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This report looks at CommuniGator activity over the last academic cycle for UG and PG courses.

The aim is to evaluate what has taken place and make recommendations for the next year.
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Numbers at a glance

92
UG emails sent (across all subjects)

90 
PG emails sent

Career and placement (blogs) content is 
high performing (UG)

19%
average 

engagement 
across UG 

emails 12%
average 

engagement 
PG conversion 

emails

Course specific blogs 
perform well in PG 
conversion emails

Unique 
opens

Unique 
clicks

UG 78% 17%

PG 69% 12%

Industry 
(source:
mailchimp)

22% 2%



UG scheduling
Certain subjects received higher levels of email contact during certain months
For example, Psychology and Dentistry received 3 each during April and Medicine 
received 5 each during April. 

UG content
Top performing content related to offer holder days and social media invites
This content relates to invitations rather than content that has been created to 
specifically engaged with. 

Top performing content minus the above relates to placements, scholarships and 
career options/alumni examples
Aim to ensure this content is available across the subject areas with the aim of 
rolling out across PG priority courses too. 

Some courses have less content than others
Work with the audiology and SLT teams to increase blog and video content.

UG style and engagement
Emails with clear call to actions performed well. Those with one article and link 
received high engagement e.g. placement and alumni/career emails.

Event those low on engagement in comparison to our other emails still perform well 
when evaluated against the industry standard. 

Executive summary
Section 1: UG

UG actions – at a glance

Develop CRM workflows to ensure even 
scheduling throughout the year.

Continue to communicate offer holder 
events and social invites via email.

Build on placement and career/alumni 
blogs.

Improve content for audiology and SLT.

Ensure calls to action continue to be 
clear.



PG scheduling
Emails were generally sent at set intervals throughout the application cycle
Continue to work to a content calendar. We did find that keeping to deadlines was 
very dependant on support from the programme team. Year on year we’ll build up 
this content and incorporate into a workflow.

PG content
Top performing content related to course specific blogs
Once invites and event data was removed, the most engaged with content was very 
course specific. 

Some courses have less content than others
Not all priority courses received the same amount of content. It is important to 
recognise that without programme director support only a certain degree of content 
can be created. Aim to make programme teams aware of this and use this year’s 
engagement as an example.

UG style and engagement
Emails with clear call to actions performed well. Unlike UG, high performing PG 
emails didn’t necessarily have to be short. Those with multiple links and articles 
performed well although generally the audience did only click one link (the one that 
was most relevant to their course).

Executive summary
Section 2: PG

PG actions – at a glance

Develop CRM workflows to ensure even 
scheduling throughout the year.

Meet with programme directors in 
September/October to encourage
content creation for all priority courses.

Build on course specific blog content for 
priority courses.

Aim to include minimal links within 
emails so that calls to action remain 
clear.

Make sure course specific information is 
sent to course offer holders and not 
grouped subjects (only general content 
e.g. accommodation to go to groups).



UG Total

Offer holders
(Conversion)

80 (some of these were duplicated and sent during the 
cycle to new offer holders)

Post open day 9 

Clearing 3 (Pharmacy, Audiology, Nursing)

Overview – UG emails 

Course Conversion (offer
holders)

Post open day Clearing Total

Audiology 4 1 1 6

Bioscience 9 1 10

Dentistry 8 8

Medicine 10 1 11

Midwifery 8 1 9

Nursing 10 1 1 12

Optometry 6 1 7

Pharmacy 9 1 1 11

Psychology 9 1 10

SLT 7 1 8



Example UG emails 



Example UG emails 



Overview – PG emails (conversion and events)
PG Total

Offer holders
(Conversion)

47

Post open day / event 43

Course Content overview Total 

Priority courses - Advanced Community Pharmacy 
Practice 

Webinars, FAQ. 2

Priority - Advanced Leadership for Professional Practice 
(Nursing/Social Work) 

Post open day, FAQ. 3

Priority - Genomic Medicine Post open day, blog (part-time study), newsletter 
(incl. blog, accommodation and SU info).

3

Priority - Infection Biology MRes vs MSc blog. 1

Priority - Medical Humanities 2 blogs (1 per email). 2

Priority - Specialist Practice (Cancer) Blog, FAQ. 2

Priority - Translational Medicine Reading list, FAQ, Blog. 3

Priority - Clinical Biochemistry N/A. 0

Priority - Restorative and Aesthetic Dentistry Blog. 1

Social Work Post open day, webinar, FAQs, support, 
international, comparison, skills prep.

8

Conversion other non-priority courses Post open day, PIAT Summer School, IND/rankings, 
Rep and Preg email, subject area newsletters.

