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W in this issue...

Recruiting
Through a
Re-Brand

GRAD/FOCUS

Julie Pratt, Katrina
Rostrup & Jonathan Butler

The Careers Group, University of
London provide products and
services designed to help
individuals achieve and maintain
job satisfaction throughout their
working lives. The organisation
helps academic institutions
wanting to deliver careers
services to their students, staff
and graduates; assists
organisations looking for help
with career development
activities; provides support to
careers service; aids graduate
recruiters wishing to meet
students and graduates at any
stage in their working lives; and
offers counsel to individual job
seekers or career changers.

Anne-Marie shared her top ten
tips with Grad/Focus as to
what you should consider
before embarking on a
recruitment campaign.

1. Know who you want -
employers need to be clear on
what they are looking for in terms
of ideal candidates. Take a step
back and ask yourself, What does
my business need? What does
your perfect candidate look like in
terms of skills and abilities?

2. Be clear - make sure your
campaign clearly articulates
detail of what you are offering to
candidates and what you require.
For example “numerate” could
mean “I need a maths degree” to
one candidate and “As long as I
can add up, I’ll be fine” to
another. Provide evidence as to
what skills will be required.

3. Understand the different
institutions and how they
operate – an ad campaign that
might work in Oxford might not
work in London. Recruiters need
to clearly identify the
institutions where they would

this very wrong and start
with a salary of £15,000, for
example, then fail to attract any
interest – and realise the
average starting salary
offered by the
competition is £30,000!

9. Seek feedback - connect to
the recently hired graduates in
your organisation and find out
what they thought of your
recruitment process; but
do so in an anonymous
way otherwise you will not
get the truth.

10. Understand how different
audiences will respond to
your messages - women
tend to be more self
critical and may not even
apply for a position for which
an equally qualified man would
consider himself ideally
suited. For example last
year 39% of recruits to
AGR organisations were
women compared to the
university population of 52%
the latest AGR survey revealed.
Tailor your messages
accordingly.

Targeting is an inevitable
consequence of the business
drive to ensure maximum cost
benefit from recruitment
expenditure. Sadly, not all
employers use sensible
criteria when deciding
who to target. Their failure
to recruit enough female and
ethnic minority graduates would
suggest that they may not be
targeting the right
institutions, said Anne-
Marie who can be
contacted at:
anne-marie.martin
@careers.lon.ac.uk or
on 020 7554 4502.

WELCOME

like to get their candidates from
and target them specifically.
Some larger recruiters have a
knee jerk reaction and go after
one or two specific universities
and then wonder why they failed
to attract enough women and
ethnic minorities. Contact the
Higher Education Agency for
stats on who is studying what
and where. 

4. Don’t forget what it is like
to be a graduate - the reality is
that graduates probably spend
about 2% of their time actually
thinking about getting a job; it
is simply not a big priority for
them and therefore attracting
their attention is important.

5. Be relevant – students
generally don’t read national
papers every day, so national
newspaper campaigns can be
expensive and useless outside of
peak times. Did you read a
newspaper every day whilst at
university? Research what your
target audience reads.

6. Don’t assume your brand or
company is that well known
amongst the graduate
community - a graduate’s
knowledge of the working world
may be limited and therefore
potential employers must start by
explaining who they are and
what they do. 

7. Avoid “trendy” ads - many
recruiters fall into the trap of
developing adverts that try to be
too clever. More often than not,
these type of campaigns fail. It
is like seeing your Dad dancing
at a disco – he thinks he is still
trendy but he is not.

8. Be realistic with salaries -
check what starting salaries are
being offered with the Careers
Advisors. Some employers get

Industry Responds
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GradWeb exceeds
expectations for
the second year
running for London
Boroughs’ Finance
Trainee Scheme

Arup
Appoints
GradWeb

Employers can do much
more to attract the right
candidates for their
organisations
says Anne-Marie Martin, Director, The Careers Group, University of
London. A regular contributor to The Guardian and The Independent
as well as a frequent public speaker, Anne-Marie has been a Careers
Advisor for over twenty years.

