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The Employability and Marketing 
strategy (2012-2016) sets the agenda 
for embedding employability into the 
Ulster student experience and provides 
a framework for the University’s 
domestic recruitment marketing. A 
wide range of internal and external 
stakeholders have been consulted in the 
development of this document, which 
gives focus to the work of Employability 
and Marketing for the next four years 
(see Appendix 1: Organisational 
Chart).  The success of the strategy 
will be achieved through its collective 
ownership and commitment to working 
in partnership with Faculties and other 
central departments.

The Strategy has been developed in an 
environment experiencing on-going and 
far reaching turbulence and change. 
These include, inter alia, the graduate 
employment market, differential 
tuition fees and funding regimes, the 
requirement for more information to be 
made available for applicants via the 
Key Information Set/Wider Information 
Set, greater encouragement for private 
HE providers, on-going review of UCAS 
admission process and removal of GB 
students from the Maximum Student 
Number (MaSN).

The Strategy is informed by, and 
complements, other related University 
strategies, viz. the Corporate Plan 
(2011/12 to 2015/16), the Teaching & 
Learning Strategy (2008/9-2012/13), 
the Internationalisation Strategy 
(2011/12-2015/16), the School 
and College Engagement Strategy 
(2011/12-2015/16), the Research 
and Innovation Strategy (2009-
2015), the Widening Participation 
Strategy (2009/10-2011/12) and the 
Collaborative Strategy. 

Executive Summary
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5.  To collaborate and work in 
partnership with faculties and 
departments to widen and 
strengthen engagement with 
industry and business locally, 
nationally and internationally to 
enhance student and graduate 
employability and promote Ulster’s 
portfolio of programmes.

6.  To develop effective and efficient 
information resources and 
systems to support the activities of 
Employability and Marketing.

7.  To invest in our ‘people capital’ 
by recruiting, supporting and 
developing staff to deliver a sector 
leading professional service.

(See Appendix 2: Goals and Aims)

The Employability and Marketing 
strategy (2012-2016) is intended to be 
dynamic in nature and evolve over time, 
thereby enabling Ulster to be responsive 
to an increasingly challenging operating 
environment. 

The vehicle for reporting the 
implementation of the Employability 
and Marketing strategy is via both the 
Teaching and Learning Committee 
and the Academic Development and 
Enhancement Committee.  As both 
of these committees report directly 
to Senate, this adds value to the 
process and provides a mechanism for 
assuring accountability. This reporting 
procedure is underpinned by a detailed 
performance/implementation plan with 
associated measures and corresponding 
risk register. 

Indicative performance 
measures for the Strategy:

• Increased visibility of employability 
as a core strategic objective of the 
University.

• Meeting or exceeding the HESA 
benchmark for graduate employability.

• Engagement of 50% of UG leavers with 
the Ulster EDGE Award.

• Achievement of recruitment targets 
within the Academic Plan.

• Enhanced engagement with and 
support for Schools & Colleges.

• Enhanced communication and 
partnership working between faculties 
and Employability and Marketing to 
achieve a co-ordinated and integrated 
recruitment and marketing service.

• By 2016 all undergraduate students 
will have the opportunity to undertake 
some form of work-based/work-related 
learning during their time at Ulster.

• Increased employer engagement 
to support student and graduate 
employability.

• Production of high quality hardcopy/
online publications and services 
to support both marketing and 
employability activity.

• External recognition as a provider of 
leading edge services.

Aims:
1.  To co-ordinate, develop and enhance 

strategic educational partnerships 
with schools and colleges in 
Northern Ireland, the Republic of 
Ireland and Great Britain.

2.   To develop, lead and co-ordinate the 
marketing of the portfolio of courses 
at Ulster to achieve the Academic 
Plan for the Domestic Market.

3.   To strategically support and 
enhance student and graduate 
employability delivered through the 
curriculum, co-curricular and extra-
curricular activities.

4.   To co-ordinate the development and 
enhancement of work-related and 
work-based learning opportunities 
for students and graduates.

 

Goals:
•  To be a sector leader in 

the provision and support 
for student and graduate 
employability. 

•  To strategically market 
Ulster’s course portfolio 
to make Ulster the 
‘University of Choice’.
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1.1 Context
In a relatively short period of time 
significant changes have occurred 
within both the graduate employment 
market and the higher education sector. 
In particular, the UK Government’s 
Higher Education White Paper ‘Students 
at the Heart of the System’ (June 2011), 
the Wilson Review ‘Business University 
Collaboration’ (February 2012) and 
DEL’s Higher Education Strategy for 
Northern Ireland ‘Graduating to Success’ 
(April 2012) will have a significant 
impact on the work of the Employability 
and Marketing department.

Employability is a key concern for 
stakeholders. Surveys of employers have 
continually identified that graduates’ 
employability skills are as equally 
important to their organisation as the 
specific occupational, technical or 
academic knowledge/skills associated 
with the graduate’s degree. The Higher 
Education Strategy for Northern Ireland 

Section 1: Employability

‘Graduating to Success’ highlights 
the need for institutions to ‘provide 
graduates with opportunities to 
develop a portfolio of skills, attributes 
and experiences that will set them 
apart in the world of employment’.  It 
further suggests that the portfolio 
of skills should include ‘personal 
development, creative thinking allied to 
enterprise and innovation, international 
mobility opportunities and embedding 
employability within the curriculum’ 

When graduates enter the labour 
market, businesses expect them to have 
the employability skills they require. 
CBI & UUK (April 2009) recommend 
that developing employability skills 
should be a core part of a student’s 
university experience. A key aspect 
of the Employability and Marketing 
strategy (2012-2016) will be to increase 
the visibility of employability as a core 
strategic objective of the University. 

1.2 Our 
Understanding of 
Employability
The University, in the development and 
delivery of its portfolio of programmes, 
has always sought to provide graduates 
with the knowledge, skills and 
confidence to take on challenging 
graduate-level jobs and/or further 
study, and then to contribute to the 
further development of their chosen 
profession. A key objective of the 
Corporate Plan (2011/12 - 2015/16) is 
‘to develop within all our programmes 
employability, including preparation 
for self-employment, and personal 
development opportunities to promote 
the attributes and qualities of the Ulster 
graduate’

The definition of employability, 
developed by HEFCE’s Enhancing 
Student Employability Co-ordination 
Team (ESECT), has been adopted by the 
University, viz ‘a set of achievements 
- skills, understandings and personal 
attributes that makes graduates more 
likely to gain employment and be 
successful in their chosen occupations, 
which benefits themselves, the 
workforce, the community and the 
economy’. This definition places 
employability at the heart of curriculum 
design and development.  

Employability is therefore not simply 
about getting a job but embraces the 
following four areas:

• the development of employability 
skills and attributes;

• the development of career planning 
and management skills;

• the development of a capacity of 
deep learning, reflection and action 
planning; and

• the development of a positive 
attitude towards and engagement 
with lifelong learning.

Employability is about how individuals 
engage with opportunities, reflect and 
articulate their skills and experiences 
and apply their personal and 
academic learning in work situations. 
It is important to remember that the 
University cannot make someone 
employable; only an individual can 
do that for himself or herself. The 
Employability and Marketing strategy 
(2012-2016) aims to support Ulster’s 
students and graduates by offering a 
range of employability development 
opportunities, both within and outside 
the formal curriculum.



6

1.3 Work Experience
At Ulster, the importance of providing 
opportunities for students to undertake 
work-based and work-related learning 
either as an integral part of their 
programme of study, as a coterminous 
award or as short-term placements, has 
long been recognised.

