
THE MARKETING
DEPARTMENT OF ONE

RECRUITMENT, RETENTION, AND ENGAGEMENT ON A TIGHT BUDGET

@HAMZAK | #SEMM2016



MY NAME IS HAMZA KHAN
GUESS WHAT IT MEANS?



LIST OF TOOLS
HTTP://BIT.DO/SEMM2016



1 x 3 x 5 



1x STORY
3x CASE STUDIES

5x IDEAS



DO MORE WITH LESS



QUESTION:
WHAT ARE YOU WORKING WITH?

(THE AVERAGE MARCOMM TEAM IS 2-5 PEOPLE)



ACQUISITION COST
$500-2500 PER STUDENT (NOEL-LEVITZ)



1x FT PERSON + $20,000



1x STORY



MY STORY STARTED HERE



DR. KHAN



VIDEO PRODUCTION



PVT. KHAN



ONE POSTER CHANGED IT ALL



FROM UTSC TO ROTMAN



THE SINKING INTERNSHIP



SONY MUSIC



GRAPHIC DESIGNER
MARKETING COORDINATOR

MARKETING MANAGER
HEAD OF MARKETING & CREATIVE

CO-FOUNDER & CEO



I HELP BRANDS TRANSFORM 
IDEAS INTO REALITY

SPLASH EFFECT



STUDENT LIFE NETWORK
HTTPS://ACCOUNTS.STUDENTLIFENETWORK.COM/PARTNERS



BAD NEWS 
THE ECONOMY ISN’T GREAT

SLOWEST GROWTH IN THE LAST 60 YEARS (FINANCIAL POST)
FEDERAL BUDGET $6 BILLION POORER (ADWEEK)



WORSE NEWS 
HOW WE ACCESS AND CONSUME INFORMATION IS RAPIDLY 

CHANGING

WE’RE SPENDING 35+ HOURS PER WEEK ONLINE (COMSCORE)
28% OF THAT TIME IS SPENT ON SOCIAL MEDIA (ADWEEK)



TERRIBLE NEWS 
THE COMPETITION FOR STUDENTS IS TOUGHER THAN EVER

YESTERDAY: 2% OF $$$ SPENT ON RECRUITMENT (INSIDEHIGHERED)
TODAY: MOST PROFITABLE INSTITUTIONS USE UP TO 20% (NOEL-LEVITZ)



GOOD NEWS 
STORYTELLING IS TIMELESS

(IT’S THE FUNDAMENTAL UNIT OF HUMAN UNDERSTANDING)



BETTER NEWS 
MARKETING TECHNOLOGY IS CHEAPER THAN EVER

(MOST OF IT IS FREE)



AMAZING NEWS 
DATA IS HERE TO HELP YOU



IF IT’S MEASURABLE
IT’S REPEATABLE.

AND IF IT’S REPEATABLE
IT’S PREDICTABLE.



3x CASE STUDIES



THE STUDENT JOURNEY



COMPRISED OF MOMENTS



http://www.youtube.com/watch?v=UwQhK4U-N2k


SOURCE: MCKINSEY & CO.

AWARENESS FAMILIARITY CONSIDERATION PURCHASE LOYALTY









MOMENTS OF DOING
MOMENTS OF THINKING
MOMENTS OF FEELING



JOBS TO BE DONE FRAMEWORK
WHEN _____ (SITUATION) 

I WANT _____ (MOTIVATION
 SO I CAN _____ (OUTCOME



RECRUITMENT: 
TRIOS COLLEGE

WHEN I AM CHOOSING A SCHOOL
I WANT TO MAKE AN INFORMED DECISION 

SO I CAN HAVE A FULFILLING CAREER



STEEP COMPETITION
SHERIDAN COLLEGE, HUMBER COLLEGE, SENECA COLLEGE, ETC.



“WE CAN’T FIND STUDENTS”
WHERE ARE THE DESIGN & DEVELOPMENT-INCLINED STUDENTS?



“A DAY AT TRIOS” WORKSHOPS
CREATED A SENSE OF URGENCY; 60 SEATS FILLED IN 2 MINUTES







GOALS
● Boost enrollment in design & development streams
● Create pipeline qualified students

APPROACH
● Ran targeted ads based on blog & social behaviour 
● A/B tested e-mail campaigns

RESULTS
● Converted 6 students ($560,000 in revenue)
● 680 students at the consideration stage, in a mailing list



http://www.youtube.com/watch?v=gXxmAvwofUk


RETENTION: 
RU STUDENT LIFE

WHEN I ATTEND SCHOOL
I WANT TO FEEL SUPPORTED

SO I CAN HAVE A POSITIVE EXPERIENCE



“IN ONTARIO WE ARE MOVING AWAY FROM MANUFACTURING AND 
INTO TECHNOLOGY - AND I WOULD REFINE THIS BY SAYING WE ARE 

MOVING INTO DIGITAL MEDIA…[OUR] STUDENTS ARE THE FIRST 
GENERATION [TO GROW] UP COMPLETELY DIGITAL. SO THEY BRING A 
MEASURE OF REAL COMFORT AND CONFIDENCE TO PROBLEMS THAT 

RELY ON DIGITAL TOOLS FOR A SOLUTION.” 

