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RippleMatch Is The
Recruitment Platform
That Works For You

RippleMatch is the Al-powered
solution for all your early career
recruiting needs, empowering
your team to consolidate tools,
reduce spend, eliminate manual
tasks, and transform the candidate
experience with faster response
times and more intentional
connections.
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About
The Data

On the coming slides, we'll be
sharing a brief set of trends
collected in spring & fall 2024
to provide some context on
the recruitment landscape.

Recruitment Pulse Data

We'll be walking through data from two surveys of

recruiters: One conducted on lean teams, and one
conducted on university recruitment spending
trends.

Candidate Pulse Data

We'll be looking at data points from 1,000

candidates surveyed in fall 2024 and spring 2024.
This data looks at their application behavior as well
as their usage of Al tools in their job search.




Lean Teams &
Candidate Trends



LEAN TEAM INSIGHTS

Most lean teams are made up of 3 or less people

We asked a sample of 90 recruiters who have self-proclaimed ‘lean teams’: ‘What is the size of your team?’

Mysetfa1-zothers (D 4 4%
Myself & 3-4 others — 19%

sustmyzert (D 16%
Myself & 5-7 others — 14%

Myself & 11+ others - 4%

Myself & 8-10 others - 4%

M



LEAN TEAM INSIGHTS

Hiring volume of lean teams varies

We asked: ‘What is the annual number of hires your team is typically responsible?’

101-200 hires
26-50 hires
51-100 hires

25 hires or less
501+

201-300 hires

301-500 hires

M



LEAN TEAM INSIGHTS

Top challenge for leans teams is applicant volume

and time for high-level strategy

We asked: ‘Select your top challenge of being in a lean team.’

Sorting through high applicant
volume

Finding the time to assess ROl and
craft high-level strategy

Handling candidate
communications and coordination
throughout the hiring process

Building diverse pipelines

Proactively sourcing longterm talent
pipelines

Executing a robust in-person
recruitment events

M

) 29%
N 23%

G 18%
G 13%
G 13%
G s
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CANDIDATE DATA: JOB & INTERNSHIP SEARCH BEHAVIOR

High-volume approach to recruitment in fall 2024 - 71% of
respondents submit at least 100 applications

We asked 1000+ students: ‘How many applications do you estimate you will need to submit to land a job or
internship offer that you plan on accepting?’

42% 29% 29%

100-300 300+ Less than 100
applications applications applications




CANDIDATE DATA: JOB & INTERNSHIP SEARCH BEHAVIOR

Online resources are a core part of job search strategies,
outweighing in-person methods

We asked: ‘How would you describe the strategies listed below and the role they play in your plan to land a
job or internship offer?’

Core part of my Somewhat part of my Not a part of
strategy strategy my strategy

Finding roles | think I'm a good fit for and —
applying through job boards 77% - 22% | 1%
Visiting the webpages of companies | am

interested in seeing if they have _ 56% - 41% ' 3%

opportunities available

Applying for roles specifically recommended

to me as a good fit for my skill set (as — 51% - 42% . 7%

opposed to seeking out those roles yourself)

Attending events where | can network and — 0, - o, o,
make new connections 46% 43% @ 1%

Building my presence on LinkedIn and

seeking out connections with recruiters — 45% - 39% . 16%
directly to apply for opportunities
Reaching out to folks in my network to — o, - o, o,
inquire about open opportunities 45% 41% . 14%
avending carcerfors QD 41% G i 0%

M




CANDIDATE DATA

Candidate expectations are to hear back at all stages of
hiring process are within 5-7 day range

1-2 business
days

3-4 business
days

5-7 business
days

8-10 business
days

12-14 business
days

15-20 business
days

M

After submitting an application,
what is your expectation of how
quickly you should receive a
notification that you are being
selected for a first round interview
or rejected for the role?