Research undertaken by the University, 
and nationally, has found that 
completing a placement year, on 
average, improves the final degree 
classification achieved by students. 
Graduates with placement experience 
are also more likely to be employed 
six months after graduating and 
in a graduate level job than their 
counterparts who have not undertaken 
placement. 

High Fliers research (January 2011), 
on graduate employment, shows 
that applicants who completed 
work experience with their employer 
fill a third of graduate vacancies. 
Significantly, the overwhelming majority 
of employers surveyed indicated that 
it was unlikely that students with no 
work experience would get a job offer 
from their organisations’ graduate 
programmes.

A key recommendation in the Higher 
Education Strategy for Northern 
Ireland is to ensure that all learners, 
undertaking a higher education course, 
are provided with the opportunity to 
avail of a work-related placement whilst 
completing their studies. The report 
recommends that this should be in 
place by 2020. 

In addition, the Strategy also recognises 
the importance of international 
experience in helping graduates 
broaden their horizons and enhance 
future employment. As a consequence, 
a further recommendation is for 
students to have ‘the opportunity to 
undertake an international mobility 
programme, whether through 
government-funded programmes or 
opportunities provided by individual 
institutions’.

The challenge for the University is to 
develop a wider range of placement 
models that are economically 
sustainable and have an international 
dimension. A key aim of the 
Employability and Marketing strategy 
(2012-2016) is to provide, by 2016, all 
undergraduates with the opportunity to 
undertake some form of work-based/
work-related learning during their time 
at Ulster.
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• involvement of employers 
in programme planning and 
revalidation 

• reference to and input from the 
Sector Skills Councils (SSCs)

• seeking employer views on new 
programme proposals through 
survey activity

• discussions with employers during 
placement visits

• use of Advisory Boards/Industrial 
Liaison Panels

• use of guest lecturers from industry, 
commerce and professional bodies; 
specialist input at programme level

• programme (re)accreditation by 
professional bodies

• Industry professionals from a 
wide range of disciplines visit the 
University to deliver master classes 
and workshops for students and 
staff 

The recently published Wilson Review 
(February 2012) identified a wide range 
of recommendations to further develop 
and enhance collaboration between 
business and universities. An integral 
part of the Employability and Marketing 
strategy (2012-16), in collaboration 
with faculties and other central 
departments, will be investigating ways 
to showcase current good practice and 
enhance closer links with business and 
industry. 

1.4 Engagement 
with Employers
The vision for the University of 
Ulster, as articulated in the Corporate 
Plan, is to be a ‘leading provider of 
professional education for professional 
life’.  In working towards this vision 
the University places a high value on 
partnerships and links with business, 
industry, and the public and not-for-
profit sectors.  All programmes have 
a strong vocational element and the 
majority offer a period of industrial 
or professional placement, preparing 
students for their working life.

Recognised locally and nationally as 
a provider of high quality professional 
education, the University of Ulster is 
fully engaged in responding to the 
knowledge and skills requirements 
of local employers through the 
development of ‘industry-ready’ 
graduates and potential employees. 
Employability & Marketing aims to 
be the principal point of contact 
for employers in the recruitment of 
students and graduates.

The University’s links with industry, 
commerce and the professions are 
varied and include University-level 
activities such as Knowledge Transfer 
Partnerships, the work of the Office 
of Innovation and Employability and 
Marketing. Links are also pursued at 
Faculty, School/Subject and Programme 
level.  Liaison is achieved by the 
following methods:
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2.1 Marketing in 
Higher Education – A 
Changing Landscape 
Unprecedented change in the sector 
has seen a corresponding growth in 
the influence of university marketing 
departments. Marketing now plays a 
more strategic role than ever in the 
management of universities; informing 
business decision-making processes, 
pricing, delivery methods and new 
course development.  
 
Marketing is not the role of a single 
department.  At Ulster it is structured 
at several levels and is supported 
by a number of functions.  High-
level corporate marketing maintains 
awareness of the institution and ensures 
brand messages are communicated 
to a wide range of stakeholder groups. 
Media/Public relations support this 
messaging through positive media 
coverage and through limiting negative 
publicity. Corporate communications 
and media/public relations form 

Section 2: Marketing

the foundation for targeted student 
marketing aimed at raising awareness, 
and encouraging applications, across 
both domestic and international 
markets.  Faculties augment this 
student marketing with subject-specific 
messaging and knowledge.  As a 
university, a wide range of messages is 
sent across many channels to a diverse 
range of audiences.  Coordination of 
marketing across these functions is 
required to ensure the presentation of a 
coherent brand to the market.  

2.2 Competition 
a. A competitive Northern 

Ireland Market Place 

Ulster competes in a local, national 
and international higher education 
marketplace.  Locally the main direct 
competitor competitors are QUB and 
the Open University with indirect 
competition from a number of Further 
Education colleges and institutions in 
the Republic of Ireland.  GB institutions 
are also a major draw for local students, 
some determined to leave NI and others 
reluctant but who cannot find a place 
locally.  Around a third of Northern 
Ireland students study at Ulster, a third 
at QUB and the remainder in GB.  

Comparatively low fees, for local 
students remaining in the region to 
study, may result in sustained demand.  
However, this demand may be offset by 
a demographic decline of the target 18-
20 year old target market.  By 2020 it is 
expected that there will be 18% fewer 
of this age group in Northern Ireland, 
effectively reducing the available pool 
from which to recruit. 

Competition for Non-MaSN students has 
grown as economic pressures reduce 
student demand.  Traditional providers, 
private companies, FE and distance 
learning providers are all competing for 
a smaller local market. 

Ulster and QUB face increased 
competition from mainland European 
universities that are now aggressively 
targeting Northern Ireland schools and 
can offer tuition fees as low as c. €1700 
per annum, a lower cost of living than 
the UK and the excitement of a new 
cultural experience. 

b. A crowded GB market 
place  

In late 2011 local government made 
the decision that GB students would 
not count towards MaSN. Ulster is 
now competing in a crowded GB 
marketplace primarily on price (Ulster’s 
fees are 1/3 less than the GB average). 
Significant effort is required to raise 
Ulster’s profile in what is essentially a 
new market. Ulster will not compete 
on price alone but will build on its 
reputation and brand in order to 
increase recruitment from this target 
market. Partnership working with 
QA Business School will be a vital 
component of delivering a successful 
GB marketing strategy. 
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2.2 Branding – 
Developing a Student 
Marketing Brand 
Brand is commonly perceived as the 
visual representation of an organization 
–the logo, corporate identity or 
advertising. It is more than that; it is 
confidence, passion, belonging, action, 
security and a unique set of values.  It 
is everything that we show, do and 
say that impacts on what people think 
and feel about Ulster.  To build on our 
corporate brand we need to articulate 
a complementary student marketing 
brand with core messages, styling and 
imagery. 

A key objective of the Employability and 
Marketing strategy (2012-2016) is to 
build a strong student marketing brand 
in Northern Ireland, ROI and GB for all 
courses (undergraduate, postgraduate, 
e-learning and short-courses). Ulster’s 
student marketing brand will take 
cognisance of and build on the 
corporate brand and be developed in 
partnership with faculties over a 12-18 
month period. Ensuring consistency in 
the marketing approach will help to 
raise the profile of Ulster’s portfolio of 
programmes. A new ‘look and feel’ will 
be adopted for a period of 3-5 years to 
ensure that it has time to be embedded 
both internally and externally. 