Welcome to the fifth edition
of Grad/Focus, the GradWeb
newsletter designed to keep
you up to date with all our
company news and relevant
industry developments.

It has been a busy year so
far as many of our clients
have increased vacancies for
2005. This is supported by
the latest AGR Graduate
Recruitment Survey,
launched in February, which
states that graduate
vacancies are set to rise by
14.5% in 2005 compared to
numbers recruited in 2004. 

Also in 2005, GradWeb
celebrates its fifth
anniversary – a major
milestone in our history and
we could not have done it
without our loyal and
supportive customer base,
so a big thanks to you all.

In this edition we are very
pleased that Anne-Marie
Martin, Director, The Careers
Group, University of
London, has given her top
ten tips as to what you
should consider before
embarking on a recruitment
campaign. We would like to
extend our thanks to Anne-
Marie and everyone who
has contributed.

We hope you enjoy this
issue of Grad/Focus and
look forward to your
comments and feedback.
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Said Jo: “Firstly we decided to
delay the launch of our
recruitment drive until after BT
had finished theirs, to avoid
confusing the market. We
needed to be able to
differentiate ourselves but
leverage the BT brand.”

“Competition is fierce for high
calibre candidates and therefore
we needed to be as clear as
possible, so as not to lose the
applicants at the outset.”

“We were confident we’d still
be able to attract the talent
we needed but we had to find
a fresh approach. The next step
was to refine our core value
proposition and then to look at
how we could reach our target
audience more effectively,”
said Jo.

For the first time BT Consulting
& Systems Integration opted
for national newspaper
advertising and directly
targeting specific universities
with their campaign - Thinking
Graduate Careers In IT or
Consulting? Think BT.

The campaign launched in
December 2004 and so far over
850 applications have been
received. The first round of
interviewing begins this
month, March 2005, at
assessment centres around the
country – by May 2005 BT
Consulting & Systems
Integration aims to have its 30
graduates on-board. The
2005/2006 programme begins
in September 2005. 

“Our goal is to improve the

quality of the candidates by
being more specific with our
targeting and making the
selection process much tougher
but also faster – which is
where GradWeb has been able
to help,” explained Jo.

Working closely with BT
Consulting & Systems
Integration, GradWeb has
developed and implemented
the selection process based on
the new challenge of the
changing company name. The

existing online system,
previously developed by
GradWeb, played a vital role in
enabling the campaign to
launch so quickly, providing the
tools necessary to everyone
involved in delivering the
programme. GradWeb is also
responsible for screening all
application forms and
arranging, coordinating and
managing all of the candidates
for the first round interview
and final assessment centre
phases. This reduces the
amount of in-house
administration allowing Jo and
her team to concentrate fully
on the selection of candidates.

“GradWeb worked in

Jo joined the company in
November 2003, after

spending seven years as
head of graduate

recruitment for the
National Australia Group.

Recruiting Through a Re-Brand

Recruiting graduates can be tough enough without having to do so whilst
the company undergoes a re-brand. This was the challenge facing Jo
Stamp, Graduate Recruitment Manager at BT Consulting & Systems
Integration, formerly BT Syntegra, last year when it was decided that the
company would become part of BT and drop its Syntegra name.

About BT Consulting & Systems Integration
The company, which today employs more than 5,000 business and technical
professionals worldwide, has run a graduate recruitment programme for several years.
The company has remained committed to its graduate recruitment programme, despite
the downturn in the economy and is the only IT company that has consistently recruited
through the recession.

As experts in business transformation and change management BT Consulting & Systems
Integration helps organisations transform the way that they operate by applying
business knowledge and technology to make possible new and better ways of working.
Its primary activity is the provision of consultancy and systems integration services
including business consultancy, complex programme management and custom systems
design, development and operation.

partnership with us throughout
the whole process and were on
hand to advise and support the
whole team which was exactly
what we needed,” she said.