65



Example PG emails 



Alumni and progression emails

PG Total

Alumni x6 (Advanced  Community Pharmacy 
Practice, Genomic Medicine, 
Translational Medicine, Advanced 
Leadership for Professional Practice,
Infection Biology)

Progression 
(through CG 
to existing 
students)

x3 (Biomedical Egyptology , Social Work, 
Advanced Restorative Dentistry)

Emails promoting career progression through extra qualifications are sent to both existing students due to 
finish and alumni.

Alumni emails go through the alumni office and therefore we don’t have statistics for how well these 
perform. In future these will be part of targeted emails by the alumni team rather than individual emails 
about one specific course. 

Action:
Whilst a valued method of communicating we should 
liaise closely with the alumni team on the effectiveness 
and engagement levels of our content within these
emails.
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Appendix 1: Content breakdown
UG (offer holders, open day, clearing)

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

Total

Central Welco
me

Accom
mocatio
n

Finance Your Future 
Stellify

Manchest
er

Cam
pus 
/ 
Stell
ify

3 x 
clearing

Audiology X2 emails  - Join Social
(also sent to new offer holders in Mar and 
Apr / tele campaign

1st yr
accom

Post 
open 
day 

Career / 
video

Course
video and 
blogs

5

Bioscience
INC IN MY 
MANCHESTER

OH 
Day 
follow 
up

Zoology 
Placement

Join
social  
(sent x8 
to new 
OH)

X2 emails
Mentorin
g (x4 to 
new OH) / 
tele camp

Scholarship
(x10 by 
country/ new 
OH)

Interna
tional 
webina
r  (x8)

1st yr
accom

Post 
open 
day 

Career / 
video

10

Dentistry Tele 
campaign

X2 emails  –
Stellify and OH 
day invite

Join 
social
(x2)

X3 emails 
OH day 
survey 
and 
reminder 
and 
Accom

Career 8

Medicine Join 
Social 
(x3 to 
new 
OH)

Tele 
campaign

Stellify OH Day 
invite

X5 emails  
- OH Day 
survey 
(x2) / tele 
campaign 
/ OH 
reminder 
/ 
Accommo
dation

Post 
open 
day 

Career 11

Midwifery Join 
Social 
(x3) 

Tele 
campaign

OH day invite
(x2) 

Stellify X3 emails 
- 1st yr
accom / 
OH Day 
invite / 
OH Day 
follow up

Post 
open 
day 

Career 9

Key 

Blog Blog and video Video



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

Total

Nursing Placement Join 
Social 
(x3)

Tele 
campaign

X3 OH Day 
invite (x5) / OH 
Day follow up 
(x2)  / London 
invite

Stellify Accommo
dation

In 
Nur
sing 
Day

Post 
open 
day 

Career / 
video

Course
video and 
blogs

12

Optometry Placement X2 emails 
Join Social 
(x3) / Tele 
campaign

Stellify 1st yr
accom

Post 
open 
day 

Career 7

Pharmacy OH Day 
thanks 
for 
attendi
ng

Pharmacy 
at Mcr

X2 emails 
Join Social 
(x3) / Tele 
campaign

X2 emails
International 
newsletter / 
Stellify

Londo
n even 
invite

1st yr
accom

Post 
open 
day 

Career / 
video

Course
video and 
blogs

11

Psychology Conv
ersio
n

Placement Join 
Social 
(x3)

Tele 
campaign

Stellify Londo
n even 
invite

X3 emails
Webinar
(x6) / 
follow 
up/ 
Accom

Post 
open 
day 

Career / 
video

10

Speech and 
Language
Therapy

Placement Join 
Social 
(x2)

Tele 
campaign

Stellify OH Day 
invite 

1st yr
accom

Post 
open 
day 

Career / 
video

8

Key 

Blog Blog and video Video

Appendix 1: Content breakdown continued...
UG (offer holders, open day, clearing)



Appendix 2: UG statistics My Manchester Opened % Engagement %

2018 72% 57%

2019 71% 22%



Appendix 2: UG statistics
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Appendix 2: UG statistics



Appendix 2: UG statistics



Appendix 3: PG statistics (conversion emails only)



Industry Open rate Click rate Bounce rate Unsubscribe rate

Education and training (Source: 
Mailchip)

21.80% 2.48% 0.54% 0.20%

Higher Education e.g. colleges, 
universities, trade schools (Source: 
knowledgebase.constantcontact.com)

15.89% 7.22% 8.84% 0.01%

Appendix 4: Industry comparisons


