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Executive Summary

The CACEE Campus Recruitment and Benchmark Su#0&§ is a compilation of information regarding

the new graduate recruitment practices of employers throughout Canada. The survey details the level of
full-time and ceop/internship recruitment hiring that occurred in the regions of Canada during-2@12

and the average salaries new graduates received upon entering the workforce. It also estimates the level
of hiring and the anticipated change in stagisalary levels for the 201131 recruiting season. Finally,

the survey establishes a number of benchmarks for recruiting praclitese ange from the branding
activities that Canadian employers take on in order to make themselves known to potentiays®apl

to developngan estimated cost per hire for filling tligaduatepositions

The survey was conducted dine from June 25, 2013 to July 31, 2013 and was open by invitation to
employers throughout Canada. In total, 920 employers responded to tivegu

This Recruiters Summary contains the most important and interesting data collected this year. It is
intended to bean easietto-use reference documenihose interested in a more fulsome analysis of the
Campus Recruitment environment may visit t®GEE website to access the full Report, or they may
request a copy fronPauls@cacee.com

Major Findings
The following are the major findings to beund in the body of the report:

- Job Offers per Respondenthe averge number of offers per respondent in 2613 fell to 9, a
25% decline from the 20112 average of 12, which also declined from the Q@1 average of 16.

- Employment Sector Size$he employment sectors in Canada ordered in size, from largest to
smallest, are:
0 Service Sector
Banking / Finance
Public Sector
Retail Trade
Resource Extraction
Telecommunications
Arts / Entertainment / Recreation

O O OO0 O0Oo

- Hiring Percentage by Region®ntario continues to be the dominant region in new graduate
recruitmert with 36% of hires. The Prairies constituted the next largest source of new graduate
recruitment with just over 20%.

- Employers Most Valued Skillsets in Applicantdiere was a great consistency again in this report
for the skills that employers valuedast in applicants.
o Communication Skills (verbal)
Teamwork Skills (works well with others)
Analytical Skills
Strong Work Ethic
ProblemSolving Skills

O O oo
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- Employers Most Valued Prscreening CriteriaEmployers valued work integrated learning {&n
Internshp, Service Learning) and-carricular involvement (Clubs, Societies, Varsity Sports) above
academic performance.

- Competition was the most frequent cause of rejected offeSandidates pursued by multiple
employers, but able to join only one, accounted for nearly 50% of rejected offers.

- Unfilled Vacancies by Job Titl8ales positions showed the greatest number of unfilled vacafZies
positions per employgr Otherpositions showing high numbers of unfilled vacancies included
Health Services, General Management, and Engineering

- University New Graduate Salarie$he average wage for university new graduate recruits in Canada
for 2013 was $52,793 updm the 2012 agrage of $51,014.

- Signing Bonuseshe percentage of employers who offered signing bonuses increased from 5.9% of
employers last year to 9.7% this year.

- Job Offer Acceptance RateEhe average acceptance rate for offers to new graduate recruits was
approximately 83.63%, similar to overall acceptance rates in 2012 and 2011

- Number of Target Schools Employers Recruited frarhe average number of schools at which
employers recruited for campus hires in Canada for 2032

o New Graduate Recruits
A Attend Caeer/Job Fairs: 2.51 schools
A Hosted Information Sessions: 1.58 schools
A Posted Jobs: 4.65 schools

0 Work-Integrated Learning Recruits
A Attend Career/Job Fairs: 1.78 schools
A Hosted Information Sessions: 1.29 schools
A Posted Jobs: 3.93 schools

- Branding ActivityTrends The level of branding activity for 2013 is expected to increase slightly.

- Most Effective Marketing Activities:The top three most effective marketing activities rated by
employers were: Student Referral programs, Information Sessions, ariRbdtihg Websites.

- Cost per Hire Estimate§he average cost per hire for the 2012 recruiting season was $9,791, a
drop from $13,236 in 2012.



Recruitment 20123

In this first section of the Recruit&ummary, we will provide information regardirtget

recruitment activitiesusedby Canadian employers to hire new talent from colleges and
universities in 201A3. The data compares activity across sectors, regions and in some cases,
individual employers. When combined, the data in this first sectidhprovide a

comprehensive overview of the nature and volume of campus recruiting activity related to the
Class of 2013.

Recruiters may choose to compare their activities to the data presented herein, providing them
a perspective on the degree to whicheih efforts match with the efforts of theimmediate
colleaguesand with those colleagues working at some distance, geographical or sectorial.

Job Offers by Employer

Data from the 201¥ampusRecruitmentand Benchmarkurvey suggest that the new graduate
market in Canada continues to struggle, still reverberating from the collapse of 2008. The
average number of offers per respondent in 2ali2fell to 9, a 25% decline from the 2012
average of 12, which also declin\dm the 201111 average of 16. It is important to note,
however, that the number of respondents has also been climbing, introducing the possibility
that the declining average number of offers may be linked to the fact that smaller organizations
are partcipating in our survey.

