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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
Today’s Data
& Trends

We’'ll be walking through a set
of data collected between in
November and December
2024 (and earlier for additional
context) to provide a picture of
what recruitment teams are
doing as well as Gen Z
students seeking jobs and
internships.

Recruiter Pulse Data

We'll be walking through data from the award-winning
programs in RippleMatch’'s Campus Forward Awards.
There are 200 total programs, as there are 50 in each
size category: 100 or less, 100-200, 200-400, and 400+
early career hires annually. We'll also share some
platform activity data.

Candidate Pulse Data

We'll be walking through data of our latest survey
of more than 600 candidates, conducted in
December 2024, as well as a few past surveys for
context. We'll be covering the following topic areas:

e How candidates are finding jobs &
internships, including Al usage and
in-person event attendance
What will influence candidates to accept
offers and relocate




TREND NO. 1

2025 Hiring: Headcount is
increasing, budgets are not



2024 VS. 2025 HIRING NUMBERS

Intern hiring numbers increased or stayed the same for

summer 2025

We asked: ‘Approximately how many interns for all business units in the United States are you aiming to
hire for 2025 vs. what you hired in 20242’

All Programs

Small Programs

Midsize Programs

Large Programs

Enterprise Programs

36% 33% 31%
G CGEEED Ch—
33% 30% 38%
L x N
4% 35% 24%
— X
38% 38% 25%
G CGEEEEED CE—
34% 32% 34%

@ DEcReAsE

@ INCREASE @ s~ve




2024 VS. 2025 HIRING NUMBERS

Many early programs increasing the number of full-time
hires compared to previous year

We asked: ‘Approximately how many FT hires for all business units in the United States are you aiming to
hire for 2025 vs. what you hired in 20242’

42% 30% 28%

small Programs (D D o
47% 24% 29%

Midsize Programs (D D o
36% 31% 33%

Large Programs (D S o
51% 36% 13%

Enterprise Programs (D CGENNNED G
31% 33% 36%

@ DEcReAsE

@ INCREASE @ s~ve



OVERALL BUDGET TRENDS

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

We asked: ‘Do you anticipate any changes in your university recruitment budget for next year, 2025?’

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

No, it will
remainthe @ 35% @ @ G- GED s

Yes, a @ «« @ 2o @ 0% @ 25%

decrease

Unsure @ 8% @ 4% @ 5% 0 % § 8%
i:grsé::e f 6% @ 4% 0 13% 0% 0 8%

% of teams that selected option



TREND NO. 1

Section Takeaways

Hiring demands
grow or stabilize

Most teams are seeing an
increase in hiring or are
staying the same - only
15 are seeing a decrease

Y

Budgets are
not increasing

Data from our
spending survey
shows that budgets
are staying the same
or decreasing

M



TREND NO. 2

Hybrid strategies strive for
refinement in a challenging
landscape



RECRUITMENT STRATEGY TRENDS

Nearly all teams embrace hybrid recruitment, majority
lean in person

We asked: ‘Regarding your early career recruitment strategies, please select the most accurate breakdown of the
strategies (virtual vs. in-person) you are executing during the Fall 2024-Spring 2025 recruitment season.’

Hybrid, more in-person (D 56%
Hybrid, 50/50 in-person vs virtual (GG 18%
Hybrid, more virtual — 14%

Fully in person - 10%

Fullyvirtual @ 2%



IN PERSON RECRUITMENT: FALL 2024
Tailored approach is key for in-person recruitment

We asked: ‘Please share additional context on the key elements of your recruitment strategy.’

Somewhat part of Not currently part of

Core part of strate
P v strategy strategy

Up from 55% in Fall 2023

ents wih studen  QUESSSSSS 7. @D 23% o
Major-specific career fairs (G [ [GTIEGP 68% @ 23% ® 10%
campus-wide career fairs (D 55% @ 29% ™ 16%

onsie, noffice sverts  qu 445, - - 20
conferences (D 34% G 42% @ 24%
Early ID programs (D 34% @ 30% @ 36%

Campus ambassador
P rogram: D 32% @D 28% @D 40%



DIGITAL SOURCING AND VIRTUAL RECRUITMENT: FALL 2024
Digital sourcing has emerged as a key way to build pipeline diversity

We asked: ‘Please share additional context on the key elements of your recruitment strategy.’

