in a career in the Royal 
Navy (identified by the selection of 'fairly uninterested' or 'very uninterested' in 
answer to the question). 

(c) 'Potentials' are obviously a key target for media activity as they are 
already engaged with the prospect of a Royal Navy career, 'Persuadables' are 
also a viable target as they may be converted to the prospect of a Royal Navy 
career through media communications and, although they appear to be 
rejecters of the prospect of a Royal Navy career, including 'Unreachables' in 
the segmentation has allowed a rich comparison between the profile of this 
group and the others. 

3.3.2 Recent updates have provided valuable insight, enabling  a current and detailed 
profile of the RN's audiences including information on demographics and lifestyle, 
attitudes and opinions (including those around RN careers), brand usage and 
perceptions as well as media consumption, online behaviour and social media 
engagement. 

4. The Royal Air Force Requirement 

4.1 The Task 

4.1.1 In order to achieve the Client's in-year recruitment targets, a comprehensive media 
plan must ensure awareness and consideration levels are maintained to ensure the 
requisite number of Expressions of Interest will result in the successful applications 
of Regulars and Reservists and to meet the in-Service Levels of Ambition for Ethnic 
Minority and Female recruitment for the ‘Next Generation Royal Air Force’.    

4.1.2 The RAF Recruitment marketing team exists to support the RAF with the 
underpinning infrastructure and tools to carry out the process of its 'attract, engage 
and convert' recruitment model. This essential activity will ensure the enlisting of 
sufficient numbers of high quality candidates for Regular and Reserve Service in 
order to achieve operational effectiveness. 

4.1.3 The Client's approach is to increase the quality and diversity of recruits by attracting 
higher calibre applicants and better matching personal potential to operational 
requirements, thereby reducing training risks and deliver an increased return on 
Service, with significant ongoing financial benefits, representing good value for 
money. 
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4.1.4 The Client seeks to sustain the reputation of the RAF as a significant UK employer 
and a career of choice capable of attracting the brightest talent at all levels. The 
recruiting operation provides, for many, their first ever contact with Service personnel 
and therefore it is vital that this contact is conducted professionally and in line with 
the highest standards of customer service. 

4.1.5 The RAF runs an 'always on' marketing approach, supplemented by spikes of 
"surge" activity at high "recruitment opportunity" times of year such as Jul-Sept 
(exam results) and Jan-Feb ("New Year, New Me"). Like the RN, the RAF uses a 
range of integrated channels to drive awareness and engage potential recruits. 
Recent activity has included: 

a) TV 

b) VoD 

c) Radio 

d) Paid/Organic Social 

e)  Digital Display 

f) Media Partnership 

g) TV Sponsorship 

h) Search and attendance at Air Shows 

i) Careers Fairs, both face-to-face and virtual.  

4.1.6 The current creative approach is the "No Ordinary Job" campaign which serves to                 
showcase both the breadth of exciting roles available, but also the broader lifestyle 
on offer and feature the people who make up the RAF. While the above is not an 
exhaustive list, it represents a good indication about what will be required over the 
next three years.   

4.2 Audiences 

4.2.1 Core recruiting operations target 16-24 year olds who are considering future career 

options, and pre-eligible groups within education. The audience is necessarily 
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diverse, as the Services seek to attract the best available talent, regardless of 

gender, ethnicity, religion or sexual orientation. 

4.2.2 The target audience for the RAF Reserves is older than that of Regulars. The core 

age bracket for a Reservist is 25-44 but the Client recruits up to 55 years. 

4.3 Segmentation and Messaging 

4.3.1 The "No Ordinary Job" campaign approach seeks collectively to attract both 

Regulars (full time) and Reserves (spare time) alongside specifically targeted 

Reserves activity. 

4.3.2 Royal Air Force Regulars 

Audience 

segment 

Airmen/women: 16-24 year-

olds  

Officer: 21-25-year- olds Parents/Gatekeepers 

Main 
message 
concept 

No ordinary job. Wide range of 
roles for all educational 
abilities. 

No ordinary job. A career 
with high status and 
responsibility. 

Credible worthwhile career. 
OFSTED "outstanding" 
Apprenticeships 

Secondary 
message 

Lifestyle, attractive benefits 
package, competitive pay. 

OFSTED “outstanding" 
Apprenticeships and 

competitive pay, 

Lifestyle, attractive 
benefits package. 

Competitive pay. 

Independence, life skills, real 
and valued work skills. 

Supporting 

messages 

Recruiting now. Recruiting now. Recruiting now. 

4.3.3  Royal Air Force Reservists 

Audience 

segment 

Airmen/women: 16-24 year-

olds  

Officer: 21-25-year- olds Parents/Gatekeepers 

Main 
message 
concept 

Make your spare time count. 
Do something different and 
exciting. 

