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1   OVERVIEW

1.1. Project Background
The Mohawk Students’ Association (MSA) conducted a college-wide engagement process to determine 
student satisfaction with the MSA. More specifically, the MSA wanted to collect feedback on the 
following areas: food, beverage and catering services; student services (i.e. health and dental plan, HSR 
bus passes, etc.); events and communications; and, MSA governance. The MSA engaged students at 
each of the college’s three campuses (Fennell, Stoney Creek, IAHS – McMaster) through a combination 
of digital engagement (MetroQuest), hallway conversations, and focus groups. The input received will 
be used to inform decision-making aligned with the MSA’s new strategic plan.

1.2. Report Contents
This report provides a description of the engagement process and engagement activities undertaken 
as part of college-wide engagement (Section 2), as well as a summary of the feedback received from 
the engagement activities (Section 3). Recommendations resulting from the engagement process are 
outlined in Section 4. More detailed summaries of participant feedback are included in the report 
appendices.

2    ENGAGEMENT SUMMARY
To fulfill the objectives of the MSA college-wide engagement project, a comprehensive approach 
targeting individuals through a wide variety of communication, promotional and engagement tactics 
was adopted. This provided multiple opportunities for college-wide participation as part of an inclusive 
process.

2.1. Engagement Numbers
Approximately 5563 individuals participated in the college-wide engagement between March and May 
2018. The following table summarizes the number of participants by engagement activity: 

2.2. Engagement Tactics
The following engagement activities were implemented to ensure broad, college-wide participation.

2.2.1. Digital Engagement

Between March 21 and May 31, 2018, data was collected in an online survey hosted through 
MetroQuest. The survey could be completed online through MetroQuest on a respondent’s 
personal device, at their convenience. 

Engagement Activity Date Number of Participants

Digital Engagement (MetroQuest) March 21 – May 31, 2018 4926

Hallway Conversations April 9 – May 25, 2018 560

Focus Groups April and May 2018 77

  Total D  5563
Table 1: Engagement Numbers
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To encourage participation in MetroQuest, students were eligible to win tuition rebates, parking 
passes, and gift cards. Overall, 4,926 responses were recorded in MetroQuest. The data was 
collected through a series of screens, as outlined below:

• Welcome: the first screen welcomed participants and explained the purpose of the 
engagement.

• Priority Ranking: the second screen asked participants to rank various student issues in 
terms of importance.

• Service Rating: the third screen asked participants to rate various MSA supports between 
1 (strongly disagree) and 5 (strongly agree). Supports were organized into the following 
categories: support and wellness; deals and discounts; transportation; campus services; and, 
food outlets at Fennell Campus.

• Satisfaction: the fourth screen asked participants to indicate their level of satisfaction with 
food, events and communications, and student government.

• Wrap Up: the final screen collected additional comments, email addresses and student 
numbers (optional).

A summary of the input received through MetroQuest can be found in in Section 3. Qualitative 
response data can be found in Appendix A.

2.2.2. Hallway Conversations

Facilitated by the MSA Street Team, ‘Hallway Conversations’ were used to engage with individuals 
in hallways, cafeterias, and other common locations around Mohawk’s three campuses. Hallway 
conversations occurred in two identical campaigns, the first launching in early April. The second 
campaign took place at the beginning of the summer semester, in May. 

Students were encouraged to provide input directly on the spot through SurveyMonkey, and 
iPads were provided for this purpose. Hallway conversations featured a simplified version of the 
questions posed through MetroQuest. Those that were interested but unable to provide input on 
the spot were provided with a takeaway card that directed them to the MetroQuest platform to 
provide input at a later time.

A total of 560 responses were collected during the hallway conversations. A summary of the input 
received through hallway conversations is provided in Section 3. Qualitative response data can be 
found in Appendix A.

2.2.3. Focus Groups

Lura conducted seven focus groups throughout April and May 2018. The purpose of these sessions 
was to have meaningful, in-depth conversations with students with respect to their thoughts on 
the MSA. The focus groups built on the engagement and input received through MetroQuest and 
hallway conversations.

Two focus groups were held at each of the College’s three campuses (Fennell, Stoney Creek, 
and IAHS). An additional focus group was held with the MSA Board during their spring retreat. 
In total, 77 participants participated in focus groups. Students were provided with a gift card to 
compensate for their time. 