Leveraging virtual recruitment tools to reach
more diverse populations

Reaching school-specific candidates
through tech

Reaching school-agnostic candidates
through tech

School-agnostic virtual info sessions or panels

Large-scale virtual events, such as a
mini-conference or themed event series

Virtual career fairs

We asked: ‘Please share additional context on the key elements of your diversity recruitment strategy.’

Investment in technology to help identify
and source diverse talent

Investment in technology to execute a
school-agnostic strategy

Core part of strategy Somewhat part of strategy Not currently part of strategy

G 2 @D 21% 0 5%
G 70% @ 24% 0 &%
G 3% @ 22% @ 10%
G 6% G 35% @ 19%
G 25% @ 29% @D 42%
G 27% G 44% @D 29%

Core part of strategy Somewhat part of strategy Not currently part of strategy

G 5% @ 19% @ 6%
G 1% @D 26% @ 14%




DIGITAL SOURCING OVER TIME

Digital sourcing is used to reach hundreds of different
universities and increase diversity

RippleMatch platform data shows how digital sourcing has evolved since 2019 to be focused on expanding reach
and connecting with diverse candidates.

s cﬁxglr?'gaech Prioritization of Roles prioritizing \255::::2;
per role school prestige HBCU/HSI schools onth
e L HBCU D 15%
104 TopS0  qummm 33%
HSI 29%
Fall 2019 schools per Top 100 8% °
role School tier not 6% Women 12%
important
Top20 0% HECU G 17% ﬁ::lps Extirnasl
FiI202 o e 1o o e
(
a schoollsper Top100 @@ 19% :
e School tier not 73% Women 16% 48% 52%
important
vy HECU CHEEED 12% AM External
24'7 Top50 g 3% .y Apps Apps
Fall 2024 schools per Top100 @ 10%
el School tier not 86% Women 1% 71%

important




DIGITAL SOURCING AND VIRTUAL RECRUITMENT: FALL 2024

Most teams are using Al for resume screening and
applicant sourcing

We asked: ‘Which tasks does Al currently assist you with in your recruitment process?’

Automated resume screening and
applicant review

Automated applicant sourcing

Al-powered matching to connect
candidates with the right roles

Writing and editing job
descriptions with tools like ChatGPT

Bias reduction in the hiring
process

Automated interview scheduling
and reminders

Personalized candidate experience
through Al interactions

Al tools that can record interviews
and summarize notes

Leveraging Al content creation
tools for recruitment events or
marketing

Other

All Programs

@D 59%
@D 45%
@D 4+4%
@ 40%
@ 39%
@ 34%
@ 1%
@ 26%

@ 21%

0 8%

Small Programs grig;irg?ns
G 7% GEEED 61%
@D 48% @D 55%
@ 37% @D 45%
@» 30% @D 52%
GID 44% @D 42%
@ 30% @D 42%
@ 22% @D 39%
@ 22% @D 42%
@ 30% @ 19%

I 4% 0 6%

Large Programs

@D 50%
@D 43%
@D 36%

@D 43%
@D 50%
@D 36%

@D 50%
@ 21%
® 4%
0 7%

Enterprise
Programs

@D 52%
@» 30%
@D 57%
@D 35%
@ 22%

@ 26%

® 7%
® 13%
® 7%
® 7%




OVERALL BUDGET TRENDS

Number of campus visits & conferences 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
ayear

Number.o_f
campus visits

@ 20%

Decrease conference
spend

-

Other 0 2%

Reduce contracts/
spend on recruitment

0 2%
technology

Downsize

()
recruitment team ' 6%

$20,000 - $50,000
ayear

@ +3%

-

0%

0%

0 14%

% of teams that selected option

$50,000 - $100,000
a year

@ s0%

@ 25%

@ 25

0%

0%

$100,000 - $300,000 $300,000+
ayear a year

G 50 @D 7%

Q7%

0%

0%

0%

0%



OVERALL 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?’

