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1.0 	Background
E-advantage has been in its current format for three years now, and has been a very successful development, compared with its previous format and content plan.
The nine themes worked well, with varying levels of engagement, but generally the content was well received. 
The signposting format was very popular at the time it was developed, although having to rely on web content to signpost to sometimes meant the content wasn’t exactly what we wanted – either it didn’t quite fit the brief, or it was dry or uninteresting.  
Informal desk research looking at current trends in e-marketing has given us some indication that this is no longer a preferred format among our readership, and that more lifestyle, story-based editorial is preferred. This is along with more targeted research specific to the e-advantage which can be seen below.
Another consideration, which is considered in point 4, is Schools’ communication with their offer holders, and how this can be better supported centrally.

2.0	Research findings and statistics from 2015/16
2.1 	Format
The most striking evidence we found highlighted the discrepancy between an extremely high open rate, and a relatively low click through rate, across the board. 
While our average open rate was approximately 63% which is well above the industry standard, the average click through rate was only 20%.  
To illustrate further, one of our highest open rates, 77% (accommodation) only had a click through rate of 18%. There were very few e-advantages which resulted in a click through rate of more than 20%.
This data shows us two things: that our audience is warm and keen to read emails from us – the majority of them opening emails we send to them. This shows there is real appetite for receiving regular communication from us. 
However, the relatively low click through rate shows that our audience is not choosing to delve further into the information we send. This could be for a variety of reasons:
1. Readers simply do not engage with the ‘click through’ format, and would rather be given instant information in the email itself (this is backed up through our desk research of current email formats). They are used to instant access information and do not want to have to click through to get the information they want.
2. Readers don’t want to be directed to a website. They want tailored information presented to them as an individual.
3. The limitations of copy on the click through features means we are unable to fully describe the content in the email, hence readers don’t really know what content they would be clicking through to, and so don’t bother. It’s certainly not enough to entice them. 
2.2	Content
Results from our e-advantage survey in 2016 (sample approx. 2000) showed that we were generally on track regarding the main themes, with the top five most popular topics, behind ‘course-related information’ being:
· Accommodation
· Teaching and learning
· Employability
· Finance 
· The city
This matches our open rate and click through data with the exception of Teaching and Learning, which although 76% of survey respondents stated it would be most of interest to them, only 9.2% of readers actually clicked through on any features in this issue. 
We suspect that the information they are actually after is subject-based teaching and learning content, which would come from their relevant school; not generic University-wide teaching and learning information, which is one of the least well-received topics in our schedule.
The sector-wide Marcomms Monitor research mirrors our internal findings – stressing the importance of the city and social life, along with reputation, as key selling points for The University of Manchester.



3.0 	Proposed changes
3.1	Format
A combination of our open rate vs click through data, and awareness of industry trends has resulted in the conclusion that it is time to try a different format for e-advantage. 

Obviously there is appetite to read our emails, but the relatively low click through rate means our messages aren’t actually getting across to three quarters of the people who open the email. 
We suggest trying a more up-to-date format, focusing on one key piece of content per issue. A more informal ‘lifestyle’, editorial approach will be taken, making the email less corporate, hence appearing more friendly, personal and accessible. 
We will no longer host the bulk of the content online, but will post the content straight into the email, so that there is instant access to the information. 
3.2	Design
It is proposed that a new template is designed for Communigator, in line with the design for the print publication, My Manchester (see 3.4), to create a seamless look and feel throughout the conversion journey. 
This work will need to be scheduled with the central marketing design team who are leading on the print design for My Manchester.
3.3	Content
We will continue to focus on most of the topics we’ve previously covered, but will put more emphasis on the city, student life, and our reputation.
Some low-performing topics will be cut for this year, some will remain the same, and some will be altered slightly. Please see table below for an overview of the changes proposed regarding content.
	Accommodation
	
	Most popular topic

	Finance
	
	Very important need to know information

	Careers

	
	However, due to the ‘careers service’ information proving to be unpopular in pervious cycles, we need to be careful about how this is packaged and communicated. At this point in the journey, placement opportunities and opportunities for development leading to employability are of more interest. 

