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In international student recruitment, building awareness and visibility online has been integral to 
the successful promotion of the partner schools and universities we work with.

Today, the market for higher education has evolved to become much more competitive and glo-
balized, creating the need for more advanced and tailored marketing strategies. The emergence of 
Generation Z (“Gen Z”) as key recruitment demographic has also created new challenges. Born into 
a digital world, Gen Z’ers are advanced technology users, simultaneously communicating across 
multiple platforms with ease every day. Expecting no less from their marketing interactions, their 
expectations are more discern- ing than ever before.

To differentiate themselves against the competition, universities must capture the interest of stu-
dents and keep them engaged. Methods to encourage engagement such as personalization and 
tailored communications can be costly and time-consuming, creating new challenges for bud-
get-conscious educators. This is especially so when large volumes of students are involved. In an-
ticipation of evolving market needs, Keystone is excited to share this guide which can help inspire 
your institution’s student recruitment as we head into 2023.

ABOUT KEYSTONE - HOW WE CAN HELP

We aim to help universities to fill up their classrooms with the best-fit students for them, at scale, 
in an increasingly competitive search for student talent.

Our goal is to empower higher education professionals around the world with the latest marketing 
and student conversion services to enhance their domestic and international student recruitment. 
All of our products are designed to help improve the student journey from first inquiry to enroll-
ment, and beyond.

WHAT DO WE OFFER?

• Student lead generation and visibility across our 460+ website domains.
• Our websites are visited by 110+ million unique students each year.
• Multilingual optimization and promotion in 46+ languages.
• Lead nurturing and enrollment generation services with Apply, Blueberry, and UniQuest.
• Marketing automation & CRM tools.

From our team to yours, we hope you will find these insights 
and best practices useful for your 2022 recruitment efforts.

- The Keystone Team
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It’s not much of a secret the game has changed 
in regard to student recruitment since 
COVID-19 turned the world on its ear. With it, 
went the relatively well-understood cycles of 
student recruitment became more difficult to 
navigate. However, sometimes getting back to 
basics can be a great way to figure out where 
you’re at, and where you need to be headed 
in order to move forward. This checklist for 
student recruitment can help you and your 
institution figure out what the next steps are in 
regards to making a great game plan for catch-
ing the attention of prospective students.

Dig Into the Data 

Take a look at whatever data you can gather. 
Check out email replies, clicks on websites, 
or advertisements, as well as feedback given 
by students and parents. Once it’s compiled, 
break it down to see what worked, what didn’t, 
and which areas proved to be surprisingly suc-
cessful. For example, did you see an increase in 
clicks on social media ads? Did students enjoy 
social media takeovers? Whatever’s working, 
figure out how to utilize it so you can continue 
to reap the benefits. 

Don’t be afraid to share data students are 
interested in, either. Make sure you’re sharing 
positive highlights of your school regularly, 
such as job placements, salary ranges, im-
provements to the school, and other successes. 
In the wake of COVID-19, let students and their 
families know how your institution is planning 
to continue to keep their students safe and on 
track for graduation.

Ask Yourself the Question, “What Do Stu-
dents Truly Want?”

It’s easy to assume we know what students 
want, but sometimes this just isn’t the case. 
While in the past sending out paper mailers of 
information, or large admissions packets was 
the norm, nowadays students are going digital. 
They expect their universities to keep up. In ad-
dition to needing campus visits to help secure 
their decision, students are reviewing informa-
tion about universities all year long. There is no 
longer a formal “recruitment season”; instead 
students are online at all times. Therefore, it’s 
important to make sure admissions and re-

THE STUDENTTHE STUDENT
RECRUITMENTRECRUITMENT
CHECKLISTCHECKLIST by  Chelsea Castonguay Stanhope
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cruitment staff are ready to be responsive to 
questions, providing information readily, and 
inviting students to campus to tour their future 
schools. Developing a social media calendar 
can help staff stay on track when it comes to 
regular offerings for students, which will help

Define Your Strategy

Recruitment is important for the long term 
success of a university, but “research shows 
that less than half of all higher education 
institutions have a clear strategy that guides 
the development of their recruitment efforts.” 
Therefore, it’s critical to have a strategy in place 
to help manage the rapidly changing recruit-
ment environment. If your office is finding 
itself overwhelmed, getting help to harness 
the available tools and techniques to reach 
prospective students can greatly increase the 
overall awareness of your school. Remind your-
self that the ultimate goal is to get students to 
commit to attending your institution, so keep-
ing the student journey in mind is critical. 