A summary of the input received through the focus groups is provided in Section 3. A full list of 
responses is provided in Appendix B.
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2.3. Communication and Promotional Tactics
Communications and promotions for this project were facilitated by MSA Communications staff. 
Communication tactics included:

• Email blasts to all students;

• Social media posts;

• Survey cards handed out at all three campuses at all points of contact between MSA staff and 
students;

• Information posted on the MSA website; and,

• Posters at all three campuses (print and digital).

3    RESULTS & DATA
The following section provides the results from the MSA college-wide 
engagement, integrating both quantitative data collected through 
MetroQuest and hallway conversations, as well as qualitative data 
collected through MetroQuest, hallway conversations, and focus 
groups. Analysis is presented in the order of the MetroQuest survey 
(Section 2.1.1); both quantitative and qualitative data is presented 
together to tell a cohesive story. Each section outlines: the question 
posed; the type and number of quantitative responses collected; 
identifies whether the question was from MetroQuest, hallway 
conversations, or both; and, provides any relevant  
qualitative information. 

It is noted that, due to the quick “on-the-spot” nature of the hallway 
conversations, students were asked fewer and simpler questions. In 
some cases, this meant that the results are not presented with the 
MetroQuest results, as questions were posed differently.

3.1. Overall Opinion
Overall there was a generally positive perception of the MSA and the events and services offered. 
There was a level of indifference amongst some participants, but no outwardly negative perceptions. 
Participants were most aware of the MSA through their events. Participants were less aware of the 
services offered through the MSA.

3.2. MSA Advocacy
Participants were asked to indicate which issues were most important for the MSA to advocate for 
them. Participants responding through MetroQuest were asked to rank their selections in order of 
importance. Participants were provided five options (as seen in the chart below) and were required 
to rank at least three. As shown in Figure 1, participants rated “student fees” as the highest priority 
issue receiving an average ranking of 3.45 (where larger values represent higher priority), followed by 
“campus environment” and “academic appeals”. MetroQuest also records the number of times an 
issue is rated, regardless of priority order. In this case, “student fees” received 3356 rankings. As shown 
below, the “number of times ranked” generally aligns with the “priority ranking”.
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Given the quick nature of the hallway conversations, participants were simply asked to identify up to 
three key issues rather than prioritizing them. As such, the results are shown separately in Figure 2. 
Similar to the MetroQuest results, “student fees”, “campus environment”, and “academic appeals” 
were the most important issues amongst participants. Seventy-one percent (71.4%) of participants 
indicated that “student fees” was an important issue to them.

3.2.1. Advocacy & Awareness

Focus group participants were supportive of advocacy efforts focused on student fees, enhancing 
the campus environment, improving accessibility, and grants/bursaries. More awareness of 
the MSA’s advocacy services is needed. Participants recommended increased communication 
through email and posters, and having a centralized location for all MSA-related information. This 
information could also be distributed at registration, orientation and through admission packages.

Figure 2: Key Issues for MSA Advocacy, Hallway Conversations (sample size = 560)

Figure 1: Key Issues for MSA Advocacy, MetroQuest (sample size = 3658)

Key Issues for MSA Advocacy: MetroQuest

Key Issues for MSA Advocacy: Hallway Conversations
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3.2.2. Student Fees

Fees are a concern for many participants. Participants repeatedly encouraged the MSA to 
advocate for lower tuition fees. In particular, international student fees were said to be too high. 
It was suggested that the MSA work to establish scholarships, awards, grants and bursaries to 
support both domestic and international students. Some participants suggested that more merit-
based awards should be established to reward student achievement. MSA could also provide more 
information on how to apply for scholarships and other funding. 

Multiple participants also indicated that campus parking fees are too high and should be lowered 
to reduce financial strain. Beyond cost, parking issues at Fennell Campus are a concern for many 
participants. Several participants expressed frustration with a general lack of parking spaces. Some 
participants suggested that an assigned parking program should be created.

3.2.3. Campus Environment

With regard to the campus environment, multiple participants addressed the need for more 
study spaces. Some participants said that the existing study spaces are often crowded. Multiple 
participants also said that designated quiet study spaces or quiet rooms are needed. Participants 
also want study spaces to be open later. A few participants noted that collaborative study spaces 
should be considered as well. 

