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Executive Summary

Univjobs is a platform connecting students with potential employers. Despite their
superior strategy over the competition to join qualified upper-year students and recent grads with
relevant employers, they require assistance with their online presence and how they market to
potential subscribers. We address both their B2B and B2C business models and create strategies
for improving online interaction with both students and employers, as well as how to increase
profits by implementing these strategies. Specifically, we provide the plan to implement visual,
email, and social media content strategies, as well as how to increase brand identity and
awareness through them. Our strategies are planned for early 2019, during a high traffic period
for student internship applications. Through the use of Google Analytics, we can easily monitor
the success of different social media sites, hashtags, and which opportunities are garnering the

most interest.
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Strategic Analysis of Internal and External Business Environment

Client Contact Information

Charles Javelona - CEO and co-founder of Univjobs

- e-mail: charles@univjobs.ca ; contact@univjobs.ca

Background Company Information

During Charles’ college years, it came to his attention that there was, and still is, a large
crisis for recent graduates to find jobs within their field, despite the education they receive
(Javelona, personal interview, 2018). This crisis is known as the “Quiet Crisis” and has been a
case that many institutions are trying to solve. The crisis affects not only students, but also
various industry companies. Employers have difficulty finding early-career talents within their
field, which often then, translates to a high turnover rate of employees (Javelona, personal
interview 2018).

Charles wanted to fix this problem, and with the help of Khalil Stemmler, the two came
up with Univjobs. Univjobs is essentially an online marketplace for students, recent graduates,
and employers, where students can gain experience and land potential full-time jobs after
graduation. Univjobs' mission is, “To connect students and recent grads with meaningful
opportunities” (Univjobs.ca).

Univjobs is a unique business model case as it encompasses both B2B (Business to
Business) and B2C (Business to Consumer) markets - where the employers are the B2B, and the

students are the B2C (Javelona, personal interview, 2018). As the company has two sides to its


mailto:charles@univjobs.ca
mailto:contact@univjobs.ca

UnivJobs Marketing Strategy Proposal 5

business, our marketing strategy will focus on both clientele sides to help the Univjobs team
achieve the planned marketing objectives.

Univjobs works as a subscription package for employers and free platform for students.
Employers sign-up to the platform through a subscription of $50 and have access to the students’
profiles and resumes to view which students may be the best fit for their company (Javelona).
Similarly, students can sign-up for free and use the platform’s tools to build customized CV’s
and resumes for job postings they are interested in (Javelona, personal interview, 2018). A key
note is that unlike their competitors, who include people with years of work experience,
Univjobs is a space just for students, recent grads, and employers. In others words, it’s a platform

created by students for students.

Current Marketing Plan & Strategies

Currently, Univjobs has not invested money in any marketing or advertising campaigns
and have only promoted their services through organic means such as social media and PR
campaigns. Most of their social media platforms are targeted towards their student target market.

1. Social Media Marketing:

a. Univjobs primarily uses Instagram to market and reach their student demographic.
Among all of their social media platforms, their highest amount of followers is
630, on Instagram. They regularly post “related” student life memes, work-related
tips, motivational quotes, and “did you know?”” segments that attempt to gather
likes and shares from students. Additionally, Univjobs post content advertising

the benefits of working with their partnered companies, such as Rover (refer to
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figure.1). In these posts, they attempt to use relatable hashtags to reach their
greater public demographic.

Univjobs uses Facebook similarly to their Instagram. They post the same content
and share links on Facebook to promote articles and content surrounding
Univjobs. They also encourage users to write reviews and recommendations on
their Facebook page, and has a five out of five rating.

Univjobs uses Twitter to share job posting from their website, and also retweet
articles about their company and relevant content to their followers. Their
followers’ demographics are often tech startup owners, tech recruiters, and

student organizations.

2. Relationship Marketing:

a.

Charles is the face of the company and uses his personality to make connections
with his employer and student target market. Through networking, he connects to
employers for a potential partnership opportunity. His presence on social media is
used to promote Univjobs and create a strong personal customer relationship.
Charles markets Univjobs when he attends tech startup conventions, interviews
for student-organized websites, and features in podcasts like “The Restless
Millennial.”

