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Welcome
Sophia Colette



Overview of Presentation
The intent of our presentation is to offer suggestions, ideas and 

strategies that may assist you in improving your University’s 
graduate recruitment strategy

Branding
Advertising
Graduate Fairs
Viewbooks/Prospectus
Website
Open House Events
Lessons Learned & Moving Forward
Questions & Sharing Audience Ideas



The Recruitment Process

Increase in Enrolment Numbers

Potential Increase in Acceptances

Potential Increase in Offers

Potential Increase in Applicant pool

Increase Awareness (& Personal Attention)



Q’s 2006 Survey Results

Areas where Queen’s Needed Improvement:

Optimize web user functionality

Access to financial information

Communication  



The Recruitment Process

Increase in Enrolment Numbers

Potential Increase in Acceptances

Potential Increase in Offers

Potential Increase in Applicant pool

Increase Awareness (& Personal Attention)



Q’s Strategy
Based on 4 measures:

Awareness among potential students

Applicant quality

Engagement of departments in recruitment strategies

Internal support for graduate studies



Creating a Brand & Image 
Identity

Consistency

To Be or Not to Be distinguishable from the University



Our Brands



Advertising
Flooding the market

Cost effectiveness

Other options to establish your brand



Q Examples



Advertising

Guelph’s Approach:

Budget Restrictions
Using Social Utility Networks
Book: Groundswell by Li Bernoff



Graduate Fairs

Why Attend?

Guelph’s Perspective:
Raising awareness- Think Guelph!
Strategy
Application numbers determine attendance



Graduate Fairs

Queen’s Perspective:
How many should we attend?
Cross promotion
Undergraduate events
Reputation



Prospectus
Purpose

Queen’s approach
Is there a need for hard copy brochures?
Old brochure vs New brochure
Program inserts



Graduate Studies View Book
Appropriate information for your Viewbook
Two goals: 

what info do prospective students want? and 
where does Guelph excel?

Focus groups and results
Viewbook highlights
Biggest challenges
Paperless option-bookmark
One pagers- getting information from dept’s and branding



One Pager:



Program Specific One pager



Websites
Guelph’s Graduate Program Services Website 

Our Main Recruitment Tool

Our approach-focus groups

General information listed on homepage

Department websites

Information request button

Training faculty & staff about recruitment

Next steps-review what we have via survey



Websites
Queen’s Graduate Websites

Survey results

Who promotes what? 
(Grad Studies vs program)

How can we help

Importance of home pages



Open House & Other Events

What is an Open House?

Are they effective?

Plans for the future



Open House & Other Events

Guelph’s Graduate Studies Preview Day

What we offer

Promotion

Attendance

Future



Lessons Learned
Branding: without raising awareness recruitment is difficult

Random advertising can be extremely costly, it’s important to research before you 
buy the product and to establish your goals and measure before you proceed

Although Graduate Fairs may not have the desired effect we hope for, they are a 
great way to increase awareness of your school and appeal to students considering 
graduate studies

Viewbook/Prospectus: there is still a place for hard copy materials-select appropriate 
contents

Website: User friendliness & informative number one priority for recruitment purposes



Lessons Learned
Program specific information is essential for prospective students

Open Houses: A work in Progress

Word of Mouth is your number one recruitment tool, be nice to your students

Recruitment is constantly changing it’s important to have a flexible recruitment model

Improving recruitment capacity of  faculty is key to recruiting students

External factors may have a huge influence on your final numbers

See you next Fall!
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