Campus Club

In Office visits or

Career Fairs Sponsorships Conferences Swag events
Great ROI @ 1% @ 3% 4% 0% @ 2%

R T GED > G @ Gy D
Low ROI @ 5% @ 3% @G 0> @ 258% @ 7%
N o 0 8% 0 8% ) 4% @ > 0 s%
domeuse @ 5% @ @@= 0 - =

% of teams that selected option




TREND NO. 2

Section Takeaways

o
2.8,

In-person
recruitment aims
for intentionality

Teams are more
often skipping broad
career fairs for more

intentional events

Virtual recruitment

essential for
expanding reach

Many companies cite
virtual recruitment tools
as a core way to bring in

a range of candidates

IRL activities
could decrease

Based on budget
allocation and RO,
IRL activities would

be the first to go

M



TREND NO. 3

Recruiters are on campus,
but candidates are online



CANDIDATE TRENDS
Student job search largely taking place online

We asked: ‘How would you describe each method of finding a job or internship?’

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

Using online platforms that aggregate — o, o, o
job/internship opportunities for me 68% - 28% . 4%

Visiting the specific career pages of

companies I'm interested in to view open (| | | } JNEIIID 60% @ 33% 0 7%

positions

Building my presence on LinkedIn and

seeking out connections with recruiters — 45% - 39% - 16%

directly to apply for opportunities

Attending in-person career fairs at my

university to meet with employers and - 33% — 50% - 17%

discover roles
Attending in-person recruitment events aside

from career fairs at my university to meet - 29% — 45% - 26%

with employers and discover roles
Attending virtual recruitment events to o, — o, - o,
connect with employers and discover roles - 25% 44% 31%

Attending conferences where recruiters are o - 0
present, such as with SWE or NSBE - 24% 36%

@D 40%



JOB & INTERNSHIP SEARCH BEHAVIOR

Candidates most likely to leverage Al to help with resume
tailoring & communication

Do you use Al tools Which of the following ways do you leverage Al while applying and
to assist with your interviewing for internships/jobs?

job/internship

search?

resume or cover letter for a particular role

Leveraging ChatGPT-type tools to help proofread or — 51%
improve my email communications with recruiters

Leveraging ChatGPT-type tools to conduct mock — 0,

interviews 29 %
Using job search platforms that are powered by Al — 28%
to get matched with relevant opportunities
Leveraging ChatGPT-type tools in required skills — 18%

assessments during the hiring process

Using Al tools that scrape open jobs - 14%

70%

of candidates
answered ‘Yes’

Using Al tools that can send emails to recruiters on 0,
oy D 12%

Using Al tools that automatically submit o,
applications on my behalf - 8 %



CANDIDATE TRENDS

71% of students planned to submit at least 100 applications and
on average need to submit 178 applications to receive 2 offers

We asked: ‘How many applications do you estimate you will need to submit to land a job or internship offer

that you plan on accepting?’ and ‘How many applications and how many offers did you receive this fall?’

29%

29%

42%

100-300
applications

29%

300+
applications

Less than 100
applications

178

Applications submitted
on average by a student
job seeker

2

Offers received on
average from that
number of applications



CANDIDATE TRENDS

Candidates attend career fairs, but find them only
somewhat useful

Have you attended a Have you attended a How beneficial for your job/internship
virtual recruitment event career fair or recruitment search do you find career fairs hosted
this academic year? event on campus this on your campus to be?

academic year?

G 60%

Somewhat useful

45% 73% G 22%

Very useful

18%

of candidates of candidates Not at all useful
answered ‘Yes’ answered ‘Yes’



CANDIDATE TRENDS

Aside from career fairs, info sessions are most common event
students attend

We asked: ‘What types of in-person
recruitment events have you attended besides
career fairs?’

G 55% G 1%

We asked: ‘What types of virtual
recruitment events have you attended?’

