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I. Executive Summary

The postgraduate study (PGT) market has faced recent volatility,
characterised by international fluctuations, policy changes and evolving
labour market expectations. As a result, universities are facing decreased
postgraduate applications and increased barriers to acquisition across
domestic and international markets. Newcastle University Business School
(NUBS) has faced the repercussions of this, particularly due to the collapse of
key international markets such as China. These markets previously provided
financial stability to UK universities, and without them, postgraduate
numbers have plummeted following the pandemic. Therefore, the
overarching aim of this project is to restore numbers to those pre-pandemic
whilst establishing a sustainable growth strategy. The following four research
aims were developed in line with the provided brief:

Investigate student awareness of NUBS current PG portfolio and competitors
equivalent course offerings

Understand how NUBS PG portfolio can be optimised in order to ensure

growth and optimal conversion levels /
©

To explore and identify effective channels of communication and marketing
techniques that resonate with prospective PG students

To establish how NUBS can effectively expand into key geographic market
segments



A mixed-method research approach was adopted, using both primary and
secondary research, to gain a wide scope of information, and a balance
between student responses and pre-existing literature. Extensive secondary
research included a literature review and a situational analysis, providing
foundational insight into the macroenvironmental pressures, influencing
postgraduate recruitment. Finding revealed that students are becoming
increasingly informed, seeking the best ROl on their postgraduate degree, as
a result of financial strain and labour market competition. There was strong
evidence to suggest student demand for employability-driven education and
flexible learning models. Furthermore, when Elevate dove deeper into market
segments, international-specific online platforms and QS rankings emerged
as key opportunities for advancement.

Elevate Consultancy's primary research combined both qualitative and
guantitative methods, including student focus groups, an online quantitative
guestionnaire, and in-depth interviews with NU staff members. One of the
strongest emerging themes was the student demand for peer-led, authentic
content and word-of-mouth, rather than institutional messaging. Other key
themes consisted of: limited awareness of PG offerings and conversion
courses, perceived ineffectiveness in current digital strategies, finance acting
as a segment-dependent decision-factor, poor timing alignment of PG
communications and demand for employability-driven assessments and
course content.

These findings informed the development
of 4 key recommendations spanning from
short-term, medium-term and long-term
implementation. Each recommendation is
supported by tactical actions, example
mock-ups and underpinned by SMART
objectives to ensure measurability and

feasibility. Collectively these
recommendations aim to strengthen
postgraduate recruitment, enhance

programme relevance, increase student
awareness and maintain competitive
positioning.
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ii. Meet the Team

Elevate Consultancy

Figure 83: Meet The Team

Who are we?

Elevate Consultancy is a team of eight students, forming a collaborative
group throughout the capstone consultancy project. Having a variety of
individual skills, we have become close, encouraging each others

strengths to create impactful solutions.

Our mission:

Elevate Consultancy aims to generate evidence-based, strategically
grounded recommendations that promote sustained growth and

competitive agility for organisations.




iv. Glossary

A/B Testing - A method of comparing two versions of marketing content to
determine which performs better.

AACSB - Association to Advance College Schools of Business: An international
accreditation organisation that evaluates the quality of Business Schools.

AMBA - Association of MBAs: Global accreditation organisation of postgraduate
business and MBA programmes.

Conversion Attribution — The process of identifying which marketing activities or
touchpoints contributed to a user completing a desired action (e.g., application
submission).

Conversion Rate / Conversion Levels — The proportion of prospective students who
move from interest to enrolment.

Conversion Tracking - Monitoring how users move from awareness to desired
actions such as applications or enrolments.

Credential Inflation - A labour market phenomenon where higher levels of
education become required for jobs that previously required lower qualifications.

CRM Analytics - The analysis of customer data within Customer Relationship
Management systems to track engagement and behaviour.

Digital Saturation - A situation where audiences are exposed to excessive digital
messaging, reducing attention and engagement.