2.3 Customer 
Relationship 
Management – 
Putting the ‘Customer’ 
at the Centre 
Developing a better understanding of 
our potential ‘customer’ and building 
relationships with them is essential 
if they are to select Ulster as their 
university of choice. 

Employability and Marketing, in 
collaboration with Educational 
Partnerships and International Affairs, 
has developed a new Schools and 
Colleges Engagement strategy. The aim 
of the Strategy is ‘to coordinate, develop 
and enhance strategic educational 
partnerships with schools and colleges 
in Northern Ireland, the Republic of 
Ireland and Great Britain’.  This aim has 
been integrated into the Employability 
and Marketing strategy (2012-2016).

The development of a university-wide 
Customer Relationship Management 
(CRM) will be a key outcome of the 
School and College Engagement 
strategy and will improve the 
management, monitoring, reporting, 
tracking and co-ordination of all school 
and college engagement activities. 
E-marketing will also be delivered via 
the School and College Engagement 
System. 

The Strategy also aims to ensure that 
prospective students in Northern Ireland 
have suitable information, advice and 
guidance to make informed choices 
about their future when researching 
and choosing their higher education 
options. The Higher Education Strategy 
for Northern Ireland notes ‘for all 
prospective learners the selection of 
institution and specific course is critical. 
It can affect career choices and potential 
employability’.

Whilst DEL’s Career Service has 
statutory responsibility for this function, 
the University, led by Employability and 
Marketing, now has the pivotal role 
of providing this service to pre-entry 
students and their teachers and parents 
on behalf of the University. 
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2.4 Digital Marketing 
– Delivering Customer 
Engagement 
With the growth of web-based 
technologies, Ulster must begin to more 
effectively engage with its customers 
online. The Study at Ulster pages have 
been developed (www.ulster.ac.uk/
study) and a full digital marketing plan 
is a key component of the Employability 
and Marketing strategy (2012-2016). 

Digital marketing activities will 
include email marketing, search 
engine optimisation, directories and 
listings, social media marketing, online 
advertising, apps/games, online PR.  
Research and strong branding will 
underpin digital marketing. Content for 
digital media will be rich and engaging 
for our potential customers. 

2.5 Working in 
Partnership – 
Integrated Marketing 
with Faculties 
Employability and Marketing will 
provide faculties with a centralised 
marketing service as well as bespoke 
marketing support.  This tailored 
approach will be formally recognised in 
an annual partnership agreement with 
each faculty. 

Partnership working is essential in order 
to achieve an integrated and consistent 
approach to marketing. Employability 
and Marketing will develop university 
marketing campaigns and work with 
faculties to ensure that these are 
implemented effectively. 

2.6 Delivering Results 
– Ensuring Marketing 
Works  
It is essential that Employability and 
Marketing deliver results and a return 
on investment. Budgets are increasingly 
pressed and we must ensure that 
money is invested wisely to deliver 
a return. Evaluation of marketing 
activity will be carried out at every 
stage through rigorous performance 
management. A suite of innovative 
marketing activities is detailed within 
the Employability and Marketing 
strategy (2012-2016) that aim to raise 
the profile of studying at Ulster. 
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Section 3   Our Aims

3.1 Our Aim:

To co-ordinate, develop 
and enhance strategic 
educational partnerships 
with schools and colleges 
in Northern Ireland, the 
Republic of Ireland and 
Great Britain.

What We Will Achieve:

• The Academic Plan for 
MaSN and GB recruitment.

• Enhanced engagement 
with and support for 
Schools & Colleges.

• Improved online 
interactive resources 
to support prospective 
students in making 
informed course choices.

Key Supporting Objectives:

• To work collaboratively with key 
influencers, including; careers 
teachers, principals, Area Learning 
Communities, parents, local 
government and community-
based agencies and educational 
organisations to facilitate student 
recruitment and relationship 
development.

• To provide information, advice and 
guidance to support prospective 
students in making informed 
decisions about their choice of 
higher education course and to 
encourage them to make Ulster their 
“institution of first choice”

• To develop and implement an 
engagement plan for the GB market.

• To work with faculties and the 
Collaborative Partnership Forum 
to develop and implement an 
engagement plan for the FE sector, 
including the promotion of specific 
progression routes for students on 
collaborative programmes.

• To develop a Customer Relationship 
Management system for all 
school and college engagements 
to facilitate the, monitoring, 
evaluation and development of 
these partnerships both by central 
departments and faculties.

Key Risks:

• Changes to the fees regime and 
higher education policy contexts.

• Demographic downturn in Northern 
Ireland.

• Failure to centrally co-ordinate 
engagement with School and 
Colleges resulting in resources not 
being used effectively.

• Increased competition.
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3.2 Our Aim:

To develop, lead and co-
ordinate the marketing 
of the portfolio of courses 
at Ulster to achieve the 
Academic Plan for the 
Domestic Market.

What We Will Achieve:

• Recruitment targets within 
the Academic Plan.

• The development and roll 
out of a student marketing 
‘brand’.

• Increased awareness in 
target markets of Ulster’s 
portfolio of programmes.

• Enhance communication 
and partnership working 
between faculties and 
Employability and 
Marketing to achieve 
a co-ordinated and 
integrated recruitment 
and marketing service.

Key Supporting Objectives:

• To create, manage and deliver 
targeted domestic recruitment 
campaigns in support of the 
University’s strategic priorities.

• To provide faculties with high quality 
consulting and support in marketing 
their portfolios of programmes to 
the domestic market.

• To develop and deliver segmented 
recruitment marketing plans for the 
Non- MaSN & MaSN markets.

• To develop and manage a specific 
North West plan, in conjunction 
with faculties, for the marketing and 
recruitment of prioritised (STEM) and 
economically relevant courses at the 
Magee campus.

• To support faculties in identifying 
course recruitment issues and 
developing and implementing pro-
active marketing plans/solutions.

• To develop and manage a course 
advertising service for faculties.

• To undertake research into and 
implement innovative marketing 
practices and initiatives.

Key Risks:

• Impact of changes in the HE funding 
model.

• Failure to adapt, exploit and 
optimise on a diverse range of 
market opportunities responsive to 
student and employer demand.

• Failure to anticipate future growth 
(and decline) sectors and match 
University course provision to these.

• Inflexible, inappropriate and 
unattractive programme provision.



13

3.3 Our Aim:

To strategically support 
and enhance student and 
graduate employability 
delivered through the 
curriculum, co-curricular and 
extra-curricular activities.

What We Will Achieve:

• Increased visibility of 
employability as a core 
strategic objective of the 
University.

• Meeting or exceeding 
the HESA benchmark for 
graduate employability.

• Increased percentage of 
students gaining graduate 
level jobs.

• Engagement of 50% of 
undergraduate leavers 
with the Ulster EDGE 
Award.

Key Supporting Objectives:

• To support faculties in developing 
student/graduate employability.

• To develop, deliver and strategically 
manage co-curricular and 
extra –curricular employability 
programmes and initiatives.

• To develop, deliver and strategically 
manage assessed employability 
programmes and initiatives.

• To provide impartial information, 
advice and guidance to Ulster 
students and graduates. 

• To support PDP and its link to 
employability.

• To provide bespoke employability 
resources and support for 
international students. 

• To provide bespoke employability 
resources and support for graduates 
for up to 3 years post-graduation.

• To provide bespoke employability 
resources and support for PhD 
students.

• To work in partnership with Staff 
Development to deliver professional 
career enhancement sessions to 
contract research staff.

• To review the effective use of 
technology to support the delivery of 
employability initiatives.

• To undertake research and share 
innovative employability practices 
and initiatives.

