
Faculty of Humanities Undergraduate Recruitment and Conversion Framework

This framework sets out the minimum expectations on Schools with regard to undergraduate recruitment and conversion activities and provides some examples of how those minimum expectations could be implemented.  In addition to the minimum expectations, there are aspiration activities which may be course/discipline dependent, or dependent on the resources available but which Schools should give consideration to.

As a Faculty we are committed to creating clear consistent authentic messages, tailored to the relevant audiences, thinking carefully about which stage of the recruitment process the person is at. With a vast range of media and tools available we are in an ideal position to create a strong strategy and attract the right students to study at Manchester.
Conversion is about building a relationship with an applicant so that Manchester becomes their first choice of university.  It starts as part of the recruitment process, ensuring that your course is listed within the applicant’s first five choices on their UCAS form.  From that stage, your course has to become the first choice for the applicant and you can influence that choice by way of conversion activity. 

Schools should also be aware that even if the applicant meets the conditions of their offer and your course is their first choice, conversion activities need to be maintained beyond confirmation to ensure that the applicant becomes a registered student. 

The aim of this framework is to establish a regular schedule of personalised communication and interaction between the prospective student and applicant, the course to which they have applied and the discipline(s) hosting the course.  Activities need to be tailored to the student market and as such specific student markets (e.g. overseas) may require a different approach to others.  The aim is to develop a sense of belonging to the course and discipline which will continue when the applicant becomes a student.

	A:  General principles 


	1.  All Schools will establish personalised, regular communication between the course/discipline and the applicant 


	Mandatory

	Where appropriate all Schools will 

· Use the applicant’s name in correspondence.

· Give the applicant a name to associate with the course.  Generic email and telephone contacts can still be used but the applicant should have a named contact to identify with.

· Where possible, put a face to the name:  include a photo in the signature box of the communication.

· Ensure that key contact telephones for academic and PSS staff are manned at all time (using a loop system or at the least voicemail)

· Use email signatures to promote key messages.  Examples include links to social media sites, promoting open days or visit days.



	2. All Schools will respond to queries in a timely, appropriate and personalised manner.
It is important that applicants feel they are valued by Manchester and receiving a response to their queries in a timely and personalised manner is an essential part of building a relationship with the applicant in the early stages of the recruitment cycle:



	Mandatory 

	· Queries to receive a response within two working days.  

· As much as possible the query should be answered within that timeframe but if a suitable response is taking time, a holding communication must be sent.  

· During peak work periods, use an auto reply.

· Track the query: if a query is forwarded to someone else for a response, ensure that it happens.

· Subject specialists and named contacts are important for applicants sending in queries.  Schools must also ensure that there is a team available to respond to queries if the specialist/named contact is unavailable.  Having a named contact does not mean moving away from a generic email address.  However, using a named contact in the response to the query starts to build a relationship with the applicant. 

· Minimise the number of queries by pushing out information, for example via social media.

	3. All Schools will have testimonials accessible via the web and hard copy promotional material throughout the application cycle
Applicants value reviews and evaluations by others to provide assurance and validation about the choice they have made and to establish a familiarisation with the institution and the programme.

	Aspirational:  to be implemented where the resource is available

	· Student experiences: Testimonials to be made available to applicants.  Examples include:  videos and statements on the web; statements in hard copy resources; use of current students as ambassadors at Open Days and Visit Days (where held); student blogs.  Have a ‘call to action’ included in or near to the testimonial – ‘find out more’, ‘how to apply’, ‘contact us’.  A good testimonial should encourage the applicant to progress further with their interest.

Alumni experiences:  
· Alumni testimonials to be made available to applicants via hard copy and electronic platforms as appropriate.
· Alumni to be invited to speak to applicants during visit days.
· Alumni video content be developed per School and displayed on the web and social media
· Staff experiences:  sound-bites from staff about the students they teach and the link between teaching and their research.
· Employer experiences: sound bites from employers about why they employ Manchester graduates.

	4. All schools to actively participate in market research activity where applicable

	Mandatory

	· Working with students to understand the recruitment process and key points in the decision making process.