TABLEL OFFERS PHERPLOYER

# of Offers per Employer Survey Year # of Respondents
16 201011 324
12 2011-12 450
9 201213 920

Recruitment by Sector

In this section, data will be presented theddresses the nature of new graduate hiring by sector. There
is significant variance between sectors in Canada, with the most active sectors hiring 500% more than
the least active. Activity may be affected by a number of factors:

Size of Sector
Size of cormpanies in the sector
Strength of the economy

1
1
1
1 Strength of the sector within the economy



Tablel demonstrates the relative activity of the sectors as measured by number of offers.
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Review of Prominerbectors

Campus Recruitment in Canada is dominated by employers who represent a limited number of
industry sectors that are also dominant performers in the overall Canadian economy. The
sectors are listed below, alongside theerage number of job offersep employer, and the
percentage of totatespondent job offers made by the sector.

TABLE2 PROMINENTRECRUITIN&GECTORS

Sector Average # of offers / Employer % of Total Offers
Service Other S_ewice§10_qffers
. Professionalscientific and 20%
(Comprised of two sectors) . .
technical services 5 offers
Finance and Insurance 24 offers 18%
Public Sector Educational Servic_eslo offers
(Comprised of three Sectors) Hea_lth Carg / Soc_lal7 siffens L2
Public Administration-4 offers
Retail 8 offers 12%

Oil and Gas 21 offers
Mining—4 offers
Telecommunications 35 10%

Resource Extraction 11%



Recruitment by Region
In orderto create data settarge enough to allow meaningful comparisons between and across
regional datave have groupedespondentdy region.

PRAIRIES

BRITISH COLUMBI

ATLANTIC]

N.W., NUNAVUT & YUKO|

50%
ONTARIO 30% |
QUEBEC ‘
0% 10% 20% 30% 40% 50% 60%

2011 = 2012 = 2013

Figure 2 Percent of New Grad Hires by Region

Notable:
1 Ontario remains the most active region for campus recruiting;
1 The percentage of hires for 2013 in the Prairietsirned to levels seen in 2011
1 British Columbidiring percentages continued to grow from previous years, reaching to
20% of thetotal hires by region in 2013;
1 Atlantic hiring percentages trop to4% in 2013.

Recruitment by Company Size
Company size is another important indicator that speak$tortature of campus recruitment in this
country. Larger employers offer more posit&®mo surprise there.
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Notable:
1 Itis not the largest employers (7501+ employees) who offeredtbst jobsper company but
the second legest (5001 7500 employees).

Candidate Profiles

What dorecruitersseek in new graduates? This section examines the tools and techniques employers
use when recruiting and selecting candidates. Employers wheesaieing out best practices will value
this data for the insight it providesn how campus recruiting is carried out

Preferred Skill

Respondents were given a list of 20 skills/qualities and asked to rate each one onaf 4calé,with 1
representinga skill/quality the respondent felt was extremely important in a new graduate job
candidate and 5 representing a skill/quality that was not very importgigire 4illustrates the relative
importance of these skills based on their overall scores.
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HGURE4 XKILLSPREFERRED BVMIPLOYERS

We compara the 2013 responses to those we received in 2012 and 28d the result ishown below
in Table3. We have compared the top five skills preferred by Canadian employers, and the bottom five
skills as well. Although in afi@rent order, the skills recur consistently

TABLE3: TOP5 ANDBOTTOMS CANDIDATECHARACTERISTICS

2011

2012

Communicatiorskills (verbal) Teamwork skills

2013
Communication skills (verbal

ga b~ wWwN PP

16

17

18

19
20

Analytical skills
Strong work ethic
Teamwork skills
Problemsolving skills

Entrepreneurial skills / risk
taker
Selfconfidence

Strategic planning skills

Tactfulness
Sense of humour

Problemsolving skills
Communication skills (verbal)
Analytical skills

Strong work ethic

Tactfulness

Entrepreneurial skills / risk
taker
Seltconfidence

Strategic planning skills
Sense of humour

This consistencgllowsus to drawthe following candidaterofiles:

91 Profile of Most PreferredCandidate:

10

Teamwork skills
Analytical skills
Strong work ethic
Problemsolving skills

Creativity
Tactfulness

Entrepreneurial skills / risk
taker

Strategic planning skills
Sense of humour



Hardworking team player who solve problems through analysis and communication.

9 Profile of lessPreferred Candidate:
Creative, funny,bipgi ct ure people who aren’t afraid to take

These profilesalsoreveal the true nature of entrevel roles within larger organizations. New grad hires
are being brought in to join a team, to solve their own problems, and to work hard. They are not being
brought onboard to engage in strategy or to take the compang imew direction.

Application Requirements
Respondents were asked about their selection process, and what documents they require from an
applicant.

