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Plan to build 
your talent 
pipeline
Over half of Employers who 
run graduate recruitment 
programmes state that 
their greatest challenge 
is the competition for 
talent – and four out of ten 
Employers feel that their 
graduate recruitment team 
resources are stretched. So, 
how can you plan to build 
your talent pipeline with 
limited resources in a highly 
competitive environment? 

To achieve what may 
seem like the impossible, 
you need to have a well-
thought-out, properly 
documented and widely 
communicated strategic 
plan.

   Your business case – what is your main purpose in hiring graduates?  The SAGEA 2019 Employer Benchmark 
reveals that around 40% of organisations employ graduates to grow and develop the future leadership for their 
organisation.  What is your primary purpose for hiring graduates?

   The number of graduates you are targeting – knowing how many graduate vacancies you are aiming to fill will 
influence how broadly you need to advertise and how far you need to cast your recruiting net.

   A multi-discipline target audience versus a single discipline – knowing which faculty or faculties your graduates 
are going to come from will determine how and with whom you build relationships with Institutions of Higher 
Learning.

   Demand and Supply – when determining your strategy, the more you know about existing supply and demand for 
the graduates you need, the better. The HEMIS data on the SAGEA website is a priceless source of information to 
help you navigate the student landscape of South African Universities.

   Is there an existing pipeline of graduates available or does your organisation need to influence the pipeline by 
getting involved with potential graduates at school level? Skipping this step may seem like a good option but 
getting involved in career guidance and connecting with scholars who are making career-related decisions will pay 
dividends in the long term.

   Budget – put together a detailed budget to support your strategy. With the advent of social media, there are many 
ways to communicate your brand and opportunities without having to spend a fortune on print.

   Define your internal stakeholders to your strategy and consider how you can enlist their participation. Because 
graduate recruitment is relationship-focused you will need to enlist people in the business to help you – for 
example, use the alumni from your target institutions of higher learning to build relationships with the faculties you 
will target to source your graduates.

  Competitor Analysis – how much do you know about what your direct and indirect competitors are doing to attract 
and recruit the same graduates you are going to be targeting? Do your homework by visiting their websites and find 
out as much as you can! How can you position your employer brand differently from theirs to have appeal to your 
target graduates?

  Stretching your resources – identify both internal and external service providers to assist you with elements such as 
marketing, information technology and assessments.

  Systems and processes to support graduate recruitment – measurement is a key component of a successful 
strategy. Make sure you have the necessary systems and processes to help you to monitor and measure your 
success. These will likely take the form of either an applicant tracking system or a good CRM system. Use data to 
track who your best applicants are and where they are coming from.

Think it 
through!

Your strategy is the “why?”, “what?” and “how?” of graduate 
recruitment and will be determined by many factors – below 
is a checklist of key things to consider when formulating your 
strategy.



Document
Set your strategy down in a document or presentation that you can share and refer to. The size and 
complexity of your organisations’ recruitment requirements will determine the level of complexity of 
your strategy document. 

These are the key headings you will need to address:

Communicate
Getting the buy-in of key stakeholders in your organisation will be an important element to 
your success. Share your strategy with key stakeholders from senior management downwards. 
Remember to use data wherever possible to support your plans – and, in future, to share your 
successes.

By following the guidelines provided, you will be able to determine an effective graduate recruitment strategy to source the talent you require with an appropriately 
targeted approach that maximizes the resources you have available.

The Business Case
Research, Research, 
Research! 

Recruitment Needs Target Market Attraction

 What is the business 
case for establishing or 
maintaining a graduate 
recruitment programme? 
(See our guide on 
defining your business 
case).

In today’s world of big 
data, there is plenty of 
information available 
for you to make use of. 
Find out as much as you 
can about the behaviour 
and preferences of your 
targeted graduates. One 
such example is the 
SAGEA Annual Candidate 
Insights report.

Define the number and 
type of graduates you 
will be hiring as well as 
your employment equity 
and/or gender diversity 
imperatives.

Define where you will 
source your targeted 
graduates – which Higher 
Education Institutions will 
you target and how will 
you engage with them?

Detail your 
recommended strategy, 
touchpoints and 
activities for each of the 
following, depending 
on your target market: 
Schools, Universities and 
Universities of Technology.

Employer Brand 
and Employer Value 
Proposition

SelectionSocial Media 
Strategy

Budget 
Requirements Metrics

Define your key marketing 
messages and be clear 
on what media you will 
use to communicate 
your offering, from 
your careers website to 
having a presence on key 
campuses.

Include an outline of your 
talent indicators, what 
your selection criteria will 
be, any assessments to be 
used and the make-up of 
your recruitment team/s.

What social media will 
you use, how will you 
use them and how will 
you manage your social 
media presence? (See our 
guide on formulating a 
social media strategy).

What budget do you 
need and how will this be 
used?

How will you measure the 
success of your strategy 
and what tools will you 
use to track graduate 
recruitment? (See our 
guide on what you should 
be measuring).
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