@ 6%

G 21%
G 7%
@& 6%

& 12%

@ 8%

After completing a first-round
interview, what is your
expectation of how quickly you
should receive a notification
that you are being moved
forward or rejected for the role?

@ 14
G 1%
G 36
& 2%

@ 6

| 1%

After completing all interviews
and assessments, what is your
expectation of how quickly you
should receive coommunication
that you are being offered a
position or rejected for the role?

& 13%
G 29
G 6%
@& 4%

@ %

0 2%
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CANDIDATE EXPERIENCE TRENDS

After candidates accept an offer, 73% say they will
keep passively looking for better opportunities

We asked: ‘If you accept a job or internship

offer, do you plan to continue to passively

search for opportunities in case a better 73%
one comes along?’

‘What are some things a company could do that would make you less likely to continue passively

searching for other roles?’

G 54%

Stay in touch on a regular basis prior to me beginning
my position with the company

G 53%

Walk through my compensation package so |
understand its full value

G 45%

Walk me through their opportunities for professional
growth and career advancement at the company

Y

es No
-

G 40%

Offer a signing bonus | only receive when | start the job

G 33%

Put me in touch with my future coworkers to build
community

G

None of the above - | will continue to passively look
regardless just in case



CANDIDATE EXPERIENCE TRENDS

After accepting an offer, hires want to hear from you
every 2-4 weeks

We asked: After accepting a role, how often would you like a company to stay in touch with you leading up
to your start date?’

Every 2 weeks

Every 4 weeks

Every 6 weeks

Every 8 weeks (2 months)
Every 10 weeks (2.5 months)

Every 12 weeks (3 months)

M



CANDIDATE EXPERIENCE TRENDS

Prior to start date, employees want to receive clear checklists
and community connections

We asked: ‘Ahead of starting your internship or job start date, how useful is each kind of
update/communication/event you could hear from a company?’

Very useful Somewhat useful Not useful
Checklist of everything you need to — 0, () 0,
know before starting your role 74% - 22% . 4%
Being connected to a company

mentor (separate from manager) to (NP 70% & 27% I 3%

speak with before starting

Being connected to other interns/new — 69% - 28% ' 3%

hires through a group chat/forum

Being connected to your manager before — 0, 0, o,
Loctore 69% @D 28% 3%

Being provided with a 'brand packet' to

announce you have accepted a (D 55% G 34% @ 1%

job/internship with said company

Optional orientation series to learn
best practices of working in an office _ 54% - 38% . 8%

(taking place before start date)
@ 18%

General company news - 35% _ 47%
M
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Lean Team Challenges

Keeping up with candidate volume

Candidates are submitting upwards of 100 applications, and recruiters
say this is a big challenge

Keeping up with candidate response expectations

Candidates want to hear back from recruiters within 5-7 business days,
even with the volume

Keeping up with candidate communication needs

After accepting an offer, candidates want to hear from you every 2-4 weeks
—or else they may accept a different job offer



Budget Trends



LEAN TEAM INSIGHTS

High-level budgets top challenge in advocating for

more resources

We asked our lean team survey: ‘Select the top challenge of advocating for more resources.’

44%

44% 38%

Difficult to
present a clear
business case
for additional

resources

Concrete
budget set at
the top with no
wiggle room

17%

Lack of
leadership
support for early
talent programs




OVERALL BUDGET TRENDS

Larger budgets will mostly stay the same in 2025, and small
budgets may get even smaller

We asked a group of 50 recruitment teams: ‘Do you anticipate any changes in your university recruitment
budget for next year, 20257’

$20,000 or less $20,000 - $50,000 $50,000 - $100,000 $100,000 - $300,000 $300,000+
ayear ayear ayear a year ayear