“Throughout the process we are
able to address confusion, set
expectations and ensure that
the candidate has a very honest
view of what is on offer,” added
Jo. “We make it clear that with
the changing dynamics inside
the organisation, good
communications skills are vital.
Graduates need to be able to
communicate effectively – both
inside the organisation and
externally with customers. 

“Flexibility is the key though,”
Jo added. “The one constant
here is change.”

Background 

GradWeb has been working
with BT Consulting & Systems
Integration, formerly BT
Syntegra, since 2001
providing an online
application and candidate
management system for both
the technology and business
stream graduate programme.
This has been supported by
the provision of front-end
response handling, dealing
with candidate enquiries,
screening of application
forms and handling the
correspondence to candidates
in the early stages of the
recruitment process.

Graduate
Recruitment is like
public relations...
...it’s about establishing and
maintaining a positive relationship
with your target audiences, whether
they are customers, prospects or
potential employees.

For a brand such as Unilever the
graduate recruitment process needs
to generate a positive feeling
towards the company and reflect
the Unilever brand – simple, honest
and transparent through all methods
of reaching the graduate. With such
a broad portfolio of consumer
products on sale in the UK –
everyone is a potential consumer as
well. So personalising the
recruitment process is vital to
ensure that the brand values are
clearly communicated.

This was the theme explored at a
recent Web Marketing Event held by
SAS, a specialist graduate marketing
attraction agency based in London.
SAS runs a series of knowledge
sharing breakfasts designed to keep
clients and other employers up to
date with the trends and best
practice in graduate recruitment.

Melissa Jeffrey, Graduate
Recruitment Manager at Unilever
told a packed audience, along with
Katrina Rostrup, Director, GradWeb
that no matter how successful
Unilever’s award winning web site
could be in pre and post application
relationship development, the
organisation refused to rely solely
on it to get their messages across.

“We don’t want to de-personalise
the recruitment process therefore
we actively encourage candidates to
telephone and ask questions to get
further information, we want to
make the whole process candidate
friendly,” she told Grad/Focus.

The strategy seems to be working:
“We have had lots of good feedback
from candidates who say they enjoy
talking and meeting people from
Unilever – this reflects the message
we want to get across about how
important its people are.”

“From both a candidate and
customer perspective we want them
to look at the recruitment process
as a positive experience –
irrespective of the outcome,” she
concluded.



The programme, which has
been running for over 20
years, aims to attract 100-120
graduate recruits each year.
The majority of vacancies are
in civil, structural, mechanical,
electrical and building
services engineering. 

Neil Shaw, Senior HR Officer
based at Arup’s London office,
told Grad/Focus: “The
organisation receives over
3000 applications each year
and therefore external
assistance is needed to handle
the response which are primarily
telephone and email enquiries.”

GradWeb was appointed in
October 2004 to manage year-
round response handling;
provide feedback to un-
successful candidates post
assessment centre interviews
and to promote Arup’s gap
year programme amongst
key schools.

Arup, whose high profile
projects include the Angel of
the North, the Millennium
Bridge, the Sydney Opera
House and 30 St Mary Axe -
one of the most dramatic
landmarks in London – has
graduate vacancies throughout
its UK offices in Bristol,
Cardiff, Edinburgh, Glasgow,
Leeds, Liverpool, London,
Manchester, Newcastle,
Sheffield and West Midlands.

Applications are received from
all over the world, with
generally 20% of the intake
from overseas students, so
providing an efficient reliable
enquiry handling service is
vital for Arup to ensure they
find the right people for their
organisation.

Said Neil: “We heard of
GradWeb via one of the AGR
TaskForce meetings and they
came highly recommended.”

“We liked their efficient,
professional and personal
approach,” he added.