Utilize Your Sudent 
Base

One of the best ways to reach prospective 
students is to utilize your current student 
population. After all, who’s better at attracting 
students than their own peers who are loving 
their education and their university? The top 
universities in the world with the best recruit-
ment practices are using student ambassa-
dors, and asking students to step in and help 
generate content for social media. Prospective 
students are seeking authentic views into life at 

your university, and want to understand all as-
pects of it. Ask students to share their classes, 
their residence halls, programs, clubs, sports, 
and anything that might appeal to prospective 
students. Allowing current students to share 
their experiences is a great way to give the 
insider’s perspective on what it’s really like to 
attend your school. 

Consider Virtual from a Long-Term Per-
spective

Times are changing, and even though universi-
ties are opening again, students may not want 
to come in person, or are understanding the 
benefits of continuing their education online. 
Therefore, it’s going to be important to contin-
ue streamlining and offering virtual services to 
students. This includes open houses or open 
days, admissions sessions, college fairs, and 
orientations. Allow students to get a taste of 
what life is like at your school while staying in 
the safety and comfort of their homes. Stu-
dents who may not be able to attend in person 
still want to feel valued and included, so mak-
ing the online experience enjoyable is going to 
help them feel as though they are wanted by 
your school. 

Recruitment is something that has changed 
rapidly in recent years, and is undoubtedly 
going to keep adapting. Even though it seems 
like the future of education is online, students 

“Higher education institutions have traditionally utilized the power 
of reputation and word of mouth in order to attract new students. 
It is now vital for colleges and universities to have a strong digital 

footprint “
Steve Yun, VP of Sales

Words from our higher ed experts:
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Social media has exploded in the past 10 years, 
and more recently, we have seen the rise of 
influencers.

Platforms like Instagram, YouTube, and TikTok 
have given rise to social influencers – individu-
als who have a large following on social media 
and can influence their followers in various 
ways, usually in return for money.

There is no doubt social influencers have be-
come part of our buying decisions and it is no 
surprise that universities are starting to turn to 
influencers as well.

Influencers can be used in an academic setting 
to promote programs, schools, admissions, or 
to market new initiatives or events on campus.

Suggestions are starting to form on how uni-
versities and the higher education sector will 
recruit Generation Alpha – and influencers may 
play a key role in that.

While their oldest members are currently only 
12 years old, institutions are starting to plan 
some 20 years to prepare for converting Alpha 
leads into enrollments.

This newest generation, which counts for chil-
dren born between 2010 and 2025, is expected 
to be the most technologically advanced gen-
eration, raised in a digital world surrounded 
by voice recognition, artificial intelligence, and 
most importantly, video content.

While some of them are even yet to be born, 
it is anticipated that they will be heavily influ-
enced by social media. Analysis from Kepios 
said 58.7% of the world’s population is on 
social media in 2022 with millions of people 
creating new accounts every day.

Universities have had social media for decades 
and social media account takeovers aren’t 
a thing of the past. But how will institutions 
utilize influencers – whether they are their own 
students or not – to help turn leads into admis-
sions.

Trust

Research, as quoted on Forbes, showed that 
50% of millennials feel they know influencers 
better than they know their own friends. As a 
result, 7 out of 10 consumers trust influencers’ 
recommendations just as much as they trust 
their friends’ opinions.

USING SOCIAL MEDIA USING SOCIAL MEDIA 
INFLUENCERS IN HIGHER INFLUENCERS IN HIGHER 
ED MARKETINGED MARKETING by  Fran Fitzsimmons
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A 2019 study from Rakuten Advertising found 
87 percent of shoppers admit they have been 
prompted to buy something by an influencer.

Part of the power of social influencers is that 
they are seen as more trustworthy than tra-
ditional advertising campaigns, which may be 
viewed skeptically by some potential students. 
This trustworthiness can be extremely valuable 
for universities, as it can increase the likelihood 
that social media users will actually consider 
applying to a school they see being promoted 
by an influencer.

Out of reach

They also have large followings on platforms 
like Instagram and TikTok, which universities 
may not be able to compete with. This gives 
them a powerful reach that can be very effec-
tive for marketing and promoting university 
programs and admissions.

