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THE BRIEF 
This assignment is all about learning from consumers. 

Interviews have been conducted to find out what the consumer groups think and feel about the 

idea.  Interview techniques were gained by ‘informal type’ interviews.  The thinking of interviewees 

was explored and navigated by developing the conversation (as opposed to asking off a list of very 

specific questions) and building off the conversations. 

BOUNDARIES 
I have chosen a SERVICE for this assignment.  Connecting UNITEC graduates to quality employers.  

This involves building on existing services within UNITEC and adding new dimensions – mainly adding 

a shop-front in the form of an integrated website - and strengthening relationships with industry, 

employers and Alumni. 

I have contained this research mainly within the Business School of UNITEC for the purpose of this 

assignment and to potential employers within Auckland geographic region.  There is potential to 

expand the model throughout the wider context of UNITEC and NZ or internationally, if the 

Marketing Campaign is successful. 

OBJECTIVE OF CAMPAIGN 

Vision For UNITEC students to be first choice for employers 

Values  Integrity Honesty Work Readiness  Clear Communication 

Professionalism  Social Skills Relationships 

Mission For Graduates: to provide an easy transmission from graduation into the 

workplace 

For Employers: to smooth and simplify the process of employing students.         

To promote quality work-ready candidates. 

  



3 | P a g e  
 

SWOT Analysis 
IN

TE
R

N
A

L 
Strengths Opportunities 

EX
TE

R
N

A
L 

IBL Programme Relationship building with industries 

UNITEC Career Centre Separation of employer database into 
Accounting and Finance, and Management 
and Marketing groups 

Quality of A & B Grade students Industry related trade shows 

Business Development Officers Development of ALUMNI programme to 
strengthen and build networks 

Student Job Search Strategic relationships with specific 
Recruitment Agencies 

Rosebank Project  

Business Mentoring Projects  

Weaknesses Threats 

Resource Allocation Competition from other universities e.g. 
AUT, Massey, Auckland Uni, Otago, Victoria 

Internal Systems and Processes  

C grade students & work readiness of some 
students, including social skills. 

 

Implications of SWOT Analysis  

 Unless support from key decision makers within UNITEC is gained and approved, any 

attempts to gain momentum will remain fragmented and rely on the efforts of individuals 

within faculties. 

 Potential needs to go across all levels of students, not just top graduates.  With the 

screening process, better matches will be obtained.  Horses for courses. 

 Rosebank Project is a great start to building relationships.  The life time value of students 

being placed in IBL and graduate programmes would be extremely beneficial to UNITEC.  

Having UNITEC advocates in industry is the aim.                                                                            

For example a student is placed in IBL with a company, they are then asked to work for 

them.  As they develop into Management level, they realise further qualifications are 

needed so they go back to UNITEC on a part-time basis.  Later on they want to run their own 

business but realise further knowledge is required.. back to UNITEC.   They then start their 

own business and require employees.. they look for UNITEC graduates, they then send them 

on further training programmes at UNITEC. 

 Strategically targeting larger companies who can offer business students broad knowledge is 

required  e.g. Fonterra, F&P Healthcare, IBM, Vodafone, Telecom?, the top 4 accounting 

firms. 
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TARGET AUDIENCE ANALYSIS 

How big is the Market? 
Graduates   How many students graduate from UNITEC each year? 

Year Entire UNITEC Business Facility 

2011 2700 Information not available from 
Graduate office or Business 
Programme Admin 

2010 2698  

2009 2451  

 

Potential Employers:  I have identified suitable 95 companies.  Refer to the Appendices for further 

details. 

The Decision Process of the Consumer who is involved in the Decisions 

The Graduate  

 

Personal 
Decisions 

•What do I want to do? 

•What am I really good at? 

•What Industry do I want to work in? 

•What type of roles do I want? 

•Which companies offer these? 

•What size company do I want to work for? 

•What geographic  area am I prepared to work within? 

•What hours, conditions suit me?  Work/life balance? 

•How will my short-term decisions align with my long-term career decisions? 
 

The 
Company 

•Will this company help me gain a bright future? 

•Do they have a good reputation in the industry? 

•How long do I want to work for them? 

•What conditions/terms do they offer? 

•What are their plans for growth? 
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The Employer 

 

The Attitudes of the Market and our Brand in the Market 

Students 

The main findings from student interviews are 2 things: 

 May students are unaware of what UNITEC does already to help students get into the 

workforce.  Admittedly this may be because I interviewed 2nd year students. In hindsight I 

didn’t interview the right sample!  I should have included more students who will graduate 

this year.   Work would be more relevant to this group. 