Feedback also indicates a desire for more indoor and outdoor general seating spaces and spots 
to relax between classes. One participant noted that more accessible furniture is needed for 
differently-abled participants. More outlets and charging stations were commonly requested. 
A few participants said that access to computers should be improved. For some participants, 
an improved campus environment would include an improved gym with better access for IAHS 
students. This could be achieved by granting Mohawk students access to the McMaster gym 
facility. 

3.2.4. Academic Appeals

Some participants said that the MSA could improve its assistance with the academic appeals 
process and could assist in facilitating communications between unresponsive faculty members. 
Participants indicated that the MSA should play a continued role in assisting students with 
academic issues. 

3.2.5. Other Priorities

MetroQuest participants also had the opportunity to provide additional priority suggestions. The 
following is a summary of the additional priorities provided:

• Academic assistance and tutoring;

• Additional online learning options;

• Better email interface;

• Bus pass for extended programs;

• Campus childcare;

• Discounted GO Transit;

• Employment Assistance Program;

• Enhanced safety and anti-violence 
campaigns;

• Environmental sustainability, waste 
and recycling initiatives;

• Financial assistance;

• Improved campus culture;

• Improved communication with faculty 
and staff;

• Improved food options, including 
international options;

• Improved organization and quality of 
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3.3. General MSA Services & Supports
Next, participants were asked to rate various MSA supports and services in terms of importance. For 
MetroQuest, participants were asked to evaluate the statement “_______ offered through the MSA is 
important to me” between 1 (strongly disagree) and 5 (strongly agree). As shown in Figure 3, “HSR 
bus pass” was the most important service, receiving an average rating of 4.21, followed by “used 
textbooks” and “health and dental insurance”.

For hallway conversations, participants were asked to select up to three most important issues. Again, 
this was done for simplicity and speed in the hallways conversations. Similar to the results above, 
participants felt that the “HSR bus pass” and “health and dental insurance” were the most important 
services, each being selected by 56% of participants. Again, “used textbooks” were seen to be an 
important service, selected by 41% of respondents. In both the MetroQuest survey and hallway 
conversations, “table rentals”, “ZipCar”, and “faxing” were seen as the least important services.

blended learning;

• Improved student involvement;

• Improved study spaces and seating; 

• Increase parking timeframe options;

• Introduce a tuition installment 
payment program;

• Make student services accessible to 
part-time and mature participants;

• More student events;

• Upgraded and gender-neutral 
washrooms;

• Pedagogical Freedom;

• Program evaluation;

• Provide research opportunities;

• Reduced co-op fees;

• Reduced parking fees and additional 
parking spaces;

• Reimbursing participants for fees 
associated with unpaid work 
placements;

• Reduced tuition and other fees 
for domestic and international 
participants; and

• Student job and volunteering 
opportunities

Most Important MSA Services: MetroQuest

Figure 3: Most Important MSA Services, MetroQuest (sample size = 4796)



MSA College-Wide Engagement Summary | 10

3.3.1. Student Awareness of MSA Services

There was a general positive sentiment regarding the MSA and its services. Some participants 
indicated that they were not aware of several of the services offered to students such as health and 
dental benefits, emergency loans, graduation photos, insurance group rates and the foodbank. 
Students gain some awareness of MSA services through orientation week and involvement with 
the MSA as volunteers or employees. It was recommended that the MSA engage in proactive 
marketing and advertising of its services to increase awareness amongst the student body. 
This could include visits to classes at the beginning of the semester to advertise MSA services. 
According to feedback from the MSA Board, there is a lack of understanding about the MSA’s role, 
and how it relates to the College. 

3.3.2. HSR Bus Pass 

Despite receiving high rankings, participants expressed mixed opinions about the HSR Bus Pass. 
Some who make use of the free pass said that it should be usable year-round and available to 
continuing education participants. One student suggested that access to Burlington Transit would 
be helpful for some students. A few participants recommended working with Metrolinx to establish 
discounts for students who use GO Transit.

3.3.3. Health & Dental Plan

A number of participants reported accessing the health and dental coverage offered through the 
MSA. Others have opted-out of the coverage, as they already receive coverage through their 
parents, work or other avenues. Even among those who have opted-out of coverage, participants 
indicated they are grateful for this service. It was indicated that there could be more awareness of 
both the coverage and the ability to opt-out. 

