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1. Introduction

This paper outlines what communications are sent to our offer holders from the Student Communications and Marketing Team, and the planned schedule for the 2019-20 cycle. Due to ongoing market research and collaboration across the University, this may be subject to change across the cycle and if this is the case, further versions will be circulated. This will be circulated to Schools and Faculties via Faculty Marketing Leads, the RAID bulletin, the Student Recruitment Marketing Group and will be housed on the Student Communications and Marketing intranet.
2. Overall schedule of applicant communications 

Please note that these are planned campaigns – ad-hoc campaigns may also take place throughout the cycle 

Examples of each communication can be found on our intranet page – http://www.dse.manchester.ac.uk/communications/student-communications-and-marketing/ 
	Time from when offer is made / month
	Communication
	Format 
	Audience

	1 week after offer
	Head of School letter
	Print or email
	All offer holders

	1 week after offer (from November onwards when publication is printed)
	Personalised ‘My Manchester’ 
Details the benefits of studying at Manchester, including the facilities, city and insight from current students. Builds excitement as well as providing information.  It follows the style of the University magazine, with feature-style spreads, infographics, illustrations and full-page photography. 

Following the success of last year, we have again personalised the covers of My Manchester so that they read ‘John’s Manchester’, for example. There are also 6 different covers this year, featuring different parts of campus, and a social campaign to encourage offer holders to share which one they got
	Print
	All undergraduate and postgraduate taught offer holders 

	1 week after offer (from November onwards when publication is printed)
	Postgraduate research offer holder brochure
A short, 8pp brochure congratulating PGRs on their offer and giving some simple information about next steps. Signposts to online resources
	Print
	All postgraduate research offer holders

	2 weeks after offer (from November onwards when publication is printed)
	University magazine
This University publication is sent to all PGR offer holders, as the content is aligned with this audience’s interest – general UoM interest pieces, research articles and profiles of high-profile researchers. Each time a new issue is printed, they are sent to PGRs
	Print
	All postgraduate research offer holders

	From November – September
	My Manchester e-newsletter –see table on pages 3-5
Sent centrally but includes School-level news items via dynamic content. Gives offer holders information about the University and city and acts as a conversion tool to showcase why they should choose Manchester. Each issue is themed and also contains news and student-led content. We are refreshing the design for this year to make it more appealing and aligned with emails form other brands our audience interact with.
We are also undertaking more country-specific segmentation this year to build on the success of the north American versions in the last cycle.
	HTML email 
	All offer holders – newsletters are segmented by: 
-UG/PGT/PGR and home/EU/International depending on topic 
-Offer holders and offer accepts (as the call to action is different)



	From February - July
	Manchester calling campaign
Telephone contact between current students and those in overseas markets of the same nationality to answer any questions. 
	
Phone
	International offer holders at all levels
ON HOLD FOR 2020 IN LIGHT OF COVID 19 SITUATION

	From April /May
	Good luck campaign – format and audience for 2020 tbc
	TBC
	WILL EXIST IN A DIFFERENT FORMAT FOR 2020 DUE TO COVID-19 – LIKELY TO BE CENTRED AROUND WELLBEING

	From 1st May 
	Get Ready guide 
Essential information specific to offer accepts at this point in their offer holder journey, with two versions: international/EU with information for those travelling to the UK to study. Home version focusses more on wellbeing and support.

Purpose is mainly information giving, but also a conversion element as showcases student life in Manchester and how we support our offer holders
	Print
	Undergraduate and postgraduate taught offer accepts 
THIS IS NOW BEING SUBSUMED INTO THE GOOD LUCK CAMPAIGN AS ONE COMMUNICATION – FORMAT TBC ASAP



	From May-August
	Pre-departure visits – visits from International Officers to key overseas markets to give important information
	Face-to-face
	International offer holders
ON HOLD IN 2020 AND RESUME WHEN POSSIBLE AFTER COVID-19 SITUATION

	From July
	Welcome pack– includes:
-Cover letter
-It’s Time Arrival guide – All the actions needed to get to Manchester and register as a student. 
-Union What’s on Guide- a calendar of all Union events taking place over Welcome
-Luggage label 
	Print
	FORMAT TBC IN LIGHT OF COVID SITUATION

