


For those graduating from non traditional finance 

degrees, such as Humanities or STEM, it can be 

difficult to see how they would fit into a place like 

CommBank.  
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To capture the attention of gradates, we developed a bold and thought 

provoking campaign hinged on three streams of execution: 

• Profiling existing unlikely match graduates at CommBank. Our 

graduate materials featured current CommBank grads who were 

from STEM and Arts/Humanities degrees, supported by a snapshot 

of their current career journeys at CommBank.

• Creating fantastical yet familiar objects (a hair dryer and a party 

blower for instance). We executed this as a visual treatment using 

tricks in perspective to combine objects – something you wouldn’t 

expect from a bank. 

• Spark curiosity on campus with an activation featuring a food truck 

that offered unlikely match food to engage our audience on campus 

and bring the concept to life.
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Top tips to help candidates put 
their best foot forward for each 
stage of the recruitment 
process



This brochure contains 
information on both of our 
programs for year round 
promotion  



This brochure is program and 
campaign specific   