	The city
	
	Key selling point

	Teaching and learning
	
	Very low readership. This information should be provided by Schools so that it is subject-specific – something we cannot provide. 

	Campus facilities
	
	Very low readership – worth trying out something else to make the most of the exposure. Not many distinctive messages here. Will need to cover cultural assets elsewhere.

	
Prepare for results
	

	
Important need to know information

	Getting involved
	
	This is a popular topic, but the content is poor and inconsistent between the different services. The new lifestyle approach will enable us to present this information in a more engaging way.

	Get ready
	
	Important need to know information

	Welcome
	
	Important need to know information



The move to a more lifestyle-based approach means one, focused feature will be presented in each issue, so we won’t be able to feature all traditionally covered aspects of a topic in this feature. There will of course be links throughout the article, but the lead will come from engaging and emotive copy rather than signposting to information. 
In each issue there will be standard signposts (similar to those we have towards the bottom of the current template) which can be used to direct readers to important topics each month, but there will be limited copy related to these signposts. 
The feature will be the hook, getting readers to engage and presenting our brand and personality to them – building excitement and aiding conversion. The more functional information will be covered by the standard signposts and point to web pages. 
3.4	Conversion publication
The proposed new approach to e-advantage has been considered in the context of the new ‘My Manchester’ conversion publication, which is also a new approach for this year. 
It is proposed the new e-advantage will complement the content in the publication, through the use of lifestyle stories to highlight key points of interest and draw our audience in.
It is hoped this new approach will accent the distinctive aspects of The University of Manchester through engaging and familiar lifestyle content. 
3.5	Title
Trying to bring together the My Manchester conversion publication with our digital offering led us to the conclusion that this e-newsletter and the conversion publication should be seen as two aspects to the same campaign. 
It follows therefore that they should have the same name, look and feel.
We therefore propose that the title of the e-newsletter is changed to ‘My Manchester’ to sit alongside the conversion publication. This will then form a consistent and personal journey and relationship with the University, beginning with the offer being made and lasting through until they become students, using ‘My Manchester’ web portal for their day-to-day needs. 
	

We would also like to get a new email template designed in line with the design of the My Manchester publication.
3.6	Timing
It is proposed the e-advantage is brought forward to fall in line with when an offer is made. 
Instead of starting in December, we propose beginning of November, which will be around one to two weeks after the first offer holders receive their hard copy My Manchester conversion publication.
It is hoped that in future we can send campaigns based on an individual’s particular point in the journey, rather than a set monthly schedule. This will depend on discussions with Communigator.
3.7	Purpose
The purpose of e-advantage has been revised in line with the above rationale.
Instead of a medium through which to provide information on the services we provide, the new My Manchester e-newsletter will act as a conversion campaign, with a primary aim of building a personal relationship with the offer holder, and to create excitement about starting university and living in Manchester. This will complement the more need to know information in the printed My Manchester publication, which will also be reinforced by signposting buttons in each communication. 

