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WORKING 
TOGETHER, OR 
AS INDIVIDUAL 
ITEMS, TO 
DELIVER YOUR 
TRUE 
CUSTOMER®

• Analytics, Insights 
and Research  
Make data meaningful

• Creative  
Inspire actions through 
concepts that cut through 

• Advertising 
Utilise an ethical, 
accountable and agile 
approach

• Technology  
Tools to engage, track, 
nurture and convert your 
True Customer®



ANALYTICS
INSIGHT
RESEARCH  
IS MAKING DATA MEANINGFUL

YOUR BRAND IS 
WHAT PEOPLE 
SAY ABOUT YOU 
WHEN YOU’RE 
NOT IN THE ROOM “Net Natives are wonderful to work with… highly organised 

and efficient… excellent follow-up throughout”
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Why Competitor Analysis? y 
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• Page Insights and Website Content  
•  Google Trends and Keyword Search volumes 
•  Auction Insights (brand and course) 
• Social Media Presence 
• Marketing activity 

Key Areas of Competitor Analysis  
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Page Insights and Website Content 
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University of Manchester

Site Speed

What we found: The speed of the site is moderate for 
mobile (66/100) and moderate for desktop (78/100). 

Why this matters: Website speed is a factor that Google 
takes into account when assessing how your website 
should rank. Slow loading websites can negatively affect a 
user’s experience and so this can be a factor that can 
negatively influence a site’s rankings. Also, websites that 
load quickly are crawled more thoroughly and more 
consistently than slower ones. 
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University of Manchester

Site Speed

What we found: The speed of the site is moderate for 
mobile (73/100) and poor for desktop (64/100). 

Why this matters: Website speed is a factor that Google 
takes into account when assessing how your website 
should rank. Slow loading websites can negatively affect a 
user’s experience and so this can be a factor that can 
negatively influence a site’s rankings. Also, websites that 
load quickly are crawled more thoroughly and more 
consistently than slower ones. 
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University of Manchester

Site Speed

What we found: The speed of the site is poor for mobile 
(54/100) and poor for desktop (63/100). 

Why this matters: Website speed is a factor that Google 
takes into account when assessing how your website 
should rank. Slow loading websites can negatively affect a 
user’s experience and so this can be a factor that can 
negatively influence a site’s rankings. Also, websites that 
load quickly are crawled more thoroughly and more 
consistently than slower ones. 
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Take aways 

• Site speed will make or break UX  
• How does this compare on mobile and desktop?  
• What do you want someone to achieve when they come on to the website? 
• What do you have on your landing pages that your competitors do or dont?
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Social Media
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Social Media - Facebook

Below are the top posts on Facebook for the University of Manchester, University of Edinburgh and Imperial College 
London in October 2016.

University of Manchester University of Edinburgh Imperial College London
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Social Media - Twitter

Below are the top posts on Twitter for the University of Manchester, University of Edinburgh and Imperial College 
London in October 2016.
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Social Media - Instagram

Below are the top posts on Instagram for the University of Manchester, University of Edinburgh and Imperial College 
London in October 2016.
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Social Media - YouTube

Below are the top posts on YouTube for the University of Manchester, University of Edinburgh and Imperial College 
London in October 2016.
University of Manchester

University of Edinburgh

Imperial College London
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Takeaways

• Important to connect with your audience in the most relevant way with best 
practises per platform 

• Being highly relevant and current will get the best result, 
but selling within post is vital 

• Content quality has to be up to par in order to stand out in a very flooded 
market
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Google Search Analysis
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Google Search Analysis

Google Search volumes for the University of Manchester, University of Edinburgh and Imperial College London 
highlighting peak search times over the 12 months in Manchester.
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Google Search Analysis

Google Search volumes for the University of Manchester, University of Edinburgh and Imperial College London 
highlighting peak search times over the 12 months in the USA.
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Google Search Analysis

Google Search volumes for the University of Manchester, University of Edinburgh and Imperial College London 
highlighting peak search times over the 12 months in India.
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Google Search Analysis

Google Search volumes for the University of Manchester, University of Edinburgh and Imperial College London 
highlighting peak search times over the 12 months in China.

0

600

1200

1800

2400

Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 Mar-16 Apr-16 May-16 Jun-16 Jul-16 Aug-16 Sep-16

University of Manchester University of Edinburgh Imperial College London

Google Search Analysis

http://netnatives.com


netnatives.com

Take Away

• Brand Awareness is valuable 
• Requires Planning and Prediction 
• How can you use this data to provide insight 
• Good way to understand how much work and advertising specific 

markets need (paid, brand awareness building etc.) 
• Good to understand how market fluctuations affect your brand in 

comparison to your competitors.   
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Marketing Activity 
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Impression Share Average Posistion Top of Page rate
You’ 22.46 1.9 65.59

vfs.edu 17.62 2.4 63.74
metfilmschoo.co.uk 14.26 2.3 68.54

banta.org 13.13 2.3 56.01
see.edu <10% 1.3 93.78

centralfilmschool.c
om <10% 4.1 43.57

masterclass.com <10% 2.4 52.01
nfts.co.uk <10% 2.7 60.98

MA Screenwriting- Google Search Keyword Planner
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• Work on Organic Rankings on Google 
• Look at investing in PPC Campaigns in key markets and areas  
• Use Tag Manager to ensure traffic is high quality and of value to faculty 
• Imperative  to understand how much work and advertising specific markets need 

(paid, brand awareness building etc.) 
•  Important to understand how market fluctuations affect your brand in comparison to 

your peers  

Key Takeaways  
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Conclusions & Next Steps

• Use as many free tools  
• Monthly Updates and progress reports 
• Work with other faculties and central team (feedback) 
• Allocate time
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