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Appendix "A"



‘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. 

  
 

Towards 2030 



• Renewed emphasis on student recruitment 
beginning in 2008 

 

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

• Strategic Recruitment Advisory Committee  
– SEM Committee 
 

• Introduction of President’s Entrance Scholarship 
 

• Applicant portal 
 

• Creation of Exec. Director, Enrolment Services 
 
 

Recruitment Renewal 



Recent Viewbooks 

Building on the Brand Pillars 



Recent Viewbooks 

New Technology links to Websites 



Alumni involvement 

 Gladwell Augmented Reality  



Recent Viewbooks 

Snapshots of student life 



A Family of Publications 



The Stages of Student Life 



Navigation options for readers not familiar with U of T structure 



Finding a student community  



Admissions information consolidated into one location 



Orientation to U of T begins earlier with online info 



Student Life includes becoming involved in campus activities and organizations 



Resources for building your future 



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

U of T Recruitment Video 

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


First-Year Foundational Programs 



First-Year “ONE” Programs 



First-Year “ONE” Programs 





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 

“Join U of T” Portal 



101s only.  First-entry divisions. 
 

President’s Entrance Scholarship 
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Share of 1st choice applications in Ontario 
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Source: OAUC application data for September of each year. 
Includes 101 applicants only. 

Indicators – Applicant Market Share  
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• 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 
 
 

Decisions based on Evidence  



Brand Perceptions 



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 73 3.9 
 Parents or family members 72 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 



• 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 

 

Current and Planned Innovations 
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