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1. Background to printed conversion publications

The University of Manchester produce and distribute a series of printed conversion publications to applicants once an offer has been made. Each publication has a distinct purpose, but as a series of publications the ultimate aim is to convert offer holders into registered students at the University and give them need-to-know information at the appropriate time. 

This is achieved by gradually building a relationship with the offer holder over this period and we approach this by:

1. Building a picture of the University and the City and what it is like to come and study here, focusing on what makes us distinctive and using the experiences of our students;
2. Recognising key points in their journey when offer holders need additional help, support or encouragement and demonstrate an understanding by providing reassurance and advice; 

3. Providing informative and timely information that makes the necessary and sometimes complicated processes in becoming a Manchester student as easy and straight forward as possible.

These publications complement the newly named ‘My Manchester’ e-newsletter (previously e-advantage), which are sent monthly and are intended to be an excitement-building, editorial newsletter, also containing some key, need-to-know information in each issue. There is a separate proposal around the My Manchester newsletter – email studentmarketing@manchester.ac.uk for a copy.

2. Changes to printed publications for 2016 conversion cycle
Within each cycle we make changes and improvements to our conversion publications, whether it is smaller content changes, or larger additions/removals or developments of whole publications. These are largely steered by offer holder research, see section 3. The proposed changes for 2016/17, following this research, can be found below.
2.1 New My Manchester publication
In previous years offer holders have received the Manchester Advantage publication (portraying the University’s selling points and why it is the right place for them) and then soon after, the Living in Manchester brochure which talks about the city and accommodation. The decision was made, after research and consultation, to condense these into one publication. After further thought and planning, it was renamed and given a different, more fun and upbeat tone than in previous years.

As this is the first main publication they will receive as an offer holder, it needs to be memorable and have impact. Although the intention was to personalise the cover of this publication, cost proved to be prohibitive. This will therefore be investigated for the next cycle. Despite this setback, the copy will be much more personal, guiding the offer holder through a journey and allowing them to imagine themselves at the university and in the city. There will be short, snappy profiles, fun imagery and need-to-know information appropriate for this point of the cycle, especially around accommodation. 
The design is different to what has been done before, being bright and image based with foil and spot UV on the cover. We anticipate that this will make the publication more memorable and likely to be read by recipients. There is just one version for all offer holders; this is something that will be considered for the next cycle to see if it was felt that this worked, or if segmentation (e.g at undergraduate and postgraduate level) is needed.

The name and branding will dovetail with other conversion communications; the below offer letter leaflet, and the newly named ‘My Manchester’ e-newsletter. 
2.2 Updated offer letter leaflet

Last year the offer letter leaflet was piloted, being sent to all undergraduate students with their offer letter. This was a colourful leaflet congratulating undergraduates on their offer and providing some information about what they can expect to receive from the University over the coming months. This aim of this communication was to provide something more fun and exciting along with the offer letter and terms and conditions, which are quite dry and factual.
For 2016/17, the publication will be updated with a new, exciting design this time in the form of three perforated postcards. They will contain bright, iconic University of Manchester-related images, with information on the back. As postgraduates receive their offer letters in email format from Academic Schools, we have created a digital version for our PGT and PGR offer holders to be sent together with the letter. 
There is a separate home and international/EU version simply because the postcards contain references to the publications offer holders will receive over the coming months, which differs due to the Arrival Guide and luggage tags not being sent to home audiences.
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2.3 Latter half of conversion publications – Arrival, Get Ready and What’s On guides
After the offer letter postcards and My Manchester publication, there are the following conversion communications:

-Arrival Guide – aimed at international and EU offer holders, this publication is specifically for international students and aims to guide them through, step-by-step, the processes they need to complete in order to study and adapt to life in the UK. 
-Get Ready Guide* - A guide for all students about what they need to do in order to get prepared for coming to Manchester. There is a home version and an international/EU version which contains the Orientation programme schedule of events. 
-What’s On Guide* – For all students, full listings of all centrally organised Welcome events.
*The Get Ready and What’s on Guide form a welcome pack, and for international offer holders, a luggage tag is added for their travel to Manchester.

There are no current plans to make extensive changes to these publications in the latter half of the conversion cycle, however a planned consultation with new students (see section 3) will steer us in any decision ahead of starting these projects in early 2017. The project manager for the 2015-16 cycle has suggested a few copy updates, as well as using the same student profiles for across the conversion print publications, which we will endeavour to implement for next year.
2.4 Consistent design across the suite

In 2015, all conversion publications were pulled together into a consistent design, to create recognition with the audience, which was in turn hoped to encourage readership throughout the series. The M motif used in the designs was then flipped over to the ‘W’ used in the visual identity on campus over the welcome period. 
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In 2016, due to the launch of the new My Manchester publication and its fun, vibrant, impactful tone, the design of this booklet and the offer letter leaflet design (first half of the conversion publications) have undergone quite a transformation as can be seen in 2.1 and 2.2. It is likely that the Good Luck postcards sent to home offer holders in May, just before their exams, will again echo this theme.