Serve after leaving 
Regular service. 

Development potential, 
learning new transferrable 
skills. Credible worthwhile 

career. 
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Secondary 
message 

Get paid. Learn new skills.  
Enhance your civilian career. 

Commit to just 27 days/year. 

Maintain the camaraderie

Attractive package.

Added value to civilian work 
skills. 

Tangible benefit to civilian 
employers 

Supporting 

messages 

Recruiting now. Recruiting now. Challenge of body and mind 

5. KEY MILESTONES 

5.1 The Agency should note the following project milestones: 

Milestone Description Timeframe 

1 Kick-Off Meeting A kick-off meeting will be held 
within 4 weeks of the award of 
Contract 

2 Nominate Account Director An Account Director is to be 
nominated as the main Point of 
Contact (POC) within one week of 
the award of Contract 

3 All Agency Introduction An all Agency introduction meeting 
is to be convened within 4 weeks of 
the award of the Contract 

4                   Work with existing communications 
strategy and evolve over the course of 
2023. Within 7 weeks complete 
onboarding with regards to the specific 
challenges for the recruiting year. 
Onboarding will be provided by the Client. 

Within week 7 weeks of award of 
Contract 
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6. CLIENT'S RESPONSIBILITIES 

6.1 The Client will oversee Agency cooperation to ensure an integrated, collaborative 

approach is maintained. Any uncertainties, concerns or disputes regarding Agency 

cooperation will be mediated by the Client. 

7. REPORTING 

7.1 For the purposes of Contract monitoring, representatives of the Agency will report 

monthly to the designated officer(s) (RN&RAF) on the performance of the Contract. 

7.2 The Agency will provide the Client with annual (once per financial year) econometric 

data models, which shall be provided to the Agency's designated officer(s). 

7.3 There may be occasional ad hoc requirements for econometric or other data models 

relating to marketing communications investment in addition to the annual reports. The 

Agency shall be able to provide the designated Agency officer(s) with this information, 

as needed.

7.4 The Agency will be responsible for research on ad-hoc basis, some elements will be 

inhouse or by other sources. 

8. VOLUMES 

8.1 Volumes will be determined as part of the approaches and options which are develop 

and agreed within the overall scope of the budget. 

9. CONTINUOUS IMPROVEMENT 

9.1 The Agency will be expected to continually improve the way in which the required 

Services are to be delivered throughout the Contract duration. 

10. SUSTAINABILITY 

10.1 There are no additional sustainability requirements. 

11. QUALITY 

11.1 The Agency shall be able to demonstrate that their staff have the relevant specialist 

knowledge and experience to assist delivering major multi-media advertising 



OFFICIAL 

Appendix A – Statement of Requirement 

OFFICIAL 
Annex A – Statements of Requirement 

9 

campaigns. This may include evidence and success in delivering to the targeting 

audience segments. 

12. STAFF AND CUSTOMER SERVICE 

12.1 The Client requires the Agency to provide a sufficient level of resource throughout the 

duration of the Communications Channel and Strategic Planning Contract in order to 

consistently deliver a quality service to all Parties. 

12.2 Agency staff assigned to the Communications Channel and Strategic Planning 

Contract shall have the relevant qualifications and experience to deliver the Contract. 

12.3 The Agency shall ensure that staff understand the Client's vision and objectives and 

will provide excellent customer service to the Client throughout the duration of the 

Communications Channel and Strategic Planning Contract. 

13. SERVICE LEVELS AND PERFORMANCE

13.1 The Client will measure the quality of the Agency's delivery by: 

KPI/SLA Service Area KPI/SLA description Target 

1 Account 
Management

Running all agency weekly 
meeting and attendance at 
reviews. 

100% 

2 Account 
Management

Respond with resolutions to any 
issues or complaints within 5 
working days.

3 Strategic 
Approach 

The Agency will provide the 
Client with a refreshed 
strategic communication 
approach once per financial 
year, no later than 1 st May of 
each period 

100% 

4 Communications 
Information Brief 

Upon being briefed on the 
requirement, the Agency will 
produce a

Communications Information 
Brief for the Client's Media 
Buying Agency within 10 
working days. 

5 Strategy 
Effectiveness 

Based against the targets 
required by the Authority, 
through the institution of their 
proposed strategy, the Supplier 
shall be able to demonstrate an 

5 % 
increase per 
annum 
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increase of 5% of successful 
applicants in each financial 
year. 

6 Core KPIs Core KPIs will be set by the 
Client against interest 
application and entrant 
dependent on recruiting targets 
for each year. Against these 
targets will also be a cost per 
expression of interest, a cost 
per applicant and cost per 
entrant. 