· Identifying what students are looking for and their preferences.
· Identifying marketing trends.
· Identifying and benchmarking against competition.
Ongoing or as required

Target Market – prospective students and existing students 

Responsibility -  Faculty Marketing Officer


	B:  Pre Application

The University and Schools have a schedule of recruitment activity designed to attract applications and to make your course one of the applicant’s UCAS choices. The following requirements and examples focus on school initiatives.

	1.  Open Days

	Mandatory

	· Have a presence at the University Undergraduate Open Days promoting UG programmes to target audience.

· Marketing collateral to support this will include:

· Consistent messages via social media, including Twitter and Facebook.

· School website information- advertising details of the Open Day with link to the relevant contact details and online booking for the event.

· Content of the sessions includes supporting materials such as printed materials and presentations about programmes.

· Record prior attendance and actual attendance to monitor and track for future activity including conversion.

· Targeted emails to those who have already expressed an interest.
· Targeted emails via mailing lists such as prospects.
· During this process ensure that prospective applicants have a named person they can contact with regards to information about the course.

· Use of agreed presentation formats and guidelines for delivery.
June, September and October. 

Target Market – Prospective Students parents and carers.

Responsibility – Faculty Marketing Officer, Web Team, Recruitment and Admissions Managers

	Optional

· Virtual open day:  provide an online facility for those unable to attend an open day or wish to re-visit.  This would be particularly beneficial to overseas applicants who are unable to attend an open day or visit day e.g. (http://www.mbs.ac.uk/undergraduate/openday/) 

· Online tours of facilities.

· Sample lectures.

· Staff biographies.

· Testimonials from students, staff and alumni.

· Course information.

Ongoing
Target Market – Prospective Students , parents and carers.

Responsibility – Faculty Marketing Officer, Web Team, Recruitment and Admissions Managers

	2. Subject days for teachers

	· Invite teachers from key feeder schools to subject days. This is as a relationship building activity and opportunity for teachers to develop their CPD. 
Target Market – teachers from feeder schools
Responsibility – Alyssa Philips,  Student Recruitment and WP team, Faculty Marketing Team 

	3. Discover Day presence 

	Mandatory

	· Each school to set up a range of Discover Days annually to enable students to engage in School based activities, workshops and tasters for subject areas. Content of the day, subject and tasters to be agreed at School level.
Target Market – Y12 students
Responsibility – WP officer/admissions officer at School level with WP officer centrally

	4. UCAS fairs presence

	Mandatory

	· Schools provide information, publicity and any available material for the central team to supply at UCAS Fairs.
· Schools may attend these events with the central team to promote subjects at school level.

March - June
Target Market – UK schools market
Responsibility – Central Recruitment and Admissions Office

	5. Feeder school visits – School liaison

	Mandatory

	· Subject area workshops and presentations to prospective students at schools and colleges in the region. Schools and colleges based on previous year application data via UCAS. Identify specialist colleges and schools linked to each School in the Faculty.
As required
Target Market – Identified schools and colleges in the region who are top feeders
Responsibility – Central UoM team and Admissions and Recruitment Team

	6. Academic Showcases

	Schools host events to promote Staff academia and disciplines, inspiring lecturers and academics host talks and events

Summer?

Target Market – Potential applicants, school and college groups
Responsibility – to be agreed

	7. Widening Participation outreach

	Mandatory

	· Identify specialist schools, colleges and audiences in School disciplines. Maintain a database of schools and colleges then invite to relevant event. 

Events would be dependent on each School

Target Market – Identified group from liaising with WP team
Responsibility – Faculty Marketing Officer and WP team

	8. Recruitment for Summer Schools

	· Summer Schools offered where relevant in Schools.  Promotional materials developed including: printed materials, social media channels and web pages.
Target Market – overseas students (SALC), Non-European students (MBS)

 Responsibility – Faculty Marketing Officer and International Office

	All schools will achieve an appropriate balance of hard copy and electronic resources aimed at providing applicants with the information they need in order to make an informed decision. This is an aspirational requirement until such a point as the appropriate balance can be defined.  