Additionally, social influencers can engage 
students in a way traditional marketing efforts 
might not. These social media “celebrities” 
often have a more casual, relatable tone to 
their content, which can make them particular-
ly effective at communicating with the younger 
generation of students.

Reputation risk

There is some scepticism if social media influ-
encers are an effective way to market universi-
ties, as most of their followers are not interest-
ed in higher education.

Some influencers tend to focus on more “friv-
olous” topics and trends, rather than high-
er-level academic issues. This can lead to social 
content which is not relevant or appealing to 
the target audience and may ultimately ruin a 
school’s reputation by belittling the importance 
of their programs if they are published along-
side the more “frivolous” content.

A buying choice

Some schools have found success with this 
modern marketing strategy, but others have 

found it doesn’t suit the style of their institu-
tion.

Universities can’t adopt the same marketing 
techniques as retailers when it comes to using 
social influencers to increase sales, but that 
doesn’t mean they shouldn’t or won’t be uti-
lized.

While we try not to think about choosing a uni-
versity as a buying choice, there still is a finan-
cial transaction involved.

And as social media continues to evolve and 
continually increase in popularity, it is likely we 
will see more universities working with influ-
encers to attract new students.

Watch
Webinar

Higher ed recruitment experts share 
social media best practices and insights.

https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
https://www.keg.com/webinar/social-media-higher-ed?utm_campaign=Webinar:%20Social%20Media%20Higher%20Ed%20Practices&utm_source=KEG%20Header%20Banner%20WO22
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WHY YOU NEED STUDENT WHY YOU NEED STUDENT 
CONTENT CREATORSCONTENT CREATORS
Student-created content is a guaranteed way to 
generate student interest, and more and more 
prospective students are turning to the current 
student body for the information they need, 
rather than to the college itself.

Instagram and TikTok are becoming more 
integral to higher ed professionals marketing 
to the next generations of students, but what 
content works? And how can it help boost your 
college’s reputation without it looking desper-
ate?

Here is a look at a few universities that are 
impressing the higher ed community in this 
area, as well as some tips and insights into 
using social media as a marketing tool for new 
students. 

Reaching Gen Z

A strong and consistent online presence is one 
of the most effective ways to reach potential 
students, particularly Gen Z-ers. However, 
simply putting out promotional content isn’t 
enough. A content marketing strategy needs to 
understand what content prospective students 
are interested in and how best communicate it 
to them.

Generation Z grew up in a world with informa-
tion readily available. They look for immediate 
solutions and lose interest quickly when the 
content they consume isn’t direct. They want 
to feel genuinely connected to what they are 
engaging with - be it a brand, an influencer, or 
a university.

This personal connection must happen straight 
away. If your audience doesn’t identify with 
your content from the start, they will move on 
to the next recommended item until they find 
something that grabs them. Previous gener-
ations might have put more trust in authority 
figures - faculty, recruiters, or department 
heads - but, for Gen Z, the people who inspire 
the most trust are those who resemble them.
Putting your students front and center of your 
content marketing plan is how you ensure 
future students will stop and listen to what you 
want to say. And, because Gen Z favors content 
that can be quickly consumed, video is the best 
way to reach them.

When we asked prospective students in our 
2022 State of Student Recruitment survey what 
they found most helpful when deciding where 
to study, 22.78% selected student stories - the 
third-highest answer after funding information 
and rankings lists. 

by Thaís Roberto
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Here are some universities that have made 
great use of the latest video marketing trends 
and understood exactly how to tap into the 
Gen Z market.

Syracuse University

Syracuse’s content ranges from the newest Tik-
Tok trends to student life tips and Q&As with 
current undergraduates. By featuring Syra-
cuse’s own students sharing their experiences, 
advice, and daily-life, prospective applicants 
can see themselves in the videos and connect 
with the university’s community before even 
applying.

Syracuse University doesn’t stick only to the 
challenges and trends that go viral on the plat-
form, but also provides content with genuine 
value to student prospects.

University of Sydney

Australia’s first university leans highly on stu-
dent participation. With one of the most pop-
ular university TikTok profiles, the University 
of Sydney goes beyond student tips and chal-
lenges and creates an in-campus immersion 
through videos.

