2000 words summary

Background

The Maritime industry in Scotland is significant and growing, particularly in respect to the safe operation, maintenance, crewing and provisioning of commercial ships, where Glasgow is the destination of choice for many vessels. The city’s reputation for quality ship management is based on the availability of the skills and experience of the workforce, many of whom – at senior levels – are British-trained and experienced former Merchant Navy deck and engineering officers.

Scottish Enterprise’s ambition is to grow the sector organically and by additional investment, requiring a similar growth in the quality and quantity of employees: yet the Department for Trade shows a continuing decline in the numbers of young people choosing the sea as a career.

Research in 2007 identified that there was a very low awareness of careers in the maritime industry, a poor understanding of what is on offer and the long-term viability of a maritime career, both off-shore and on-shore.

Following a tender process, Navigator was appointed by Scottish Enterprise in July 2007 to design and build a website that promoted the Merchant Navy and encouraged Scottish cadet applications.  

The website was launched to the national press on 23 October 2007 at the Glasgow Nautical College.

Marketing Objectives

The marketing objectives were multi-faceted, far-reaching, qualitative and quantitative:

· Raise awareness of the sea as a career

· Combat misleading perceptions about the quality of all career paths

· Fuel the pipeline of young people into the maritime industry

· Increase the number of Scottish entrants from 300 to 900 per annum by 2009

· Increase the pool of ex-seafarer workforce

· Grow the Scottish commercial ship management industry

Marketing Strategy

The marketing strategy needed to be educational, reassuring, inspirational and commercially focused:

· Give an authoritative Scottish ‘voice’ to the maritime career scene

· Provide a trusted, high value and comprehensive source of information for those seeking information on maritime career possibilities

· Raise awareness of the sea as ‘Scotland’s ‘new’ workplace’. 

· Secure positive buy-in from parents and influencers

· Combat misleading perceptions about the quality of career paths in the industry

· Fully explain the long term career potential for entrants to the industry

· Appeal to the primary target audience - young people planning for careers on leaving school – in a way that is engaging, imaginative and fun

· Inform, reassure and fully explain to the secondary audiences – parents, teachers, Careers Advisors - the long term career potential for entrants to the industry

Marketing activity

Due to a total budget of £240,000 over 3 years, for all media and VAT, the marketing activity had to be fully integrated and drive young people to the website to find out more about a career in the Merchant Navy.

This included radio and banner ads, editorial links with Young Scot, direct mail, and promotional leaflets, postcards and exhibition stands. Given that the primary audience is school leavers (S4 and S5), electronic media and social networking were central in the campaign too. Launch date itself was supported by a full PR campaign to the UK national media on 23 October 2007.

Our USP

A bespoke URL was purchased which summed up the brief in its entirety: 

www.maritimecareers.co.uk
Who was the real target audience?

The biggest challenge was targeting the primary audience of S4 and S5 school pupils, 15 and 16 year olds.

There is a significant lack of awareness of the maritime industry as a career choice amongst young people, as they do not see the Merchant Navy as a modern, progressive industry offering high quality career paths. People often have an outdated view of it, or see the industry as having strong military overtones.  Most people – schoolchildren and adults alike – often mistake the Merchant Navy with the Royal Navy.  

Additionally, time spent away from home is a barrier.  Young people are concerned about the social environment, whilst parents/carers are more concerned with issues of accommodation and safety. 

Therefore influencers – our secondary target audience - such as parents, teachers and Careers Advisors also needed to be targeted and catered for on the website.

Key Messages

The campaign theme focuses on all the benefits of a maritime career.  But what makes it really work is that these benefits are directly aligned to what matters to 15 and 16 year olds: world travel, excellent pay, good social life, free education, and for influencers, the added benefit of long term career prospects, both off-shore and on-shore.

 “Train to be a Merchant Navy Officer. You’ll be well paid right from your first day, and you’ll get the chance to travel all over the world. There’s no job like this job. And you could make it your job.”

This was encapsulated in the campaign proposition: See where the sea can take you 

Who are our competitors?

Our competitors can be split into two very different camps.  

The first group is other professional occupations that offer a clear career path, good salaries, long term prospects and are respected and well-known within the professional community e.g. the medical or legal professions.  We could have just presented a straight comparison. But instead focused on the additional benefits: sponsored training, having the reassurance of a debt-free student life, with a future tax-free salary. The company car could be a liner, a tanker or an auxiliary supply vessel. And the office: the world.  An average day in the office: no such thing.  All these aspects were brought to life on the website by bespoke online mechanics, visually or endorsed by cadet case studies.