 There is a mixed reaction to the question:  DO YOU THINK IT IS THE RESPONSIBILITY OF 

UNITECT TO HELP STUDENTS FIND WORK?          

o Some thought no.  It is up to the individual. UNITEC is an education provider not an 

employment agency. 

o Other opinions suggested it is a shame to waste the potential that is already established. 

They would support self-funded iniatives i.e. user pays.  They think SJS could be 

improved.      

o Other opinions were that UNITEC should provide connections to employment and 

should be more proactive in this area, particularly IBL which is part of the course 

requirements                                                                                                                        

Employers 

UNITEC sells itself on “work readiness” of our students. 

Is this pitch working in the marketplace? Are employers getting the message?  Is UNITEC delivering 

on its promise of preparing students to graduate as fully capable of being “work ready”?  Is UNITEC 

well recognised in the market? 

 For employers much depends on if they have had any association with UNITEC in the past 

Who do I 
need ? 

•Do I need to replace this person? 

•Will I recruit externally or internally? 

•If eternally, what channels will I use to identify suitable candidates? 

•Does the role require a person with experience, or can I employ a student? 

•If a student, what level of qualification is required? 

•If a student, which tertiary provider  would  I get the most suitable candidates 
from? 

Student 
Identification 

•What level of qualification is required? 

•Which education provider will I get the most suitable candidates from? 

•What is the reputation of this tertiary provider? 

•How do I get the best student/match for this role? 
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 Some companies are not even aware of UNITEC as an education provider within Auckland.  

There is need to promote our brand. 

 Companies like BECA look to UNITEC for employing Civil Engineering & Construction 

Management graduates.  They think highly of our students.  Certain faculties have excellent 

reputation in industry e.g. Creative Industries, Performing & Screen Arts. Architecture. 

 Some employers are turned off International Students due to two issues work visa 

requirements, language barriers.  The level of English needs to be higher with some students 

before they would consider employing them.  Simply on the basis they need an employee 

who can clearly communicate to their customers.  

Their Attitudes about the Usage/Problem Situation 
If the problem is identified as “issues of employing a student” the following issues came to the fore: 

 Lack of experience – why do I need to invest time in training a student when I can employ 

someone who already has the skills? 

 Employers often have established relationships with employment agencies to find quality 

employees – if it works well, there is no need to change.  This makes it more difficult to 

break into the market. 

 International Students – issues and perceptions around work visas/language barriers 

 Perceptions around age 

 Time – for graduates it takes too long to get a job.  Employees have to invest too much time 

and effort in finding suitable candidates.  ‘It’s always a bit of a headache and gamble’. 

The Benefits required by the Consumer 

Graduates 

 A simple matching process 

 ‘One stop shop’ in preparing for the workshop – that is preparation of CV, interview 

techniques etc, identifying suitable potential employees and taking it that step further by 

setting up interviews.  The total getting ready for work process. 

 Information easily available.  

 Established networks to tap into. 

Employer 

 A simple matching process 

 Information about candidates easily available 

 Screening process automated as much as possible to reduce time wasting 

 Quality candidates to interview and employ 

The Process of Selection, Thinking and Feeling in Relation to the Product 

Market or Situation. 

Graduates 

 These are very important decisions I am about to make and I don’t feel prepared. 

 There are so many choices and decisions to make – it can be overwhelming, 

 Often pressured – I just need to be earning money! – now!   
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 Does anyone want me? – Self-confidence issues.  Do I have the skills to sell myself?  

(Everyone tells me I need to, but I don’t really know how to). 

 A feeling of “they don’t care” – they don’t return my calls, reply to me. 

 Often a random approach – not strategic and logical in the process of identifying and 

succeeding in getting the role they want. 

 I don’t have time to find out about the company before I go to the job interview. 

 Timing and luck play a role. 

 Lack of networks to tap into. 

Employers 

 This is a painful process/hassle.  

 This takes a lot of time – time I don’t have.  I don’t want to waste time seeing unsuitable 

candidates. 

 This is a minefield.  I can easily employ the wrong person.   

 This is a huge investment – I want to make a good decision, a well-informed decision. 

Relevant Communication Objectives 

General Communication Theory:  

From the sender: Creating Brand Awareness and implanting positive associations in the consumer’s 

memory and affecting behaviour (Chitty, 2008). 

The message needs to be conveyed in a very simple manner.  Any adverts, sales presentations, logo 

design and print and electronic media need to convey this simple message. 

