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Burning platform

Candidates don’t consider

ProRail because of the bad/ 

incorrect image
Difference between ProRail 

and Dutch Railways isn’t clear

Competitors invest millions of 

euro’s in (employer) branding. 

Our budget is limited

Labor shortage was never as 

high as it is today
Millenials are looking for

meaningful work with impact 



Our target audiences have to change their current outdated and incorrect image 

of ProRail into:

ProRail is the innovative creator of sustainable mobility

With the pay-off: ProRail. Verbindt, Verbetert, Verduurzaamt. 

(Connects. Improves. Makes it more sustainable.)

Rigorous mindshift is needed

https://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjy4ZHYkdjdAhURYlAKHWC-D6IQjRx6BAgBEAU&url=https://derbigum.be/blog/nl/eigen-huis-bouwen-wat-kun-je-zelf-doen/&psig=AOvVaw3crufZmceQadVNkNuHjyaw&ust=1538033007915463


Insight: ProRail and its target audiences are on the same side. We are all against

pollution and in favor of the conservation of the earth. We are all in favor of beautiful

buildings and against boaring buildings. So we came up with an Anti and Pro 

concept:

We needed a creative concept that opens

mailboxes



Selection of campaign creatives

HR Events

Out of Home

Radio re-introducing ProRail ‘Je kent ons wel, maar je kent ons

niet’. 

Social channels

Job branding - teasers

file://ka.prorail.nl/Data/Groep/UTHK/Communicatie/Nieuwe Campagnes/04 Arbeidsmarktcampagne/000 Employer Branding Campagne/Flight 2 2017 - EB/Prorail Manifest A - V18.mp4
file://ka.prorail.nl/Data/Groep/UTHK/Communicatie/Nieuwe Campagnes/04 Arbeidsmarktcampagne/14 Job branding/01_Flight 4_JB/Versie final/02_prorail_trilvoet_technicus_1920x1080_v1.mp4


Selection of campaign creatives

(2)

‘Space’

Sustainability: Space

LinkedIn Job Branding

file://ka.prorail.nl/Data/Groep/UTHK/Communicatie/Nieuwe Campagnes/05 Vernieuwt 2.0/05 Landelijke parels/3. SNN_nov-dec 2017/04 Facebook/01 Facebook - Films en Copy/171201_HaarFohnen Landelijk AMC_def.mp4
file://ka.prorail.nl/Data/Groep/UTHK/Communicatie/Nieuwe Campagnes/07 Campagne Duurzame mobiliteit/04 Uitwerking/05 Film/Prorail_Kuikens_Op_Subs_20180706.mp4


• Pay-off: Verbindt. Verbetert. Verduurzaamt. Recognized from 0 to 54%

• Improvement image: built associations such as ‘future oriented’, ‘high knowledge

levels’ and ‘sustainability’, even ‘connecting people’

• Scoring of all creatives are above benchmarks (7.7 versus 6.2)

• For the first time in the Top 50 Favorite Employers list (number 39), number 4 in 

Computable 100

• Traffic to the recruitment website rises to 470.351 (plus 400%)

• More than 15k applicants, of which 20% high level candidates

• Last but not least: company pride rises

The results within 1 year

https://www.google.nl/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwiOpsjootjdAhUuMuwKHd21BLUQjRx6BAgBEAU&url=https://www.democraciaejustica.org/galery/water-lighting-effect.html&psig=AOvVaw0ytve7o4TRKvlhROffYNy5&ust=1538037623706674


The start is fragile

So we will continue
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