No, it will
remainthe @D 35% @ 3% @ 8% G so @D 58

Yes, a @ < @ 20% @ % 0% @ 25%

decrease

Unsure @ 8% @ 4% @ 5% 0 % 0 8%
increase § &% @ 14% 0 3% 0 8%

?w % of teams that selected option



OVERALL BUDGET TRENDS

Intern conversion rate and quality of hires top metric of
measuring ROI

We asked: ‘How do you measure the return on investment (ROI) for your university recruitment efforts?’
$20,000 or less $20,000 - $50,000  $50,000 - $100,000  $100,000 - $300,000 $300,000+
a year a year a year a year a year

anversion rate f[om
interns to fulltime QD ¢s  GEEEED s GEEED - GEED 7> CEEED 52

employees

Quality of hires
(e.g. retention rate, (D 76> @D 43% G 75 CGED s> G 75%

performance reviews)

Condidate experionce  @EDS  GEEDT: @Dsx  @EDc  GEED T
Costperhire [ 12% & 57 013% @ 3% @ s0%

Timetohire 6% 0 14% 0% 0 1% ) 8%

other [6% 0% 0% 0% 0%

?w % of teams that selected option



OVERALL BUDGET TRENDS

Number of campus visits main source of cost reduction, if
required

We asked: ‘If you were asked to decrease your early career recruitment spend while achieving the same
hiring results, where would you look to decrease first?’

$20,000 or less $20,000 - $50,000 $50,000 - $100,000 $100,000 - $300,000 $300,000+
ayear a year ayear ayear ayear

e @ 2o @ @EDs GEED o GED ST

Q7%

0%

Decrease conference
spend - 41% - 43% . 25%

other @ 12% 0% @ 25%

Reduce contracts/

spend on recruitment 0 2% 0% 0%
technology
Downsize

recruitment team ' 6% . 14% 0%

?w % of teams that selected option
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BUDGET TRENDS

In-person recruitment activities & internships biggest source
of spend for teams in 2024

We asked: ‘Approximately what share of your budget is allocated to each program, technology, or initiative
that makes up of your total budget, excluding personnel and staffing?’

Percent of

budget allocated

0%
5%
10%
15%
20%
25%
30%
40%
50%
>50%

Career Fairs

@& 1°%
@ %
@ %
@ 8%
@& 23%
@ 5%

@ 8%

0 4%

@ 5%

| 2%

Travel &
Accommodations

G 25%
@ 8%
G 25%
@ 5%
@ 1%
@ 8%

® %

| 2%

0%

| 2%

% of teams that selected option

Campus Club
Sponsorships

G 36%
G 6%
@ 13%

@ %

0 4%

| 2%

| 2%

0%

| 2%

0%

Conferences

G 6%
@G 2%
G 25%

0 4%

| 2%

| 2%

@ 8%

0%

0%

0%

Swag

@ 8%

& 1°%
G 0%
@ 5%

@ °o%

@ %

0%

| 2%

0%

| 2%




BUDGET TRENDS

Internship programming remains core part of budget

allocation

We asked: ‘Approximately what share of your budget is allocated to each program, technology, or initiative
that makes up of your total budget, excluding personnel and staffing?’

Percent of
budget allocated

0%
5%
10%
15%
20%
25%
30%
40%
50%
>50%

M

Internship Programming

@ 1%
@ 1°%
@ 13%
@ 13%
@ °o%

@ °o%

0 %

0 4%

| 2%

0 4%

% of teams that selected option

Campus Ambassador program

G 79%
@ 7%

| 2%

| 2%

0%

0%

0%

0%

0%

0%

In Office visits or events

@ 25%
G 45%
@ 7%

@ 8%

0 4%

0%

| 2%

0%

0%

0%




BUDGET TRENDS

Career fairs, conferences, and swag have questionable ROI

We asked: ‘How would you categorize the following programs when it comes to ROI for your early career

recruitment goals?’

