
 

 

CASE STUDY: WATSON WYATT 

Graduate Campaign 
Challenge 

Watson Wyatt is a global professional services company specializing in human capital and actuarial 
consulting. The focus of their recruitment requirement is graduates and over the last seven years, we have 
worked closely with them in the design, production and implementation of graduate marketing campaigns 
targeting students in the UK, Europe, India and Australasia in order to attract the best talent possible into 
their organization. 

Watson Wyatt recruits intellectually strong, numerate graduates to join them as consultants. However, 
recruits need to be more than just good with numbers – they need verbal reasoning, problem-solving and 
project management skills; essential requirements for a successful consultant. 

Solution 

In order to appeal directly to this rather cerebral target audience we developed a campaign called ‘What 
have you got in mind?’ Year on year, the iterations of the campaign and the supporting collateral have been 
developed and presented using contemporary concepts and visual imagery to support the intellectual 
positioning of the offer. 

We used Mensa-supplied puzzles and Soduko games across the marketing materials allowing us to 
emphasize the intellectual and problem-solving qualities required for these demanding roles. We obviously 
benefited from the Soduko craze that swept the UK at the time but more importantly it allowed us to inject a 
bit of fun into our communication.  

More recently, the campaign developed into a series of ‘Question Mark’ events.  Feedback from the campaign 
suggests that students engaged well with the quizzes and puzzles; a competition to allow cash-strapped students to 
win an iPod was an efficient and cost-effective method for data collection and the giveaways were seen to be high 
quality and popular. 

 



 

 

Results 

The campaign concept provided genuine engagement with the brand for students, and the imagery was 
vivid and eye-catching. The target audience responded very positively to the campaign, and the events 
attracted interest from students who had not previously considered applying to Watson Wyatt. Campus 
Managers for Watson Wyatt gave extremely positive comments, including: 

“I think this is the most successful campaign we’ve launched on campus.” 

The most recent campaign saw an excellent response: 

 47,289 visitors to the website 

 26,446 unique visits 

 Year-on-year 19% increase in traffic over the same time period 

 Applications up by 13% year on year 

 Over 2,500 brain trainers won by students at the events 

 Over 5,000 diaries handed out 

 More than 10,000 students interacted with the Watson Wyatt events 
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