While participants expressed their appreciation for the health and dental plan, improvements 
were recommended. Some participants said that student health and drug coverage is limited. 

Figure 4: Most Important MSA Services, Hallway Conversations (sample size = 599)

Most Important MSA Services: Hallway Conversations
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Participants indicated that MSA should work with the insurance provider to attain better health 
coverage for general health, dental and eyecare as well as coverage for a broader range of 
medications. Participants would like to see an increase in overall coverage, including coverage 
for all prescriptions and for paramedical services like orthotics and massage therapy. Some also 
expressed that the health plan should be available to continuing education students and be 
remodeled to support international students who have to pay upfront fees at hospitals.

There is confusion about the process for accessing health and dental coverage, as well as which 
services are covered. The lack of understanding and awareness regarding health and dental 
coverage is preventing many students from fully utilizing the service. Participants commented that 
the current website does not provide information effectively. It was suggested that information be 
conveyed through seminars, pamphlets or through orientation packages. It was also recommended 
that staff be available to walkthrough applications with students to assist with the learning curve. 
The MSA Board indicated that they would like training on health and dental coverage.

Participants also said that the MSA should work to attract more health care providers to campus. 
Some participants have experienced lengthy wait times and appointment delays that have 
prevented prompt treatment. A few participants recommended that the MSA promote general 
health and mental wellness with improved access to programs for IAHS participants. 

3.3.4. Other Services

Participants appreciate the services offered by the MSA; however, it was noted that not all services 
are beneficial for all students. Some participants would like the option to opt-out of other MSA 
services, in addition to health and dental coverage. Other services, such as group insurance and 
ZipCar, were less popular. However, it was noted that such services might be more beneficial for 
mature students. 

Some participants said that MSA should provide more financial assistance to students. One 
participant said that MSA should consider an OSAP-like program, while another recommended 
a loan system for students who do not qualify for OSAP but need financial assistance. Some 
participants mentioned their appreciation for the MSA’s foodbank. A few participants noted that it 
should be better promoted.

Participants suggested a range of additional services that the MSA could offer including academic 
support such as drop-in sessions, addictions counselling, and support for students wishing to start 
their own clubs.

3.4. Food Services
3.4.1. Food Outlets at  
Fennell Campus

Participants appreciate the 
services offered by the MSA; 
however, it was noted that not 
all services are beneficial for 
all students. Some participants 
would like the option to opt-out 
of other MSA services, in addition 
to health and dental coverage. 
Other services, such as group 
insurance and ZipCar, were less 
popular. However, it was noted 
that such services might be more 
beneficial for mature students.

Figure 5: Average Ratings of MSA Food Services, 
Fennell Campus (sample size = 4597)

MSA Food Services: Fennell Campus
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Some participants noted that the service at the MSA operated food outlets could be improved 
to be faster and friendlier. A few participants said that restaurants like The Arnie and The Cellar 
should be opened later. Overall, there is a positive perception of MSA’s food services, and 
participants are happy with food service staff. Participants felt that frontline staff are doing a good 
job and this is appreciated. A few participants noted that food safety training should be a priority 
for food service workers on campus. Some participants said that the cafeterias and microwaves 
need to be cleaned more frequently.

3.4.2. Food Offerings

Next, participants were asked to indicate which types of restaurants they like to eat at off-campus. 
Both MetroQuest and hallway conversation participants were asked to select their top three 
options. As shown in Figure 6, participants prefer to eat at “fast food restaurants”, “cafés and 
coffee shops”, and “bar and grill restaurants”. “Fast food restaurants” were the most popular, 
receiving votes from over 51% of participants, while “specialty restaurants” were the least popular, 
receiving votes from under 18% of participants.

Participants felt that there is a fair amount of choice offered 
through MSA food outlets, however there could be improvements 
and an expanded offering of dietary and international options. 
It was noted that many international students eat off-campus. 
The MSA could do more to provide dining options that support 
students’ lifestyle choices, are allergen-safe, and are culturally 
relevant.

A few participants requested that some chain food outlets 
be brought to campus. Although the MSA does not operate 
food, beverage and catering at IAHS and Stoney Creek, some 
participants noted the need for more food options and vending 
machines at these campuses. Some participants noted that select 
food outlets should be open for participants attending evening 
classes. 