Annually

13.2 Where the Authority identifies poor performance (4 consecutive failures in the space 

of any 6 month period) against the KPls 1 - 6 the Agency shall be required to attend a 

performance review meeting. The performance review meeting shall be at an agreed 

time no later than 5 working days from the date of notification. 

13.3 The Agency shall be required to provide a full incident report which describes the 

issues and identifies the causes. The Agency will also be required to prepare a full 

and robust 'Service Improvement Action Plan' which sets out its proposals to remedy 

the service failure. The Service Improvement Plan shall be subject to amendment 

following the performance review meeting and agreed by both parties prior to 

implementation. 

13.4 Where the Supplier fails to provide a Service Improvement Plan or fails to deliver the 

agreed Service Improvement Plan to the required standard, the Authority reserves the 

right to seek early termination of the contract in accordance with the procedures set 

out in Terms and Conditions (See CCS standard framework terms). 

13.5 In the event of termination, the Agency shall, within three (3) Months after the Call Off 

Commencement Date, deliver to the Client for approval a draft of a plan which sets 

out the Client's proposed methodology for achieving orderly transition of the provision 

of the Services from the Agency to the Client and/or the Replacement Agency on the 

Call Off Expiry Date or date of termination of this Call Off Contract (the "Exit Plan"). 

13.6 Within thirty (30) Working Days after submission of the draft Exit Plan (or any revised 

Exit Plan if the Client does not approve the draft Exit Plan) the Parties will use their 
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reasonable endeavours to agree its content and if they are unable to reach 

agreement then the dispute shall be referred to the Dispute Resolution Procedure. 

13.7 In the case of any additional and/or alternative exit planning requirements of the 

Client, the provisions relating to exit planning shall apply as stipulated by the Client 

during a Further Competition Procedure. 

14. SECURITY REQUIREMENTS 

14.1 The Agency must comply with the Data Protection Legislation. All personal data 

gathered by the Agency, or any sub-contractor working on behalf of the Agency, must 

be handled in accordance with these regulation 

14.2 When attending Military bases/installations Agency staff may be subject to individual 

security checks to allow entry. 

14.3 All info provided as part of this contract remains confidential between the Client and 

the agency.  

15. INTELLECTUAL PROPERTY RIGHTS (IPR) 

15.1 All Copyright and Intellectual Property conferred in the United Kingdom and 

throughout the World relating to advertising campaigns arising out of the Contract will 

remain with, or be assigned to, the Client, upon payment of the Contract price. 

16.  PAYMENT 

16.1 Payment can only be made following satisfactory delivery of pre-agreed certified 

products and deliverables. 

16.2 Before payment can be considered, each invoice must include a detailed elemental 

breakdown of work completed and the associated costs 

16.3  Expenditure on the contract will be monitored by Navy Commercial in conjunction 

with the Client on a regular basis. 

16.4 Payment will be made through the MoD mandated payment Contracting, Purchasing 

and Finance  (CP&F) via the Exostar platform  
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17.  LOCATION 

17.1 The Services will be carried out at the offices of the Agency.

17.2 Additionally, the Services may need to be delivered in various locations across the 

UK, primarily London (MOD HQ) Head of Recruitment and Attraction HQ in 

Portsmouth (for the RN) and RAF Cranwell, near Sleaford (for the RAF). Other 

locations may be involved at the discretion of the Client, such as the Royal Marines 

Commando Training Centre at Lympstone, Devon, and may potentially include filming 

of wherever they may be located.    

18. DEFINITIONS 

18.1  For the purposes of the SOR, references to the Authority relates to the MoD as a 

whole, the Client refers to the RN or RAF marketing departments.

Expression 
or Acronym 

Definition 

CA Careers Advisors 

CP&F  The Ministry of Defence's electronic payment system 

MoD The Ministry of Defence 

RN The Royal Navy (RN) 
Which includes Ratings, Officers, Royal Navy Reserves (RNR), the Royal Marines 

(RM), Royal Marines Reserves (RMR), the Royal Marines Band Service (RMBS) & 
the Royal Fleet Auxiliary (RFA). 

RMOS Royal Marines Officer Selection Course 

ROP Recruit Orientation Phase  

PRNC Pre-Royal Navy Course 

RAF Royal Air Force (RAF) 
Which includes: Officers, Other Ranks, RAF Reserves and Rejoiners

DDC Director Defence Communications 

RFA Royal Fleet Auxiliary 

RM Royal Marines 

RMBS Royal Marines Band Service 

RMOR Royal Marines other ranks 

RMR Royal Marines Reserves 

RN Royal Navy 

RNR Royal Navy Reserves 