Recently, the University of Toronto has connected Univjobs with a student, as
their marketing campus representative. The representative will work 100 hours,
for a full school-year term, and will promote Univjobs on UofT campus in-person

and through student live-streams on social media.
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c. Univjobs is in the process of working with a Sheridan student micro-influencer to
create a rapping video about the “quiet crisis,” in hopes to make it viral. Using
their audience/followers on social media and the humor of the video, they will
attempt to increase student sign-ups by creating customer relationship through the
relatable short, but compellingl content.

3. Content Marketing:

a. Univjobs strives to get traffic on their website and student sign-ups through
exposure on popular blogs and publication such as UTM’s The Medium. For
example, they gathered 600 sign-ups in one day from the traffic of a blog post by
Toronto’s famous publication page, BlogTO.

4. Email Marketing:

a. Univjobs’ primary marketing strategy for the employer target market, is to

connect with employers, Charles sends cold emails to big companies like

Microsoft and Google to create a good perception of their startup.

Specific Target Market

Univjobs is an online marketplace for young professionals, either recent alumnus or

current students, to gain experience and at the same time, earn money.

Having a degree in hand and being enthusiastic about a job interview without in-field
experience, can be more difficult than anticipated. Using platforms such as LinkedIn can be
challenging for students with minimal experience, and this is due to having to compete with a

large target demographic that may have more experience. Univjobs’ target market includes
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individuals who have pursued education after high school and are committed to finding a job to
show their skills. Target location for Univjobs includes but is not limited to the Greater Toronto
Area (GTA). The general age group is between 20 to 25 years old. Therefore, the target market
for Univjobs are 3", 4" students or alumnus located in GTA looking to gain experience and earn

money, while working in their related field of study.

Univjobs has a target market of recent grad, and third/fourth-year students enrolled in
post-secondary studies, more specifically students in business design or business technology
(computer science). Therefore, senior students and recent grads are likely to use Univjobs since

students are aware that there are competing individuals who have a similar level of experience.

Employer platforms have different qualifications needed for different jobs, such as being
bilingual (French as a second language is mandatory), therefore a target market would
differentiate for various job postings. However, a personalized database to the user’s job criteria
and experience is available through Univjobs. Therefore, students will not receive job posts

about a Finance position if they studied Marketing or are only interested in marketing.

Univjobs’ target market for employers is business and start-ups such as Rover, YMCA,
and The Home Depot. The target market is limited to smaller companies because Univjobs does

not have the resources or the budget to reach out to bigger companies or corporations, yet.

Current Client

Univjobs has two clients - the employers and students/graduates. Today, the company has
roughly 150 employers in the market. Some of Univjobs’ current client employers include:

Rover
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YMCA

The Home Depot

Team Study
Chartwells
Fetchlt

Curious Orbit Cloud Consulting

Wish Me Inc.

Univjobs also currently has a little over 2000 student clients. In the GTA, 50% are

university students and recent grads - a lot in demand for tech-talent.

Marketplace Evaluation

Based on Charles’ observation on Google analytics, the traffic on Univjobs’ website grew

234%, where the employers visit for 7 days is only at 13%.

Their competitors in the market are job posting sites like Indeed, TalentEgg, and

Magnet. TalentEgg does not have a directory of recent grads like Univjobs’. This directory

creates the potential to choose who is a good fit even before offering an interview, and thus is

seen as an asset by employers. Magnet is an organization working on many projects after being

bought by Ryerson, and focuses on the Ryerson community.

SWOT Analysis:

Strengths
(Internal)

Weaknesses
(Internal)

Opportunities
(External)

Threats (External)

Large success
in getting
student
sign-ups,

Small online
and marketing
presence is a
factor in the low
number of

15 day free job
posting, inspired
by Denmark, as a
new cost package
for employers

Low
manpower and
capital overall



UnivJobs Marketing Strategy Proposal

10

especially
within the GTA

Use of direct
email invites to
students
contributes to
getting the
sign-up

Directory of
recent grads:
highly specified
and personalized
targeting and
search criteria
creates a huge
advantage for
users

employer
sign-ups

Using too
many resources
without results

(sign-ups)

B2B and B2C
transactions
happening at the
same time due
to too few
channels for
user acquisition

(specifically
start-ups)

Hosting virtual
career fairs, like
competitor
TalentEgg

Using their
large GTA
population of
student sign-ups
as
micro-influencers
: Moe on
Instagram, Akeel
is making videos,
blog posts

Switching
from email to
SMS marketing
for a more direct
communication
link between
employer and
student

Especially
low manpower
in Tech-Talent
department,
integral to
business
functions