Drop-off Points — Stages in a customer journey where individuals disengage before
completing a desired action.

Email Fatigue - A decline in engagement caused by excessive or repetitive
marketing emails.

Email Segmentation - The practice of dividing an email audience into smaller
groups based on characteristics or behaviours to deliver more relevant messages.

Employability Outcomes - Measures of graduates’ employment or further study
after completing a degree.
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Engagement Metrics - Quantitative indicators such as views, clicks, likes or shares
used to measure audience interaction with content

.EQUIS - European Quality Improvement System: International accreditation
awarded to high-quality business schools.

Integrated Multi-Channel Strategy — A coordinated marketing approach that uses
multiple communication channels (e.g., email, social media, website) to reinforce
messaging.

Macroenvironment Analysis - Assessment of external environmental forces
affecting an organisation or market.

Microenvironment Analysis - Evaluation of internal organisational factors that
influence strategy and performance.

Omnichannel Marketing - A strategy that integrates multiple communication
channels (e.g., social media, email, events, website) to create a consistent and
coordinated user experience.

PESTLE Analysis - A framework used to analyse Political, Economic, Social,
Technological, Legal and Environmental external factors.

Porter’s Five Forces — A model used to analyse industry competitiveness through
supplier power, buyer power, competitive rivalry, threat of substitutes and threat of

new entrants.

Primary Research - Data collected directly for the purpose of the study, such as
surveys, interviews, or focus groups.

Return on Investment (ROI) - A measure comparing the benefits of an investment
to its costs.

Russell Group — An association of 24 leading UK research-intensive universities.

Secondary Research - Analysis of existing data sources such as reports, academic
journals, and market databases.

Sentiment Analysis — The evaluation of audience attitudes or emotions expressed in
online interactions or comments.

SMART Objectives - Goals designed to be Specific, Measurable, Achievable, Relevant
and Time-Bound.
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SWOT Analysis — A strategic framework evaluating an organisation’s Strengths,
Weaknesses, Opportunities and Threats.

Triple Accreditation — Recognition achieved when a business school holds AACSB,
AMBA, and EQUIS accreditations simultaneously.

Value Proposition - The perceived benefits or value an organisation offers to its
target audience.
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V. List of Acronyms

Al - Artificial Intelligence

CRM - Customer Relationship Manager

CTR.- Click-Through Rate

DPD - Degree Programme Director

EU - European Union

GDPR - General Data Protection Regulation

Gen Z - Generation Z,1997-2012

HESA - Higher Education Statistics Agency

MSc - Masters

NUBS - Newcastle University Business School

PESTLE - Political, Economic, Social, Technological, Legal, Environmental
PG - Post Graduate

PGT - Post Graduate Taught

Q+A - Question and Answer

QS - Quacquarelli Symonds

RA - Research Assistant

ROI - Return On Investment

STEM - Science, Technology, Engineering, Mathematics
SWOT - Strengths, Weaknesses, Opportunities, Threats
UCAS - Universities and Colleges Admissions Service
UG - Unger Graduate

UK - United Kingdom
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1.1. The Client

Newcastle University Business School (NUBS) is a constituent school of
Newcastle University, a UK Russell Group institution recognised for its
research-led ethos and prestigious triple accreditation (AACSB, AMBA and
EQUIS). Aligned with the University's mission to advance knowledge, share
insight and drive responsible, inclusive transformation, NUBS has
established a distinct and reputable position since its formation in 2002,
building upon more than a century of business education heritage.

The Business School is recognised for strong graduate employability
outcomes and extensive global industry partnerships, positioning it at the
forefront of academic excellence and student experience. Situated in the
centre of Newecastle upon Tyne, NUBS benefits from the city's strong
appeal to both domestic and international students. Newcastle s
consistently ranked among the UK's leading student cities, offering a
vibrant social environment alongside a comparatively low cost of living,
contributing to positive student and alumni experience.