They have earned millions of views on their 
page, with a single video being watched as 
many as 2.5 million times. Between campus 
tours, city tours, open day promos, and stu-
dent advice, the University of Sydney creates 
simple but entertaining videos, showcasing the 
best campus life offers and proving that study-
ing at USYD is something no one wants to miss 
out on.

University of Toronto

by Thaís Roberto

https://www.tiktok.com/@syracuseu/video/7119272521203223854
https://www.tiktok.com/@sydney_uni/video/7104149018569215233
https://www.instagram.com/reel/ChaWYe7JZnc/?utm_source=ig_web_button_share_sheet
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The University of Toronto has several channels 
across social media, including a popular TikTok 
profile. But what stands out when it comes to 
student-centric content is the U of T Student 
Life Instagram page.

The profile works as a hub for current or future 
students might need to know. The feed fea-
tures news, success stories, Q&As, and general 
advice that can be useful even for students 
outside of the university. The story highlights 
work as a great way to organize the content by 
topic, making navigation easier for those inter-
ested in specific information.

Lastly, the Linktree on the bio holds easy 
access to a myriad of external resources. One 
of the best in there is the “Life at U of T” blog, 
which contains frequent posts written by stu-
dents sharing their personal experiences on 
campus - a goldmine for those interested in a 
more intimate knowledge of the main aspects 
of student life.

McMaster University

The McMaster University Admissions Instagram 
page makes great use of stories and highlights. 

Below the profile bio, students can quickly 
access previous campus tours, Q&As about 
entrance awards and scholarships, FAQs, and a 
long sequence of student takeovers.
During student takeovers, students from dif-
ferent fields post a series of stories throughout 
the day, showing their daily routine and using a 
question box to prompt interested students to 
ask any questions about university life.
Their feed also holds all sorts of important 
information: upcoming dates, events, webi-
nars, and the occasional testimonial video from 
current students.

University of Birmingham

The University of Birmingham’s TikTok profile 
features a lot of graduation-centered content. 
With snapshots of a graduation ceremony’s 
best moments and recent graduates sharing 
what wisdom they’ve acquired over their time 
in university, Birmingham blends aspirational 
videos with casual and laid-back content.

The most informal videos on their page include 
students chatting with residents about local 
customs and suggestions of the best study 
spots around campus, with the occasional 
study tips and instructions on applying to the 

https://www.tiktok.com/@unibirmingham/video/7130182048601476358
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university.

Students at the forefront

What most of these videos have in common 
(and what creates a sense of authenticity) is 
that they feature students interacting with each 
other and the viewer without the presence 
of faculty or staff. This direct line to students 
already enrolled enhances the personal con-
nection between the spectator and the content 
creator.
Don’t be afraid to make charismatic and en-
gaging students the face of your social media 
presence. The next generation of university ap-
plicants would much rather enjoy a quick and 
simple video of fellow students being them-
selves around campus than a big, inspirational 
video with a high production value.

Maximize
your student 
reach with
virtual fairs.

Learn how

“On top of these tips, our in-house team of recruitment ex-
perts will not just email but call, message all your student 

leads to filter out the right student candidates for your 
programs” Learn more about Keystone Apply.

Louise Aalerud, Head of Recruit 

Words from our 
student recruitment 
experts:

https://www.keg.com/virtual-student-fairs
https://www.keg.com/apply
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Going to college has always represented open-
ing your horizons regarding future opportu-
nities and career fields usually reserved for 
college graduates.

Today, when many businesses are getting rid 
of that requirement in their hiring process, 
many students question whether the degree 
they were once told they needed still holds the 
same value. With student motivations changing 
according to changes in various professional 
industries, universities need to reevaluate why 
students are still pursuing higher education 
and leverage that in their marketing to appeal 
to prospective students in the future. 

Education Required for Specific Career 
Paths

Some career paths, like those in the medical, 
educational or scientific fields, require a degree 
because they require specialized instruction 
to work in the area. Students looking to enter 
such fields are likely to look for schools that 
have programs with high respectability in their 
industry or have the resources students need 
to enter the area directly after graduating. 

Expand Potential Earnings

While many businesses are open to the idea 
of hiring employees that have not completed a 
degree, many still require a degree from their 
applicants. Many students enter college with 
the expectation that they will expand their 
potential earnings after graduation by entering 
their desired field with the necessary creden-
tials. 