Low
reputation and
development
level for
enticing
enterprises to
sign-up as
employers

Competitors
include: Magnet
(large influence
in Ryerson),
TalentEgg,
LinkedIn and
job postings

Strengths: organization advantages, what they do better than others, unique/low-cost resources,
factors contributing to getting sales, unique selling proposition

Weaknesses: things to improve or avoid, factors causing loss of sales

Opportunities: interesting trends, changes (tech, government, policies, social patterns, market,
lifestyle), local events
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Threats: obstacles, competitors, quality standards, debts/cash-flow

Porter’s 5 Forces

Threat of New Entrants

Not expensive to enter industry
Special knowledge and training
needed (coding and communication to
employers)

Some economies of scale

Some cost benefits if in industry for
some time

High technology protection

Low barriers to entry

Entry to industry neutral

Supplier Power

Number of suppliers is equal to
students registered which is a little

f suppliers (one student is
one supplier
Similar set of services and skills of

st of changing -
Ability to substitute +
Moderate supplier power

Buyer Power

Competitive Rivalry

Rivals are other job finding
platforms such as Monster, Indeed,
and TalentEgg
Large size of competitors
Low switching costs
Low customer loyalty (people who
are desperate to find jobs will sign
up with anyone)

High cost of leaving market
Overall moderate power of
competitors as product is unique

Threat of Substitution

151 employers have paid subscription
for the platform +

Size of order 1s small from each buyer
(limited to 1-2 job postings) -

Product can be good substitution as
strong Ul compared to competitors +
Low cost switching to competitors —
Price sensitivity does not apply as flat
fee is paid for using platform +

Large buyer power

Products which can be substituted are
LinkedIn and personal connections, as
well as university Career Centres
Ability to provide direct access to jobs
through good user experience and
mnterface

Low cost switching as all sources are
free

Some ability of substitution

11
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1.

Note on Buyer Power:

Overall, Univjobs has few buyers compared to competitors and therefore, buyers have
large power over how business is moving and what they buy effects overall performance
of the platform.

Note on Supplier Power:

Univjobs has a large number of suppliers, but the size of each supplier is equal to one
student and the skill sets of the students. Therefore, supplier power is moderate as the
skill set of the student affects the success rate of the platform - whether an employer will
be likely to choose the student or not. If employers are looking for lots of tech talent, but
the bare minimum number of students who signed up fall into the category of tech talent,
it means Univjobs needs to change their business model to attain the students with skill
sets employers are likely to employ. Hence, Univjobs has moderate supplier power.
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External Factors: PESTLE

Minimum wage in Ontario is corrently $14.00 (wall

increase to £15 in Tan 2019) (Retail Council of
Canada).

Provincial income tax for small businesses in Ontario
lowered to 3.5% to help businesses adjust to higher
minimum wage (QuickBooks Canada Team, 2018).

Unemployment rate in Ontario is 5.5% (March 2018)
{Statistics Canada, 2018).

Primanily works with finance and tech compames
Iooking for early career candidates. Business,
finance, and administration saw an increase of 74,400
jobs in 2018 (Top Tech and IT Jobs in Toronto).

Not governmentally funded: Univjobs is
kbmwmnymum].

N _

/

Finance makes vp 7.85% of Ontario employees in
2018, and tech makes up 8.98% (Job Market Trends
and News, 2011).

(Sovict N

Target 1= upper-level and recently pradusted students:
ages 20 = 25 (Javelona).

Corporate belief that it is more attractive to achicve
e e Ko Bl et (s velona)
Shareholders (employers) buy subscriptions
(Tavelona).

Cmtanio 15 most populated provmee 1n Canada: 40%
of comntry's population (Werld Population Review,
2018).

Ontario’s population has grown 1.4% since 2017
(World Population Review, 2018).

Cultural demo graphics of Ontaro population: 71.7%
Cmcasian, 25 9% Viible mmority (largest being
7.6% South Asian), and I 4% Aboriginal groups
(largest bemg 1.6% Firet Nahons) (Mimstry of
Finance, 2018)

Religions demographics of Ontario population:

31 4% Roman Catholic Church, 21.1% Protestant,
12.1% Christian varieties, 4.6% Muslim, 2 9%
Hindu, 1.5% Jewish, 1.4% Sich, 1.3% Buddhist, and
approx.. +23% no religious affilistions (Ministry of
Finance, 2018)

Organic means as the basis of the company
{Javelona).