Key Risks:

• Continued depressed graduate 
employment market.

• Poor KIS information relating to 
graduate employment outcomes.

• Adverse impact of graduates having 
limited information for inclusion in 
6.1 of their HEAR. 

• Poor engagement by Students’ 
Union.
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3.4 Our Aim:

To co-ordinate the 
development and 
enhancement of work-
related and work-based 
learning opportunities for 
students and graduates.

What We Will Achieve:

• By 2016 all undergraduate 
students will have the 
opportunity to undertake 
some form of work-based/
work-related learning 
during their time at Ulster.

• Increased awareness 
of the value of work 
experience among the 
student body. 

• Enhanced level of 
engagement with 
placement partners.

Key Supporting Objectives:

• To keep under review and make 
recommendations to the University, 
on developments in work-based and 
placement learning.

• To provide support and consultancy 
to faculties for work-based and 
placement learning.

• To collaborate with faculties and 
departments to monitor and 
promote a range of options for work-
based and placement learning.

• To contribute to raising the profile of 
international experience and cultural 
exchange among Ulster students.

• To develop and implement models 
that enable student engagement 
with a range of work experience 
options.

• To showcase and highlight 
engagement with placement 
partners.

• To support and enhance graduate 
employability by developing and 
supporting graduate internships 
schemes.

Key Risks:

• Reduced opportunities for work-
based and work-related learning, 
resulting in a negative impact 
on academic performance and 
increased difficulty in graduates 
securing graduate level employment 
six months after leaving.

• Reputational damage with 
placement partners.

• Insular student perspectives and 
aspirations.
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3.5 Our Aim:

To collaborate with faculties 
and departments to widen 
and strengthen engagement 
with industry and business 
locally, nationally and 
internationally to enhance 
student and graduate 
employability and promote 
Ulster’s portfolio of 
programmes.

What We Will Achieve:

• Increased employer 
engagement to support 
student and graduate 
employability.

• Enhanced awareness 
among employers of 
Ulster’s portfolio of 
programmes.

• Graduate recruiters 
attending campus 
events and providing 
employment 
opportunities for Ulster 
students and graduates.

Key Supporting Objectives:

• To build strategic contacts with 
new and existing placement and 
graduate recruiters through active 
engagement with individual 
employers, professional associations, 
employer bodies and government 
agencies.

• To develop and implement a co-
ordinated engagement plan for 
employers attendance at key events.

• To promote Ulster as a source of 
high quality placement student and 
graduate employees. 

• To promote and market Ulster’s 
portfolio of programmes to 
employers.

• To evaluate and expand sources 
of income and support from 
businesses and industry to enhance 
the activities of Employability & 
Marketing. 

Key Risks:

• Downturn in the economy.
• Failure to research and match 

University course provision to 
employer and regional skills 
shortages and needs.
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3.6 Our Aim:

To develop effective and 
efficient information 
resources and systems 
to support the activities 
of Employability and 
Marketing.

What We Will Achieve:

• Production of high quality 
publications to support    
both marketing and 
employability activity.

• Enhanced online systems 
to support student/ 
graduate employability 
and student marketing.

• Effective analysis and 
reporting of market 
intelligence data to inform 
student recruitment.

• Greater use of DLHE 
statistics to inform faculty 
employability action 
plans.

Key Supporting Objectives:

• To plan, develop and produce 
employability and recruitment 
publications for Ulster’s target 
markets.

• To develop online and multi-
media resources for marketing and 
employability purposes.

• To develop and maintain a 
range of technically mediated 
services to support the activities 
of Employability and Marketing 
including KIS and HEAR.

• To develop and enhance a 
comprehensive web presence 
segmented by audience.

• To provide market intelligence 
to assist with the profiling and 
targeting of Ulster’s markets.

• To manage the completion and 
dissemination of the annual 
Destination of Leavers from Higher 
Education (DLHE) survey.

• To promote the activities of 
Employability and Marketing to 
internal and external audiences.

• To manage the quality assurance 
of the work of Employability and 
Marketing.

Key Risks:

• Failure to provide accurate, reliable, 
relevant and accessible information 
to meet the needs of stakeholders.

• Inadequate/ineffective provision of 
standard information (KIS/WIS).

• Poor articulation and presentation 
of the Ulster brand to our target 
audiences.

• Insufficient resources being directed 
to online system, particularly the 
web, resulting in reduced demand 
for Ulster programmes.
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3.7 Our Aim:

To invest in our ‘people 
capital’ by recruiting, 
supporting and developing 
staff to deliver a sector 
leading professional service.

What We Will Achieve:

• The national Matrix 
standard.

• Strategically aligned 
capability development 
plans at departmental and 
personal/individual level.

• External recognition, with 
at least two awards, as a 
provider of leading edge 
services.

Key Supporting Objectives:

• To enable and support staff to 
invest and participate in their 
own Continuous Professional 
Development, CPD.

• To provide opportunities to 
undertake research, deliver papers 
at various conferences/events to 
highlight and share best practice.

Key Risks:

• Failure to secure the necessary 
quality and level of staff resource 
to successfully implement 
Employability and Marketing strategy 
and associated strategies.

• Inadequate staff development and 
CPD.  Not achieving the national 
Matrix standard.

• Achievement of the national Matrix 
standard.

• Failure to strategically aligned 
capability development plans 
at departmental and personal/
individual
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Employability & Marketing Organisational Chart

Appendix 1

PVC Teaching & Learning

Director of Employability and Marketing

Career 
Development Unit

Employability 
Unit

Work Experience 
Development Unit

School and College 
Engagement Unit

Marketing 
Unit

Head of Employability Head of Marketing

Public Information & Publications Unit
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Appendix 2
Goals
To be a sector leader in 
the provision and support 
for student and graduate 
employability.

To strategically market 
Ulster’s course portfolio to 
make Ulster the ‘University 
of Choice’.

Aims
To co-ordinate, develop 
and enhance strategic 
educational partnerships 
with schools and colleges 
in Northern Ireland, the 
Republic of Ireland and 
Great Britain.

Supporting 
Aims

To develop, lead and co-
ordinate the marketing 
of the portfolio of courses 
at Ulster to achieve the 
Academic Plan for the 
Domestic Market.

To strategically support 
and enhance student and 
graduate employability 
delivered through the 
curriculum, co-curricular 
and extra-curricular 
activities.

To co-ordinate the 
development and 
enhancement of work-
related and work-based 
learning opportunities for 
students and graduates.
 

To collaborate and 
work in partnership 
with faculties and 
departments to 
widen and strengthen 
engagement with 
industry and business 
locally, nationally 
and internationally to 
enhance student and 
graduate employability 
and promote Ulster’s 
portfolio of programmes.

To develop effective and 
efficient information 
resources and systems 
to support the activities 
of Employability and 
Marketing.

To invest in our ‘people 
capital’ by recruiting, 
supporting and 
developing staff to 
deliver a sector leading 
professional service.

Employability and Marketing Goals and Aims
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Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To work collaboratively with 
key influencers, including; 
careers teachers, principals, 
Area Learning Communities, 
parents, local government and 
community-based agencies 
and educational organisations 
to facilitate student 
recruitment and relationship 
development.

i. To develop and deliver a series of 
engagement events for and with key 
stakeholders. 

Head of 
Marketing 

•  Principal/Schools Careers Advisers Conference Spring 2013.
•  Establishment of a careers teachers’ forum.
•  Delivery of schools road show via Area Learning Partnerships and 

Business Education Partnerships.
•  Contribute to the S&CE Strategy Objectives 1 & 3

ii.To develop a university wide online 
schools/colleges engagement 
newsletter. 