The GradWeb team was
responsible for helping
publicise the Arup Pre-
University Trainee Scheme
which is designed for people
who have just completed their
A-levels and wish to take a
gap year before going to
University. Candidates must
have completed A-levels in
maths and science related
subjects and wish to pursue a
degree in engineering; so
GradWeb was tasked with
contacting a number of target
schools to promote the gap
year placements which
commence in September and
run for 9-10 months. 

Finally GradWeb is also
responsible for providing
valuable feedback to
unsuccessful candidates after
the assessment centre stage.

The initiative was launched by
the Society of London
Treasurers to tackle the under
representation of ethnic
minorities within the local
government finance sector.
This is the second year that
London Boroughs have come
together to jointly recruit
finance trainees into their
organisations. 

GradWeb has been responsible
for designing and managing
the selection process up to
delivering a shortlist of
suitable candidates for their
interview with the individual
authorities. 

The same advertising style was
adopted for the second
campaign using “£ondon”
supported by the strapline “Be
the future of public finance”
but was freshened up with new
headlines. A combination of
press advertising, online
marketing, PR and editorial
was used to market the scheme
and drive traffic to the web
site www.financethefuture.co.uk.

The media selection decisions
were based on what had
been most effective in the
previous year. 

Alan Steele, Borough Treasurer
at Hounslow Borough Council,
who has lead the campaign on
behalf of the Society of
London Treasurers commented:
“We set out to attract
graduates to work in public
finance departments across
London, with a specific focus
on recruiting candidates from
ethnic minorities. The
campaign was well executed
and received across London
and we are very pleased to
have met our objectives.”

“GradWeb achieved such
outstanding results in the first
year, that we had no hesitation
in re-appointing them. We felt
they would be able to leverage
their experience from last year
and introduce new ideas as they
have much experience in the
public sector – and we were
proved right. It was important
to work with an experienced

specialist such as GradWeb to
manage the challenge of
devising, launching the scheme
and then selecting the
graduates.”

The successfully appointed
trainees are employed by the
local boroughs on a four year
fixed term contract and will
undertake a structured training
programme leading to the
Chartered Institute of Public
Finance & Accountancy (CIPFA)
Professional Accountancy
Qualification.

Said GradWeb Director, Katrina
Rostrup: “The feedback from
the hiring Boroughs on the
quality of the candidates has
been excellent. Some have
commented that the calibre of
candidates has been higher
this year than last and that
the selection decision was
difficult to make as all
candidates they saw were
employable.

The percentage of candidates
appointed from ethnic
minorities is way over our

The GradWeb team has won a contract to support the UK graduate recruitment
programme at Arup, the multinational Engineering Design Consultancy. 

Pictured is 30 St Mary Axe - the winner of several
awards, including the Royal Institute of British
Architects (RIBA) Stirling Prize for 2004.

GradWeb exceeds expectations for the second year
running for London Boroughs’ Finance Trainee Scheme

Arup Appoints GradWeb

expectations
and once again
the campaign has
been hugely
successful.”

“Candidate
feedback on the
campaign has
been equally
positive. The
campaign certainly
raised the profile of
local government
finance in the
graduate
community as a
number of candidates
had not considered
this as a career
option before
seeing the
advertising,”
added Katrina.

GradWeb has successfully recruited 35 finance trainees, of which sixty three percent were from ethnic
minority backgrounds, onto the second London Boroughs’ “Be the future of public finance” campaign. 
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Alan Steele,
Borough Treasurer at

Hounslow Borough Council



If you have any comments,

questions or feel you have

something to contribute to our

newsletter, we will be delighted to

hear from you.

GradWeb
Mill Reef House

Cheap Street
Newbury

Berkshire
RG14 5DD

Telephone: 01635 584130
Facsimile: 01635 584131

enquiry@gradweb.co.uk
www.gradweb.co.uk

Industry Responds Positively
to Launch of agr Standard

"The agr Standard has got off to a
flying start. It bodes well for the
future when we should see the
Standard play a pivotal role in the
development of the graduate
recruitment profession.