The design for the latter half of the publications will depend on the feedback of the consultation outlined in section 3.2. It would be ideal if an element of the W design could be maintained so that signage can be reused for 2017; the consensus has been that campus looked better than ever over Welcome, and many new signs were created for 2016. This will be assessed and communicated in early 2017.
3. Student consultations
3.1 Spring 2016 consultation


As mentioned so far, offer holder/student consultation has taken place in each cycle, which will continue to be repeated at various points throughout future cycles to measure impact and inform decisions. The findings from the April 2016 survey in the e-advantage, which focused on the first half of conversion publications (Living in Manchester, Manchester Advantages, as well as the e-advantage newsletters) showed us that while our publications were very well received when read, they could have been more memorable. Recollections, especially of the Manchester Advantage were quite low. This therefore steered our decision to combine into one, more impactful publication, which draws attention on the cover to the fact that accommodation information is included, as the Living in Manchester had a higher readership.
Also considered in this decision was reducing print runs hugely by combining into one publication, which is cost effective and benefits the environment. This print reduction has been from 110,000 total copies of the Manchester Advantage and Living in Manchester combined, to just 65,000 of the new My Manchester publication. 

3.2 Autumn 2016 consultation

In order to assess the latter half of conversion publications (Arrival, Get Ready and What’s On guides) it is planned that the same survey sent in section 3.1 will be sent in October-November 2016 to the same group that responded to the first survey (only those who then became UoM students) via the current student e-newsletter. It will ask them about the Arrival, Get Ready and What’s On guides to help inform any changes. The results of this survey and any related decisions will be communicated soon after results are received.
4. Proposed conversion publications schedule 2016 
(subject to change depending on outcome of offer holder survey autumn 2016)
	Timing
	Publication
	Quantity
	Data parameters

	With offer letter
	Offer letter leaflet/postcards (UG = hard copy, PGT/PGR = electronic copy via email) – bright, vibrant postcards, containing small amount of information about what to expect next from the University, and to build excitement about their offer.
	30,000 home version
13,000 international/EU version
	Conditional offer holders - CO
Unconditional offer holders - UO

	1 week after offer letter 
	My Manchester (All) - An impactful and aspirational publication, outlining the benefits of studying at The University of Manchester, showcasing our accommodation and the city.
	67,000
	Conditional offer holders - CO or OPAP (MBS only)

Unconditional offer holders - UO

Code in Communications Management Screen: TBC

	From April
	Arrival Guide (All International and EU)
This publication is specifically for International/EU students and aims to guide them through, step-by-step, the processes they need to complete in order to study and adapt to life in the UK. 
	TBC was 20,000 in 2016

	Conditional Firm Accepts – CF, COAC, CICF

Unconditional Firm Accepts – ADMT, DEIN

Code in Communications Management Screen: TBC

	First week of  May
	Good luck in your exams postcard (UG UK & International completing A-levels with a UK mailing address)
A personalised postcard, wishing all home undergraduate offer holders, and those international students studying in the UK, good luck in their exams. No call to action, just a simple gesture to our offer holders to act to build a relationship. 
	TBC was 15,000  in 2016


	Conditional offer holders and offer accepts – CF, CI, CO with a home status and a UK mailing address.

International offer holders and offer accepts (CI, CF and CO) whose conditional offer is based on A-level or IB results from a UK school and have a UK mailing address

	From early July
	The Welcome Pack

Crucial Guide: Get Ready (All)
A guide for all students about what they need to do in order to get prepared for coming to Manchester.

What’s On Guide (All)  
Full listings of all centrally organised Welcome events.
Luggage Label (All International and EU)
A purple label that students can attach to their hand luggage in order for student ambassadors to recognise incoming students at the airport and for those travelling to Manchester to identify others who are also making the same journey.


	TBC was 29,000 in 2016

TBC was 40,000 in 2016

TBC was 12,000  in 2016

	Unconditional Firm  and Insurance Accepts – ADMT, DEIN, UI

Code in Communications Management Screen: TBC


5.
Production timescales
	Publication
	Project start
	Project end

	Offer letter leaflet
	August 2016
	October 2016

	My Manchester
	July 2016
	October 2016

	Arrival Guide
	January 2017
	March 2017

	Good luck postcard
	April 2017
	May 2017

	Get Ready Guide
	May 2017
	July 2017

	What’s On Guide
	May 2017
	July 2017
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