Head of 
Marketing

•  Newsletter produced and circulated to schools/colleges on a regular 
basis.

•  Contribute to the S&CE Strategy 

b)  To provide information, advice 
and guidance to support 
prospective students in making 
informed decisions about their 
choice of higher education 
course  and to encourage them 
to make Ulster their “institution 
of first choice” i. To review the 
Schools/College engagement 
strategy in light of Danske Bank 
Sponsorship.

i. To review the Schools/College 
engagement strategy in light of 
Danske Bank Sponsorship.

Head of 
Marketing

•  Meeting the requirements of sponsorship contract.
•  Development of partnership with Danske Bank. 

ii.To develop and implement 
schools roadshow events to engage 
with Year 13 students in Northern 
Ireland. 

Head of 
Marketing

•  Number of events.
•  Number of schools engaged.
•  Customer satisfaction.
•  Contribute to the S&CE Strategy Objective 3

iii.To develop a suite of online 
interactive teaching materials, 
presentations and resources 
to support teachers and help 
prospective students select Ulster as 
their university of choice.

Head of 
Marketing 

Enhanced outreach with schools/colleges
•  Suite of materials developed.
•  Successful uptake/usage of materials including careers lesson plans.
•  Positive customer feedback. 
•  Contribute to the S&CE Strategy Objective 3

iv.To develop a suite of online 
interactive support material for 
parents on the Study at Ulster 
pages.

Head of 
Marketing

•  Suite of interactive materials/presentations developed. 
•  Successful uptake/usage of materials. 
•  Positive User Feedback.
•  Contribute to the S&CE Strategy Objective 1

Appendix 3 Employability and Marketing Annual Plan 2012/13



21

c)  To develop and implement an 
engagement plan for the GB 
market.

i.To develop a marketing and 
communications plan for GB Market 
to achieve non-MaSN target. 

Head of 
Marketing

•  Development, implementation and evaluation of GB marketing plan. 
•  Support given to faculties to achieve Academic Plan for GB 

recruitment.
•  Attendance at GB Fairs.
•  Cultivation event for GB students as part of Open Days.

ii. To work in collaboration with 
QABS to develop, implement and 
review a joint marketing strategy for 
GB Market. 

Director of 
Employability & 
Marketing

•  Increased recruitment of students from GB market. 

d)  To work with faculties and 
the Collaborative Partnership 
Forum to develop and 
implement an engagement 
plan for the FE sector, including 
the promotion of specific 
progression routes for students 
on collaborative programmes.

i.To develop and implement an 
engagement plan for the FE Sector 
to increase recruitment. 

Head of 
Marketing

•  Development, implementation and evaluation of plan. 
•  Increase in recruitment from FE Sector.
•  Contribute to the S&CE Strategy Objective 4

ii.To develop the Study at Ulster 
website for prospective students 
and lecturers from FE Colleges. 

Head of 
Marketing

•  Progression routes listed.
•  Case studies developed. 
•  Contribute to the S&CE Strategy Objectives 3 & 4

e)  To develop a Customer 
Relationship Management 
system, in collaboration with 
Educational Partnerships 
and International Affairs, 
for all school and college 
engagements to facilitate 
the, monitoring, evaluation 
and development of these 
partnerships both by central 
departments and faculties.

i. To develop an on-line University-
wide, comprehensive School /
College Engagement System. 

Director of 
Employability & 
Marketing/EPIA 

Contribute to the S&CE Strategy Objective 5. The School & College 
Engagement System will have the following deliverables:
•  Show school/departments engagement activity across all faculties 

and departments in the University.
•  Profile engagement with individual schools, by type, location etc.
•  Deliver targeted messages and reports.

ii.To develop and strategically 
manage all MASN and non-MASN 
enquiry information

Head of 
Marketing

•  Develop a mechanism to capture all MASN and non-MASN enquirers.
•  Develop and deliver a communications plans for prospective students.
•  Number of enquirers details on the system.
•  Number of communications sent.
•  Evaluation of communications.
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Strategic Objective 2: 
To develop, lead and co-ordinate the marketing of the portfolio of courses at Ulster to achieve the Academic Plan for the Domestic Market.

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a) To create, manage and deliver 
targeted domestic recruitment 
campaigns in support of the 
University’s strategic priorities.

i.  To develop and implement 
an overall marketing and 
communications plan to achieve 
the academic plan for UG and PG  
study for the domestic market. 

Head of 
Marketing

•  Development, implementation and evaluation of plan.
•  Communications plan for MaSN.
•  Communications plan for non-MaSN. 

ii.  To develop and implement a 
‘brand’ look and feel for student 
domestic marketing.

Head of 
Marketing

•  Development and implementation of brand look and feel  
•  Consistency of Student Marketing Publications   
•  Feedback on marketing activity  
•  Increased profile and awareness of student marketing

iii.  To develop and implement 
a campaign specifically for PG 
growth. 

Head of 
Marketing

•  Campaign implemented, measured and evaluated. 
•  Increase in applications for PG study. 

b)  To provide faculties with high 
quality consulting and support 
in marketing their portfolios of 
programmes to the domestic 
market.

i.  To develop a partnership 
agreements with all faculties 
to assist recruitment from the 
domestic market. 

Head of 
Marketing

•  Development of a template partnership agreement.
•  Meetings held with all faculties to:     
Develop an engagement plan.    
Carry out a needs analysis.    
Develop a bespoke plan/activities tailored to the needs of a faculty. 

ii.  To develop and provide 
marketing training for faculty 
marketing co-ordinators.

Head of 
Marketing/Staff 
Development.

•  Number of sessions delivered.  
•  Enhanced marketing knowledge across Ulster. 

c)  To develop and deliver 
segmented recruitment marketing 
plans for the Non-MaSN & MaSN 
markets.

i.  To support faculties with their 
marketing requirements.

Head of 
Marketing

•  Attendance at and input to faculty marketing sub-committees.  
•  Strategic support provided to faculties (via partnership agreements) 

to develop and implement faculty marketing plans  
•  Provide faculties with relevant marketing intelligence reports on 

recruitment trends.   
•  Development of bespoke market intelligence reports for faculties (as 

required).   
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ii.  To raise awareness of and 
encourage applications for PG 
course amongst UG students at 
Ulster.

Head of 
Marketing

•  Increase percentage of Ulster’s UG students currently undertaking 
further study from the current level of 5% - DLHE 2010/11. (UK 
national average 14%).  

•  A series of marketing events, aimed at final year students, organised 
to increase profile of PG Study. 

iii.  To raise awareness of PG PT 
Courses across Northern Ireland.

Head of 
Marketing

•  Increase profile of PG PT Study at Ulster across NI.  
•  Targeted marketing in specific geographic areas to increase uptake of 

PG PT study.

iv.  To develop online interactive 
materials to raise awareness and 
increase applications to UG PT & PG 
study.

Head of 
Marketing

•  Develop various video case studies of PT learners with emphasis on 
non-traditional learner.  

•  Enhancement to the Study at Ulster website.

d)  To develop and manage a 
specific North West plan, in 
conjunction with faculties, for the 
marketing and recruitment of 
prioritised courses at the Magee 
campus.

i.  To develop and implement a plan 
for NW to cover all MaSN and Non-
MaSN Activity.