UFs

-From July –PGTs and PGRs plus those with early results, and deferrals

-Majority of UFs go following A level results 
-Pre-sessionals – as they start their course over the summer – from 1 July onwards

	Throughout cycle
	Webinar series – for both home and international audiences – see Google doc for schedule  
	Digital
	Home and international offer holders. Also overlaps with recruitment webinars – some are the same content




Key

3. My Manchester e-news schedules 

Undergraduate email schedule

	Month 
	Theme

	Copy deadline
	Launch date 
	North American version launch

(Separate content)

All levels
	International special editions (Separate content) UG+PGT+PGR 

	Straight after offer is made  
	Welcome/Join Us/UoM USPs
	24th October 
	31st October 
	-
	

	November
	Accommodation - Types, guarantee, how to apply
	29th November
	6th December
	-
	

	January
	Stellify e-shot
	New video, new profiles
	Early Jan
	
	

	February
	Finance
*segmented by Home, EU, International audience

**Graduate High Fliers ranking
	31st January 
(To be reviewed)
	21st February 
	-
	

	March
	1. Covid-19 E-shot*
2. Covid-19 My Manchester edition (Wellbeing) (International student version)
*Covid-19 e-shots will be sent as and when necessary
	NA
	19th 

27th 
	
	26th Email from country managers to offer holders

	April
	3. Covid-19 e-shot*
Manchester - The city 
	NA

13th April
	8th April

24th April
	3rd - Edition #1
17th Edition #2
	17th April: India edition


	May
	**Key date: 22 May Student finance deadline
4. Covid-19 e-shot
Manchester Online (student lockdown video, Lockdown lecture series, student wellbeing blog, student finance reminder UK)
***Good Uni Guide ranking
	                                                                      NA

NA            

18th May
	                             11th May

20th May
	1st Edition #3

15th Edition #4

29th Edition #5
	

	June 
	**Key date: 18 June reply deadline for offers received by 4 June
Hear from our people (Unibuddy launch 
***QS World Rankings 

Pre-sessional student update (TBC)
	11 June 
	10th June

19th (tbc)
	12th Edition #6

26th Edition #7
	

	July
	**Key date: 20 July reply deadline for offers received by 13 July
	
	
	
	


Postgraduate taught email schedule

	Month
	Copy Deadline
	Launch date
	Theme

	International editions see above

	Welcome (From November) 1st
	19th October
	
	Join us
	

	December 
	29th November
	6th
	Funding 
	

	January
	18th December
	10th
	Careers
	

	February 
	31st  January 
	14th
	Where you’ll live 
	

	March 
	NA 
	19th 

27th
	1. Covid-19 E-shot*
2. Covid-19 My Manchester edition (Wellbeing) (International student version)
* Covid-19 e-shots will be sent as and when necessary
	

	April
	NA

13th April 
	8th 

24th
	3. Covid-19 e-shot*
Explore Manchester 
	

	May 
	NA

18th May 
	11th 

22nd
	4. Covid-19 e-shot*
Manchester online (student lockdown video, Lockdown lecture series, student wellbeing blog)
	

	June 
	12th June
	19th
	Hear from our people (Unibuddy launch and Alumni video content) (TBC)
	

	July

	1st July

Student finance is open from start of month
	10th 
	What happens next (TBC)
	


Postgraduate Research email schedule

	Month
	Copy Deadline
	Launch
	Theme

	International editions see above

	Welcome 1st November,

Every Wednesday after
	18th October
	Refreshed every week
	Research Journey
· Sign post to funding

· Sign post to support / wellbeing

· Sign post to accommodation
	

	February 

14th February
	31st January 
	14th
	Life as  Researcher
	

	March
	
	19th 
27th
	1. Covid-19 E-shot*
2. Covid-19 My Manchester edition (Wellbeing)
* Covid-19 e-shots will be sent as and when necessary
	

	April


	13th April
	8th 

24th April
	3. Covid-19 e-shot*
Explore Manchester 
	

	June 


	12th June
	19th June
	Research at Manchester (tbc)
	

	July 


	26th June 
	10th July
	Get Ready Excitement building (tbc)
	


4. Guidance on including dynamic content in My Manchester newsletters for offer holders

Types of articles

It goes without saying that the content of the newsletter is key to its success. 