Figure 6: Preferred Off-Campus Restaurants (sample size = 4867)

Preferred Off-Campus Restaurants



MSA College-Wide Engagement Summary | 13

3.4.3. Dining Atmosphere

MetroQuest and hallway conversation participants were asked what type of atmosphere they prefer 
dining in. Participants were allowed to select one option. A majority (63.5%) of participants prefer a 
“casual” dining atmosphere.

3.4.4. Food Affordability & Timing

Next, participants were asked how much they would be willing to pay for lunch at Urban Fork or 
Lunch Box. Again, participants were allowed to select one option. As shown in Figure 8, the 
majority of participants (72.9%) are willing to pay between $5.00 and $10.00 for lunch. More 
specifically, 45.4% are willing to pay between $5.00 and $7.50 for lunch, and 27.5% are willing to 
pay between $7.50 and $10.00.

Both MetroQuest and hallway conversation participants were asked how long they would be 
willing to wait for their lunch order at Urban Fork or Lunch Box. Participants were allowed to select 
one option. As shown in Figure 9, the majority of participants (76.7%) are willing to wait between 
two and seven minutes. More specifically, 43.6% participants are willing to wait two to five minutes 
and 33.1% are willing to wait five to seven minutes for their lunch order. 

Figure 7: Preferred Dining Atmosphere (sample size = 4771)

Figure 8: Price Participants are Willing to Pay for Lunch (sample size = 4837)

Preferred Dining Atmosphere

Price Willing to Pay for Lunch
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Some participants said that the price of campus food is too expensive. In particular, a few 
participants noted that healthy food options seemed to more expensive than less healthy options. 
Participants note that MSA food outlets provide greater value than College food services, though 
the quality and portion sizes of food could be improved and made more consistent. 

The majority of focus group participants are willing to pay between five and ten dollars for lunch 
on campus and are willing to wait about five to ten minutes for service. Students expressed that 
wait times are often too long to access ‘grab and go’ menu options. 

3.5. MSA Advocacy
3.5.1. Food Affordability & Timing

Participants were asked about their favourite methods to receive information. Both MetroQuest 
and hallway conversation participants were allowed to select up to three options. As shown 
below, the vast majority of participants (86%) prefer to receive information via email. Websites 
and Facebook were also popular communication methods, receiving votes from 43% and 42% of 
participants respectively. 

Figure 9: Length of Time Participants are Willing to Wait for Lunch (sample size = 4782)

Figure 10: Preferred Method to Receive Information (sample size = 5172)

Length of Time Willing to Wait for Lunch 

Preferred Method to Receive Information
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Some participants noted that the MSA could improve event promotions. A few participants said 
they were not aware of some of the events held on campus until after they had occurred. More 
advertising could be done to increase awareness of events. Participants suggested increasing 
awareness of events through: email; social media (especially Facebook); an events calendar; and, 
through word of mouth (e.g. MSA reps).

3.5.2. Event Types

Participants were asked which types of events they are most interested in. Again, both MetroQuest 
and hallway conversation participants were allowed to choose up to three options. As shown in 
Figure 11, “music events” were the most popular, receiving votes from 57.9% of participants. 
“Career and networking events” and “health and wellness events” were also of interest to 
participants. “Trivia events” garnered the least interest. 

Overall, participants had a positive perception of MSA events; though they have difficulty 
differentiating between MSA events and College events. Participants were supportive of both 
on-campus and off-campus events, and appreciate the free food offered at events. Participants 
reported liking a variety of events, and cited some specific examples including: ABC Day; laser tag; 
barbeques; music events; tradeshows; therapy dogs; Spring Fair; Build-A-Bear; Halloween Haunt; 
and, skiing.

Participants would like to see more varied events in terms of content and timing. Desired events 
include: recreational sports; comedy events; concert; cultural events; events for mature students; 
pub nights; campus excursions; trivia nights; tax tutorials; and, larger entertainment events. Events 
could also focus on recognizing student achievements. Some participants said that the MSA 
should host more events that provide information on what the association has to offer. There was 
particular interest for program-specific, networking and career-related events, which focus on 
professional development.

Participants appreciate the volunteer opportunities provided by events. Participants would also 
like to see more student input on events and noted that student feedback on events should be 
taken into account. It was recommended that more events be targeted to international students to 
increase engagement among this student population.