Head of 
Marketing

•  Plan produced and implemented.  
•  Delivery of bespoke activities to suit the needs of NW.  
•  Increase in recruitment to MASN and non-MASN courses in the NW. 

e)  To support faculties in 
identifying course recruitment 
issues and developing and 
implementing pro-active 
marketing plans/solutions.

i.To work with faculties (via 
partnership agreements) to identify 
priority MaSN (UG FT) courses and 
increase percentage CF/CI within 
UCAS.   

Head of 
Marketing

•  Identification of courses.  
•  Action plans developed and implemented.  
•  Increase in applications to underperforming courses. 

ii.  To work with faculties to identify 
priority non-MASN (PG PT/FT) 
course and develop action plan/s to 
increase enquiries and applications 
to these courses.

Head of 
Marketing

•  Identification of courses.  
•  Action plans developed and implemented.  
•  Increase in applications to underperforming courses.
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f )  To develop and manage a 
course advertising service for 
faculties.

i.  To provide advice and guidance 
to faculties on best use of their 
marketing spend to advertise MASN 
and non-MASN courses both online 
and offline. 

Head of 
Marketing

•  Faculties advised on planning course marketing spend.  
•  Development of guidance notes and procedures to support faculties 

to effectively advertise online.

g)  To undertake research into and 
implement innovative marketing 
practices and initiatives.

ii.  To develop and implement a 
digital marketing plan to assist 
MaSN and non-MaSN recruitment.  

Head of 
Marketing

•  Development and implementation of digital marketing plan.  
•  Engagement with prospective UG and PG students.
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Strategic Aim 3:  
To strategically support and enhance student and graduate employability 
delivered through the curriculum, co-curricular and extra-curricular activities.

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To support faculties in 
developing student/graduate 
employability.

i.To develop and offer briefings 
to academic staff on embedding 
employability into the curriculum.

Head of 
Employability 

•  Number of training seminars offered / carried out.
•  Positive feedback from staff. 

ii.To agree and successfully 
implement an annual Employability 
Partnership Agreement with 
Schools/Departments across the 
University.

Head of 
Employability

•  Partnership agreed and implemented with all Schools/Departments.
•  Positive feedback from Schools/Departments

iii.To develop and roll out a new 
second year Graduate Employability 
Skills module as part of a  Business 
Studies programme at the 
Jordanstown ,London & Birmingham 
campuses.

Head of 
Employability/
UBS

•  Module successfully delivered to over 300 second year students.
•  Positive feedback from students and staff.

iv.To develop and offer training to 
academic in the use of EDORT as a 
tool for (re) validation.

Head of 
Employability 

•  Scheduled training for staff using EDORT.
•  Positive feedback from Faculty. Programmes.

v.To produce and publish a quarterly 
online Employability newsletter for 
University staff.

Head of 
Employability

•  Publication of quarterly newsletter.
•  Positive feedback from staff.
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b)  To develop, deliver and 
strategically manage co-
curricular and extra –curricular 
employability programmes and 
initiatives.

i.To develop and deliver an 
‘Employability Skills’ activity for 
inclusion in the Ulster EDGE award.

Head of 
Employability

•  Development and delivery of ‘Employability Skills’ activity.

ii.To work collaboratively with 
academic staff to encourage 
student engagement in the Ulster 
EDGE Award and to support the 
development and validation of 
new EDGE activities for Schools / 
Faculties.

Head of 
Employability

•  Number of activities developed with academics.
•  Number of students registered on Edge Award.

iii.To manage the awarding of the 
EDGE Award to a pilot cohort of 
students in July 2013.

Head of 
Employability 

•  Awards ceremony for EDGE Award July 2013
•  Associated PR coverage.

c)  To develop, deliver and 
strategically manage assessed 
employability programmes and 
initiatives.

i.To continue to expand the 
number of students registered on 
employability modules within the 
CPPD framework.

Head of 
Employability

•  Over 2000 students successfully completing employability modules.

ii.To build on the research carried out 
on evaluation methodology for CDL 
and pilot new evaluation techniques 
within the CDL framework.

Head of 
Employability

•  Development and implementation of at least two new evaluation 
techniques for Career development Learning.

iiiTo review and enhance the quality 
assurance process for accredited 
CPPD modules.

Head of 
Employability

•  Adhere to the University assessment practices and meeting standard 
of external examiner.
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d)  To provide impartial 
information, advice and 
guidance to Ulster students and 
graduates. 

i.To centralise all guidance requests 
and appointments using Careers 
Connect system and develop 
guidelines for the Information team.

Head of 
Employability

•  Enhanced online system to support staff and student support  

ii. To develop an interactive online 
development area for guidance 
case-studies / discussions relating to 
best practice.

Head of 
Employability 

•  Online area developed and actively used by CDCs. 

iii. To review, develop and publish 
CDC publications in an online virtual 
library and make available on the 
CDC website.

Head of 
Employability

•  Display of high quality materials to support students.

iv.To undertake a detailed review of 
all online and hardcopy information 
room resources and make 
recommendations. 

Head of 
Employability

•  Enhanced information resources with budget efficiencies gained.

v.To produce and publish a quarterly 
online CDC newsletter for students.

Head of 
Employability

•  Increased awareness by students of the services on offer.

e)  To support PDP and its link to 
employability. 

i.To review PDP policy in the light 
of new initiatives, KIS, HEAR, 
Employability etc. 

Director of 
Employability & 
Marketing/PDP 
Working Group

•  Establishment of PDP Working Group reporting to Employability Sub-
committee.

•  Review of University and Faculty policies on PDP.

ii.To develop the ‘My Development’ 
tab of the PACE system

Director of 
Employability & 
Marketing/PDP 
Working Group

•  Additional resources added to the ‘My Development’ section of PACE
•  Enhancements to the Studies Advice functionality.

iii.To support the work of placement 
via the PDP

Director of 
Employability & 
Marketing/PDP 
Working Group

•  Guidelines on how to use PACE for placement purposes.
•  Additional resources developed and added to the “My Placement ‘tab.
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f )  To provide bespoke 
employability resources and 
support for international 
students. 

i.To undertake research into the 
career management needs of 
international students.

Head of 
Employability

•  Better understanding of career management needs of international 
students.

•  Recommendation for enhanced engagement.

ii.To revise and update online 
and paper based materials for 
International Students. 

Head of 
Employability

•  Enhanced support to international students.

iii.To produce promotional video 
clips highlighting employability of 
international students.

Head of 
Employability

•  Enhanced strand of the CDC website.

g)  To provide bespoke 
employability resources and 
support for graduates for up to 
3 years post-graduation.

i.To review usage of, and update 
materials on the Careers 4 
Graduates website.

Head of 
Employability

•  Increased numbers of Ulster graduates using the website.

ii.To pilot a winter ‘boot camp’ for 
2012 unemployed graduates.

Head of 
Employability

•  Increased numbers of graduates successfully securing employment.

h)  To provide bespoke 
employability resources and 
support for PhD students.

iTo review the provision and update 
materials, both hardcopy and 
online, to support  PhD students’ 
career development.

Head of 
Employability

•  Evaluation report on provision and materials updated to support PhD 
students.

i)  To work in partnership 
with Staff Development to 
deliver professional career 
enhancement sessions to 
contract research staff.

i.To undertake a survey with contract 
research staff to identify career 
management support areas.

Head of 
Employability

•  Enhanced communication and partnership working between CRS and 
E&M to achieve a co-ordinated service.
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j)  To review the effective use 
of technology to support 
the delivery of employability 
initiatives.

i.To explore BBLearn as a means of 
assessment and feedback for Career 
Development Learning activities.

Head of 
Employability

•  Greater use of BBLearn to support teaching and assessment.

ii. To review engagement of ‘PACE’ 
with staff and students in relation to 
delivery of CDL programmes.