For the receiver the outcomes need to match the senders objectives, mainly having UNITEC fore in 

mind as a brand when looking for employees. 

Feedback – by using research-based feedback from employment markets, CONNECT can re-examine 

and correct ineffective or misdirected marketing messages (Chitty, 2008) 

Minimising NOISE is critical – be big and bold in the messages, e.g. full page adverts, simple logo 

designs using captivating colours. 

Communications: Signs and Meaning 

Signs. We can take a look at SEMIOTICS – the study of signs and the analysis of meaning-producing 

events.  The constructive process in practical application means the source’s choice of signs adds 

meaning but is also trying to hit a moving target – the target of connecting with the receiver’s 

unique social-cultural background and mind-set at the time of exposure to a message. (Chitty, 2008). 

Basically we are talking about signs in the creation of messages.  There are all kinds of signs: road 

signs, store signs, for sale signs, signs for abstract concepts – the happy face☺. A sign can be words, 

visualisations, tactile objects, olfactory sensations.  The real definition of a sign is something physical 

and perceivable that signifies a message to the interpreter in context. 

The same sign can mean different things to different people and in different contexts.  Eg a sports 

car signifies a fun vehicle to some people, the owner may be perceived as being more carefree than 
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others.  It may mean ego and status to others or an older person driving a sports car may be 

perceived as going through a ‘mid-life crisis’. 

Meaning.  Meaning is internal and subject to individual interpretation.  A marketer needs to use 

words, visualisations and signs that can relate to the target markets field of experience (perceptual 

field).  Areas to watch for are when developing communication programmes for consumers in other 

cultures. 

Meaning is the fundamental concept in all marketing communications.  It is the foundation of the 

brand image of brand-equity and a core-concept. (Chitty, 2008). 

Behavioural Foundations. I will now do a quick review of the behavioural foundations of 

Marketing Communications.  The marketer directs their efforts towards influencing brand-related 

beliefs of the consumer.  To do this, they design advertising messages, promotions, packaging cues, 

brand names, sales presentations and other brand-related messages.   Consumers process and 

respond then make choices between brands.   

The consumer’s behaviour swings between CPM (cold, calculating, cognitive) and HEM (Hot, 

Emotional, 3 F’s). 

The key to good marketing is to stop shouting at consumers as many advertisements do, and 

understand how consumers process information (refer pp 35 – 42 of textbook).  Then deliver your 

key message, with relevant meaning. 

 

The Different Media needed to Achieve these Tasks? 
The message channels will be: 

1. Websites and blogs with interactive capability.  Ability to send emails to “tell a friend”.  

Connections to Social Media through website.  This needs to be funded by graduates – a fee 

will be charged to join. 

2. Word of Mouth and Face to face meetings.  One on one meetings with key decision makers 

within companies 

3. Trade Shows 

4. Social Media  

5. People – sufficient human resources allocated full-time to building relationships.  Advocates 

in industry. 

6. Electronic Mail (emailing) to database 

7. T-shirts & caps 

8. Bus advertising and posters at bus stops 

9. Signage on all vehicles owned by UNITEC staff  (can be magnetic if there is strong objection) 

10. Full page advertisements in The Herald around graduation time.  Congratulating UNITEC 

graduates and advertising/pushing  their potential to employers 

11. Viral marketing amongst graduates 



9 | P a g e  
 

A Clear and Unique Positioning Statement for the Brand 
CONNECT - The brand needs to position UNITEC graduates to be first choice for employers.  The 

message needs to be strong and simple.  It needs to convey the message of simplifying the process.  

The process of connecting work ready UNITC graduates to quality employers. 

Positioning Statement: To the UNITEC student graduate who wants to be gainfully employed, 

CONNECT is a service that aims to provide an easy transmission from graduation into the work place.  

The service simplifies, promotes and unites opportunities for UNITEC graduates and employers.  It is 

backed by strong industry networks.  For potential employers, the service smooths and simplifies the 

process of employment, including screening and showcasing exceptional UNITEC graduates. 

C-O-N-N-E-C-T Simplifying the job matching process 

WHERE TO NOW?   

Preliminary recommendations 
1. Relationship Building – this is a key activity. 

i. A lot of the investment to make this a successful campaign needs to be in 

establishing and building long-term relationships with industries and 

companies.   

2. Internal Resources in place. Get up to speed internally before going out to the market 

place. The operational aspect needs to be delivered successfully – not just the marketing 

campaign.    Review current UNITEC processes eg IBL– look at what has been working and 

where the gaps are. Screen the database. Eliminate non-quality employers.  Talk to the 

current companies about the process – where it can be improved.   Look at how we can 

better utilise the contacts already established                                                                               

Get efficient internal systems and processes in place to deliver on promises.  Eg databases – 

maintained and regular contact at an appropriate level.   