The flexibility offered by the
package design seems to be well
appreciated by our members and it
has the added bonus of allowing
us to accommodate the increasing
levels of interest that we expect
as the Standard becomes even
better known and acknowledged,”
said Carl Gilleard.

“We wanted to ensure that
recruiters are better informed and
aware of best practices in their
industry. Once the task group got
together and began discussing this
issue, it was the start of the
journey to developing a
competency framework,” said Carl.

Response to the agr Standard, launched in November 2004, has been excellent,
says lead tutor Sam Fox of Business Linked Teams, who designed the competency
framework and training modules. 

Tom Hanson, Sales Development Executive at GradWeb is one of the
first recruits to sign up for the agr Standard. Said Tom: “I believe this
will give me a good understanding of the whole area of graduate
recruitment and enable me to learn about best practices in areas that
I am not directly involved in on a day to day basis - yet are important
to understand when working within the graduate recruitment industry.
I have already attended several master classes and expertise sessions;
I hope to complete the agr Standard in 12 months.”

Sam Fox,

Business Linked Teams

GradWeb technical team, told
Grad/Focus.

With several years experience, John
understands the importance of
providing a highly sophisticated
online solution, whilst retaining
the personal touch. 

He said: “What I really like about
working in the GradWeb technical
team is the fact that we have
regular ongoing interaction with
our clients throughout the year,
rather than just designing a
system, installing it and then
leaving them to it. 

“For example; clients have regular
contact with the GradWeb
technical team to request reports,
make slight amendments/

adjustments to the system and
resolve any technical issues.
Meanwhile, we are constantly
evaluating the effectiveness of our
systems and make pro-active
suggestions for enhancements to
ensure that our clients have a
bespoke solution that meets exactly
with their requirements.”  

In addition to standard reports,
clients are able to contact the
GradWeb technical team to request
more complex management reports
which can contain any combination
of data captured by the online
application form. Said John;
“GradWeb sees all this as part of
the service and we usually turn
around such requests in less than
an hour.”
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Technology is vital for any graduate
recruitment campaign but clients
need to ensure that the technology
works for them and not the other
way around, John Hattingh, one of
the System Developers in the

GradWeb Technical Team

Graduate recruiters need sector
specific knowledge such as
attraction and recruitment of
graduates as well as and general HR
knowledge, he added.

Therefore four main competencies
were identified

• Graduate Marketing

• Graduate Selection

• Understanding Education

• Business Resource &
Management 

Said Sam, who has over eight years
experience working for organis-
ations such as Mars & Tesco: "I am
delighted with the response to
date; it has exceeded all our expec-
tations. It demonstrates that
individuals and organisations
recognise they need the skills in
order to meet the ever changing
needs of the graduate market place."

“We are really excited about the agr
Standard and also the future
possibilities; there is so much
opportunity to expand this further,”
said Sam. Future plans include
developing a standard for senior
managers in graduate recruitment.

Aimed at developing the skills, and
improving the standard of graduate
recruiters, the agr Standard was the
brainchild of the AGR Education,
Training and Development Task
Group, chaired by Sonja Stockton,
New Talent Manager, HR, Learning
and Organisational Development,
National Grid Transco.

At the launch, Carl Gilleard, Chief
Executive, Association of Graduate
Recruiters (AGR) explained that
with an average turnover of 30% in
the graduate recruiter market each
year, one in three graduate
recruiters is a novice. “They are
very able and, of course, committed
but ultimately inexperienced. To
improve the standard of graduate
recruiters, the task group, made up
of industry experts with in-house
and consultancy roles has
developed a programme to address
the issue.”

Since the exciting new industry
initiative was unveiled to the
industry, over ten practitioners have
signed up from a variety of
organisations and the first three
foundation days are sold out,
explained Sam. 