SHELDON LEVY (2009)



RU STUDENT LIFE
FOR STUDENTS, BY STUDENTS



CONTENT STRATEGY

1. INFORMATION
2. UTILITY
3. AMUSEMENT
4. INSPIRATION
5. CRITICAL



GOALS
● Build a strong sense of digital community
● Drive attendance to programs, services, and events

APPROACH
● Created a robust student-facing blog 
● Created a social network

RESULTS
● Community of more than 100,000 users
● 5+ million impressions, and 5% engagement



CASE
CCAE

SOCIAL MEDIA AWARDS
EDUSTYLE

CAMP



ENGAGEMENT: 
CHARTWELLS

WHEN I NEED TO EAT
I WANT SOMETHING GOOD & CHEAP

SO I CAN SAVE, FOCUS, AND STAY CLOSE TO CAMPUS



KEEP STUDENTS ON CAMPUS



DRIVE SALES



CUSTOMIZED SOCIAL MEDIA KITS





DAILY SOCIAL MEDIA CONTESTS





GOALS
● Raise awareness of campus food operations
● Encourage students to eat on campus

APPROACH
● Created a simultaneous social media campaign
● Created playbooks & editorial calendars

RESULTS
● Participation from SFU, SAIT, UTM, Humber, Trent, McGill, etc.
● 100K+ impressions and 10% increases in audience & engagement



5x IDEAS



1. STUDENT JOURNEY
#ROADTORYERSON





http://www.youtube.com/watch?v=PMZG538xcoI


2. GOOGLE ADWORDS
“BEST BUSINESS SCHOOL”





3. INSTAGRAM MEETUP
#RUDAYSOF







4. PROGRAM SIMULATION
YORK UNIVERSITY GRAD STUDIES





5. ACCOUNT TAKEOVER
MCMASTER UNIVERSITY’S ALUMNI SNAPCHAT ACCOUNT







MEASURABLE
REPEATABLE
PREDICTABLE



CHALLENGE 
JUSTIFY THE NEED FOR MORE RESOURCES 

BY BEING AMAZING AS A ONE PERSON MARKETING SHOP



REMEMBER: IT COMES DOWN TO MOMENTS



DATA + MARKETING TECHNOLOGY + STORIES



TELL YOUR STORY
OVER, AND OVER, AND OVER AGAIN



“YOU CAN NEVER GET TIRED OF TELLING YOUR STORY. 
CHANCES ARE, SOMEONE IS HEARING IT FOR THE FIRST TIME.”

DR. JULIE PAYNE-KIRCHMEIER 
(NORTHWESTERN UNIVERSITY)



YOUR TO-DO LIST

● CREATE A STUDENT JOURNEY MAP
● DETERMINE THE JOBS TO BE DONE
● IDENTIFY THE FRICTION POINTS
● SOLVE FOR THE STUDENT
● DO MORE WITH LESS



YOU MIGHT BE THE ONE-PERSON MARKETING SHOP TODAY,
BUT NOT FOR LONG.



ANNUAL BUDGET
HootSuite (FREE)
Google Analytics (FREE)
Slack (FREE)
Worklife (FREE)
Doodle (FREE)
Calendly (FREE)
Wakelet (FREE)
MailChimp (FREE)
HubSpot CRM (FREE)
Venngage (FREE)
TypeForm (FREE)
Canva (FREE)
The Noun Project (FREE)
Coolors (FREE)
Lynda (FREE)
EventBrite (FREE)
MeetUp (FREE)
SlideShare (FREE)
Emaze (FREE)
Facebook (FREE)
Pinterest (FREE)
Instagram (FREE)
Twitter (FREE)
Storify (FREE)

TOTAL: FREE

HootSuite ($120)
Google Analytics (FREE)
Slack (FREE)
Worklife (FREE)
Doodle (FREE)
Calendly ($100)
Wakelet (FREE)
MailChimp (FREE)
HubSpot CRM (FREE)
Venngage ($240)
TypeForm ($240)
Canva (FREE)
The Noun Project (FREE)
Coolors (FREE)
Lynda (FREE)
EventBrite (FREE)
MeetUp (FREE)
SlideShare (FREE)
Emaze (FREE)
Facebook ($500)
Pinterest (FREE)
Instagram (FREE)
Twitter ($500)
Storify (FREE)

TOTAL: $1700



$18,300 TO SPARE



THANK YOU
@HAMZAK | #SEMM2016

FULL LIST OF TOOLS AVAILABLE AT HTTP://BIT.DO/SEMM2016



STUDENT LIFE NETWORK
HTTPS://ACCOUNTS.STUDENTLIFENETWORK.COM/PARTNERS



UniversityHub.ca

● Guidance
● Support
● Resources
● Rankings
● Reviews
● Etc.

Officially a part SLN.


