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● Insight and understanding into audience views, expectations 

and contradictions around HE critical to successful 

positioning of our reputation campaign

● Reputation study - interviews with key audiences

● Brand tracker - useful comparison, shows sector increases 

and declines in perceptions as well as institutional

● Audience testing of campaigns/concepts for golden thread 

revealed views on HE generally as well as our own brand
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● Real and rich engagement internally has helped build 

strength in showcasing authentic impact across our 

Marketing and Communications.

● The aim is to show the world changing impact that HE has -

‘when you demonstrate impact, we all benefit’ - could 

collaboration across the sector help to further make the case 

to the public about our value?

● Further detail on the audience profiles is required to support 

enhanced targeting and development across our five year 

roadmap.
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8 workshops
245 attendees

Staff, students, alumni
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70+ stories
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We went live with a campaign 
to target academics and 
employers globally
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Audience focus - neuroscience academics
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Audience focus - clean energy academics

11



External campaign - headline 10 day results

● Campaign has reached 394K targeted academics and employers 

so far.

● Over 670 signs ups to the research newsletter.

● Email open rate 53% vs a 30% benchmark.

● Hero film has an excellent 78% view through rate (viewing the video 

to the end) - the benchmark is 35%.

● LinkedIn (a major channel we are using) is seeing a 0.65% click 

through beating its benchmark of 0.5% and previous awareness 

campaign high of 0.45%.
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