	9. Social media activity 

	Mandatory

	· Use of current student ambassadors to operate social media channels.
· Create an annual content plan with engaging content and imagery
· Opportunities to link thorough from websites to social media pages. 

· Working with societies to contribute to social media for Schools.  Create links with relevant student voice publications.
Daily 

Target Market – Prospective students

Responsibility – Faculty Marketing Officer, Recruitment and Admissions team

	10. Video content

	· Develop video material to promote each programme for use on the course marketing pages. Videos to also be hosted on School/Faculty YouTube channel.

Ongoing 

Target Market – prospective students

Responsibility – Faculty Marketing Officer, Web Team

	11. School content plan

	Mandatory

	· Create and implement a content plan with annual cycle of news, information, and campaigns to be run via marketing platforms. 

Target Market – prospective students

Responsibility – Faculty Marketing Officer, Web Team

	12. School website updates/refresh content

	Mandatory

	· Work with Faculty and academics to generate engaging content including sourcing information from NSS scores, league table rankings, video and imagery, student profiles, alumni case studies, careers information and destinations.

Ongoing
Target Market – prospective students

Responsibility – Faculty Marketing Officer, Web Team and Recruitment and Admissions Team.

	13. Virtual tours of Schools and facilities 

	· Update virtual tours and add any new facilities for each School.
When required

Target Market – prospective students

Responsibility – Faculty Marketing Officer, Web Team

	14. Online School/subject profiles

	Mandatory

	· Update profiles on external sites such as Studentroom or prospects to encourage driving traffic to the School Website. Profiles need to be appropriately branded.

Annually

Target Market– prospective students

Responsibility – Faculty Marketing Officer, Web Team

	15. Web Chats

	Optional

· Engage with applicants to interact with school on targeted subjects such as: visa applications, funding applications, accommodation, careers, Fast tracking, topics of discussion. Applicants invited for web chats via email and online. Use of student ambassadors to talk to students at scheduled times. Ambassadors will be briefed.
· Marketing team to develop toolkit to support this process with tips about best practice.
Ongoing

Target Market– potential students, applicants, offer holders and existing students.

Responsibility – Faculty Marketing Officer, Web Team

	16. Photography

	Mandatory

	· Develop School specific photography where required to promote Schools and specific subject areas.

Ongoing

Target Market– potential students, applicants, offer holders and existing students.

Responsibility – Faculty Marketing Officer, Web Team

	17. Student profiles

	· Collate student profiles for use in marketing activity including the website and printed materials.
Ongoing and annually
Target Market – prospective students
Responsibility – Alumni office, Faculty Marketing Officer, Recruitment and Admissions Team

	18. Media

	Mandatory

	· Work proactively with the Faculty media team and relevant officer to promote the School through external media. Identify key spokespeople for media training.

Ongoing

Target Market – prospective students
Responsibility – Faculty Marketing Officer and Web Team, Faculty Media Officer

	19. Advertising 

	· Consider advertising publications and websites to promote programmes/courses/events where relevant.
Ongoing

Target Market – prospective students
Responsibility –Marketing Officer, Web Team, Recruitment and Admissions Team

	20. Data/CRM

	Strategic direction from the Central Team

· Create a CRM strategy to engage with prospective students to follow them through the recruitment and conversion process. Set key dates for sending out information which is not too frequent.

Ongoing

Responsibility – Central team with Faculty Comms and Marketing team

	21. Undergraduate Prospectus

	Mandatory

	· UG prospectuses produced centrally for home and international students. Requests for new content and updated information from each School in October.

Home updates requested in October – International updates for March/April

Target Market – Potential applicants 
Responsibility –– Central Student Comms and Marketing team, Faculty Marketing Officer , Recruitment and Admissions teams

	22. School subject brochures

	· Consider development of School brochures promoting the range of programmes available
March – June ready for UG open day

Target Market – Potential applicants 
Responsibility – Faculty Marketing Officer and Recruitment and Admissions teams

	23. Undergraduate Pocket guide

	Mandatory

	· Undergraduate pocket guide developed by the central Student Communications and Marketing team. Each school to provide updates on request.