Capital is used to finance marketing help to create
\m{:mhml

_.-

Continuous improvements to mobile

communications: opportumty for SMS drect
messaging (Labour market report, 2018).

Toronto has seen an merease by 3.6% from last year
i number of tech professionals (Ontano Labour
Market Bulletin, 2018).

Shareholders (employers) use the platform to

Ontano’s memployment rate has mereased to 5.6%
(Statistics Canada, 201%)

Stodents tend to look for more jobs over Winter
(MNovember to January) and Sommer holxdays (Aprd

k Augnst) (Javelona).

= >

(Lgat N

I\shmxtz:: their brand (Javelona),
g

/

e

)W\

Univjobs operates primanly online and within the
GTA, therefore it iz easily accessible through the
Internet (Javelona )

Vanous cooling-off periods for consumers to back
out of a contract without penalty or need to disclose
the reason (usually 15 days) (Smalley, K., 2018).

Minimuom 3 hours pay for work (Your nights uader
the Consumer Protection Act, 2018).

Employers are no longer allowed to request sick
notes (Smalley, K., 2018).

Interns are entitled to ESA Rights, and therefore
minimunn wage, unless they are working undoe an
approved unpaid nternship program (i.e. college

Most students and employers are located within the
GTA, therefore providing a specific gecgraphical
boundary that is easily transported via subway, car,
and public transportations (Javelona),

As an online company, there is very little issue in
kmwdmmlhﬂimudmu wastes (Javelona). /J

e =

k:m] (Mimstry of Labour).

-
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Additional Information Regarding Univjobs

The bottom line for their platform is to gain suppliers and buyers through organic means.
Charles and Khalil wish to create a product that is naturally shared - “We don’t always want a
perception of being serious, rather, we understand you which is why you should come to us”

(Javelona, personal interview, 2018).

Key Issues and Marketing Challenges

In terms of marketing Univjobs, one of the key issues that Charles is currently having
trouble with, is exploring different channels for student and employer acquisitions (Javelona,
personal interview, 2018). This means that out of Univjobs’ social media platforms, they do not
have a clear picture of where their target market ‘hangs out’ online. Currently, they are asking
what the employer and student watering holes are, in terms of the social media sites. In other
words, where is the best online place to maximize the employer and student population?

The second marketing issue Univjobs faces is acquiring employers through organic
means. Since the budget set aside for marketing is only $50 - $100, the big employers that garner
a large following like Google, Microsoft, or even Sobeys, require a large amount of marketing
budget to entice them to sign-up or even see the benefit of signing up (Javelona, personal
interview, 2018). Univjobs currently does not have that, which affects the rest of their marketing
objectives.

The final marketing issue Univjobs faces is the content they post on their social media.
Currently (refer to ‘current marketing plan/strategies’ on pgs. 5-7), Univjobs’ posts are targeted

to students through ‘relatable’ posts such as memes, life-tips, and motivational quotes, but this
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does not give a sense of what the company is actually about potential employers and students. To
students, Univjob’ Instagram feed seems like another meme page they accidentally landed on.

The page lacks personal customer relationship and a professional student-employer platform.

Marketing Objectives

Overall Marketing Objective

To create employer and student engagement through Univjobs’ social media pages by

advertising and organic means, by the end of February 2019.

Employer Marketing Objective

Our marketing objective in terms of buyers is to increase buyers (in Univjobs case, the
employers’) seven day visit to the platform website from 13% to 20% by the end of February
2019 (Javelona, personal, interview, 2018). This goal takes into account our budget of $50- $100
and Univjobs’ long-term goal of becoming a replacement for LinkedIn, as well the short-term
goal of contracting 2 more employers. Due to the fact that our budget is limited, our goal cannot
attain a large increase in a shorter time, therefore we spread the attainable goal across a three
month period and focus the budget purely on employer advertising as that is where Univjobs

capital will come from (the subscriptions of employers)

Student Engagement Marketing Objective

Our marketing objective in terms of suppliers (in Univjobs case, the students) is to

increase fourth-year student traffic (student sign-ups) to the website from 234% to 250% by the
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end of February 2019 (Javelona, personal interview, 2018). This goal takes into account the
short-term goal of having more students in the tech-fields sign up to counteract the demand for
lack of tech talent that companies subscribed to the platform are facing. Due to the fact our
budget is limited, our goal cannot attain a large increase in a shorter time, therefore we spread
the attainable goal across a three month period and focus on getting students purely through

social media organic posts.