4.0	School-level Communication with offer holders
Background
Historically, the Student Communications and Marketing Team has created a timetable centrally which is circulated to marketing contacts across the institution. We encourage Schools to send an e-advantage at the beginning or end of the month to complement the mid-month central advantage. 
This has happened with varying success, with some Schools sending regular newsletters and others being unable to due to resource restrictions, amongst other reasons. It also brings the issue that there can be duplication, email lethargy, and differences in branding and tone that leave offer holders confused. Due to the size and devolved nature of the University, it is difficult to ascertain an overall picture of who is receiving what, so no real evaluation can be undertaken to measure success.
Proposal
With the above in mind, a change is proposed to supply offer holders with the more targeted School/subject-specific information they are looking for, as well as both more general, central information that build excitement and portrays the University’s brand.
Due to the dynamic content facility within Communigator, each edition of the e-advantage can be tailored so that depending on the recipient’s data, they can receive information specific to them. So, for each issue they can receive the central information created by the Student Communications and Marketing Team, but also additional articles created and submitted by academic Schools that will be visible to their offer holders.
This means that if there are no School-level articles for that month, this won’t be apparent in the newsletter, the reader will just see the other central articles that all recipients will see .If there is an extra one (or more) article, then this will simply appear amongst the others for that offer holder.
Schools will be given the newsletter schedule in October, so that they know what editions are being created and when, what the deadlines for content will be, and suggested tips such as word count and tone of voice guidance. Whilst Schools will be encouraged to submit content, it is not mandatory. It is intended that this provision will replace the need for separate School-level newsletters (due to the benefits below) but again, this is not something that will be enforced, rather encouraged to have a positive impact on the offer holder and their information needs. 
Whereas the aspiration is to segment at programme level, for this first pilot year, we can only commit to segmenting by School. It would be our aim to attempt this for the 2017/18 cycle after review of the next cycle. We therefore propose that School level information is sent for inclusion, and programme level information is sent directly by Schools if they wish, in a way that coincides with the central edition (i.e. a couple of weeks later if possible). Some areas of the University will have capacity and resource for this while some won’t. By communicating School messages on your behalf in the central edition, we are trying to narrow the gap between those Schools that do and don’t have resource, but as mentioned, want to monitor the capacity this takes before committing to including programme level information.
Please note, segmentation at level of study will remain for every issue as it has in previous cycles (UG, PGT, PGR, home international etc) where we will ask Schools to indicate which version their article is targeted at– one, some or all  (check boxes will exist in the submission form).
Suggested content 
The Student Communications and Marketing Team will be open to all different kinds of articles, but as always the content needs to be relevant, timely and personalised. An example could be upcoming events that would be of interest to offer holders who will want to engage with similar events upon their arrival, a message from the Head of School with important information, or interesting photos of places they will be studying. The purpose of the newsletter is to inform, but also to excite, so we want readers to be able to picture their lives at Manchester and why this is better and different to other institutions. Further guidance will be provided upon rollout out of the project.
Benefits
The above is believed to be the right approach, and an improvement on previous cycles for the following reasons:
-A better experience for offer holders, via a more succinct and coordinated suite of communications, with less email apathy for recipients. We know that offer holders will receive dozens of monthly emails from University’s they hold offers with, amongst all the other emails they receive from different areas of their life. If they are just receiving one from the University, on a set date and in a familiar and consistent format, they are more likely to recognise, therefore read, the email. With additional information which is clearly tailored to their area of study, this extra level of personalisation is something we know students want, and are more likely engage with.
-Less labour intensive for School colleagues, and should mean that any School has capacity to communicate with their offer holders via e-newsletters that they don’t have to create. With the current emphasis on Schools creating their own email, we know it is not a feasible exercise for all, especially those areas with little or no marketing resource and support. By only asking for content, this will greatly reduce the work involved for colleagues in Schools, whilst still benefitting offer holders in their area.
Challenges
Whilst we believe the above will be a very positive development for all involved, there will be challenges.
Coordinating this e-newsletter is already a large project, so expanding to include content from several sources will be labour intensive and require high levels of organisation. However, with good content planning and communication with colleagues, it is thought that this will be feasible and that the benefits will outweigh the difficulties encountered. We will assess the success and time spent on the project as we go along, and report back to keep teams informed of stats, feedback and future plans.
Next steps
We require feedback from stakeholders in SRID, MDC and Faculty Marketing Teams (with comments fed from contacts in Schools) so that we can go ahead with our plans for 2016/17 starting in November 2016.
Any comments or questions from colleagues are welcome – we encourage this so that everyone is happy with the end result. Please reply to the original email or to studentmarketing@manchester.ac.uk .
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