94% of
graduates
Annual .
: St Business
Careers in (o-1¢-T-14 Consultancy | employment

start-u
or further P

study within
15 months of

projects

Asia series Success

support
Conference PP

graduating.

Figure 1: Client Attributes

NUBS' postgraduate taught programmes are designed to accelerate career
progression by enhancing employability and advancing academic capability.
These Master’'s programmes emphasise real-world application and industry
relevance, reflected in strong postgraduate outcomes and positive alumni
feedback.

NUBS' postgraduate portfolio spans a wide range of disciplines, from
established courses such as Banking and Finance to innovative and emerging
programmes including Artificial Intelligence in Business. This breadth enables
NUBS to appeal to diverse geographic markets, demographic groups and
academic backgrounds.
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1.2 The Project

As undergraduate marketing students, we undertook this Marketing
Consultancy Project as part of our Capstone module in collaboration with
Newcastle University Business School and the Postgraduate Study
Recruitment Team at Newcastle University.

The project focuses on postgraduate study, providing NUBS with student-led
insight into perceptions, intentions, priority markets and curriculum value to
inform strategic decision-making. The overarching objective is to develop
short-, medium- and long-term recommendations aimed at restoring
postgraduate enrolment to pre-pandemic (2020) levels.

This report presents the research, analysis and strategic recommmendations
developed over a six-month period, drawing on both primary and secondary
data supported by visual infographics.

Client Challenges:

After receiving the brief and speaking with our Client, our team outlined four main
challenges currently creating barriers to enrolment, business growth and
expansion for NUBS

Political and Economic

. Limited Customer
Influence on International

Enrolment Insights
Current
Challenges
Pricing Confusion, Lack Competitive
of Awareness Around Rivalry From other
Alumni Discount Business Schools

Figure 2: Current Challenges
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1.3 Aims and Objectives

The following four research objectives were developed by Elevate Consultancy
and confirmed by in collaboration with a NUBS's representative:

To investigate student awareness of the current portfolio of
NUBS PG course offerings and competitors equivalent
offerings

To investigate how to optimise the future portfolio of NUBS
PG course offerings to ensure growth and optimal
conversion levels

Figure 3: Research Aims
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1.4 Summary

This report presents strategic marketing recommendations for Newcastle
University Business School (NUBS), developed through primary and
secondary research into the postgraduate taught (PGT) market. The findings
address the key internal and external challenges affecting PGT recruitment
and provide actionable solutions to support enrolment growth and long-
term competitiveness.

Through our research, we identified significant opportunities to strengthen
NUBS' market position by enhancing value communication, refining targeted
marketing strategies, and aligning programme offerings with evolving
student motivations and global demand. Our proposed strategies build on
NUBS' existing strengths; including its Russell Group affiliation, triple
accreditation and strong employability outcomes. By implementing these
recommendations, NUBS can effectively enhance student experience, and
strengthen its presence in both domestic and international markets.
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2.0 Research Methodology

2.1 Introduction

To analyse the post-graduate market effectively we used both primary
and secondary research to gather reliable and relevant data. Within our
secondary research, we used a range of analytical tools and scholarly
resources to explore NUBS' current position within the evolving market.
Statista and Mintel were key resources enabling us to gain deeper market
insights, identifying student trends and strengthening or strategic
recommendations. Our primary data collection was conducted using
three methods: an online quantitative questionnaire, two focus groups,
and in-depth interviews. Diverse methodologies created a strong
foundation of knowledge through opinions and student preferences
around post-graduate study. Collectively, these approaches enabled us to
address our research objectives and develop four detailed, evidence-
based recommendations grounded in both quantitative and qualitative
findings. A more detailed account of the research methodology can be
found in the Research Portfolio (Section 2).

2.2 Secondary Research Methodology

7

To generate strong foundational insights and provide context about our
client, the wider postgraduate sector and market changes, secondary
research was conducted. This identified existing trends and potential
opportunities or challenges.

N\

J
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2.2.1 Secondary Research Objectives

% To examine the external and competitive forces shaping
o the UK postgraduate education market.