Marketing Strategies

Employer Marketing Strategy: Outbound Marketing

1. Email Marketing:

Charles can actively continue to purse employer through cold email and a direct mail
campaign. As he continues to network, he can gather the employer email he has received
and create a direct mailing campaign for potential employers. Using email marketing
service, MailChimp, he can create a tailored follow up email after a meeting. He can also
create professionally designed emails that announce and educate new features or
promotions of their platform. This can develop a stronger customer relationship and
remind employers about their platform. This will also save time for Charles from sending
multiple emails to different employers in the early stage of creating a partnership, and
utilize Mailchimp free service.

2. Social Media Marketing:

Using social media platforms like Facebook and Twitter, we will target advertisements to

small startups, HR employers and local business around the GTA (Figure 2,3). These ads
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will directly promote qualified post-secondary students through Univjobs services. It
could advertise the information and qualification of a student who is signed up with
Univjobs to show potential employers how the platform works and provide accessible
vital information for the hiring process. It will also include a call to action for employers
to subscribe to their services. (Using Facebook and Twitter Analytics, we can discover
the reach, impressions, likes, and conversion of the ad and the demographic information

on whos interacting with ad).

Student Marketing Strategy: Inbound Marketing

1.Social media content marketing:

On Univjobs social media platforms, there will be an emphasis on posting positive,
motivational and informative content about post-secondary student life and how Univjobs can
help students. There will be a focus on sharing testimonials and success stories of real students
who have found jobs through Univjobs (figure 4,5). There will also be more post updating
students about new jobs listed on Univjobs. Since most of the budget is focused on ads for
employers, this content will not be paid promotion on Instagram/Facebook and will rely on the
quality of the content for organic interactions.

Strategy for both Target Markets

1. Visual Marketing:

Univjobs will develop infographics about the brand to show students and employers how
Univjobs works visually. Univjobs is a complex company to understand, so using graphic

visuals can better explain the company easier. A step-by-step infographic will guide
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students on how effortless it is to sign-up and access jobs/students tailored for them.
Also, a visual of the statistics around the success of Univjobs can help convince students
and employers that this service is reliable and credible. These infographics will be posted
through the websites and across all social media platforms.

2. Brand Awareness Strategy:

Univjobs will attempt to create more media attention by reaching out to more online blog
sites, local newspapers, and student-run media companies to promote the service to
employers and students. Also, link to blog articles posted on Univjobs platform will be
shared on their social media platforms and blog sites to boost traffic onto their website.

3. Brand Identity Strategy:

Throughout the content posted, a brand identity with similarities to popular dating sites,
like Tinder, will be established as both Univjobs and Tinder attempt to create matches.
Tinder is a well-known and widely used app among the targeted student market, and
associating Univjobs as the Tinder of job search websites will help quickly explain what
the platform does and also create a relatable connection with students. Drawing from
cheeky dating sites terminology and concepts, we will promote that whether
students/employers are looking for a long-term or a summer connection, Univjobs can

find the match for them.

Strategy Analysis

One of the rejected marketing strategies is using search engine marketing due to

Charles’s business philosophy of creating organic connections. Charles believes in building a
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strong quality product that investing the least amount in paid advertising, especially on search
engines like Google. He would prefer to organically reach the top of search results by creating a
relevant platform. Also, he wants the company to identify as bootstrapping startup business to be
relatable to the tech company employer we are targeting. In addition, paying for strong,
consistent search ads and bidding for keywords will be out of our budget as we will be
competing with large job search companies such as Indeed.

The use of MailChimp for targeting employers is a safe and money-saving method to
gain many buyers. Since Charles has previously done testing on it and knows its strengths,
MailChimp as a marketing tool for our campaign is a good, safe, and concrete strategy to use.

The use of Twitter to advertise Univjobs goes against the baseline ideology of the
platform - to recruit through organic means. However, this component is necessary for the
strategy as company analysis shows that Univjobs is reaching the limit by which they can gain
buyers through organic means. The saturation for the start-up market is high, and it is time the
platform tries to expand to larger companies. Therefore, we will use Twitter advertising.