CV & COVER LETT
CV ONL
FORMAL ONLINE APPLICATION F¢ .
PROOF OF CITIZENSHIP OR PERMANENT REBIDE!
FORMAL HARDCOPY APPLICATION FOR | | | | | | | ‘ ‘ ‘

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
Percentage of Total Responses

HGURE CANDIDATESUBMISSIONREQUIREMENTS

Notable:
1 The traditionalC.V. and cwer letter combo is still the dominant profile, preferred over
C.V. onlyby a ratio of approximately 3:1,
1 The percentage of employers who still utilibemal hardcopy application forms
remains low while a growing shift toward$samal online applicationform continues.

T The internationalization of Canada’s worKkf
(10%) with nearly 14% of employers lookinggamof of citizenship/permanent
residency

Selection Tools
Respondents werpresented with a comprehensiveet of tools used in recruitment and selection, and
asked to identify which they used.

11
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Notable:

250

300

1 Reference checks, assorted interviews and background checks remain prominent.

1 More intense activities such asle plays andnbox exercises remain on the periphery.

Pre-Screening Criteria

The application of selection and recruitment toolsly bepreceded by prescreening criteria
evaluating el ements dentlpmfleed t o the applicant’ s

COCURRICULAR INVOLVEMENT (CLUBS, SO
WORK INTEGRATED LEARNINGRCIDITERNSHI
ACADEMIC PERFORMANCE (GRADES]
PROGRAM OF STUDY (FINANCE, ENGLISH, B!
DEGREE / DIPLOMA (BACHELOR OF COMNA

0 50 100 150 200

Number of Respondents

HGURE PRESCREENINGRITERIA

Notable
1 Work Integrated Learning is highly valued.

12

250

300



1 Coecurricular involvement is significantly more valued than academic excellence, a trend seen in
|l ast year’' s report as well

Acceptance Rates

Tracking applicant acceptance rates offers a perspective on what is happening within an
industry, and sometimes within an economy. Many factors affect acceptance—+ates
competition, geography, industry reputation, and applicant attitudes.

Acceptance Rates by Sector
Trackingob offers providedh significant portion of recruitmerdatarelated tothe opportunities for the

Class of 2013. The graduates’ response to the off
PUBLIC ADMINISTRATI( 98.04%
FINANCE AND INSURAN 92.48%
RETAIL TRAD 92.12%
UTILITIES 91 /5%
AVERAGH 83.5900
MANAGEMENT OF COMPANIES AND ENTER 90.00%
MINING 87.50%
g OIL AND GAS EXTRACT] 84 .62%
$ AGRICULTURE, FORESTRY, FISHING, AND H 82.98%
ARTS, ENTERTAINMENT AND RECRE 82.3500
EDUCATIONAL SERVI( 79.11%
OTHER SERVICES (EXCEPT PUBLIC ADMINIS 78.54%
TELECOMMUNICATIO 77.34%
MANUFACTURIN( | ‘ 76.43%
PROFESSIONAL, SCIENTIFIC AND TEC | —:28%
HEALTH CARE AND SOCIAL ASSIS . _66.67%

0.00% 20.00%40.00%60.00%80.00%100.00%4.20.00%
Acceptance Rates

HGUREB ACCEPTANGRATES BBCTOR

Applicant acceptance rates offers a perspective on what is happening within an industry, and within an
economy. Many factors affect acceptance rates

9 Competition—multiple offers to the same candidate (actual or expectédyandidate who is
offered multiple opportunities may accept only one, meaning the other employers must be
disappointed As employers target fewer campuses and programs, this factor may be expected
to exert itself more.

9 Geography-where is the work site? Will candidates relocate?

1 Salary-do employers in the sector offer a competitive salary and benefits package?

9 Applicant attitudes- does the reputation of the sector align with candidate values?

Notable:

13



1 The overall acceptancate for jobs offered to the Class of 2013 was 83.63%, virtually
unchanged over the past three years (2012 = 83.8% and 2011 = 81.3%).
1 See Tabld for 2013 Trending Rates

TABLEA TRENDINACCEPTANGRATES

Trending Up Trending Down
These sectors showed notable improverhen These sectors showed slight decline, except f
Acceptance Rates Health Care and Social Assistance, which decl
notably, possibly as a function of competition.
Finance and Agriculture, Forestry, Fishing, and Hunting
Insurance
Public Administration Arts, Entertainment, and Recreation
Educational Services Manufacturing
Retail Oil and Gas Extraction
Utilities Telecommunications
Other services Health Care and Social Assistance

Unfilled Vacancies

Respondents were asked thetail the number of positions that remained open at the end of the
recruiting seasonpjob titles. Figure Shows the distribution of job titles ranked by the percentage of
total unfilled slots We have focused on the experience of the individual emetoyAs Figure 9 reveals,
recruiters looking for Sales staff were most frustrated, while those recruiting Actuaries and Investment
Bankers were most successful.