To be confirmed 

Target Market – Potential applicants 
Responsibility – Central Student Comms and Marketing Team, Faculty Marketing Officer

	24. Posters for subject areas

	· Consider development of posters to be sent to feeder schools/colleges/universities and used at subject Open Days/Visit days.

To be confirmed 

Target Market – Prospective students
Responsibility –Faculty Marketing Officer


	C:  Application to Offer

The applicant has now made your course one of their UCAS choices and schools must now ensure that their course becomes the applicant’s first (or second) choice institution.
All applications are formally acknowledged via email on receipt of the electronic application by the University Admissions Office within 24 hours (the ‘3-5 day turnaround’ in the Admissions Policy is based upon receipt of a paper application.   Paper applications will not used for the 2014 application cycle).    Applicants are provided with the Admissions contact details for the school.  


	1. All schools will make use of social media to provide applicants with information and the opportunity to engage with each other.

Start to engage the applicant with their discipline/course at an early stage.  All communications and web pages should offer applicants the opportunity for them to follow the University/School/discipline/course on social media.  The University has produced a guide to using social media.

	Mandatory

	· Consider having appropriate course/discipline social media platforms 

· Utilise links to events and news around the city of Manchester as well as the University and discipline, building upon the reasons why applicants choose Manchester in the first place (e.g. ranking, reputation, the city, cultural diversity, PSRB accreditation)

· Staff allocated to monitor discussions and post information must be appropriately briefed.

	Aspirational:  to be implemented where the resource is available

	· QR codes or use of augmented reality on printed materials:  encourage applicants to access web and video resources



	2. All applicants are expected to receive a decision on their application within 3-5 days of the application being received.  If offers are delayed, for example, where the school is waiting for documentation, a communication must be sent to the applicant.  Where an interview is required before a decision will be made, invitation to interview will be received within 3-5 days of the application being received
Applicants will be informed that they will receive their formal offer within 3-5 days of the interview.

	Examples of practice

· Direct applicants to subject/programme web based information and social media sites

· Direct applicants to the Aspiring Student Society (UMASS) http://www.umass.manchester.ac.uk/ and to UoM Admissions Facebook/Twitter group
· Schools may interview applicants where possible.  University guidance on conducting interview is available at http://www.raid.manchester.ac.uk/student-admissions/application_assessment/interviewing/  develop further School level interview guidance.
· Points to note:

· Interviews can be used for selection or conversion.  Schools must inform the applicant about the purpose of the interview and what is expected of them. 

· Offer interviews to those applicants who would receive an offer based on their application.   This ensures parity and does not waste time.
· Where the interview may have an impact either on the offer or at a later stage in the application process (e.g. confirmation) the applicant must be informed in advance.

· Applicants must be told the implications for not attending.

· Interview preparation support (Leaflet produced by SRID) to be sent out with invitation to interview.

· For parity, interviews could be conducted via Skype or telephone for overseas applicants.

· Larger disciplines could conduct group interviews, particularly for home applicants.  For example, holding a short seminar discussion with the expectation that applicants’ contribution will influence the offer made.

· A standardised report on each interview should be produced.  Good practice would be to highlight something personal about the individual applicant in the report which can be used in the follow up communication to the applicant.  

· The offer must still be sent to the applicant via UCAS.  Follow up communications from the school should not include the offer but can make reference to the applicant having received it via UCAS.
· Follow up communication could be in the form of a letter/postcard from the person who conducted the interview on behalf of the School.  

The same principles could be applied to any further aptitude assessment that an applicant is required to undergo

Using a range of offers.  Where a range of offers is used to promote courses, the following should be considered

· Information must be given to applicants about how the range is used.  It must include a statement that the contextual data is not being used to influence the offer made within the range.