Head of 
Employability

•  Greater use of PACE to support teaching and assessment. 

iii.To increase engagement with 
and use of ‘Careers Connect’ by 
employers.

Head of 
Employability

•  Greater number of vacancies (graduate & work experience) promoted 
through ‘Careers Connect’ and increased student registration.

k) To undertake research and 
share innovative employability 
practices and initiatives.

i.To host an employability best 
practice event.

Head of 
Employability

•  Production of a high quality event to support employability activity 
dissemination.

ii.To produce a set of Career 
Development Learning Case-Studies.

Head of 
Employability

•  Production of high quality CDL Case-Studies to enhance engagement 
with academic staff.

iii.To carry out a CHEP project 
into the development of Learner 
Engagement Cards for the 
Assessment and Feedback of 
Graduate Attributes.

Head of 
Employability 

•  Development of Learner Engagement Cards to support assessment 
and feedback of graduate attributes.
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Strategic Aim 4: 
To co-ordinate the development and enhancement of work-related and work-based learning opportunities for students and graduates.

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To keep under review and 
make recommendations to the 
University, on developments 
in work-based and placement 
learning.

i.To develop and disseminate 
guidelines for an assessment 
schema for placement and a guide 
of good practice.

Director of 
Employability 
& Marketing /
Employability 
Sub-Committee

•  Presentation of generic placement learning outcomes and update to 
University Assessment Handbook.

b)  To provide support and 
consultancy to faculties for 
work-based and placement 
learning.

i. To deliver a series of training/
information events for University 
placement staff.

Director of 
Employability & 
Marketing

•  Numbers of staff attending.
•  Positive feedback from placement staff.

c)  To collaborate with faculties 
and departments to monitor 
and promote a range of options 
for work-based and placement 
learning.

i. To co-ordinate delivery of a 
successful Work Experience Week 
2013.

Director of 
Employability & 
Marketing

•  Feedback and record of attendance at campus presentations / 
workshops.

ii.  To produce a programme of 
open workshops to promote work 
experience/placement for students 
on all campuses.

Director of 
Employability & 
Marketing

•  Feedback and record of attendance at campus presentations / 
workshops.

d)  To contribute to raising 
the profile of international 
experience and cultural 
exchange among Ulster 
students.

i. To enhance the presence of 
international opportunity on CDC 
Web.

Director of 
Employability & 
Marketing

•  Showcased international experience of Ulster students.

ii.  To expand collaboration 
with external partners offering 
international experience.

Director of 
Employability & 
Marketing

•  Feedback reports on targeted visit and/or engagement with 3 new 
providers.

iii.  To organise and co-ordinate the 
Study USA (SUSA) Programme.

Director of 
Employability & 
Marketing

•  Numbers of Ulster students taking part.•Positive stakeholder feedback 
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e)  To develop and implement 
models that enable student 
engagement with a range of 
work experience options.

i. To establish an online Work and 
Learn iLINK to support on campus 
recruitment of students.

Director of 
Employability & 
Marketing

•  Hardcopy and online promotional materials.  
•  Documented number of registered students / advertised vacancies.

ii.  To further develop the Work and 
Learn iLink system to support  off-
campus part-time and short-term 
vacancy management.

Director of 
Employability & 
Marketing

•  Report with recommendations presented in May 2013 to 
Employability Sub Committee.

iii.  To increase enrolments on the 
CPPD ‘Employability through Work 
Experience’ module.

Director of 
Employability & 
Marketing

•  A target of 250 students successfully completing the module.

iv.  To develop and pilot, with 
2nd year students, a 10 point 
CPPD module for self-employed 
placement. 

Director of 
Employability 
& Marketing/ 
Employability 
Sub Committee

•  CPPD Module, with associated online BBLearn materials and 
workshops developed.

•  Twenty students successfully complete the module.

f)  To showcase and highlight 
engagement with placement 
partners.

 i. To review the format and 
categories for the University 
Placement Employer of the Year 
Awards and to organise an event in 
2013.

Director of 
Employability 
& Marketing / 
Employability  
Sub-Committee

•  Organisation of a successful Placement Employer of the Year Awards 
event.

ii.  To submit articles for publication 
in both internal and external 
publications/professional journals

Director of 
Employability & 
Marketing

•  Evidence of articles written and published.

g)  To support and enhance 
graduate employability by 
developing and supporting 
graduate internships schemes.

i. To provide management and 
administrative support for Ulster’s 
graduate internship programme –
PEP

Director of 
Employability & 
Marketing/ADL

•  Record of 35 successful internships leading to graduate level 
employment.

ii.  To organise and manage nine 
internships as part of Santander’s 
‘Intern Programme’.

Director of 
Employability & 
Marketing

•  Successful engagement with local business to offer internships.
•  Nine Ulster students successfully complete an internship.
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Strategic Aim 5: 
To collaborate and work in partnership with faculties and departments to widen and strengthen engagement with industry and business 
locally, nationally and internationally to enhance student and graduate employability and promote Ulster’s portfolio of programmes.

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To build strategic contacts with 
new and existing placement 
and graduate recruiters 
through active engagement 
with individual employers, 
professional associations, 
employer bodies and 
government agencies.

i. To undertake a review of N. 
Ireland industry and make 
recommendations for engagement.

Head of 
Employability

•  Report on N. Ireland Industry.
•  Number of new engagements with industry.

ii. To organise structured 
engagements with employers and 
make recommendations for future 
activity

Head of 
Employability

•  Organising employer forums in Belfast and North West.
•  Conducting focus groups
•  On site visits to employers
•  Report on recommendations for future development

iii.To showcase and enhance 
University Business Collaboration

Director of 
Employability & 
Marketing/Head 
of Marketing, 
Entrepreneurship 
& Strategy

•  University Working Group established. 
•  Wilson recommendations reviewed.
•  Showcase event organised for semester 2.
•  Recommendation for future development.

b)  To develop and implement a 
co-ordinated engagement plan 
for employers attendance at 
key events.

i. To undertake a pilot with SMEs 
on supporting the recruitment of 
graduates, make recommendations 
and publicise with Small Business 
Federation.

Head of 
Employability

•  Increased numbers of SMEs utilising the services of E&M.

ii.  To host a series of bespoke and 
generic employer events on all 
campuses and use social networking 
tools for promotion to students.

Head of 
Employability

•  Increase numbers of employers attending campus events for the 
promotion of placement and graduate positions.•  Increase number 
and range of students attending events.

iii.  To design and create an online 
registration process for employer 
attendance at events. 

Head of 
Employability

•  Development of on-line registration process.
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c)  To promote Ulster as a source 
of high quality placement 
student and graduate 
employees.

i.  To produce marketing materials to 
raise awareness amongst employers 
of what the University has to offer. 

Head of 
Employability

•  Enhanced communication and partnership working between 
employers and Employability & Marketing to achieve recruitment and 
training needs.

ii.  To undertake and record a series 
of local, national, and international 
employer engagements.

Head of 
Employability

•  Record of employer engagements with outcomes.  
•  Employability Partnership Agreement.

d)  To promote and market Ulster’s 
portfolio of programmes to 
employers.  

  i.  To enhance the employer strand 
of the CDC website to promote CPD 
opportunities at Ulster. 

Head of Marketing •  Enhancement of CDC website.  
•  Increased awareness of and interest in programmes offered at Ulster.

ii.  To attend key employer 
networking events to promote study 
opportunities at Ulster.