It would be a logical conclusion that Sales recruiters were left with most unfilled vacaeceasse the

sdary and benefit package might not be as attractive as others, or because they were looking to recruit
a large number. In Engineering related fields, the question of a shortage of skilled applicants must be
considered.

14
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HGURE UNFILLEYACANCIES HE¥IPLOYER

Notable:
1 The top job titles with greatest unfilled vacancies are in
Electrical,
Electronic Software Engineer/Technologist,
Engineering
General Management
Health Services
Retail Sales
Sales (irgeneral).

O O O 0O O O O

Rejected Offers

Respondents werpresented with a set of reasons for applicant rejection of an offer. Figure 10 reveals
those most frequently cited, with Misc. being a catdhfor reasons not on the lis€andidates pursued

by multiple empoyers, but able to join only one, accounted for nearly 50% of rejected offers.

15
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Notable:
1 CGompetition was the most frequent cause of rejected offers
9 Salary does not appear to be a primagason for rejection of offer
9 Slow process was less of an issue this year

Salary and Benefits
Theapplicantfactors that determine salary for new graduates are numerous and corapléiclude
T Prospective employee’s degree [/ dipl oma
1 Position being soght
9 Location of the job so. Salary is an indicator with great influence, however, as an indicator of
overall marketplace conditions, as well as information that others seek.

The overall picture of the college and university hiring salary scptesered in Figurell, showing the
average salary bygraduate credentiallt should be noted that the figure does not have any

representation for Ph.D. salaries because a sufficient number of responsebseati n t hi s year ' s

survey.

16
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Notable:

1 Averagesalaryfor university new graduates recruits in Canada in 2013%&&s470up
from the 2012 average &51,014but down from the 2011 average 863,717

T Mast er ’ lariedthesweat increased from the 2012 averag®f,947(low figures
due to sampling issues) &64,472this year, a figure similar to the 2011 average of
$66,947

1 College grad salary increasing in value from the 2011 avergp3¢246 to the 2012
average 0f$39,419 and finally to the current average $45,723

Recruiters who wish to understand the average salary across their sector may find the information they
want in Tablés.

TABLES NEWGRADUATEALARIES IR012-13 BY SECTOR

Position College University Mast e
Accountingg C.A. * $42,640 &
Accountingg General $39,500 $55,586 $64,750
Actuaries * $52,000 &
Bankingg Finance * $55,000 $74,666
Chemical Engineering $49,300 $60,304 &
Civil Engineering $50,820 $59,333 $67,416
Consultingg Management & IT * $55,375 $61,333
Educationg Training * $40,000 *
Electrical, Electronic Software Engineer/Technologist $47,621 $60,557 $64,571
Engineering $54,391 $55,969 $65,950
General Management $51,333 $54,618 $64,625
Health Services $35,000 $56,333 *
Human Resources $41,666 $51,191 $53,666
Industrial/Mechanical Engineering $48,850 $60,034 *
Investment Banking * $56,000 *
IT $43,500 $56,620 *
Logistics * $49,913 *
Marketing $40,000 $56,000 *

17



Purchasing/Procurement * $54,000 *
Researcl& Development * $43,333 *
Retail Sales/Management * $43,500 &
Sales $40,000 $43,444 *

*Insufficient Data 1 fewer than 2 responses

Signing Bonuses

Signing bonuses have been used as an enticement to attract potential recruits where starting
salary may be an insufficient motivator. The signing bonus has been used extensively in the
United States, in particular to attract students with technical dedgraekgrounds (engineers,
computer scientists)We asked respondents about their use of signing bonuses in recruiting
Canadian students.

2013
2012
Vear 2011

2010

2009

14

Percent of respondents

HGUREL2 PERCENAGEOFFERIN&@GNINGBONUSES

Notable
1 Use of signing bonuses in Canadian campus recruitment is minimal, but growing.
f After hitting a low of 3.7% usage in 2011, it has increased to 9.7% this year.
1 Usage rate istdl lower than 2009 rate

Relocation Expenses

A relocation incentive is usdary Caadian employergar more frequently than Signing Bonuses
but as with the signing bonus, the percent of employers offering such an inducemestit

lower than it was ire00809. In the past year, however, an increase in employers providing
relocation expenses increased to 40%, although the increase has not been uniform, across all
sectors. The relative frequency with which relocation packages are offered by industry is
detailed in Figure d

18
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Notable:
1 Oil and gas extraction and mining are much more likely to offer their recruits a

relocation package
1 Employers in information and culture and retail trade are considerably less likely.

1 The average rate of relocation expenses bgtaeis 17.7%
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Work Integrated Learning012-13

The final element of the market analysis of the 2dRrecruiting season is the hiring of
students participating in work integrated learning (internshipogm summer students)
programs.

In Tables, information is provided on the number of offers from employers made to candidates
with work-integrated learning experience. Employers are showing a clear preferenfogriver
interns, coop students, and summer work term student3 hese three groups account for

more than 90% of the total offers made to these types of candidates, and all three groups have
approximately 30% of the distribution.

