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Towards 2030
 
‘Enhanced student recruitment is … an area for attention not by 2030 but 
immediately’. (p.41) 

It recommended that more students be recruited from outside Ontario; that 
an international recruitment strategy be developed for targeted recruitment 
of more students from abroad; and that the University should develop ‘a 
coherent, better-resourced, carefully targeted and integrated approach to 
student recruitment across divisions, including the St. George Colleges, and 
the central administration’. Recruitment communications, it asserted ‘must 
be a particular priority’. 

Towards 2030 implicitly made six recommendations for the ‘meticulous 
coordination of recruitment activities as the University seeks to build strong 
applicant pools for a large array of programs and redirect some of its 
recruitment efforts’. (p.39) 



         
       

              
      

      

       
       

     

           
    

        

Towards 2030
 
1. We should make clear just how excellent the research opportunities are at the University of 

Toronto so that students interested in research are more likely to choose U of T. 

2. Prospective students should have a clear sense of both the University’s scale and the extent to 
which that scale is disaggregated into a set of smaller learning communities. 

3. We should make clear just how distinguished our teaching is. 

4. The University’s ‘Great Minds’ campaign highlighted this institution’s extraordinary alumni and 
our alumni’s contributions and we need to renew publicity of our alumni for student 
recruitment and for the general advancement of the University’s reputation. 

5. Prospective students must be made aware of the opportunities for growth that the University 
offers outside the classroom. 

6. The University’s environment – on each campus and regionally – is a huge asset and must not 
be underplayed. 



  

   
  

  
 

  

Recruitment Renewal
 

•	 Renewed emphasis on student recruitment 
beginning in 2008 

•	 Revamp of viewbooks, website, videos, OUF 
booth, Stratcomm advertising 

•	 Strategic Recruitment Advisory Committee 
•	 Introduction of President’s Entrance Scholarship
 
•	 Applicant portal 
•	 Creation of Exec. Director, Enrolment Services 
•	 SEM recruitment committee 

Presenter
Presentation Notes
We have, since 2008, undertaken a complete overhaul of recruitment print and website materials. The viewbook, a publication for prospective students, was reconceptualised and designed to emphasize the unique strengths of the University of Toronto: unparalleled choices and customized options in academic programs, prestigious legacy, richness of “Ulife” and opportunities for student engagement, and the location of our three campuses in vibrant yet safe urban environments. A range of print materials, websites and videos arouse prospective students’ curiosity with stories about celebrated alumni, research opportunities, the research and teaching of our illustrious professoriate. In 2010, for example, we enlisted alumnus, Malcolm Gladwell, to help create an Augmented Reality experience emphasizing the University’s role in nurturing innovative and integrated thinking. 



Recent Viewbooks
 

Building on the Brand Pillars
 

Presenter
Presentation Notes
From one Viewbook in 2009-10 to separate international and domestic viewbooks in 2010-11 with segmented relevant information in both. Visually, the materials have changed to reflect the brand pillars. The ‘wordle’ reflects research discoveries, significant achievements, notable alumni. The domestic viewbook on the right captures the brand pillars by drawing upon images within the viewbook.



Recent Viewbooks
 

New Technology links to Websites
 

Presenter
Presentation Notes
New Technology – Use of QR code lead students to Augmented Reality in which alumnus Malcolm Gladwell talks about his formative experiences at U of T.   



 

Alumni involvement
 

Gladwell Augmented Reality 


Presenter
Presentation Notes




Recent Viewbooks
 

Snapshots of student life
 

Presenter
Presentation Notes
In 2012-13, the Viewbooks cover focus on ‘snapshots of student life’.  



A Family of Publications
 

Presenter
Presentation Notes
2012-2013 International ViewbookUTM ViewbookUndergraduate Studies at the Faculty of Arts & ScienceU of T One Programs Brochure



The Stages of Student Life
 

Presenter
Presentation Notes
The stages or phases of life at U of T are pulled together in the Student Sites Guide.  The guide packages student sites of interest to prospective and current undergrads for easy online access.



     Navigation options for readers not familiar with U of T structure
 

Presenter
Presentation Notes
Information is displayed in several groupings on the new websites.  Applicants no longer need to know the “U of T” language to start learning about the University.  They can self-identify in several ways: by category or function or by audience – this is a shift from previous materials and websites.  



  Finding a student community
 

Presenter
Presentation Notes
The Discover site attempts to engage students emotionally as well as provide information of the kind that prospective students require.



Admissions information consolidated into one location
 

Presenter
Presentation Notes
Apply makes Admissions information available in one location.  Students can check the status of their application, learn about financial aid and awards and see the next steps from one ‘jumping off point’ rather than several disparate sites as previously.



    Orientation to U of T begins earlier with online info
 

Presenter
Presentation Notes
New students have many questions – and sometimes they are afraid to ask.  The Start website gives students a chance to get some answers to questions (in a non-threatening way) before they arrive on campus.  Start is also a way to orient to the many opportunities at the University 



  Student Life includes becoming involved in campus activities and organizations
 

Presenter
Presentation Notes
Students can learn about the academic supports at the University, discover ways of engaging or becoming active in clubs, societies or student government. This site also introduces them to the student community through stories, blogs, testimonials, etc. 



 Resources for building your future
 

Presenter
Presentation Notes
Students begin thinking about life after graduation far earlier than final year. Many incoming students want to know what kind of career development and planning services will be available to them. They also look for guidance on following their career path before they commit to attending.