Information sessions or presentations Company webinars or panels
Gy 43% G 41%
Company-hosted networking events Virtual career fairs
G 35% G 27%

Coffee chats or informal meetups with recruiters Virtual networking sessions or coffee chats
G 29% G 20%

Skill-building workshops Online skill-building workshops or hackathons
G 25% @D 12%

On-campus interviews Other

® 4% @ 10%

Other Virtual office tours



CANDIDATE TRENDS

Students have recommendations for career fair
improvements

As an open-ended question, we asked: ‘When it comes to career fairs, what do you think employers could do to
make them more useful for you?’

©

2%

Transparency
About Roles and
Requirements

Employers should clearly
state available positions,
whether they are hiring for
internships, full-time roles,
or specific majors, and if
they sponsor visas.

Streamlined
and Personal
Interactions

Candidates want
meaningful discussions
instead of only being

directed to apply online.

Improved
Communication
and Follow-Up

Share clear timelines,
provide contact
information, and follow up
with students to ensure
their time at the fair is
valued.

ol

Enhanced
Career Fair
Organization

Separate fairs by industry,
offer both virtual and
in-person options, and

improve advertising and
scheduling to ensure

accessibility for all students.



TREND NO. 3

Section Takeaways

&

Online resources
core part of student
job search

Online sites,
company pages, and
LinkedIn are core to
student searches

A

In-person events
could be more
effective

Al aids in
majority of student
applications

Only 22% of students
find them very
useful, leaving room
for improvement

70% of students are
leveraging Al to assist
with their applications

M



TREND NO. 4

Teams aim to live up to
candidate experience
expectations



CANDIDATE EXPERIENCE STRATEGIES

Compensation listing common on many listings, living up
to candidate preference

We asked students: ‘While conducting

We asked employers: ‘Do you list your job & search, if you were interested in

compensation ranges on your public job a role but a company did not have a

listings for early career roles?’ salary/pay range displayed on their
job/internship listing, were you less likely
to apply?’

‘ Yes | was less likely
to apply; | didn't
want to waste my
timg ifitis notin
47% my ideal range

21% . Yes

No | was not less
likely to apply; |
waited to see what
the pay range is in
the interview
process




CANDIDATE EXPERIENCE

Candidate expectations 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

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
& 16

& 12

@ s

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?

@ 4%
G 1%
G 36%
@& 2%

@ 6%

| 1%

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

@ 13%
@D 29%
@D 36%
@ 14%

® %

0 2%




CANDIDATE EXPERIENCE STRATEGIES

Many award-winning teams aim to respond to candidates
in 1-2 weeks of receiving applications

We asked: ‘How many days would you estimate is your typical response time to applications for your
early career roles?’

Award Winning

CFA Teams Median Response Response
2-3 days — Response time time time
or less 20%
RippleMatch

One week (D 23%

2weeks  (HINND 28%

3weeks @D 10%

4weeks @ 2%

5 weeks 9
. 4% EMPLOYER PERCENTILE 25% 50%



WHAT WILL IMPACT OFFER ACCEPTANCES

After candidates accept an offer, 60% say they will
keep passively looking for better opportunities

. . . D fi 73% in A 2024
We asked: ‘If you accept a job or internship offer, Yes Down from 75% in August

21
opportunities In case a better one comes along : 60% 40%

‘What would be the reasons you would continue to passively search for another role?’

GEED o5 G 33%

Opportunity to find a position that better aligned with Opportunity to find a position that has a location |

my long-term career goals prefer
G 20 G 29%

Opportunity to find a position with higher salary/pay in Opportunity to find a company culture | prefer over the
this new position original offer

G 38% G 272

Opportunity to find position offered better work-life Opportunity to find a position that has better job
balance/flexibility security

G 4% | <1%

Opportunity to use a new role as leverage to receive Other

higher pay from my current role



CANDIDATE EXPERIENCE TRENDS

After accepting an offer, hires want to hear from you
every 3-4 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 2-3 weeks

Every 4-5 weeks

Every 6-8 weeks

Just a few months before
my start date is fine

Every 3 months




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
e bere e S 72 @D 25% I 3%
Being connected with your - QU 65%  GEEED 30% | 2%
Being e oo CHEND 67 D 3% | 2%
Being comneeied oother e CENNEEEEEED o GEEED 32% | 2%