3. Ensure a model is created that is self-funded by graduates 

4. Build awareness internally as well as externally All staff and students need to know 

about this campaign and how processes work so every enquiry enables pointing people in 

the right direction.  

5. Key UNITEC staff involved and aware.  Get commitment to the campaign from decision 

makers. Resources: mainly human and financial, need to be allocated.  

6. Speed dating.  Finding ways to connect graduate students to potential employers within a 

minimum time frame.   Eg the Real Estate department organised an evening where students 

got to meet employers and had 5 minutes to sell themselves face to face.  

7. Alumni Review the current process for networking with Alumni students and how the 

graduates can tap into their networks 

8. Develop a holistic approach for the entire campaign A broad integrated perspective is 

necessary: 

a. Relationship marketing – building satisfying relationships with key parties 
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b. Integrated marketing - integrated programs that create, communicate and deliver 

value for customers 

c. Ensuring that all in UNITEC are driven by a recognition of the need to serve 

customers well 

d. Social responsibility marketing – taking into account the broader concerns and the 

ethical, environmental, political, legal and social context of marketing programmes 

(Kotler, 2006, pp 17-21). 

9. Design a more details specific strategic marketing communication campaign with budgets 

Implications for the Creative Side of Campaign 
Being fresh, bold and diverse! Strong use of bright green colours that build on the UNITEC Logo 

would be a great start.  

Using fonts and words and images that convey the message of big, boldness and diversity - words 

and images that allow employers to realise that there is a multitude of talented graduates for all 

areas within business e.g. marketing, financial, operational, logistical, communications & PR, Event 

Management etc. 

Have the ability to show successful stories and graduates selling themselves in videos on the 

website. (Case study videos of good connections between graduates and employers).   

Building stories to show how good UNITEC students are. 

 

Create a message that graduates are available for the workforce.  Students that are work ready, 

fresh, diverse and bold.   
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fresh  

diverse 

bold   
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APPENDICE 

NZX 50 companies.  As at 20 December 2010, the constituent companies of the NZSX 50 are: 

Company Sector 

Abano Healthcare Group Limited Finance & Other Services 

Auckland International Airport Limited Ports 

Air New Zealand Limited Transport 

AMP Limited Finance & Other Services 

AMP NZ Office Limited Property 

Australia and New Zealand Banking Group Limited Finance & Other Services 

APN News & Media Limited 
 

Argosy Property Trust Property 

Cavalier Corporation Limited Textiles & Apparel 

Contact Energy Limited Energy Processing 

DNZ Property Fund Limited Property 

Ebos Group Limited Intermed & Durables 

Fletcher Building Limited Building 

Fisher & Paykel Appliances Holdings Limited Intermed & Durables 

Fisher & Paykel Healthcare Corporation Limited Intermed & Durables 

Freightways Limited Transport 

Goodman Fielder Limited Food 

Goodman Property Trust Property 

Guinness Peat Group Plc 
 

Hallenstein Glasson Holdings Limited Consumer 

Heartland New Zealand Limited Finance & Other Services 

Infratil Limited Energy Processing 

Kiwi Income Property Trust Property 

Kathmandu Holdings Limited Investment 
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Mainfreight Limited Transport 

Michael Hill International Limited Consumer 

Nuplex Industries Limited Building 

New Zealand Oil & Gas Limited Mining 

The New Zealand Refining Company Limited Energy Processing 

NZX Limited Finance & Other Services 

Property For Industry Limited Property 

PGG Wrightson Limited Agriculture & Fishing 

Port of Tauranga Limited Ports 

Pumpkin Patch Limited Consumer 

Rakon Limited Intermed & Durables 

Restaurant Brands NZ Limited Consumer 

Ryman Healthcare Limited Finance & Other Services 

Sanford Limited Agriculture & Fishing 

Sky City Entertainment Group Limited Leisure & Tourism 

Skellerup Holdings Limited Intermed & Durables 

Sky Network Television Limited Media & Comms 

Steel & Tube Holdings Limited Building 

Telecom Corporation of New Zealand Limited Media & Comms 

Telstra Corporation Limited 
 

TrustPower Limited Energy Processing 

Tower Limited Finance & Other Services 

Vector Limited Energy Processing 

Vital Healthcare Property Trust Property 

Westpac Banking Corporation 
 

The Warehouse Group Limited Consumer 

  