· Offers at the lower end of the scale could be made for courses struggling to recruit.  Schools should be mindful of parity across applicants and not disadvantage those that may have applied early.
· Be aware of the SNC target – BBB is within the SNC

· Look at what competitors are requiring on entry – stay competitive

· Consider whether the lower offer would diminish the reputation of the course. Tariff scores  are part of the Key Information Set and contribute to league table determination
Various stages

Target Market – Potential applicants and sixth form students
Responsibility – Recruitment and Admissions Team


	All schools will ensure that applicants and their parents have a personalised experience during visit days and are given the opportunity to actively engage with their chosen course/discipline(s)


	3. Visit Days

	Mandatory

	· Organise visit day activities within each school. Book appropriate catering and student ambassadors. Invite prospective applicants via email or letter.
· When visitors are put into groups, Schools will aim to have applicants and parents in groups of no more than 20.

· Ensure they are able to visit the buildings in which their subject is administered and where the majority of teaching is done (if different).

· Include the opportunity for applicants and parents to meet staff and students in an informal setting, with refreshments.

· Highlight employability (use your School’s Employability Champion).

· How it is delivered through the curriculum. 

· Opportunities: placement, volunteering, talk from careers.

· Talks / information from your alumni.

· Provide examples of jobs graduates have and the organisations graduates work for.

· Ensure student ambassadors have had the correct training.

· Promote opportunities for students to broaden their experience:  invite the Study Abroad Team, University College talk/information, work experience opportunities.

· Follow up the visit day with a communication from the Admissions Tutor.    
· Ensure employability features across promotional materials on and offline.
October – April/Nov-March

Target Market – Offer holders
Responsibility – Recruitment and Admissions office, Web Team


	D:  Offer to Acceptance

This phase of communications with the applicant continues efforts to ensure that your course becomes the applicant’s first (or second) choice institution and that they make a Firm acceptance of the offer made to them.


	4. All schools will engage with the University’s Communications plan (see Appendix 1)

	5. All schools will ensure that deferred applicants from the previous recruitment cycle are included in communications aimed at offer holders in order to maintain their interest in coming to Manchester

Although this group of applicants have accepted their offer, it is important to maintain their interest in the course, demonstrate our interest in them, and engage them in applicant activities alongside their potential peers.

	Mandatory

	· All schools should write to deferred entrants:  ‘we look forward to you coming to Manchester’, co-ordinating with any central university activity.
· Send an initial email to inform that further information will be coming.  Some deferred applicants may be away from home and not receive hard copy communications to their home address.
· Set a deadline by which you require confirmation.  If they do not intend to take up the offer, resources can be directed elsewhere.  You could ask them to return some information (e.g. whether they wish to attend a visit day or not) so that you know they are engaged with the application process.
· Inform deferred applicants of the activities available to offer holders.  They may have engaged in these in their application year but may also want to engage again (refresh information, engage with potential peers).
· Provide them with a reminder of what they should expect in terms of the application cycle and communications from the course/discipline and different parts of the institution.
Various stages

Target Market – Potential applicants and sixth form students
Responsibility – Recruitment and Admissions Team

	6. All schools will aim to use My Manchester for offer holders.  


	· Exclusive to those with offers - we want offer holders to become students and should start to treat them as such as soon as possible so that they feel part of the student body. 
· Accessed via a password sent with the offer. 

· To be used to push out information for the offer holder:  events, news, preparing for study, pre-course reading, contacts with potential peers, opportunities to liaise with existing students, joining information, testimonials and videos  

· It is expected that the offer holder will still follow social media and that can continue to be promoted for the offer holder to engage with other offer holders.

Target Market – Potential applicants and sixth form students
Responsibility – Faculty Marketing Officer, Web Team, Student Communications and Marketing, Recruitment and Admissions

	7. All schools will continue to provide the offer holder with information about Manchester, the school/discipline/course and maintain personalised communication with the applicant as appropriate. 



	Primarily through web-based platforms.  

Examples of practice

· A regular newsletter and/or through scheduled posting of information and guidance via social media sites or web platforms, co-ordinating with centrally provided communications.
· Videos, testimonials, etc.
· Schedule web chat opportunities with staff or existing students.
· Not heard from the applicant?  The applicant may delay in responding to an offer.  If an applicant has not responded to an offer either positively or negatively, write to them with a reminder of where to find information, subject news, local Manchester news and forthcoming events (subject based, Academy concerts, things happening in the city).  This is intended to act as a reminder to the applicant that they still have not made a decision and is intended to reignite their interest in Manchester.  This must not be construed as offering an incentive.  UCAS rules do not allow incentives to be offered.