Head of Marketing •  Attendance at networking / professional body events.  
•  Raise level of awareness of Ulster’s portfolio of programmes.

e)  To evaluate and expand 
sources of income and support 
from businesses and industry 
to enhance the activities of 
Employability & Marketing.

v.  To produce a sponsorship 
guide for employers / industry to 
promote ‘added value’ promotional 
opportunities.

Head of 
Employability

•  Production of Sponsorship Guide.
•  Identification of new sources of income generation.
•  Income generated from sponsorship.

vi.  To work collaboratively 
and increase the contribution 
of employers / industry in 
Employability modules and 
workshop delivery.

Head of 
Employability

•  Level of employer involvement with the delivery of employability 
modules and workshop sessions.
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Strategic Aim 6: 
To develop effective and efficient information resources and systems to support the activities of Employability and Marketing.

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To plan, develop and produce 
employability and recruitment 
publications for Ulster’s target 
markets.

i.  To review all E&M publications 
in light of Study at Ulster and 
Careers at Ulster web pages and 
make recommendations for future 
publications.

Head of 
Marketing

•  Review completed and recommendation implemented to 
publications plan. 

•  New suite of publications produced. 
•  Redevelopment of UG and PG Prospectuses. 
•  Drive more traffic to online prospectus. 

ii.  To develop key student 
recruitment and employability 
messages for E&M Publications. 

Head of 
Marketing

•  Key messages developed and integrated into marketing publications.

b)  To develop online and multi-
media resources for marketing 
and employability purposes.

i.  To develop and market a virtual 
university tour on the Study at Ulster 
site. 

Head of 
Marketing

•  Virtual tour developed and integrated into website.  
•  Successful marketing of virtual tour.  
•  Positive customer feedback. 

ii.  To develop and market video 
testimonials on Study at Ulster Site. 

Head of 
Marketing

•  Video testimonials developed and  integrated into website and 
relevant presentations.   

•  Successful marketing of video testimonials.  
•  Positive customer feedback.

iii.  To develop and market games/
app which help to assist prospective 
students select Ulster as their 
university of choice 

Head of 
Marketing

• Development of games/app.   
•  Successful marketing of games/app.  
•  Customer feedback. 
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c)  To develop and maintain a 
range of technically mediated 
services to support the 
activities of Employability and 
Marketing including KIS and 
HEAR. 

i.  To enhance the Ulster Work & 
Learn iLink’ system, to allow it to be 
rolled out to external employers.

Director of 
Employability & 
Marketing

The revised ‘Work & Learn iLink’ will provide the following deliverables, 
for both work-experience development staff and external employers:  
•  Bespoke reporting.  
•  Web feeds of vacancies which can be consumed by external systems.  
•  Handling the recruitment process.

ii.  To develop a new Employability 
and Marketing staff intranet which 
will support the activities of the new 
department. 

Director of 
Employability & 
Marketing

The new intranet will provide web applications for:  
• A multimedia database of marketing information.  
•  Cross-campus video communication.  
•  Employer contact management.  
•  Web content management of news and events. 

iii.  To develop the functionality 
of OPUS to provide a University-
wide work experience/placement 
management system.

Director of 
Employability & 
Marketing

•  A cross-faculty placement management user group to steer the 
project.  •  Enhance system developed and deployed June 2013. 

iv.  To enhance the presentation and 
development on the PACE system.

Director of 
Employability & 
Marketing

•  A revised work-flow and templates for CV development.   
•  Enhanced e-portfolios  
•  Integration of Finalist vacancies  
•  Enhanced meeting record to support Studies Advice.

v.  To develop an online web site 
and web applications to promote 
the services offered by Employability 
and Marketing to University staff.

Director of 
Employability & 
Marketing

•  A new staff-oriented Employability and Marketing web site.  
•  E&M contact information.  
•  Single sign-on to on-line E&M applications for University staff.

vi.  To pilot the use of an online 
package, “My Success Student 
Journey”, as part a “Graduate 
Employability Skills” module. 

Head of 
Employability/
UBS Staff

•  Pilot the online resource with over 300 students  
•  Feedback from Students & Staff.  
•  Recommendations for future use.
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d)  To develop and enhance a 
comprehensive web presence 
segmented by audience.

i.  To develop and monitor web 
content for Study at Ulster pages.

Head of 
Marketing

•  Web pages kept up to date   
•  Monitor of web stats via Google analytics.

ii.  To develop a web presence for 
the Career Development Centre at 
Ulster in line with Study at Ulster 
website.

Director of 
Employability & 
Marketing

•  Development of CDC at Ulster site.  
•  Monitor of web statistics.

e)  To provide market intelligence 
to assist with the profiling and 
targeting of Ulster’s markets.

i.  To undertake market research/
intelligence assist with non-MaSN 
recruitment.

Head of 
Marketing

•  GIS and Mosaic profiling carried out to inform centralised marketing 
plans.  
•  Dissemination of market research to faculties to assist with 
development of faculty marketing plans.  
•  Relevant reports produced and findings/recommendations integrated 
into annual marketing plans.

ii.  To provide an annual review of 
UCAS stats to inform marketing 
plan.

Head of 
Marketing

•  Annual stats produced.  
•  Report with recommendations informing annual marketing plan.

f)  To manage the completion and 
dissemination of the annual 
Destination of Leavers from 
Higher Education (DLHE) survey.

i.  To manage the completion and 
dissemination of the DLHE Survey.

Director of 
Employability & 
Marketing

•  Completion of the Survey.  
•  Analysis of results.   
•  Dissemination to internal and external key stakeholders including for 
publications as part of KIS.

g)  To promote the activities of 
Employability and Marketing 
to internal and external 
audiences.

i. To produce E&M Annual Report. Director of 
Employability & 
Marketing

•  Production and dissemination of annual report.  
•  Internal and external feedback on the report. 

ii.  To develop a database of copy 
and photographs which can be used 
for marketing publications. 

Director of 
Employability 
and Marketing

•  Bank of copy created, maintained and updated as required. 

iii.  To develop and deliver an 
integrated marketing plan for 
Employability Services.

Head of 
Marketing

•  Delivery and evaluation of integrated marketing plan. 
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h)  To manage the quality 
assurance of the work of 
Employability and Marketing.

i.  To apply for reaccreditation of the 
Matrix standard in November 2012.

Director of 
Employability & 
Marketing

•  Achievement of the Matrix standard.

ii.  To develop a project 
management system for all 
publication projects

Head of 
Marketing

•  Implementation of system.
•  All E&M staff adhering to publication system for production of 
publications.
•  Production of publications in line with overall Marketing Strategy with 
a consistent look and feel. 
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Strategic Aim 7:  
To invest in our ‘people capital’ by recruiting, supporting and developing staff to deliver a  professional  service

Key Supporting Objective Key Departmental Actions Lead Agent Performance Measures

a)  To enable and support staff to 
invest and participate in their 
own Continuous Professional 
Development, CPD.

i.To review, as part of the annual DAR 
process, opportunities for staff to 
engage in development related to 
their role.

Head of 
Employability/
Head of 
Marketing

•  Attendance at conferences/events. 
•  Staff training, both internal and external. 
•  Formal awarding courses completed.

b)  To provide opportunities to 
undertake research, deliver 
papers at various conferences/
events to highlight and share 
best practice.

i.  To participate at professional 
conferences and events

Head of 
Employability/
Head of 
Marketing 

 •  Participation at both local and national conferences.

ii.  To undertake research in relation 
to both marketing and employability 
matters.

Head of 
Employability/
Head of 
Marketing

•  Papers written for both internal and external publications.