We can fall into the habit of thinking that everything is important, but really consider what an offer holder wants to know at each stage in their journey, and frame your content around that.

There are some things that offer holders need to know – such as deadlines or important information. For essential information like this, try and keep it concise and clear – highlighting the call to actions. 

Inspiring and entertaining content should also be concise and provide a ‘window into the University’ so the offer holder can see what life could be like if they chose to live and study at Manchester. 

Every issue of the newsletter should be interesting and have clear purpose. If we lose the reader’s interest, there’s a strong chance they won’t open subsequent emails and will miss out on important information. 

Format 
Dynamic content doesn’t have to be written articles. It could be videos, blogs, vlogs etc. If you do decide that a written article is the best format for your communication, please see the guidance below. 

Length of articles
Articles should be up to 175 words. Please always be mindful of the length of the newsletter, which we want to be as succinct as possible to hold the readers interest.

Editing 
The Student Communications and Marketing Team have editorial ownership of the newsletter and its content, but will consult with you if we are going to make major changes or omit articles.

Measuring the performance of dynamic content 
Faculties and Schools can measure the performance of their dynamic content by including the following UTM (urchin tracking module) at the end of their URLs:
?utm_source=CG&utm_medium=email&utm_campaign=MyManNewsOH
By adding this UTM, Faculties and Schools will be able to measure the volume and engagement of traffic (from dynamic content) through their Google Analytics accounts. This is visible in the ‘acquisition / campaigns’ report – and a number of secondary dimensions can be applied to determine which page traffic has arrived on, where they navigated to next and to what extent they engaged with site content.

Applying a UTM to a URL
Applying a UTM to a URL is easy to set up. Simply, select the link you want to track, for example: 

www.example.com/courses/example-course, and attach the UTM tracking code at the end, for example:
www.example.com/courses/example-course/?utm_source=CG&utm_medium=email&utm_campaign=MyManNewsOH
 Any traffic that arrives from this link will now be attributed to the MyManNewsOH campaign in Google Analytics.
 UTMs should almost always be applied to the end of a URL (regardless of whether or not it ends with a / ). The only exception to this rule is cases where you wish to link to a page that uses an anchor (also known as a ‘jump’) link to direct visitors to a certain section of a page, in which case the anchor link should be placed after the UTM.
 For further information or help on using UTMs, please get in touch with the Student Communications and Marketing Team or your Faculty Marketing Team. 

What makes good content
Below are some examples of the types of content we have found works well. 
This isn’t an exhaustive list and is only provided as a guide. Use the knowledge and insight you have on your local audience to create content that works for them. 

If you’d like to discuss any of your content ideas, you can contact us on: studentmarketing@manchester.ac.uk  

	Well received content
	Less well received content 

	Upcoming events for offer holders


	Generic Staff profiles 

If you want to feature a member of staff, ask them to write about something timely and relevant. You can still talk about them and their achievements, but also their views or interest in a particular topic (for example a forthcoming event, supporting students, how/why they teach, etc).

	Success stories from alumni 


	Generic information that isn’t topical or current

	Interesting images – of the learning environment, shots of the campus, so that offer holders can get an idea of what it’s like to study here 


	Generic student profiles – similarly to above, the most effective way to use current students is to get their views/tips on things that are relevant to the audience (see Well received content).

	Current information and good news stories about the School – interesting events, student successes, awards etc. 


	

	A School-level expansion on the theme of the issue. Where you can, this works particularly well as it gives them a very relatable view of the main editorial.


	

	Advice and tips from current students. Again it’s important these are timed well to offer information about where they are in their journey. Current students can give tips on anything from moving to University to how they revise, to money advice and how easy it is to make friends. Student led content performs very well because it adds authenticity 


	

	Information about support – particularly academic or wellbeing. A big worry for many students is managing the step up academically. Giving real and specific examples of how your School supports students in this transition will be reassuring – especially in an institution as large as we are.  
	

	Creating a sense of community/belonging 

Share examples of societies, networks, groups that students use to make friends and build a community. Students want to feel reassured that they’ll make friends and settle in so showcase all of the opportunities that they’ll have 
	


Submission 

Please send your articles to studentmarketing@manchester.ac.uk by the deadlines outlined in the schedule. 
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