Networking

Schools with robust and widespread alumni 
networks will likely attract students looking to 
break into similar fields. Many students, 

especially those in graduate and Ph.D. pro-
grams, are looking to network during their 
time at school. For these students, networking 
opportunities are likely the primary reason for 
choosing one program over another. 

Independence & Social Opportunity

 Many young students attend college for the 
autonomy and social freedom they experience 
in an on-campus environment. For students 
looking for a robust social experience, on-cam-
pus clubs and activities might be critical in 
choosing which schools they want to apply to. 

Expand Career Options

 Students that are unsure of what they want to 
pursue in life often go to college to test differ-
ent fields. These students are often drawn to 
schools with many programs or the opportu-
nity to test the waters with other classes until 
they decide on a schedule. These students may 
feel that college is an excellent way to learn 
about several fields quickly but might seek 
additional resources like career information or 
advice from guidance counselors. 

STUDENT MOTIVATIONSSTUDENT MOTIVATIONS
AND MARKETING AND MARKETING by  Julia Sachs
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Learn New Skills

 Some students enter college because they 
want to learn new skills or a wide variety of 
skills. They may have a niche interest or hobby 
that they can further pursue by attending a 
specific university. Schools that are located in 
a mountain or wilderness area, for example, 
might attract students interested in exploring 
the wilderness or participating in mountain 
sports. Similarly, schools located in tropical 
places or regions near the ocean may attract 
students interested in the local landscape or 
hobbies associated with it, like surfing or div-
ing. 

With different reasons that students might go 
to college in mind, you can adjust your market-
ing based on which students you’re targeting 
at any given moment. More prominent univer-
sities targeting several of these demographics 
can A/B test their advertising to reach more 
than one demographic at once. 

Schools located in unique places, like near ski 
resorts or on the beach, can use student hob-
bies to their advantage in their advertising and 
marketing. Take advantage of local hobbies 
and integrate them into your marketing, or 
offer unique classes to let students get more in 
touch with their natural surroundings. These 
things can make your school stand out, and 
when used in advertising, can help attract stu-
dents that may not have thought about your 
school before. 

Schools in remote areas can offer camping 
classes, such as other outdoor courses that will 
give them valuable life skills and might attract 
them to your school over another. In places 
like New York City, schools can embrace local 
activities like museum-going or visiting remark-
able landmarks in their advertising to attract 
students that share those interests. Look for 
ways your school can stand out to students in-
terested in expanding their skills and hobbies, 
and embrace that in your marketing. 

Social media advertising allows schools to tar-
get niche, interest-based demographics in their 
marketing efforts. You can specify interests or 
liked businesses and age and geographic loca-

tion data to deliver high-quality advertisements 
to specific groups of students. 

Students interested in pursuing specialized 
careers that require a degree to get into the 
field would benefit from learning more about 
your programs specifically. Take advantage of 
collected data from informational events, on-
line searches, or short web surveys to under-
stand better why students want to attend your 
college and integrate your findings into your 
marketing strategy. 
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A key reason why US higher education institu-
tions are such a popular destination for inter-
national students is that they provide so much 
more than the degree itself. Students are able 
to enjoy a unique cultural experience as well as 
be part of a thriving student community. These 
opportunities can be a vital part of the deci-
sion-making process for many students inter-
ested in pursuing higher education abroad. 

While many universities across the world offer 
sports programs, the United States has set the 
benchmark for the industry with the scale of fa-
cilities and standards alone. This does not only 
apply just to varsity sports but all organized 
activities like Esports, Chess, and other intra-
mural/club-level sports. The opportunities for 
students are enormous to get so much more 
out of their experience.

Championing and using this advantage is a 
great way to maximize attracting and ultimate-
ly enrolling more international students.

Three Benefits to Recruiting Students In-
terested in Sports or Campus Activities

Here are some benefits to recruiting students 
that are interested in sports or campus activi-
ties:

1) Recruiting advantage

Nowadays, prospective students have an 
abundance of different study abroad options. 
Institutions worldwide are vying for their atten-
tion, pitching their academic credentials, study 
programs, locations, and price points.

It is important to ensure schools are also tar-
geting international students based on their 
interests and passions. This is an excellent way 
to elevate your institution above other options. 
By championing the sports facilities and pro-
grams (and other activities), students get the 
chance to combine their academic goals with 
their passions. This could be a key reason why 
a student would choose your institution over 
another – most foreign students are looking for 
a ‘full’ experience beyond academics.