Great ROI

Acceptable
ROI

Low ROI

Not sure of
ROI

N/A
don't use

M

Career Fairs

@ "%

G 2%

@ >

0 8%

@ 5%

% of teams that selected option

Campus Club
Sponsorships

@ 3%

@ 2%

@ 3%

Q8%

@ 25%

Conferences
) 4%

@ 5%

@D <o%

) 4%

@ 2s%

Swag

0%

@D 5%

@ 25

@ 3%

@ "%
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BUDGET TRENDS

Internship programming has greatest ROI of selected
programming

We asked: ‘How would you categorize the following programs when it comes to ROI for your early career
recruitment goals?’

m’?;?as:qi&i ng gll(gltlfso?rsnsessment LinkedIn In Office visits or events
Great ROI & 3+ | 4% @ o% @ 1°%
Acctor G s @ 3% G o - -
Low ROI ) 4% @ "% @ 7~ @ 7~
Not sure of
ROI ) 4% | 4% @ 5% 0 8%
N/A
don't use - G - @ -

% of teams that selected option
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Lean Team Challenges

Budgets aren’t increasing even if demand is

Most recruitment teams predict their budget will stay the same in 2025,
or decrease further

High-effort strategies don’t always have great ROI

Career fairs & conferences — which typically require travel — are not selected
as overwhelmingly high ROI

Changing course can feel daunting and

timerintensive: previous section, one of the biggest challenges is
zooming out and finding time for high-level strategy



Lean Team Hacks



HACK NO. 1

Categorize all of your recruitment activities going into 2025

HIGH LOW
To have a clear ) _
roadmap for High resciurce,bhlgh Low resource, high %
: impact can be impact is an area to
any. k|!1 = ?f . optimized to reduce pdoub|e down I
optimization In resources
2025,
categorize
every activity
you do into
one of these Low resource, low
matrix High resource, low impact can be —-
categories - imp.act is the most optimized increase o)
3] obvious area to cut impact (or cut if you E
3 want to save effort)
£

Resources

M



HACK NO. 1

Categorize all of your recruitment activities going into 2025

This is an
example of
how you might
categorize
some activities
based on our
survey and
anecdotal
feedback

M

Impact

HIGH

e Career Fairs

LOW

e Virtual event series

requiring travel e Effective online L
e In-office events recruitment C:E
e Internship platforms .
programming e Local career fairs
e Less effective
e Conferences recruitment
e Swag platforms 5
e Campus club e Campus E
partnership ambassador

programs

Resources
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HACK NO. 2

Re-allocate your
budget

Asking for more budget isn't
always feasible in today’s
climate, even if you make a
great case for it. But
reallocation? That's something
you can do to get more bang for
your buck.

Making the case for increased
efforts in one area of a new
strategy is easier to do when
you're not asking for MORE
budget - just a shift in how its
earmarked.

EX. SCALE BACK ON SWAG
AND BUY SMALL GIFTS FOR
COMPANY VOLUNTEERS

EX. SAVE TIME
WITH NEW
SCREENING TECH

0,

N ANALYZE

SPEND

EX: INCREASE
INVESTMENT IN EX. SCALE BACK
CHATBOT TO ANSWER ON TRAVEL COSTS

CANDIDATE QUESTIONS



HACK NO. 3

Find more time by automating repetitive tasks via technology

After making your matrix of recruitment activities, identify the tasks within those that are
repetitive and could be automated/sped up through advances in technology

Repetitive Repetitive tasks

content creation : @ : like sourcing and

tasks applicant review

Using tools like ChatGPT (or If you scale back in other
other approved tools) you areas, you can acquire a tool
can speed up content (like RippleMatch) that an
creation tasks like keep automate time-intensive
warm strategies or tweaking tasks like sourcing or

job descriptions applicant review

M



HACK NO. 3

Repetitive content creation tasks: Prompt smarter, not harder

Writing emails, job descriptions, communication cadences, event titles & promotions all adds up.
With tools like ChatGPT, you can speed this up to free up more time for other parts of your role. Pro
tip: ChatGPT is coachable! You can always ask it to tweak or improve its responses.