A few participants said that the MSA should host more events at IAHS and Stoney Creek. Those 
at smaller campuses would like to see events similar to those held at Fennell Campus, as well as 
varsity sports. Food offered at events should accommodate dietary and international options. 

Figure 11: Events of Interest to Participants (sample size = 5128)

Events of Interest
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3.5.3. Event Frequency & Timing

MetroQuest participants were asked what time of day is best for events. Participants were asked to 
select their top three times. The evening was the most preferred time of day for events, receiving 
votes from 51.3% of participants. Late afternoon and lunch hour were also seen as good times to 
hold events, receiving votes from 42.8% and 37.8% of participants respectively. Morning was the 
least preferred time for events (8.9%).

MetroQuest participants were also asked how often the MSA should host events. Participants were 
allowed to select one option. Thirty-seven percent (37.3%) felt that the MSA should host events 
once a month, while 25.9% felt events should be held twice a month.

With regard to scheduling, participants noted that many MSA events seem to occur on a consistent 
day, which makes it difficult for some participants to attend due to recurring scheduling conflicts. 
Participants also said that it is difficult for some students to attend evening events (e.g., students 
with heavy course loads, parents, and mature students). As such, they expressed that the MSA 
should schedule events during a variety of days and times.

Figure 12: Preferred Time of Day for Events (sample size = 4582)

Figure 13: Preferred Event Frequency (sample size = 4571)

Preferred Time of Day for Events

Preferred Event Frequency
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Participants acknowledged the difficulty in scheduling events, given varying class schedules. Many 
participants suggested holding MSA events during common hour, however, it was acknowledged 
that this period is often busy with other meetings and events. Participants felt that events should 
primarily take place during the day, when most students are on campus. Special events, such as 
concerts, should take place during the evening or on weekends. It can be difficult for students to 
access events at other campuses.

3.6. Student Government
MetroQuest participants were asked a number of questions about student government. First, they were 
asked if they were aware of the various opportunities to become involved with student government. 
Participants were asked to select the opportunities that they were aware of. The majority of participants 
were aware of the MSA elections for Board of Directors (70.5%) and the student rep program (58.5%). 
Fewer participants (41.5%) were aware of the option to connect with the MSA Director for their 
program.

MetroQuest participants were also asked if they were interested in joining the Student Rep Program. 
Most participants indicated that they were not interested (42.1%) or unsure (38.3%), and a lesser a 
number of participants (16.8%) indicated they were interested in joining the program. 

3.6.1. Student Rep Program

Figure 14: Awareness of Options for Involvement with MSA Government (sample size = 3375)

Figure 15: Interest in Joining the Student Rep Program (sample size = 4566)

Awareness of Options for Involvement with MSA Government

Interest in Student Rep Program
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A few comments were received regarding MSA’s student rep program. Participants felt there 
could be better communication about the student rep program and the role of student reps, and 
that student reps should be more visible and engaged. One participant said that every program 
should have an MSA representative. Another student said that there should be an easier process 
for determining your designated MSA representative. MSA reps should use multiple methods to 
communicate with participants such as email, social media, and campus flyers.

Some IAHS and Stoney Creek participants said that MSA should work to improve its relationship 
with satellite campus participants to ensure their involvement in student events and other MSA 
programs.

3.6.2. Voter Turnout and Candidate Participation

Some participants provided recommendations for how the MSA election process could be 
improved. Several responses indicated that MSA should increase its awareness of the elections 
process to encourage broad involvement. One participant said that the vetting process for 
candidates should be improved to ensure that candidates do not drop out of the race prior to 
election. This would ensure that less positions are vacant. Another participant stated that the MSA 
President should be an actively enrolled student.

3.7. Additional Feedback
Participants provided feedback on a number of topics, provided below, that do not necessarily fall 
within one of the above questions. Summaries are provided below.

3.7.1. Campus Jobs and Student Positions

Several participants want access to jobs on campus either with the MSA or through other 
placement programs. It was noted that the Campus Student Employment Program could be 
improved. MSA’s role could be to funnel information about job opportunities to the student body. 
Additionally, MSA could provide information about volunteering opportunities both on campus 
and in the community.

3.7.2. International Students

Some participants said that MSA should advocate for international participants. This includes 
support programs for international participants, assistance with administrative items (e.g., applying 
for benefits) for participants who face language barriers, and the promotion of friendliness to 
international participants.