In terms of student marketing, the idea is to refine the content posted on Univjobs’
Instagram page. It is by all means organic and will strengthen Univjobs’ following. The problem
with the current marketing posts Univjobs has is that, although highly relatable, there is no
branding component to it. Our refined content strategy makes it relatable, as well as, gives
identity and credit to Univjobs which will hopefully have a click and conversion effect once

students begin associating the themed posts to the company.
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Evaluation/Metrics

For our email marketing strategy, the key performance indicator is the number of open,
conversion and bounce/unsubscribe rates of these emails. We will test different subject lines,
content, time/day of delivery and template design to determine which method is most successful
and will create adjustments within our strategy timeline (December - February).

Univjobs uses google analytics to evaluate the website traffic and determine which way
their business should go. Therefore, to keep consistency with their analysis, we will use Twitter
Ad Analytics to determine the click conversion and audience views of the ad to understand how
effective our marketing strategy for employers is. Our key performance indicator is the number
of companies that signup and the amount of traffic on our employer site page while ads are
running. We will test and analyze the data to see twitter advertising is creating conversions, and
will make adjustments accordingly. Similarly, we will use Facebook Ad Analytics to determine
the click conversion rate and student views for our student marketing strategy. After analyzing
using these two tools, we will compare with the google analytics to see if the website traffic
increased or stayed the same. If the website traffic and sign-ups increased during our strategy
timeline, we have accomplished our goal.

Moreover, while following up on the posts made on Instagram and Twitter, if there are
posts which garner a lot of attention Univjobs can post similar content to keep the audience
views increasing as that is an indicator of which post engages the followers and employers. For
example, if the posts of recent graduates being hired are getting a lot of likes and shares, then

UnivJobs can post more of that type of content to ensure ongoing search optimization and
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student engagement. Through focusing on creating engaging content, we will increase our search

optimization.

Conclusion

We believe that creating more of a call-to-action within the marketing to both students
and employers will improve sign-up results going forward. A focus on past success stories for
students will make the brand more personable as well as solidify the brand reputation. Similarly,
addressing how Univjobs can solve pain points for employers during the hiring process will
create positive associations with the brand. Posting more job opportunities will also increase
profits, both because of the chance of more employer subscriptions, but also because of the
payments per posted opportunity from employers. By early 2019, we expect to see a rise in
Univjobs brand awareness, diversity in their student sign-ups, and an increase in employer

interest.
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Appendix

Figure 1: picture of a job posting on Univjobs instagram page

PERKS OF

BEING A DOG SITTER
WITH ROVER

UNIVJOBS

UnivJobs @univiobsapp

u Tired of working overtime when hiring? Subscribe
to https://univjobs.ca/ to get access to student
resumes and profiles instantaneously and make
hiring easier!

Make Meaningful Connections Easier.

Bl Promoted

24

U univjobs « Following

univjobs College is expensive, and between
classes, extracurriculars, and social
engagements, it can be difficult to find a gig
that gives you flexible hours and allows you
to pick and choose what you do.

Luckily, there's a company out there that
can help: Rover is the nation’s largest
network of pet sitters and dog walkers, and
the company is currently on the hunt for
enthusiastic, dog-loving college students
looking for a fun paid opportunity.

Why is Rover so great? Check out these
three rockstar perks and you'll be applying
to become a Rover dog sitter in no time.

1. You Set Your Price and Schedule
One of the best perks of being a dog sitter
with Rover? You have the ability to set your
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25 likes
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Add a comment...

Figure 2: Example of Twitter
employer Ad - Desktop
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Univdobs
@univjobsapp

Tired of working overtime when hiring?
Subscribe to Univjobs to get access to
student resumes and profiles
instantaneously and make hiring easier!
12:54 PM - 28 Nov 2018

Malke Meaningful Connections Easier.

https://univjobs.ca/
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Figure 3: Mobile Twitter Employer Ad Mockup
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Tnst

U Univjobs Sponzored v

U Univjobs Sponsored w

“This is a great tool for
student job search. | got
called in for an interview

the next day.

Iy

"UnivJobs helped me find an
entry-level role in my field.
| love how it still notified me of new
opportunities even after | graduated.”

-Jessie L.
Second year
Sheridan College

UNIV]OBS

Q) Q Sign Up >
* 416 likes (:} Q

Univjobe Meet Abigal Matnat, Sheridan Graduate. anc
recently hired through Univjobs. Get access to
student-friendly jobs.

® 416 likes
Univjobs We encourage employers to personally invite
you to jobs and let you build meaningiful connections,

fast.

Figure 4 and 5: Mobile Instagram Student Ad Mockup



