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Using market research can significantly 
help your young talent attraction strategy 
and will reveal key insights and information 
to enhance your employer branding. It can 
provide a deeper understanding of your 
target graduates as well as who your direct 
and indirect competitors are and what they 
are doing in the young talent space.  

The more you know, the smarter you can be 
in allocating your spend on marketing and 
attraction!  

SAGEA has amassed over ten years’ 
worth of Candidate Insights data 
which is shared annually with our 
members.  

How can you be sure that you are using 
this data to maximum advantage? The 
SAGEA Candidate Insights report is based 
on feedback from over 2 200 graduates 
from the class of 2020 who entered the 
world of work early in 2021. This report offers 
incredible insights into how graduates are 
making decisions.  

You can learn about the following:

  Typical job-search behaviour and when students begin this process.

   Factors that influence where graduates apply and why they accept job offers.

   The number of applications graduates are making and how many offers they receive.

  How graduates make informed decisions about offers they receive.

   The extent to which employers are delivering on their recruitment promises.

    Perceptions among graduates as to which are the most sought-after employers of choice – per 
sector.

   Insights into how graduates see the future of their new role and likely retention scenarios.

Below is a chapter-by-chapter account of what nuggets you should be looking for in this report and 
how you should be interrogating this data to enhance your graduate attraction strategy.

Overview of what the 
candidate insights report* 
covers

*The Candidate Insights report is shared with Employers whose graduates participated in the research, 
however, all SAGEA members have access to the highlights from the report.



Demographics and 
time at university

This chapter deals with the types of jobs graduates have been employed to 
perform, where they have studied and why, how they have funded their time 
at University and the geographical location of their roles.  

Take note of the following:

 The types of roles graduates have 
been employed to perform and 
the number of graduates in the 
different roles.  

This will give you a good feel 
for the landscape of graduate 
opportunities among top 
graduate employers – which skills 
are in high demand and where 
there is the most competition for 
graduates.

 Information about how students 
are financing their studies is 
significant in the sense that you 
can gain an understanding of 
student debt.  

Among this group, there are fewer 
students with debt, however, 
those that do have loans to 
repay might benefit from advice 
or assistance with repayment 
plans and options when they 
commence their employment.  

 Candidate choice of University 
is largely influenced by their 
perception of an institution’s 
reputation, the reputation of the 
course they are registering for and 
the geographical location of the 
campus.  

This may be of relevance to you 
in understanding the candidate 
spread across our Higher 
Education Institutions.  It is also a 
reflection of where recruiters are 
sourcing graduates.  The flipside 
of this is also worth considering – 
are there Institutions that are not 
being targeted that have a strong 
reputation in the disciplines you 
want to recruit from?

 The report contains information 
about relocation allowances – the 
percentage of graduates who did 
or did not require and/or receive 
relocation assistance.  

Is this a benefit you should be 
considering offering and could 
it give you any competitive 
advantage at the offer stage?



Applications and job 
hunting

There is a wealth of information in this chapter and so much you can do with 
this feedback!  

Here are just a few ideas:

05

04

03

02

01 06

07

08

09

 Compare what graduates are telling us about their 
job search behaviour to how and when you have 

marketed your opportunities to them.  Are you 
matching their needs?

 In your industry, what are the norms in terms of 
numbers of applications made and offers received?  
Knowing what competition you are up against will 
help you to manage your selection processes with 
the right sensitivities around timing.

 Evaluate what students are telling us about the 
length of employer application and selection 
processes they were exposed to.  How does your 
process compare and how would you, ideally, like 
to position yourself?  Think carefully about the 
impression your process is making on applicants.

 You will find information about the key challenges 
graduates are anticipating when they enter the 
world of work.  How can you anticipate some of their 
concerns and ensure that you provide the right kinds 
of support to aid a smooth transition for graduates 
joining your business?

 Valuable insight can be gained into the kinds of 
support networks and colleagues graduates are 
connecting with in the workplace.  How does 
the support you are providing compare?  Are you 
investing in the right relationships for your graduates?

 Information about the timing of students’ job search 
will help you to know when the right time is to target 

students for opportunities.

 This study provides valuable insight into which 
media and sources of information about employer 
opportunities graduates respond to best.  Take note 

of their preferences and ensure that the channels 
you are using tie in with what they use and, 

importantly, that you are not investing in media they 
pay very little attention to!

 Get a good feel for how students are making 
decisions and what it is they look for in a future 

employer – then check this against your EVP and 
what you are offering and communicating.  Are you 

providing them with information about what is most 
important to them?

 We have noted, over many years of benchmarking, 
that students on different campuses utilise different 

sources of information – find out from the Careers 
Service at your target institutions (if they have this 

information available) what their student preferences 
are and then build this into your strategy.  Marketing 

to students is not a one-size-fits-all exercise! 



Employers of Choice

The future

This chapter provides feedback on which employers graduates most aspire to 
work for – by industry.  

This chapter explores how graduates see their future – admittedly, they are still in what we refer to as the 
“honeymoon phase” of their employment when they answer these questions!  However, you might be 
surprised by how loyal they are and the extent to which they value job security.  

Here’s what you should be taking note of:

Have a read and look out for the following:

What insight can you gain into the potential retention of your graduates – what have they 
told us about their future plans and what might persuade them to stay with an employer?  
Can you match their aspirations?  Use this opportunity to have career conversations 
with them from early on in their employment and carry on with this throughout their 
employment with you.

How strong is the desire to work internationally and which are the most appealing 
regions?  Whilst not all employers are able to offer this opportunity, the online space we 
have learned to operate in may present opportunities for you to facilitate interactions with 
international customers, suppliers and networks – without having to relocate!  How can you 
create opportunities for young talent in your business to grow their international network 
and exposure?

In addition to the insights shared above, our 2021 
report also contains information about how Covid-19 is 
impacting graduates, their career choices and hopes and 
fears for the future.

Understanding your target market, their job-search 
behaviour and preferences will make all the difference to 
how you engage with them, going forward.  And here’s 
one final tip - a brilliant way to extend the benefits to 
be derived from this research is to present the findings 
to your most recent graduate hires and workshop their 
views and responses to the data – you will gain invaluable 
additional insights and ideas from them!

Understand who the employers of choice in your 
sector are – do some homework around what they 

offer (e.g. visit their website) and compare this 
to what you are offering.  What are the unique 

benefits you can offer that they might not be able 
to?

According to our graduates, what factors influence 
their ratings of aspirational employers – reputation, 

quality of training and development, appeal of 
brand, etc?  How does your brand stack up against 
these measures and are you clearly communicating 

enough about what graduates are telling us they 
want to know about potential employers?

Find out who had the best graduate recruitment 
literature, websites, online campaigns, and the 

highest profile on the various campuses.  Look at 
these websites and campaigns and figure out why 

they might be appealing to graduates.
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