TABLES OFFERS TGANDIDATES WHWILEXPERIENCE

Offers Made to Candidates w/ Workntegrated Learning Experience

Mean Sum Number of
Respondents
Former Intern 1.45 380 262
Former Ceop 1.32 335 254
Former Summer Work Term 1.31 314 240
Former Volunteers 0.29 61 214
Formerly Worked with Organization 0.22 49 226

Work Integrated WagRates

The overall average wage eafor workintegrated hires in niversity degree programs in 2012

13 was $20.00, a 7% increase from | ast year's
exception of research & development and retail sales/managemenththely rates have been

quite uniformly distributed within degree areas and across positions.

TABLE7 INTERN CO-OPWAGERATES B&ECTOR01213

Position College  University Ma st e
Accountingg C.A. $15.88 $21.40 *
Accountingg General * $22.97 *
Actuaries * $23,83 *
Bankingg Finance * $21.13 *
Chemical Engineering * $23.42 *
Civil Engineering $18.00 $22.38 *
Consultingg Management & IT * $21.29 $37.00
Educationg Training * * *
Electrical, Electronic Software Engineer/Technologist $19.25 $21.70 *
Engineering $17.39 $20.51 *
General Management * $22.20 *
Health Services * $17.33 *
Human Resources $19.63 $22.45 *
Industrial/Mechanical Engineering $17.33 $22.69 *
Investment Banking * $18.50 *
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IT

Logistics

Marketing
Purchasing/Procurement
Research & Development

Retail Sales/Management
Sales

Notable:

$17.45

$14.33

*
*

*

$12.75

$23.30 *
$14.67 *
$17.80 *

* *
$13.77 *
$12.50 *
$16.14 *

1 Lowest hourly rate was $12.50 for retail sales/management for those with a university

degree
T Highest

wa s

up

t

(0]
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Projections Campus Recruitment 2014

In order to facilitate planning for the coming year pesdents were asketb project thdr prospective
activities for the Class of 2014, paying particular attention to:

1 Number of hires by region,
1 Number of hires for each position
9 Average projected salary for each job position.

Hiring Expectations by Region

The distribution of expected hires for 20isicompared to the actual hire rates 2012 and 2013 (Figure
14). Large differences are seen in the expecte@$in several regions, with high expectations for
recruiting in thePrairies while Quebec and the Athtic Region predicting declines.

N. W., NUNAVUT & YUKO

7.63%
BRITISH COLUMBI 6.50%
12.30%
36.50%
PRAIRIES 19.30%
16.90%
34.62%
ONTARIO 35.10%
41.40%
18.00%
QUEBEC 28.00%
28.00%
Ve |
ATLANTIC REGIO | 10.90%
1

0.00% 5.00% 10.00% 15.00% 20.00% 25.00% 30.00% 35.00% 40.00% 45.00%
Total Number of Expected Hires

m 2014 = 2013 = 2012

HGUREL4 EXPECTEEIRES BREGION

Salary for 2014

There is little indication of substantial change in starting salaries for new graduate hires in 2014.
Engineering salarieme projected tacontinue to remain the highest; the top three positions of 2013 are
also the positions in 2014 with the highest projected sala@se(mical engineering, Electrical,
Electronic Software Engineer /Technologist, and Industrial/Mechanical Engineerifigple8 presents

the projected salaries by position.
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TABLES NEWGRADUATEALARIESBYPOSITIONFOR2014

Position College  University al aid S
Accountingg C.A. * $48,250 $53,000
Accountingg General * $51,368 &
Actuaries * $57,500 *
Bankingg Finance ka $46,000 &
Chemical Engineering $40,500 $64,555 *
Civil Engineering * $53,928 *
Consultingc Management & IT * $53,833 *
Educationg Training * * *
Electrical, Electronic Software Engineer/Technologist $50,416 $64,928 *
Engineering ka $60,466 $73,500
General Management $47,500 $49,444 *
Health Services $39,500 $60,000 &
Human Resources $47,000 $56,000 *
Industrial/Mechanical Engineering $60,000 $67,020 &
Investment Banking * * *
IT $42,875 $55,000 *
Logistics * * *
Marketing * $49,571 &
Purchasing/Procurement * $57,000 *
Research & Development * * *
Retail Sales/Management * $43,000 *
Sales $38,750 $44,800 5
Notable:

1 Overall average projected salary for university degree graduates is projected to increase from
$52,807 to $54,592, a 3% increase.
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Campus RecruitmetBenchmarks

The third major objective of the survey is to develop benchmarks for campus recruitmemtg
Canadian employers. Thus year, we collected additional data on the number of target schools from
which employer recrug, incorporating:

1 Number career/job fairs attended

1 Information sessions hosted

1 Number of campuses where positions posted

9 Estimateof the overall cost per hire related to bringing a new graduate recruit on board
Target Schools Grad Recruiting

Employers recruit in a variety of ways from the multitude of schools with which they have relatisnship
In 201213, employers engagdd graduate recruitingon campus as follows:

1 Attended career/job fairs at an average of 2.51 schools
1 Hosted information sessions at an average of 1.58 schools
9 Posted jobs at an average of 4.65 schools.