Optional orientation series to learn

best practices of working in an office (| GTGP 49% G 44% ® 7%

(taking place before start date)

General company news (D 32% G 49%

@D 19%



TREND NO. 3

Section Takeaways

®
=

Pay transparency
is mainstream

Students want pay
transparency on JDs,
and companies are
responding

Top companies
aim for quick
response times

5-7 day response time is
the gold standard, and
many companies are
striving for that

Candidates want
consistent comms
post-offer as well

Most students want
to hear from
employers regularly
before their start date

M



TREND NO. 5

Internship conversion
rate is top metric for
recruitment ROI



ROI MARKERS

Conversion rate, quality of hires, and # of hires per
source are top markers of strong ROI

We asked employers: ‘How do you measure the return on investment (ROI) for your university recruitment efforts?’

ENTERPRISE

MIDSIZE
ALL PROGRAMS SMALL PROGRAMS PROGRAMS LARGE PROGRAMS PROGRAMS

Conversion rate from InfeIns  qusy g81% GENEED 77% GEEEED s5% GEEED 78% GEEED 83%

to full-time employees

Number of hires per source (D 71% @a» 63% @y 77% @y 72% @ 75%
G o reviony GEEED 68% GEEED 77% GEED 66% GEED 72% @D 53%

rate, performance reviews)

Candidate experione, GEEED 67%  GEEED 75% @EEED 70% @EED 59% ~ @EED 56%
Number of total applicants @& 45% @» 38% am 47% @» 53% @ 44%

per source

We asked students: ‘What do you hope to get out of your summer internship? Please rank which are most important, with
1 being the most important and 8 being the least. (Below is the average selections, ranked)’

1 A return offer for a full-time role 4 E;(Iﬁ:?ggfe Zr)?szfiselzz:ljr;ﬁgf\or;ked '7 New/more developed soft skills
Experience working on a real-world q q q

2 projects 5 A reliable income for the summer 8 Exposure to a new city

3 New/more developed hard skills 6 ’E)éz;‘?:ded B e



INTERNSHIP PROGRAMMING

Median offer extension rate exceeds 50%

We asked: ‘One key sign of a standout internship and dedicated early careers program is an 'intern return rate' —
the percentage of interns that return as a full-time employee the following year. This year, what percent of your
eligible interns did you extend return offers to?’

Median Intern Offer

Program size Offer rate Extension Rate Offer rate Offer rate
Small programs 38.8% 57% 72.5% 94%
Midsize programs 45% 63% 76% 85.4%
Large programs 47% 68% 83% 86.6%
88.5%

Enterprise programs 57.5% 71% 82.5%

EMPLOYER PERCENTILE 25%



INTERNSHIP PROGRAMMING

Most programs have a high intern offer acceptance rate

We asked: ‘This year, what percent of your interns that received return offers accepted those return offers?’

Median Offer

Program size Acceptance rate Acceptance rate Acceptance rate Acceptance rate
Small programs 74% 85% 99% 100%
Midsize programs 75% 85% 93% 100%
Large programs 82.5% 88% 91.3% 95%
95%

Enterprise programs 80.5% 87% 90.5%

EMPLOYER PERCENTILE 25%



TREND NO. 5

Section Takeaways

o>

Interns & employers
want high
conversion rates

Interns and
employers share
similar goals on

intern to FT pipeline

&

Offer extension
rate varies widely

Top performing
companies extend offers
70% or more of the time,

but some companies
reach as low as 30%

Offer acceptance
rate for interns
are high
Likely due to a
competitive market,
intern offer

acceptance rates are
around 80%

M



Presentation
Takeaways

©

In-person intentional
recruitment events
are core strategy for
recruiters right now,
but candidates are
also conducting
much of their job
search online

Teams are adopting Al
more widely to help
with sourcing &
applicant screening,
and virtual recruitment
is being leveraged to
expand reach

Internship
conversion is top
marker of good ROI,
as shown by high
internship conversion
rates as well

M



Q&A