  U of T Recruitment Video
 

http://virtualtour.utoronto.ca/video.php?id=7
 

Presenter
Presentation Notes
A new recruitment video was developed.  It highlights the brand pillars.

http://virtualtour.utoronto.ca/video.php?id=7


First-Year Foundational Programs
 

Presenter
Presentation Notes
The foundational first-year programming offered through the University’s “ONE” programs are the focus of new recruitment and marketing materials for 2012-13 (the cover for a new brochure is displayed here).   



 First-Year “ONE” Programs
 

Presenter
Presentation Notes
Student success is facilitated and assisted through first-year learning programs. First-year students studying arts, science and business will have the option of participating in a “ONE” foundational program at UTM, UTSC and St. George.  Each “ONE” program can help students build community, increase competencies, provide a place to go for assistance and support, in most cases, “ONE” programs also provide students with a small class experience. In almost all cases the students take for credit courses (0.5 – 2 credits, depending on the program). 



 First-Year “ONE” Programs
 



 
 

  
 

 

  

 

 “Join U of T” Portal
 

1. Personalized content
 

2. Offer documents & 
registration materials 
immediately available 

3. Chat with U of T 
registration staff, 
students and faculty 

4. Communicate with 
other new students 
using social media 
prior to Frosh Week 

Presenter
Presentation Notes
The Applicant Portal shares information and leverages social networking and new media to help students build ties to fellow students and the community before they get to campus.  Division specific information is available.



 

 President’s Entrance Scholarship
 

101s only. First-entry divisions.
 

Presenter
Presentation Notes
The President’s Entrance Scholarships were begun in 2009 as a means helping to attract and convert academically gifted students.
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  Indicators – Applicant Market Share
 

Source: OAUC application data for September of each year. 
Includes 101 applicants only. 

Presenter
Presentation Notes
This slide shows that U of T lost about 4 percentage points of market share of first choice Ontario applicants from 2000 to 2008, and indicates that interventions made at that time have arrested and begun to reverse that decline.First choice applicant market share is an important indicator of student perceptions and eventual enrolment; first choice applicants enrol at a much higher rate than other applicants.
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Indicators – Registrant Averages
 

Presenter
Presentation Notes
This chart shows that averages of incoming registered students (101s) have increased across all first entry divisions since 2008, another indicator of recruitment effectiveness.



   

 

  
 

  

 Decisions based on Evidence
 

•	 UCAS – University and College Applicant 
Survey 

•	 National study, standard questions 

•	 11,076 respondents (26%) plus approx 2,000 
additional respondents from other institutions 

•	 Accurate to within +- 0.7%, 95% of the time 



Brand Perceptions
 

Presenter
Presentation Notes
This brand map shows that the university has been effective in communicating its brand messages with applicants.  Every survey recipient was given a set of words and asked to what extent they associated them with U of T (not with each campus). The different lines reflect the responses of first choice applicants to each campus.



     

 
 

 
  

  
  
  

 

   
  

 

 

    

Use & Influence of Information Sources on Applicant Decisions
 

% Using Mean Influence 
Institution website 93 4.3 
Institution viewbook 83 4.1 
Program brochure 77 4 
Current students or graduates 74 4 
Friends 
Parents or family members 

73 
72 

3.9 
4 

Email from admission officer 67 3.9 
Institution liaison presentation 60 3.8 
High school teacher 56 3.8 
Ranking in Maclean's 54 3.8 
Booth at regional institutions' fair 53 3.8 
High school guidance counsellor 49 3.7 
Informal campus visit 38 3.9 
Formal campus tour 35 4.1 
Campus open house 34 4.1 
Facebook 29 3.3 
Times Higher Education World University rankings 25 3.9 
YouTube 24 3.4 
Globe and Mail Canadian University Report 20 3.6 



 
 

 

   
   
 

   
  

Current and Planned Innovations
 

• Address ongoing challenges 
• Aligned Recruitment Strategy 

– CRM (Constituent Relationship Management) 
• Automated, segmented communication 
• Comprehensive communication record 
• Personalized web information 

– Research as the foundation of all recruitment initiatives 
– Possible move to three aligned viewbooks, one for each campus 
– Campus tours (smartphone app) 
– International strategy 
– Admission practices – document imaging, response times 
– Coordination and best practices 

Presenter
Presentation Notes
Challenge – to increase our number of first choice applications and to convert those applicants at a higher rate. Our current rate of conversion has hovered around 64-66% over the last three years and we would like to see that go up. Since we are attracting more first choice applicants, we need to pay close attention to the conversion process and to ensure that the students to whom we offer, do come to us. A number of initiatives are underway to bolster our success in this area. A CRM is the tool used to automate and increase the sophistication of communications to prospective students and therefore better prospect management. The system would allow for co-ordinated event scheduling, automatic FAQs to be sent to students in their areas of interest, and a range of other functionalities.  In fact, the RFP we are finalizing lists 238 detailed requirements. As a comprehensive communication record, the CRM will allow divisions to understand how students recruited from a particular source apply, enrol and register.  It is therefore useful in tracking and the development of predictive models. An institutional CRM would allow co-ordination of communications from various units across the  university.  Research undertaken this year includes UCAS, Environics, a survey of international students who declined our offers and an admissions regression analysis still in progress. Viewbook – consideration of tri-campus viewbook structure.Campus tours – we are looking at gaining more feedback from students about campus tours, introducing voluntary web-based registration so we can stay in touch with tour participants, and developing a GPS-guided campus tour app.Comprehensive recommendations regarding international recruitment strategy are under development.Admissions practices include priority processing for select international applicants, and document management.Through the enrolment management recruitment committee, divisions are increasing coordination of activity and sharing best practices.
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