% To analyse financial factors influencing postgraduate decision
~ making, including price sensitivity and student loans.

% To assess the growing importance of employability outcomes
o and industry alignment in student choice.

% To evaluate the impact of alternative credentials and flexible
s learning models on postgraduate provision.

% To identify effective digital communication strategies that
e engage prospective postgraduate students.

Figure 4: Secondary Research Objectives
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2.2.2 Stages of Secondary Research

Secondary data collection was conducted across four stages, progressing from
a broad industry overview to focused thematic analysis. This structured
approach informed subsequent primary research and strategic
recommendations.

K R\ K R\

Client and Internal context Macro and Industry
analysis Situational Analysis
(Found in section viii) (Found in section 2.0)

- J L J)
- T (4 T
Literature Review Secondary Research

(Found in Section 3.0) (Found in Section 4.0)

Figure 5: Stages of Secondary Research

2.2.3 Sources of Secondary Research

To ensure a balanced perspective, a
range of academic and industry
sources were used to conduct our
secondary research. Market research
databases such as Mintel, WONKHE
and Statista provided sector insights
and relevant statistical data. Newcastle
University's online library and
ResearchGate were used to access
peer-reviewed journals exploring our
key themes.

Newcastle
University

This combination of academic theory
and contemporary industry data
ensured the recommendations were
grounded in both scholarly research
and current sector practice.

Figure 6: Sources of Secondary
Research
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Online Quantitative
Survey

2.3 Primary Research Methods

et

Primary
Research
Methods

4

I~

In-depth Qualitative

Focus Groups

18

145 Interviews
Ty
> 99

Figure 7: Primary Research Methods

(o126}

2.3.1 Primary Research Objectives

Assess the awareness of NUBS postgraduate offerings

* Measure the recognition of specific NUBS postgraduate programmes

Evaluate the awareness of competitor institutions offering equivalent
@ courses

Identify the sources of information influencing awareness of NUBS's
offerings

* Determine the effective communication channels and marketing
techniques for engaging prospective students

o

N
43 EXxplore opportunities to optimise the future NUBS postgraduate
offerings portfolio

Assess strategic approaches for expanding NUBS presence

Figure 8: Primary Research Objectives
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2.4 Online Questionnaire Methodology

Online Questionnaires
are useful because:

Reducing Bias Efficient and Scalable
By removing interviewer Ability to reach large
effects, participants are volumes of participants,
more resistant to social with minimal time and/or
desirability bias (Ha, 2022). budget spent (Ha, 2022).
Convenience

Convenient for participants,
not bound to time constraints
or transport arrangements
(Ha, 2022).

Figure 9: Online Questionnaire Methodology
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2.4.1 Online Questionnaire Design

The questionnaire was developed to produce quantitative insight into
student awareness of postgraduate opportunities at NUBS. The questionnaire
aimed to assess levels of recognition, perceptions of competitiveness
between institutions, and the influencing factors on postgraduate decision
making. For further details, refer to the Research Portfolio (Section 2.3.3)

Distribution

Qualtrics was used to build and
manage the questionnaire. A web
link was circulated via peer
networks and social-media
platforms, including LinkedIn and
Instagram. To broaden reach with
the intended audience, QR codes
were displayed in high-traffic
student areas, directing
participants to the online
questionnaire.

Question Structure

The questionnaire was organised
into three stages in a funnel-based
structure:

1. Respondent background and
eligibility
2. Postgraduate intentions and
general awareness
3. Detailed evaluation of NUBS
and alternative institutions

Closed ended formats, including
multiple choice items, Likert
scales, ranking questions, and
select-all options were used. There
was minimal usage of open-ended
questions in order to provide
optimal qualitative context.