The number of schools at which employers recruit is toeaigdegree a function of the size of the
employer—larger employers have relationships with more campu3edle9 evidences this trend

TABLEQ TARGETSCHOOLS BEOMPANYSZE

Target Schools: New Graduates

Errl:lr?lésfees Mean No. of Respondents
Attend Career/ Host Information Post Jobs
Job Fairs Sessions
0-20 0.62 0.42 2.25 104
21-50 0.94 0.41 4.02 63
51-100 1.23 0.59 2.86 56
101-200 1.84 1.24 2.91 58
201-500 2.22 1.34 5.26 77
501-750 3.51 0.54 2.66 35
751-1000 2.26 1.00 4.89 19
10012000 4.49 2.16 5.47 49
2001-5000 3.65 2.44 4.98 52
5001-7500 8.75 4.20 16.55 20
7501+ 5.45 6.76 10.01 40

Branding Activity

Employerbranding activity is expected to increaise2014. Across the spectrum, more than
25% ofrespondentantend to increase their activities, while fewer than 5&tend to decrease.
This is a positiviandication of growth in our sectgand a return toward a more vibrant campus
environment.
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OFFER INTERN POSITI(
SCHOOLS AT WHICH JOBS WILL BE P
INFORMATION SESSIO

CAREER FAIR

0.0% 10.0%

20.0% 30.0% 40.0%
Percentage of Total Responses

Decrease mIncrease m Stay the same

HGUREL5 CHANGE INBRANDINGACTIVITY

Effectiveness of Branding Activity

50.0%

60.0% 70.0%

80.0%

Respondents were asked abotlte branding activities they employ on campus, and their
opinions of theeffectiveness othoseactivities Tablel0 offers a comparison ofreployer

ratings forthese activities from 2011 ta013.

TABLELO: BRANDINGACTIVITIESJSE ANIEH-FECTIVENESS

Marketing Activities

2011
Information Sessions 51.3%
Career/Job Fairs 55.1%
StudentAssociation Sponsorship 24.8%
Career Centre Partnerships 42.4%
Faculty Partnerships 37.2%
Class Participation 21.2%
Host InhouseVisits/tours for 28.7%
Students
School newspapers 15.5%
Campus Magazines 16.4%
Student Handbooks/Yearbooks 17.5%
Online SociaNetworks (i.e. Facebook] 37.1%
Job Posting Websites 85.8%
Student Referral Program 33.3%

Notable:

Use
2012
43.7%
56.1%
26.2%
39.0%
37.0%
21.0%
19.8%

12.6%
14.7%
18.0%
47.3%
82.9%
24.5%

2013
42.9%
57.9%
17.6%
41.4%
34.9%
21.8%
25.7%

13.4%
13.6%
11.1%
45.6%
84.5%
32.3%

2011
92.4%
77.0%
66.5%
78.1%
83.2%
86.8%
82.9%

45.2%
43.3%
48.0%
73.6%
91.7%
93.7%

Effective
2012
92.2%
80.1%
73.7%
90.2%
86.9%
85.0%
82.5%

36.1%
50.0%
35.3%
73.9%
89.1%
80.9%

2013
90.4%
87.7%
50.3%
84.6%
89.6%
85.5%
84.9%

52.6%
46.8%
59.1%
78.1%
89.8%
90.7%

1 Information sessiorusagecontinues to drop (from 51.3% in 201d.42.9% currently).

7 Student association sponsorshidso declined (26.2% to 17.6%)

1 High touch activitiesuch asClass participation and #mouse visitssemain on the

margins
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1 The use ofchool newspaper, campus magazinesmained quite low (below 22%
usage). All of the mentioned initiatives can be expensive and yield minimal returns.

A deeper analysis of the effectiveness for each of these activities can be seen in Table 11.
|l nterestingly, most respondents anewhatr i be t he

effective’, suggesting that there is signific

TABLEL1 BRANDINGACTIVITIESJSE ANIH-FECTIVENESS

2013- Effectiveness

Marketing Activities Very Somewhat Not very Not at all
Effective Effective Effective Effective
Information Sessions 38.60% 51.80% 6.00% 3.60%
Career/Job Fairs 25.30% 62.40% 11.80% 1.20%
Student Association Sponsorship 1.70% 48.60% 28.60% 5.70%
Career Centre Partnerships 33.10% 51.50% 13.40% 2.10%
Faculty Partnerships 39.80% 49.80% 10.00% 0.50%
Class Participation 37.10% 48.40% 12.90% 1.60%
Host Inhouse Visits/tours for 30.80% 54.10% 12.30% 2.70%
Students
School newspapers 10.50% 42.10% 31.60% 15.80%
Campus Magazines 6.50% 40.30% 42.90% 10.40%
Student Handbooks/Yearbooks 9.10% 50.00% 41.00% 0.00%
Online Social Networks (i.e. Facebool  25.80% 52.30% 19.20% 2.70%
Job Posting Websites 41.80% 48.00% 9.20% 1.00%
Student Referral Program 35.50% 55.20% 7.10% 2.20%
Notable:

