




THE STORY SO FAR 



MAKING AN IMPACT 



A GLOBAL CAMPAIGN 

Key markets: China, US, India, Brazil, France, Germany, Hong Kong, 

Mexico, Japan, S.Korea, Turkey, Emerging Europe, SE Asia, Gulf. 

Global Challenge Fund funding for 60+ more countries. 

144 countries actively use the brand 



SHOWCASING THE BEST OF BRITAIN 



CHANGING PERCEPTIONS 



A TRUSTED EDUCATION BRAND 

Source: IHE considerers survey April 2015 



RESULTS FOR THE SECTOR 



2016 - 2020 



A NEW EDUCATION CAMPAIGN 



IN DEPTH RESEARCH 

• A month of qualitative research carried out by The Nursery  

• Interviews with students from 21 countries 

• Six in-depth focus groups in China, India and US 

• Six sets of interviews with influencers and agents 



UNDERSTANDING OUR AUDIENCE 



REASONS FOR CHOOSING THE UK 

• Impeccable academic standards 

 

• Short, diverse and flexible courses 

 

• Rich culture and history 

 

• Safe and unthreatening 

 

• Globally recognised location 

 

• Friends and family in the country 

 

• Stunning landscapes 

 

But we don’t 

inspire our 

audiences – 

either with our 

messages, or 

with our ways of 

marketing 



A NEW COMPELLING PROPOSITION 



A NEW CREATIVE TREATMENT 

 

 

 



A NEW CREATIVE TREATMENT 

• Visualises entire student 

experience in a bright, 

modern differentiated way 

 

• Covers study, university, 

social life and UK 

experience 

 

• Easily adaptable for social 

media, video, brand 

collateral in country 

 

• Universities can create 

their own and promote 

 

• Students can create their 

own and share 

 

 

 



A NEW CREATIVE TREATMENT 



WEBSITE & MOBILE 



CHANNELS TO MATCH AUDIENCES 

• Major media investment on Facebook, YouTube, Weibo etc 

 

• New responsive website driving traffic to UCAS and universities 

 

• Launch events in markets with compelling content 

 

• Inspiring alumni stories 

 

• New digital resources for agents 

 

• Promoting MOOCs 

 

• Working with University and corporate partners 

 

• Working with/through GREAT delivery partners 

 

 



PHASE 1 TIMELINE 

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar 

In depth 

research 

Overseas 

launches  

Creative 

development 

v 

Begin 

planning 

Debrand 

EducationUK 

v 

UK kick off and 

social media  

v 
Insight and 

conversion 

model 

v 

Partnership 

programme 

v 

Test and refine 

v 

Secondary 

market roll out 

v v v v 



HOW YOU CAN GET INVOLVED 





International future for UK higher 

education  

Professor Colin Riordan 

Vice-Chancellor, Cardiff University 

Vice-President, Universities UK 

@cardiffuni 

@UUKIntl 



Introduction 

• British universities are an international 

success story 

 

 

 

• We shape and underpin international trade 

and diplomatic relationships across the world 

 

 

 

• We oppose Brexit but are adaptable and can 

thrive outside the EU and internationally 



UK HE: Increasingly international 
• 1 in 5 (19%) students in the UK 

are international 

• 1 in 5 £ (21%) of research 

grants and contracts come from 

overseas 

• 1 in 4 (28%) of all academic HE 

staff are international 

• 1 in 2 (48%) articles have an 

international co-author 

• 2 in 3 (63%) academics have an 

international affiliation 

• 3 in 4 of UK HEIs are engaged in 

TNE  

• The UK is second most popular 

destination for international 

students after the US 



Brexit: Challenges and Opportunities 

• Attracting talent 

 

• Skills: creating a productive and 

global workforce 

 

• International research 

collaborations 

 



#WeAreInternational 

@cardiffuni 

@UUKIntl 

www.cardiff.ac.uk 

www.international.ac.uk 

v-c@cardiff.ac.uk 

info@international.ac.uk 



UK Higher Education: An International Future? 
— 

Independent HE Annual Conference 

29 November 2016 

Marie Clark, Director of Marketing and External Relations 



About Hobsons  

We provide market insight, student recruitment and student 

success solutions.  

 

We work with more than 13,000 schools, colleges, and 

universities globally to enable them to achieve their student 

recruitment and retention ambitions.  

 

Running the International Student Survey for four years. 



“A data-driven 

approach to 

matching 

universities with 

students.” 

Our approach  



Key findings  

71% use social media when researching a university. 

 

80% cite course fees as a concern when considering the 

total cost of studying overseas. 

 

41% say they would prefer to stay in their home countries 

if the quality of education was similar. 



Key findings  

50% have decided they want to go to university by the 

time they reach age 16. 

 

63% say speed of response affects their perception of 

teaching quality. 

 

13.9% cent of respondents said they planned to stay 

permanently in the UK. 



Before Brexit 
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Percentage of students who say studying in the 
UK would be less attractive following Brexit 

(Survey date: 7 April 2016) 

EU Non-EU



After Brexit 

70% students say they are less likely to study in the UK  



November 28, 2016 Slide 36 

59% believe the UK will be less welcoming 



Anglophone countries were amongst the greatest 

potential beneficiaries of Brexit 



• 6% mentioned scholarships. 

 

• 14% mentioned post-study work visas. 

 

• 13% mentioned lower tuition fees. 

What can the UK do? 



“A data-driven 

approach to 

matching 

universities with 

students.” 

Our approach  



Why segmentation matters 

UK providers are often too dependent on ‘key’ 

markets – this creates risk. 

 

The best way to reduce risk is to diversify. 

 

Student segmentation is a way to diversify in a smart, 

targeted, and efficient way. 



China and India will have smaller youth 

populations  
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Historic and projected youth population in China and 
India 



The benefits of a diverse student 
population 

• Reduce single-market sensitivity. 

• Bring a broader range of perspectives and 
experience. 

• Create links with new areas of the world. 

• Avoid the creation of mono-cultural blocs of 
international students. 



Segmentation  creates a more diverse 

international strategy 

Identifies prospective students in a highly targeted way. 

 

Accounts for the fact that every university has something 

different to offer. 

 

Lends itself well to digital marketing – attract new students 

with far less in-country activity. 



What types of 

student should I be 

targeting? 

How can I reach and 

engage with them? 

What are the typical 

‘types’  of student 

who attend my 

university? 

What questions can segmentation 

answer? 

How do my 

enquirers and 

current students 

differ? 



The five pillars 
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Clustering identifies groups of similar 

students 
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Example profile 



Compare the results of the profiling with a wider data set to 

find areas of opportunity. 

 

Locate prospects digitally and geographically. 

 

Engage with them in a highly targeted and personalised 

manner. 

 

The next step: matching your 
target profiles with the market 



Interested in getting involved?  

 
Give me your card or email me marie.clark@hobsons.com  

 

 

 