	8. E-advantage mailings / School newsletter.

	· Timed E-Advantage from Schools is being used to offer advice on interview preparation, signposting students to articles in the national press for example to prepare them to discuss current topical issues. Some Schools are using current students to write about their experience of interview days and give tips to potential students.
See schedule

Target Market – Offer holders
Responsibility – Faculty Marketing Officer, Recruitment and Admissions


	E:  Accept to Registration

Your course is now first (or second) choice of the applicant and you have received a Firm (or Insurance) acceptance.  This phase is about making the applicant feel as though they are already a part of the University.


	9. All schools will continue to provide the offer holder with information about Manchester, the school/discipline/course and maintain personalised communication with the applicant as appropriate.

	Mandatory

	· This will be a combination of information they need to know and information that it would be nice for them to know.  Maintain a personalised and timely communication strategy from the course/discipline.  Applicants receive information from different parts of the so coordinate scheduled activity with an integrated plan. For example newsletters.
· For International offer holders - The central University team send out the Student Accommodation Guide, The Manchester Advantage and The Arrival Guide. Unconditional and conditional offers holders then receive the Orientation Guide and the ‘Destination Manchester’ luggage label.
· For Home offer holders – The University sends out the Student Accommodation guide, personalised good luck postcard. Unconditional and firm offer holders receive Crucial Guide and the What’s On guide.
· Ensure applicants know what is expected of them when they get their results.
See schedule of communications
Target Market – Home and International Offer Holders
Responsibility – Recruitment and Admissions office, Faculty Marketing Officer and Web Team and Central Communications team.

	Examples of practice
· Top tips – what previous applicants wished they would have known before starting

· A (monthly?) newsletter and/or scheduled posting of information and guidance via social media sites or web platforms
· YouTube:  videos, testimonials, etc.

	10. All schools will continue to provide applicants with information about Manchester, the school/discipline/course primarily through web-based platforms, and engage their interest

	Examples of practice
· Through scheduled posting of information and guidance 
· YouTube:  videos, testimonials, etc

· Pre confirmation Summer schools/research projects:  Create a reason for offer holders to come to Manchester whilst they wait for their results:

· Invite, via an application process, to come and work with PhD and Masters students on projects over the summer 

· Invites to performances, events

· Halls visits

· Consider what an applicant will be doing to prepare for University and at what stage.

· Include information on subject specific matters applicants should be aware of in order to prepare for University, e.g. specific computer/laptop requirements.  

· Course information:  unit outlines will be published on the web.  Applicants can be provided with reading materials, appropriate web links.  

· Link applicants to existing students for mentoring or discussion.


	F:  Review and evaluation 

Evaluation of practice to take place annually (circa early October).  The Framework will be updated as a result of the annual evaluation

	25. Analytics

	Mandatory

	· Evaluation of all marketing tactics via marketing metrics. Report any findings to relevant teams including recruitment and admissions.

October – April/Nov-March

Target Market – Internal stakeholders/staff
Responsibility – Recruitment and Admissions office, Faculty Marketing Officer and Web Team


Appendix 1: Schedule of Applicant Communications 


Contact from the University after receipt of application



	APPLICATION MADE
	

	Time from receipt of application
	Communication
	Format (print / email)

	24 hours
	Acknowledgement of Application
	Email

	3-5 days
	UG Offer (formal)
	Print - letter

	3-5 days

	PG Offer (formal)
	Both print and email

	
	Significant communication from School (could take the form of an offer, invitation to interview, or chase for outstanding docs)
	Email

	Time from when offer is made
	Communication
	Format (print / email)

	1 week
	Head of School letter
	Either print or email

	1 week
	Accommodation Brochure
(mailing can only begin after the publication of the brochure which is mid-October, so offers made in early October will be subject to a slightly longer wait)
	Print

	2 weeks
	Manchester Advantage (International) 
(mailing can only begin after the publication of the brochure which is likely to be early January so offers made in before January will be subject to a longer wait)
	Print