State Owned Enterprises  
Genesis Power 
Landcorp 
Meridian Energy 
Mighty River Power 
Solid Energy 

Subsidiaries of foreign companies 

Allied Pickfords  
Bank of New Zealand 
Chubb Securities (NZ) Ltd 
Progressive Enterprises 
Toll New Zealand 

http://en.wikipedia.org/wiki/Genesis_Power
http://en.wikipedia.org/wiki/Landcorp
http://en.wikipedia.org/wiki/Meridian_Energy
http://en.wikipedia.org/wiki/Mighty_River_Power
http://en.wikipedia.org/wiki/Solid_Energy
http://en.wikipedia.org/wiki/Allied_Pickfords
http://en.wikipedia.org/wiki/Bank_of_New_Zealand
http://en.wikipedia.org/wiki/Chubb_Security
http://en.wikipedia.org/wiki/Progressive_Enterprises
http://en.wikipedia.org/wiki/Toll_New_Zealand
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Other major companies 

Alliance Group Ltd 
Amtel Communications 
Blis Technologies 
Canary Data Solutions Ltd 
Canterbury of New Zealand 
Carrad & Patterson Ltd 
COGITA Business Services 
Designline 
Eurekster 
Fonterra Co-operative Group Ltd 
Foodstuffs Co-operative Group Ltd 
Forsyth Barr Ltd 
Gabites Porter Consultants 
Gallagher Group 
Gough & Hammer Ltd 
Hubbards Foods Ltd 
H W Richardson Group Ltd 
Jade Software Corporation 
Juken New Zealand 
Kordia 
Netconcepts 
Northport Ltd 
Ovation Ltd 
PPCS Ltd 
Ports of Auckland 
SLI Systems 
South Pacific Tyres Ltd - Beaurepaires 
Spotless Services (NZ) Ltd 
The Bell Tea Company 
The New Zealand Wine Company - formerly Grove Mill Wine Company 
Traffic Design Group 
Trojan Holdings Ltd (Davies Management) 
Webforce Ltd 
Vero Insurance 
Xelocity 
 
Any company in the Rosebank area. 
  

http://en.wikipedia.org/w/index.php?title=Alliance_Group_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Amtel_Communications&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Blis_Technologies&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Canary_Data_Solutions&action=edit&redlink=1
http://en.wikipedia.org/wiki/Canterbury_of_New_Zealand
http://en.wikipedia.org/w/index.php?title=Carrad_%26_Patterson_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=COGITA_Business_Services&action=edit&redlink=1
http://en.wikipedia.org/wiki/Designline
http://en.wikipedia.org/wiki/Eurekster
http://en.wikipedia.org/wiki/Fonterra
http://en.wikipedia.org/wiki/Foodstuffs
http://en.wikipedia.org/w/index.php?title=Forsyth_Barr_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Gabites_Porter_Consultants&action=edit&redlink=1
http://en.wikipedia.org/wiki/Gallagher_Group_Limited
http://en.wikipedia.org/w/index.php?title=Gough_%26_Hammer_Ltd&action=edit&redlink=1
http://en.wikipedia.org/wiki/Hubbards_Foods
http://en.wikipedia.org/w/index.php?title=H_W_Richardson_Group_Ltd&action=edit&redlink=1
http://en.wikipedia.org/wiki/JADE_(programming_language)
http://en.wikipedia.org/w/index.php?title=Juken_New_Zealand&action=edit&redlink=1
http://en.wikipedia.org/wiki/Kordia
http://en.wikipedia.org/wiki/Netconcepts
http://en.wikipedia.org/wiki/Northport_(company)
http://en.wikipedia.org/w/index.php?title=Ovation_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=PPCS_Ltd&action=edit&redlink=1
http://en.wikipedia.org/wiki/Ports_of_Auckland
http://en.wikipedia.org/wiki/SLI_Systems
http://en.wikipedia.org/w/index.php?title=South_Pacific_Tyres_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Spotless_Services_(NZ)_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=The_Bell_Tea_Company&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=The_New_Zealand_Wine_Company&action=edit&redlink=1
http://en.wikipedia.org/wiki/Grove_Mill
http://en.wikipedia.org/wiki/Traffic_Design_Group
http://en.wikipedia.org/w/index.php?title=Trojan_Holdings_Ltd_(Davies_Management)&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Webforce_Ltd&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Vero_Insurance&action=edit&redlink=1
http://en.wikipedia.org/w/index.php?title=Xelocity&action=edit&redlink=1
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INTERVIEW NOTES 

 

Are available on request  


