
From Staff Newsletter to Content Marketing – 
Launching a New University Magazine 
Rachael McGraw 
Jim McDougall 
Tom Fern 



Making our magazine



Reposition UniLife as an external-
facing magazine complemented 
by a digital counterpart, each 
with clearly defined and targeted 
audiences of key stakeholders

“
“



Where we started...



8th March 2004 Volume 1  Issue 2

UniLife
The free magazine for
The Victoria University of Manchester and UMIST

UniLife
The free magazine for
The Victoria University of Manchester and UMIST

Marketing
Manchester
Undergraduate Recruitment

Campaign Launched

2004

Staff audience 

Internal and 
external stories

10,000 copies

Impact?



More than just  
a magazine



Our Magazine is an expression of 
the spirit of exploration, discovery 
and innovation that defines  
The University of Manchester.  

“
“



Maverick Dreamer

ARCHETYPES

InventorVisionary



Revolutionary















Visual identity













Saying more with less



Spacious layouts with striking photography



Experiment with type, shape and colour



Bold and emotional stock photography



Use illustration for variety



Look no staples!

Irregular shape
Perfect bound  

Uncoated stock



Print to digital







Over 23k views



Working together



THE DIVISION OF

COMMUNICATIONS  

AND MARKETING

THE DIVISION OF 

DEVELOPMENT AND 

ALUMNI RELATIONS

OTHER 

COMMUNICATIONS/

MARKETING TEAMS



Next steps...



1.	Evaluate

2.	Share content

3.	Digital before print

4.	Further audience research



1. How can we better encourage two-way conversation between the 
magazine project team and the wider University? 
You might want to think about how we can help you share your  
stories with us, as well as how we can help you share some of content we 
create with your own stakeholders through your own channels.

2. Should we/how do we take a digital first approach to the magazine? 
You might want to think about the frequency (should a digital  
version be restricted by publication dates?) and how the  
content could be tailored to different stakeholders. 

3. How can we evaluate if the Magazine is enhancing  
our reputation amongst our key stakeholders?
You might want to think about who our audiences are, how we  
research them further and how we measure the Magazine’s impact.