1 Posting jobs on websitesontinues with high usage (84.4%) and perceived effectiveness

(41.8% Very Effective)
1 Growth in the use obnline social networksn branding appears to have plateaued this

year, showing a small decline.
1 Info Sessionshowed decline once more, with fewttran 50% of employers engaged in
the activity. This is likely the result of a cost / benefit analysis. Info sessions may be

effective, but they are also expensive.

Cycle Time
Respondents were queried about interviewing procedures and the lengimefbetween
initial engagement of the student recruit and ultimate confirmation of an accepted position

(cycle time.

Overall, the median number of days between the initial job posting and the first candidate
interviews 120 days(extrapolated from Talel12), an increase from 15 days in 2012
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The overall median number of days from the interviews to offd2islays a median value

consistent with previous findings of 10.5 days in 2012, and 14 days in 2011. This pattern allows

the conclusion that the rage for moving from interview to offer is 14 days.

Lastl vy,

for

t he

fi

nal

step
acceptance, the overall median number of days is approxim&telyys Additionally, as can be
seen from Thle 12, a clear pattern is outlined in that the median amount of time required in
each step gets progressively shorter, yet another pattern seen in previous reports.

n the

TABLEL2 NUMBER OBAYS FRONNITIALPOSTING TBCCEPTANCE

No. of Time: Job Pas Interview
Employees Mean Median
0-20 18 15
21-50 21 15
51-100 21 17
101-200 17 15
201-500 19 15
501-750 23 19.5
751-1000 20 21
10012000 23 30
2001-5000 22 21
5001-7500 20 20
7501+ 27 30
Notable:

9 Average cycle time is 35 days.
1 Cycle time appears to be far more a function of size than sector. Larger organitakiens
longer to make recruiting decisions largely due to the earlier steps of the interview process.

Interviewing

Time: Interview Offer

Mean
12
15
11
12
13
16
11
15
15
25
16

Median
10
14
10
10
10
14
7.5
10
14

16.5
12.5

process,

Time: Offer- Accept

Mean

G o oOOOoONIMOOUIO OO

Median
3

W NN O W

ol -

2.5

Regarding interviews, the questions focused on where the recruits were interviewed, ie&angus or
in-house, and if that interview locatiochanged from the initial contact to the final intervie{@ee Table

13).

Agriculture, forestry, fishing andhunting

Sector

TABLEL3 LOCATION OWITIALUNTERVIEW BY SECTOR

Arts, entertainment and recreation

Construction of bu

ildings

Educational services

Finance insurance

Initial Interview Location

On campus
Row N %

27

37%
7%
11%
25%
40%

In house
Row N %
70%
86%
67%
75%
89%

Online
Row N %
17%
43%
33%
25%
7%

t
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Health care and social assistance 10% 94% 10%
Heavy and civil engineeringonstruction 50% 69% 13%
Information and cultural industries 17% 92% 8%
Management of companies and enterprises 71% 43% 29%
Manufacturing 28% 83% 20%
Mining 21% 68% 37%
Oil and gas extraction 69% 56% 13%
Other services (except public administration 18% 86% 9%
Professional, scientific and technical service 33% 78% 14%
Public administration 23% 81% 19%
Real estate and rental and leasing 0% 71% 43%
Retail trade 40% 73% 13%
Telecommunications 44% 67% 0%
Transportation and equipment 0% 86% 14%
manufacturing

Transportation and warehousing 8% 92% 0%
Utilities 5% 81% 29%
Wholesale Trade 33% 100% 0%

* respondents may select more than one option for their response
Notable:
1 60% of respondents prefezd in-house interviews in 2011 and 2012, 73% in 2010, and
78% this year.

1 Only two industry sectors preferred arampus interviews over in house interviews:
management of companies and enterprisesnd theoil and gas extraction industries

1 This year, thewerage percentage of respondents who conducted initial interviews
online reached 18%, consistent with the previous two years. It would seem that the use
of online initial interviews has plateaued.

1 Nearly 76% of respondents reported that their final faodface meetings with potential
employees were done thouse.

Retention

How well do Canadian firms retain their new graduate hires? To determine this benchmark, the survey
requested respondents to identify the percent of new graduate hires that remainttiiae firm after

one year of employment, after two years, and after five ye@ieblel4 shows retention rates by size
categories.