The MSA should ensure that international students are accessing the health and dental coverage 
available. International students would like invitations for their parents to attend graduation 
ceremonies, as was done in the past. Events could be used to bridge the gap between domestic 
and international students. Participants were also concerned about international student fees. 
It was recommended that the MSA provide immigration services, resources and advisors for 
international students.

3.7.3. IAHS

Mohawk-McMaster students provided some unique recommendations. For example, participants 
felt that the MSA could be more present at IAHS. In terms of communications, it was noted that 
many Mohawk-McMaster students do not check their Mohawk email often. 
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Participants at IAHS, felt that lounge space could be optimized and would like to see more study 
space available. Work could be done to improve the peer tutoring services at IAHS.

3.7.4. Other Additional Feedback

Finally, participants provided a range of additional feedback that does not currently fall under 
MSA’s purview. Additional comments related to the following:

• The improvement of class and exam 
scheduling;

• End blended learning;

• Ensure that preferred names are used 
on formal class lists;

• Expand the permitted use of flex 
dollars;

• Address income bias in Financial 
Needs Assistance Program;

• Improve the engineering program;

• Provide access to equipment during 
summer months such as cameras for 
photography participants; 

• Provide more funding to expand the 
Stoney Creek Campus;

• Limit the use of eLearn;

• Add more emergency panic buttons;

• Provide an aboriginal centre at IAHS 
similar to the one at Fennell campus;

• Allow participants to enroll in courses 
sooner;

• Allow participants to evaluate 
programs, not just individual courses;

• Eliminate late payment penalties; and

• Allow the use of ONE Card at IAHS.

3.8. Participant Profile
Participants completing the MetroQuest survey or hallway conversation were asked to provide their 
student number (optional). Demographic data, collected through individual student numbers, is 
provided below. As shown in Figure 16, the majority of participants were full-time students (89.8%).

Figure 16: Participants by FT/PT/CE Status (sample size = 3823)

Participants by FT/PT/CE Status
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The majority of participants were from Fennell Campus (78.5%).

Most participants were between the ages of 19 and 21 (36.8%) or between the ages of 22 and 24 
(22.8%).

Female domestic students represented 53.9% of participants. More females participated than males 
(approximately 60% and 40%, respectively). More domestic students participated than international 
students (approximately 83% and 17%, respectively).

Figure 17: Participants by Primary Campus (sample size = 3727)

Figure 18: Participants by Age Range (sample size = 4003)

Figure 19: Participants by Gender and Domestic/International Status (sample size = 3999)

Participants by Campus

Participants by Age Range

Participants by Gender and Student Status
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4    NEXT STEPS & RECOMMENDATIONS
The feedback received during the college-wide engagement will be used to inform the MSAs programs 
and services moving forward as aligned with its new strategic plan.

Governance

• Continue to advocate on behalf of members to keep student fees within reason.

• Advocate for improvements to campus environments, including more study spaces (which are 
also open later), more indoor/outdoor seating spaces, and more outlets/charging stations.

• Increase awareness of the student rep program including overall visibility of student reps.

• Continue towards improving awareness of the MSA elections, as aligned with the Strategic Plan.

Services

• Reassess offerings of lower-valued services such as ZipCar, faxing, table rentals, home and auto 
insurance, and grad photos.

• Work to improve the awareness of the availability of health and dental coverage, and assist 
students with understanding the process of submitting claims.

• Explore the potential for offering immigration-related services to international students.

Food

• Focus on food offerings within the $5.00 to $10.00 price range

• Focus on providing a customer turnaround time of 2 to 7 minutes

• Offer a casual dining atmosphere, in-line with fast food restaurants, cafes and coffee shops, and 
bar and grill restaurants.

• Expand the offering of international and vegetarian food options.

Events and Communications 

• Ensure consistency in communications approach.

• Undertake an organizational rebrand.

• Focus communication efforts through email, with secondary efforts for the website and social 
media.

• Balance the offerings of events between fun (e.g., music, comedy) and development/personal 
betterment (e.g., career and networking, health and wellness).

• Offer events once or twice a month.

• Offer events in the evening (especially for music events), later afternoon, or lunch hour, with 
timing to accommodate different class schedules.
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