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Overview
 Just as the industrial revolution disrupted the ‘blue collar worker’; 

the digital revolution is disrupting the realm of the ‘white collar’ 

worker. Today, engineers and their design services are becoming 

increasingly commoditised – and firms need to find alternative 

ways to stand out from the crowd and compete. 

 Aurecon used the Aurecon Attributes and its reputation as a 

diverse and global employer to differentiate itself from the 

competition to create the ‘Unconventional graduate campaign’. 

The eight Aurecon Attributes are the outcome of a design 

thinking process which examined the characteristics and skills 

that are needed by engineers and advisors of the future. They 

were developed and tested with Aurecon clients, who agreed 

that these Attributes are what they expect from their partners.

 The campaign was supported by a broad range of Aurecon’s 

emerging professionals, each individually aligned with one of the 

Attributes and with a unique and ‘unconventional’ story to tell.

http://www.aurecongroup.com/careers/themes/why-join-aurecon/aurecon-attributes
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Aurecon Attributes
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At career fairs around Australia 

and New Zealand vibrant 

‘unconventional’ campaign 

banners were used.

Career fair banners
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Unconventional 

snapchat filters 

Geo-located  ‘Unconventional’ 

snapchat filters were deployed to 

University buildings where careers 

fairs were held. Graduates were 

able to apply the filters to their 

account and take ‘selfies’ with our 

recruiters.
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Front of card 

A5 information card
A handout card was created for 

graduates to learn more about Aurecon, 

the graduate programme, and the 

campaign.
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Back of card 

A5 information card
A handout card was created for 

graduates to learn more about Aurecon, 

the graduate programme, and the 

campaign.
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Graduate 

websites

Job board advertisements and 

employer profile pages were 

placed on various graduate 

recruitment websites.
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Direct emails

A series of six targeted 

electronic direct mails (EDMs) 

were sent to graduate 

subscribers to Aurecon’s and 

third party graduate recruitment 

websites. The EDM series 

aimed to answer important 

questions from graduates 

throughout the campaign, and 

share more information about 

working for Aurecon.

eDM 1 eDM 2
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Direct emails

A series of six targeted 

electronic direct mails (EDMs) 

were sent to graduate 

subscribers to Aurecon’s and 

third party graduate recruitment 

websites. The EDM series 

aimed to answer important 

questions from graduates 

throughout the campaign, and 

share more information about 

working for Aurecon.
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YouTube video 
series

A series of videos, each 
featuring a graduate employed 
at Aurecon, their strongest 
Aurecon Attribute, projects and 
experience of working at 
Aurecon were created. The 
videos were uploaded to the 
Aurecon YouTube account, 
shared on social media, used in 
EDMs, and added to the third 
party graduate websites. Video 
was considered an important 
part of the campaign to engage 
graduates through story-telling.

Videos continued. Click on the icons to be 

taken to each video.

https://www.youtube.com/watch?v=QqK48B8DiV4&t=87s
https://www.youtube.com/watch?v=QqK48B8DiV4&t=87s
https://www.youtube.com/watch?v=f7MOSKbZN-o&t=12s
https://www.youtube.com/watch?v=f7MOSKbZN-o&t=12s
https://www.youtube.com/watch?v=7LiAW0hdgyM&t=107s
https://www.youtube.com/watch?v=7LiAW0hdgyM&t=107s
https://www.youtube.com/watch?v=g1JyNpedoo0&t=4s
https://www.youtube.com/watch?v=g1JyNpedoo0&t=4s
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Videos continued. Click on the icons to be 

taken to each video.

YouTube video 

series

A series of videos, each 

featuring a graduate employed 

at Aurecon, their strongest 

Aurecon Attribute, projects and 

experience of working at 

Aurecon were created. The 

videos were uploaded to the 

Aurecon YouTube account, 

shared on social media, used in 

EDMs, and added to the third 

party graduate websites. Video 

was considered an important 

part of the campaign to engage 

graduates through story-telling.

https://www.youtube.com/watch?v=62Z6d2FdGaQ&t=19s
https://www.youtube.com/watch?v=62Z6d2FdGaQ&t=19s
https://www.youtube.com/watch?v=0uIukftHO64&t=4s
https://www.youtube.com/watch?v=0uIukftHO64&t=4s
https://www.youtube.com/watch?v=qB1VnC0NpHA&t=5s
https://www.youtube.com/watch?v=qB1VnC0NpHA&t=5s
https://www.youtube.com/watch?v=_r3O7fNqrfU&t=72s
https://www.youtube.com/watch?v=_r3O7fNqrfU&t=72s
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Australian Financial 

Review, Top 100 

Graduate Employers 

publication, 13 

February 2017 

Media 

coverage

Aurecon’s public relations 

and media strategy 

successfully targeted 

quality editorial in 

Australia’s leading press –

achieving coverage in 

national, regional and local 

newspapers and 

magazines.
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Videos continued. Click on the icons to be 

taken to each video.

Media coverage

Aurecon’s public relations and 

media strategy successfully 

targeted quality editorial in 

Australia’s leading press –

achieving coverage in national, 

regional and local newspapers 

and magazines.

Adelaide Advertiser, 

13 May 2017 
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Australian Financial Review, 13 

February 2017

Media coverage

Aurecon’s public relations and 

media strategy successfully 

targeted quality editorial in 

Australia’s leading press –

achieving coverage in national, 

regional and local newspapers 

and magazines.
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Courier Mail, 20 May 2017

Media coverage

Aurecon’s public relations and 

media strategy successfully 

targeted quality editorial in 

Australia’s leading press –

achieving coverage in national, 

regional and local newspapers 

and magazines.
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Social media  

A considered social media 

plan for LinkedIn, Twitter, 

Facebook and Instagram was 

developed to communicate 

important content. Aurecon’s 

project team engaged 

audiences through posting 

YouTube videos created about 

graduates, branded 

‘boomerang videos’, and 

dynamic GIFs (as seen 

adjacent) and relevant photos.
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Social 

media

Live ‘questions and answer’ 

sessions with our recruiters 

helped place key messages 

into the news feeds of 

interested students.
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Aurecon website 

graduate pages 
The content on the graduate pages of the 

Aurecon website was reformulated to 

better communicate key messages, reduce 

the number of clicks required and better 

align it with what graduates want. An 

Aurecon Attribute Quiz was created with 

more than 6,000 individuals completing it 

to identify their strongest attribute. An 

additional 500 graduates shared their 

photo and strongest attribute on a 

dedicated web page.


