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We needed 
to disrupt 
hiring 
manager 
behaviors 
and incite 
action,  
not just 
awareness.

Summary

Grads of Life aims to connect hiring 
managers to opportunity youth, a segment 
often overlooked for jobs because they 
lack traditional credentials. While these 
young adults may not have access to 
higher education, they make up for it with 
skills like resilience and accountability–
skills that are invaluable, but very difficult 
to communicate on paper. 
 
Past Grads of Life campaigns had taken 
a PSA approach, relying on print and TV 
ads to build awareness of their cause. But 
this approach didn’t get at the root of the 

problem: We needed to disrupt hiring 
manager behaviors and incite action, 
not just awareness. As we studied 
hiring behaviors, we discovered 
a groundbreaking insight: Hiring 
managers skim through resumes 
at a rate of 7 seconds each. So 
we reframed every element of our 
communications approach to address 
this critical 7-second time frame.
 
The result was the 7-second resume, 
a breakthrough video format that 
allowed opportunity youth to share 
how their unique life skills could bring 
value to the workplace. The campaign 
helped replace hiring stigmas with 
stories of motivation, ambition and 
perseverance, and exceeded campaign 
goals for Grads of Life engagement 
and web inquiries.



Background: Grads of Life
Grads of Life is a national initiative dedicated to transforming the perceptions and practices of hiring managers to 
benefit opportunity youth. 
 
Opportunity Youth
This motivated segment of young adults often juggles many responsibilities–like caring for siblings or children–
and lacks access to professional networks and higher education.  Because they lack traditional credentials, they 
are overlooked for millions of unfilled jobs each year.
 
Hiring Managers 
Grads of Life targets hiring managers working at mid- to large-sized companies. These managers are often 
responsible for hiring dozens of qualified candidates for entry-level and middle-skills positions, but opportunity 
youth are not on their radar.

Redefining 
the Challenge
Through our partnership with the Ad Council, we were asked to  
build awareness for Grads of Life, and increase visits to the 
program’s website. 
 
But to truly be successful, awareness wasn’t enough. We needed  
to disrupt the hiring process, and convince managers to consider 
 a nearly invisible pool of talent.

The previous year, Grads of Life ran a campaign that followed a 
common PSA formula: a handful of print ads, and a 30-second TV 
spot. While this mass media approach was successful in meeting 
campaign metrics, it wasn’t a long-term solution.  

We decided to flip convention and rely on the power of these 
incredible candidates, instead of media weight alone.    

 
Grads of Life candidates are truly 
talented. Their life experiences have 
given them valuable skills like loyalty, 
resilience and accountability,  which 
directly translate into cost savings and 
retention rates. But only they could 
authentically tell that story. We needed 
to think beyond the TV spot and bring 
their voices front and center.
 
As we profiled our hiring manager 
target, we didn’t let their professional 
goals define them. Just like the 
consumers we target every day, we 
knew they wouldn’t be persuaded by 
facts or rational arguments alone.  
It is human nature to act with our 
hearts, not our heads. So we set 
out to strike an authentic emotional 
connection with hiring managersthat 
would directly translate to action.



The Breakthrough Insight
After mining HR papers and interviewing hiring managers, we discovered one number that addressed the root of     
the behavioral problem: 

And that critical 7-second timeframe was stacked high against opportunity youth. They don’t have college degrees 
(skip), they don’t have relevant experience (skip), and their greatest strengths–perseverance, dedication and 
tenacity–don’t come through in a bulleted list (skip). We had to take their stories off the flat, static page, and make 
every 7-second window count.

The Idea: 7-Second Resumes
We knew that Hiring Managers were spending a lot of their time on job boards and listings, specifically LinkedIn. 
So we invented a video concept that actually reimagined the paper resume, and put opportunity youth in hiring 
managers’ news feeds. We called it the 7-Second Resume.
 
7-Second Resumes were short videos showcasing the marketable qualities of real opportunity youth candidates. 
For each video, we recruited candidates to tell a 7-second story of overcoming adversity, resulting in the invaluable 
traits that don’t typically show up on resumes. More inspiring than heartbreaking, each story was refreshingly real, 
raw, and persuasive, and highlighted these previously overlooked candidates in a new light.

Hiring managers skim through resumes at a rate of 7 seconds each. 



Bringing the  
Idea to Life
Industry partners immediately saw the 
power of the creative idea and supported 
the effort like never before. Production 
partners donated time and resources to 
bring the campaign to life. And to date, the 
Grads of Life campaign has received over 
12 million in donated media (split across 
the 7-Second Resume innovation and 
other extensions of the same campaign). 

We launched the campaign with 7-Second 
Resumes as LinkedIn video placements. 
This broke through the LinkedIn feeds of 
hiring managers and busted stereotypes 
that underprivileged candidates aren’t 
savvy or connected. We also encouraged 
the opportunity youth from our videos 
to post their 7-Second Resumes on their 
own LinkedIn profiles, giving their digital 
presence unprecedented polish and 
persuasion. For mass reach, we stitched 
7-Second Resumes together for a TV spot, 
which also ran on donated media. 

We could have stopped there, but instead 
we went for further scale. We turned 
career fairs across the country into 
7-second film sets, where we filmed, 
edited, and uploaded video resumes in 
real-time. We filmed hundreds of individual 
videos, creating LinkedIn accounts for 
candidates that needed them and allowing 
hiring managers to find them immediately. 
We then extended the production effort 
by collaborating on a microsite that made 
7-Second Resumes available to even more 
opportunity youth.



By putting the campaign in the hands of our greatest assets (candidates), we expanded our reach, extended 
the long-term value of the idea, and garnered earned media attention, starting a chain effect of change in how 
opportunity youth presented themselves.
 
We also struck a nerve with hiring managers, allowing them to look into the eyes of our candidates and hear their 
stories firsthand. And the response was overwhelming.

The idea was so successful that it was adopted by other opportunity youth training programs, and appeared in 
publications like Forbes and Fast Company. It even caught the eye of LinkedIn CEO, Jeff Weiner, who proceeded to 
create his own video resume.

Most importantly, the campaign disrupted traditional hiring behaviors and changed perceptions and the future of 
many young adults. And all it took was 7 seconds.

Familiarity with Grads of 
Life talent reached an 
all-time
high of 

Site visits to 
GradsofLife.org 

increased by 

74%

Each 7-Second Resume 
was viewed an average of 


