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Background 

Purchased by Japan Post in 2015, Toll has undergone a huge organisational transformation. At the heart was a 

shift from ‘buying’ talent to growing talent internally. Launching a graduate development program was key to this 

ambition. 

Toll’s program cohort has grown from 14 to circa 50 hires (200% growth) from being Australia centric to a truly 

global program that operates in 6 countries through Australasia and Asia. 

Attracting applicants to pursue a career in logstics was historically a challenge for Toll. For the 2019 campaign, 

internal research indicated that ‘real stories’ were what resonated the most with potential graduate hires, 

particularly for those that hadn’t primarily considered a career in the logistics industry.

The greatest barrier identified was demystifying what a career in the logistics industry looks like, the type of roles 

that were available and how a candidates transferable skills (from education and other experiences) could be 

applied at Toll. 
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Approach  

With such geographical disparity (recruiting in 6 countries), budgetary constraints and limited local support, Toll’s 

campaign was entirely digitally led. At its cornerstone was the effective use of social media. 

Toll utilised a number of programmatic techniques (including geotargeting and search engine optimisation) to 

deliver a highly targeted and cost-effective manner whilst having the ability to measure ROI. This complimented 

targeted job board advertising. 

Toll also embarked on a extensive refresh of the graduate careers website including richer content on the Toll 

organisation, program structure and learning value proposition. 

A series of video stories and day in the life content were also produced to highlight the breadth and range of career 

opportunities that are available in the logstics industry and at Toll. 
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Outcome  

Campaign outcomes:

• A refreshed Toll graduate recruitment website - website page views has almost doubled year on year (2018 

versus 2019 campaign period, February – April)

• A suite of refreshed imagery and video content showcasing ‘real’ Toll stories – average viewing time was 

3m37secs 

• Average time spent on the Toll graduate website has increased to 1m57secs

• 50% increase in candidates entering the Toll graduate recruitment website owing to Google search engine 

optimisation 

• 30% of visitors arrive at the Toll graduate page (an increased following the introduction of targeted Facebook 

posts) 

Recruitment outcomes:

• Applications increased by 35% year on year in existing recruitment locations (Australia, New Zealand and 

Singapore)

• The advertising campaign was virtually launched in 3 new countries – Malaysia, Vietnam and Thailand

• 50% of the cohort are female, and over 50% of the cohort speak second language(s)

• 2020 will bring further country expansion plus new technical streams to accelerate the growth of internal talent.
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Sample website content:
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Sample video content:
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https://vimeo.com/306105901
https://vimeo.com/255831369

https://vimeo.com/306105901
https://vimeo.com/255831369


Sample social media content:

7