2) Conversion

Given the opportunity to participate in a sport 
or activity makes prospects less likely to give 
up on the process. By connecting a student 
with the coach/coordinator of the sports team. 
That person can play a key role and keep the 
student engaged in the process and guide 
them to decide on attending. Naturally, appli-
cation processes for internationals to study at 
US institutions can be quite intimidating, and 
many students give up on applications.

THREE ADVANTAGESTHREE ADVANTAGES
OF RECRUITINGOF RECRUITING
STUDENT-ATHLETES STUDENT-ATHLETES by  Stewart Stanbra
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A good strategy that is proven to optimize the 
chances for students following through on the 
application process is to connect the prospect 
with another student (ideally international) al-
ready participating in the team/club. Providing 
this communication channel to the student will 
allow them to gain much deeper insight into 
the program and opportunity.

3) Retention

A major challenge for international students 
upon arriving at the campus is orientation and 
integration into campus life. Homesickness and 
loneliness can be a big factor in the early stag-
es. Most schools have good orientation pro-
grams and plan social events. But for a student 
to be part of a team or club, they instantly are 
part of a social group with the same interests. 
It will accelerate the development of deeper 
friendships and a sense of belonging.

Tips to implement a recruitment strategy 
targeting students interested in sports/
clubs

Varsity College Sports

For varsity sports, it is expected that coaches 
take the lead in identifying the talents they 
want for their teams. Still, the school recruit-
ment team and international admissions can 
also play a major part in assisting coaches in 
their recruitment efforts of these students.

• The marketing tools to demonstrate the 
facilities, including life on campus – making 
quality videos and brochures tailored to 
a student-athlete can really help the deci-
sion-making process.

• Link the prospect with another internation-
al student – if there is not a suitable student 
already on the sports team, then connect 
them with another international student to 
learn about life on campus from a peer.

• Ensuring a smooth admission process – by 
removing red tape. Often Internationals are 
recruited by various schools and programs. 
The complexity of the admission process 

can be off-putting if there are too many 
‘hoops to jump through.’ Can you provide 
evaluated translated transcripts internally, 
or at least recommend a cheaper/faster 
evaluation service? Do you require a TOEFL 
score if they have an A in English at a High 
School from a country with high English 
proficiency? How quickly can you make an 
admission decision?

The recruitment of student-athletes is very 
competitive, and, in general terms, coaches 
need support in turning a scouted prospective 
student-athlete into an enrolled student.

Club Sports & Other Groups

With these programs that are typically a bit less 
selective, it is possible to plan marketing strat-
egies that target bigger groups. Working along-
side club leaders, there can be targeted efforts 
to find prospective students using:

• Social Media Campaigns – Target cam-
paigns to specific groups in regions that can 
be successful.

• Seek out support in tailoring promotions to 
suit local knowledge and language skills.

• Use of Ambassadors – Build relationships 
with international alumni, recruiters, and 
clubs in the regions you are recruiting. 
Incentivize these people to find leads and 
recommend candidates.

by  Stewart Stanbra
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• Identifying lucrative markets and building 
language-specific marketing tools to attract 
candidates – build a webpage or interactive 
brochure targeting that specific type of in-
terest. For example, build an Esports bro-
chure in Swedish that would resonate with 
a Swedish student who is passionate about 
gaming. These materials can turn a student 
passively exploring studying abroad into a 
motivated applicant.

It cannot be underestimated how competitive it 
is for each step of the recruitment process and 
how simple it is to lose a candidate to another 
school or lose interest altogether. Efficiency 

can be enhanced through the combination 
of targeting students based not just on their 
academic/financial preferences but also their 
interests and engaging with them on this using 
good processes and tools.

Want to know more about recruiting stu-
dent-athletes to your programs?

Keystone Education Group offers a wide range 
of solutions designed to help promote your in-
stitution and recruit the right students for your 
programs. We’ve now extended our expertise 
to include the Keystone Sports Network, of-
fering specialized consulting services for insti-
tutions interested in recruiting international 
student-athletes.

We have the mission to help driven people Pursue Ambition. Since 
2007 we have helped more than 2500 young people combine their 

education with their sporting passion in North America.
Stewart Stanbra, Keystone Sports 
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