	3 weeks
	School Letter (conversion messages)
	Either print or email

	From April
	Arrival Guide (International)
	Print

	From April
	Pre-CAS communications to UF offer holders
	Email

	From June
	Orientation Guide (International)
	Print

	From July
	Crucial Guide (UG and PG)
	Print

	From July
	IT sign-up invitation
	Email



Key

	abcde
	School

	abcde
	Central Admissions 

	abcde
	Student Communications and Marketing Team

Marketing Team


Schedule of e-bulletins 



Please note, each e-advantage bulletin has a home/EU and international version


	Dec 14
	School e-bulletin
	
	

	
	e-advantage issue 1 – Accommodation
	
	

	Jan 15
	School e-bulletin
	
	

	
	e-advantage issue 2 – Careers
	
	

	Feb 15
	School e-bulletin
	
	

	
	e-advantage issue 3 – Parents’ special
	
	

	Mar 15
	School e-bulletin
	Telephone conversion of international  offer holders
	

	
	e-advantage issue 4 – Facilities (inc library)
	
	

	Apr 15
	School e-bulletin
	
	

	
	e-advantage issue 5 – Sport
	
	

	May 15
	School e-bulletin
	
	Pre-departure briefings for international offer holders

	
	
	
	

	Jun 15
	School e-bulletin
	
	

	
	e-advantage issue 6 – Money Matters
	
	

	Jul 15
	School e-bulletin
	
	

	
	e-advantage issue 7 – Arriving in Manchester
	
	

	Aug 15
	School e-bulletin
	
	

	Sept 15
	e-advantage issue 8 – Welcome Week special
	
	


Key


	abcde
	School

	abcde
	Student Communications & Marketing Team

Marketing Team

	abcde
	International Office


How central and School e-bulletins work together

It is imperative that we communicate with our offer holders between the point of their offer being made, and when they need to make their final choice of university. However, it must be ensured that communication is relevant, timely, interesting and not too frequent, which could have a detrimental effect.

Research and past experience have shown that students like to be kept informed both from a university-wide perspective, including general university news and 'hot topics' around accommodation and careers for example, but they also wish to receive more subject-specific information from their academic School.

The schedule of e-newsletters above outlines that applicants should be hearing from their school via an e-newsletter at the beginning of each month between the months of December and August. In the middle of the majority of these months, they will also receive a central enewsletter, the e-advantage, produced by the Student Communications and Marketing Team.

Links to each of these newsletters will appear in the fortnightly Recruitment, Admissions and International Development bulletin after they have been sent. There is a home/EU version of the Advantage, due to additional content, usually around visas, that need to be communicated to international students.

The e-advantage newsletter content includes: 
· A Welcome from the Director for the Student Experience - a few words to welcome readers to the issue and outline the topics of that issue.

· An article on the main theme of the issue. Across the year these are: accommodation, facilities, a parents special, careers, sports, money matters, arriving at Manchester and a Welcome Week special.  The schedule on page 2 shows which month these topics feature.

· For intentional students only: important international updates- often including vital visa information and dates of pre-departure briefings.

· A secondary article, for example on our social media pages, the Olympics.

· Student profiles - profiles from three students (these are either home/ EU or international for each version), talking generally about Manchester but also reflecting on the theme for that newsletter.

· University news - three or four of the most interesting and relevant university news 

· Previous issues - to allow more recent offer holders to catch up on news they may have missed.

School newsletter content guidance

As the central e-advantage covers much of the need-to-know information for applicants, the function of School newsletters should be to familiarise applicants with the academic School and provide them with subject-specific information that would be useful for them to know whilst they are still making their final choice about university. The purpose of newsletter is therefore to relay important information, but also carries a conversion role, to ‘keep applicants warm’, and keep the University of Manchester, and programme of study in their mind. If they feel that they are being kept well informed, in attractive, concise communications, this can have a very positive affect on applicants.

Such articles may include an introduction to the building where they would study in the future, profiles on current students or members of staff (‘Meet the Lecturer’, for example), upcoming visit days or other events, and links to relevant social media pages. 
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