PROOFREADING JOB
DESCRIPTIONS

“Can you proofread this job
description for a [Job Title] and
suggest any improvements?”
“Review this job description for
grammatical errors and clarity:
[paste job description].”

REPURPOSING CONTENT

“Can you adapt this job
description for a similar role in a
different department? Here's the
original: [paste job description].”

“How can | rephrase this job
description to make it more
appealing for recent graduates?”

M

EVENT IDEAS

“Can you give me a list of event
titles based on[insert loose details
of event here].”

“Can you write me a promo for the
event, including bulleted
takeaways of what students
might learn and why attend?

“Can you take this information
about our company culture and
perks and condense it into bullet
points to appeal to new grads?”

“Can you take this job description
and turn this into bullet points |
can use on a Powerpoint slide?

CRAFTING CANDIDATE
COMMUNICATION PLANS

“Suggest a communication plan
for keeping candidates engaged
throughout a 2-month
recruitment process. Then write
each email for me.”

“Craft a communication plan,
along with key topics | could cover
and suggested dates, that will
keep a candidate engaged from
when they accept an offer to their
actual start date happening 8
months later.”

“How should | structure my email
communications to candidates
from the application stage to the
offer stage?”




HACK NO. 3

Find recruitment technology that can make you more efficient

M

? Olivia Thamas &
? Olivia Thamas &
Olivia Thomas =«
University o California, Berkeley - May 2020

¢« o B9
¢« o B9

¢« o B9

Effectively source from
the applicants you
already have.

Tech Hack:
Automated Resume
Review

Areer £y

Focus effort and spend
on sourcing the
applicants your funnel is
missing.

Tech Hack:
In-Depth View of
Diversity In Your Funnel

Market events to the
right audience and
capture attendance with

Fully automate digital
outreach to the top
talent your funnel is

missing. QR codes

Tech Hack: Tech Hack:
Automated Sourcing Smart events
management




HACK NO. 4

Get a little help from your friends (coworkers)

Tapping coworkers to help with recruitment events, informational interviews, or even intern programming
can be a great way to extend your impact without effort — but you need an efficient system for collecting

and organizing volunteers early on.

Identify where you might
need help. Creating
categories ahead of time
that people can select
interest for is key for
intentional volunteers.

M

Create a volunteer database
fueled by a form. Google forms,
Airtable, Typeform are all
suitable sign up sheets that
feed into a sortable database!

—
2.8,

Begin curating
volunteers. Connect
with leaders of ERGs,

department heads, and
managers to send out
you form



HACK NO. 4

Get a little help from your friends (coworkers)

Tapping coworkers to help with recruitment events, informational interviews, or even intern programming
can be a great way to extend your impact without effort — but you need an efficient system for collecting

and organizing volunteers early on.

Create aroles &
expectations document
Send this out when
someone is onboarded
as a volunteer

Set a time limit

When people sign up,
decide on a ‘tenure’ to
keep people engaged
without feeling locked in
forever

M

Make it easy

Make most of the volunteer
opportunities low-lift — think
speaking on a panel,
contributing a quote, or hopping
on a quick call

Rotate volunteers

Don’t tap the same people too
often - reach out to different
volunteers to ensure people
aren't under or overutilized

Show your appreciation
Incentivize volunteers to come
back by sharing positive
feedback from student
attendees, giving shoutouts in
company channels, or sending a
small gift card

Stay open to feedback
Leave the door open for
feedback from volunteers to
improve your systems




Closing Advice

Expanding your
impact starts by
knowing what takes
time and what isn't
impactful.

Start the year off
right by taking
inventory of your
strategies and their
outcomes.

M

Our data suggests that many teams
are leveraging strategies that aren't as
efficient as they could be - identify if
that's true for you too.

After you diagnosis your strategies, use
a mix of technology tools, company
support, and fund reallocation to find
better uses for your time and resources.




Q&A