TABLEL4 GRADUATHIRERETENTIORATES BY SzB

Retention: one year Retention: two years  Retention: fiveyears
No. of Employees

Mean Mean Mean
0-20 68.33% 60.68% 49.50%
21-50 86.50% 79.47% 75.19%
51-100 83.45% 76.00% 69.67%
101-200 92.67% 96.75% 93,25%
201-500 79.17% 72,13% 58.65%
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501-750 84.75% 78.75% 71.88%

751-1000 81.00% 70.00% 61.67%

1001-2000 90.05% 85.91% 75.64%

2001-5000 89.31% 90.00% 83.18%

5001-7500 80.00% 76.00% 71.67%

7501+ 94.69% 83.25% 83.07%
Notable:

1 Averageretention rate afterone year of employmenfor new graduate recruits based on
responses to the 2013 surveyd4.54%.
1 Beyond the first year, the mean retention rate drops/@ 99%after two yearsand

1 To72.12%after five years

Recruitment Model

The final benchmark section deals with the overall model or structure of the recruitment effort
of employers who actively recruit on Canadian college and university campuses. The
benchmarks here include:

1 The formal structure of the recruitment effort wiih the organization;
1 Staffing levels that are committed to new graduate recruiting;

1 The use of technology by Canadian recruiters, and

1 The cost per student hire experienced by responding employers.

Based on the responses from those recruiters partiéigain this survey, the recruitment
model is predominantly structured in a formal manresipproximately 80% of respondents
reported having a formal structure, coordinated out of a centralized office within the
organization.

INFORMAL

FORMAL, DECENTRALIZ

FORMAL, CENTRALIZ

0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0% 70.0%
Percentage of Total Responses

2013 = 2012 = 2011

HGUREL6 RECRUITMENWVIODELS
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Staffing

In terms of staffing, the average numberfafi-time employees committed to campus recruitment is 4
a dedine from 5in 2012 and6 in2011.

In particular, thenumber of fulltime employees dedicatd to caop/intern recruitment is 3.

Parttime staff supplement these futime employees and currently stands at an average of

approximately 1 partime staff per employer for total campus recruitment, ftithe graduate
recruitment, and ceop/intern hire recruitment.

Technology
Respondents were asked if their organization employed an applicant tracking system (ATS) in their
recruitment campaigns. In Canada, the majority of employers (88%pt, but h the United States,

however, the use of this technady is practically ubiquitous among firms engaged in campus

recruitment.

Quite

0-20

21-50
51-100
101-200
201-500
501-750
751-1000
10012000
2001-5000
5001-7500
7501+

Notable:

of ten

ATS’ s ar e

adopted

alongsi de
LinkedIn. It will be interesting to monitor whether ATS use picks up, and if tearhanpact upon the
use of social media, which appears to have plateaued in recent years (Table 1

TABLEL5 USE OAPPLICANTRACKINGYSTEMS

No. of Employees

Applicant Tracking System

No
Row N %
89%
87%
85%
75%
54%
45%
62%
33%
35%
40%
35%

Yes
Row N
11%
13%
15%
25%
46%
55%
38%
67%
65%
60%
65%

%

soci al

1 Applicant tracking systems are the norm for larger Canadian firms with over 1,000 employees.

1 Companies under 1,000 employdesve still been slow in adopting the technology.

Cost per Hire
The final benchmark element the survegt out to measuravas cost per hire. Respondents were asked

to provideestimatesfor the total cost of the recruiting éiteincluding
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1 Salaries for g&ff responsible for recruiting,

9 Costs associated with direct recruiting activity

91 Dollars spent on advertising in relation to recruitjraand
1 Relocation expenses for new graduate hires.

These costs were then compiled, ahey are presented below in Table 16.

TABLEL6 COST PERIREESTIMATES

Year Operating Cost Recruitment Costs Marketing Cost Relocation Cost Total Cost

2011 $2,166 $668 $288 $820 $3,923
2012 $3,201 $2,987 $2,634 $4,413 $13,236
2013 $2,507 $2,828 $2,051 $2,405 $9,791
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Conclusion

The Campus Recruitment aBénchmarking Survey has provided us with three information
sets, which have been summarized herein:

1 Summary of orcampus recruiting in 2013,
1 Projections for 2014, and
1 Benchmark numbers related to the tools and techniques used in campus recruiting.

The data collected for the 2013 Campus Recruitment and Benchmarking Report is, for the most
part, remarkably consistent with the data from the previous years, despite grefisiant

increase in respondents. This tells us that our the findings we draw from the data are reliable,
and that the significant changes that came to the campus recruiting environment following the
2008 recession have stabilized. We may also conchate the data that consistent recovery

and growth has not yet materialized. For example, the average number of job offers is down
overall, but is some key sectors it is rebounding nicely. Salaries for newaedeadhould go up

by approximately 3%, whichassign of growth, but recruiter activity on campus was still

trending downward in 2013There are, howevepromising signs for 2014.
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