The second group of competitors was the MOD: the Army, Navy and Air Force.  Their recruitment campaigns include prime-time TV advertising, with substantial budgets.  In some cases, the Merchant Navy might be seen as second best, the poor relative.  Again this was faced head-on by focusing on benefits of a maritime career that directly appeal to a 15 and 16 year old: world travel, tax-free earnings and long-term careers prospects.

Integrated media driving to the website

The timing for the launch of the website was key.  At the end of October, it is just after school half-term and discussions have started in every school and every household about Highers selection. Careers Advisors are visiting the schools and meeting with all S4 and S5 pupils.

The PR launch on Tuesday 23 October was supported by the following media, with all fingers pointing to the website:

1. 30 second radio adverts were run across 4 weeks between 23rd October and 18th November 

2. Promotional leaflets and a range of 3 postcards were produced for school packs and  delivered via the Careers Scotland Careers Advisors to Principals, Librarians and School Support Team.  This cost-effective delivery method utilised a recognized and successful delivery network which would get the information into the hands of the pupils themselves.  

3. All school children, who fell in the S4 and S5 category and studied the relevant subjects for their Highers were sent a letter, encouraging them to consider a career in the maritime industry.

4. Banner ads on Bebo.

5. Mobile exhibition stands used which can be used as 4 separate stands or as one large one at careers events or in schools.

All materials signposted to the website.

The website itself

The website was designed specifically as a central source of information.  This included a brief history of the Merchant Navy, the importance of the sector for both the UK and World economy, and interactive elements, as well helping enquirers through the application process.

We designed an inspirational and interactive site specifically for S4 and S5 school pupils and included:

· A viral 

· A bespoke travel-the-world element

· An e-card

All these elements could be reached from every page of the website, as they were part of the main framework of each page.

All the elements reflected the key messages:

· Travel the world

· Get paid whilst you are being trained

· Great social life

· Exciting and different

· Not a mundane office job

· Debt-free student life

The viral

This fun feature enabled any individual to download a photo of themselves, load it into the viral and then watch themselves dance their way through some of the ports of the world.  We knew that the main lure of a career at sea for previous cadets and current merchant shipmen has always been the opportunity to see the world and be paid whilst doing it.  So the viral truly delivers to the proposition: See where the sea can take you 

Travel the World

With this feature we could demonstrate how an individual can travel around the world.  It tracked a route around the world, taking the viewer to some of the most famous sea ports in the world, giving information along the way.  

E-card

A user can select a design and send it to a friend. And, rather cleverly, one of the postcards is fully integrated with the radio ad by showing a liner, and suggesting that this could be your company car: “Don’t have a £16000 company car, why not have a 16,000 tonne company ship instead.”

Social networking

A link was created with Young Scot who hosted both editorial and a competition to win an ipod touch. This competition linked directly to www.maritimecareers.co.uk This was combined with the viral element being posted on You Tube. Each of the video case studies and vox pops were also posted on You Tube, within a dedicated Maritime Careers Channel with careful attention paid to tagging the clips to ensure effective search hits. 

But we didn’t stop there.  

Website features

Research with existing S4 and S5 school pupils had also shown that news and chat from other cadets, currently going through the training programme, are both informative and reassuring. For all audiences.  So we decided to include five case studies and vox pops.  We made sure these case studies were all housed in one area together, but made sure they were featured prominently on the home page.

Perhaps one of the most important elements of the site is the Q&A facility.  Again, we built these into all the main sections of the website, with the Questions specific to that section, such as pay or qualifications required.  But we also gathered them all together under one central section under ‘Get in Touch’.

Finally, to the site design itself.  We had to make the site fun and interative, as otherwise the S4 and S5 school pupils would switch off. But it also needed to be easy to navigate and provide clear instructions on how to apply.  It needed to provide information, but also intrigue and inspire.  It had to reassure parents and carers, but must not bore the 15 to 16 year olds.  Rotating images across the top of the primary pages ensured that the site was fresh on each visit, whilst also painting a realistic picture of life in the Merchant Navy and the main colours used were cyan and yellow, taken from maritime charts.  

And so to the results

The best results we can hope for are the actual number of applications for training places. 

To apply to be a Trainee Officer in the Merchant Navy you must contact one of the 19 Training Companies throughout the UK who offer Merchant Navy Officer Training, who in turn are commissioned by the shipping companies to recruit cadets.  They will arrange your interview and medical, through to finding you a sponsor.  The largest training company is Clyde Marine Training based in Glasgow who handles over 50% of the officer cadets in the UK.

In comparing their number of applications from the previous year, Clyde Marine has seen over 100% increase in applications in Scotland, as shown by the graphs below.

At the time of writing, we only have one quarters data which corresponds to the campaign period: October to December 2007.  The next burst of ATL media is planned to start April 2008 which should see us meeting our objectives in style.
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