29

Sampling

Non-probability convenience
sampling approach was used to
distribute the questionnaire
digitally through peer networks,
specifically via Instagram and
LinkedIn. Additional responses
were generated through voluntary
participation, with scannable QR
codes placed in high student
footfall areas, to increase relevance
to the target population. This
approach aimed to balance
participant motivation and
response quality with the practical
need to achieve sufficient scale.

Measures to Encourage
Participation

Steps taken to maximise
engagement and minimise drop-off:

e Clear/concise question wording

e Structured progression from
general to specific topics (Jenn,
2000)

e Use of display logic to remove
irrelevant questions

e Balanced survey length to reduce
fatigue (Fass-Holmes, 2022)

e Combination of question formats
to sustain interest.



2.4.2 Online Questionnaire Limitations

é Self-Selection Bias ) é Awareness as a self-reported )
measure
With voluntary participation Measuring awareness through
based on convenience self-reporting, may not
sampling, results may reflect accurately reflect actual
self-selection bias, limiting knowledge or behavioural
overall representation. engagement.
. J . J
[ Missed Opportunities h (- Response Rate )
Keeping questionnaires concise Survey fatigue, minor
to cater to attention span can disengagement, partial responses,
cause several insightful and lack of interest can affect the
guestions to not be included. volume and quality of responses.
. J \. J

Figure 10: Online Questionnaire Limitations

2.5 In-depth Interview Methodology

Meaningful Insight

Can delve into meanings or
responses through follow
up questions (Jamshed,
2014).

A

Why carry out
In-depth

Interviews ?

Cost Effective Accuracy

. . . Recordings/transcription
Relatively inexpensive removes the risk of missing

research method information (Jamshed,
(Demirci, 2024). 2014).

1

Figure 11: In-depth Interview Methodology
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2.51 In-depth Interview Design

For a more detailed methodology, refer to the Research Portfolio (Section

2.3.4)

Research Aims and Objectives

The in-depth interviews were
conducted to gain detailed insight
into the internal operations,
postgraduate portfolio and strategic
direction of NUBS. Interviews with
academic and recruitment staff
aimed to gather expert perspectives
to inform realistic, actionable
recommendations aligned with
institutional capabilities.

Interview Structure

The interviews followed a semi-
structured format, combing pre-
prepared questions with flexibility
to probe and follow up discussions.
A discussion guide ensured
coverage of key themes, including:
course development, employability,
alumni engagement, competition,
marketing strategy, and future
programme trends.

Sampling

A purposive (judgemental)
sampling approach was used,
selecting five participants based on
their professional relevance and
ability to provide informed insights
(Lune and Berg, 2017). Interviewees
included Degree Programme
Directors, Postgraduate Leaders,
Co-Directors, and Student
Recruitment staff from NUBS and
the wider university.

Question Wording

Questions were carefully reviewed
to avoid leading language and
minimise bias (Alshengeeti, 2014).
An open-ended approach was used
to encourage depth and
elaboration, while tone and delivery
were managed to ensure credibility,
clarity, and reliability of responses.

Figure 12: In-depth Interview Design
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2.5.2 In-Depth Interview Limitations

@ ) é )
Representation Sample Size + Design

Given the available participants Due to the time constraints of
are exclusively Newcastle conducting and analysing in-

University staff, competitor + depth interviews, small sample

external institutional sizes are used. This can result in

perspectives can't be included findings being indicative rather
(Lune and Berg, 2017). than statistically generalisable.

\ J \. J
é Inconsistencies A (Confidentiality and Hierarchy\
Due to a semi-structured format, Perceived hierarchical differences

open-ended interviewing can between student interviewers and
lead to variation in question staff may influence openness,
sequences and depth, potentially potentially limiting the depth of
creating minor inconsistencies institutional insight shared
when comparing responses. (Barbour and Schostak, 2005).

Figure 13: In-depth Interview Limitations

2.6 Focus Group Methodology

Why conduct
focus groups?

Time Efficient

Group Synergy

Multiple responses Depth Encourage thoughts
within one time frame. Rich qualitative and feelings
answers

Figure 14: Focus Group Methodology
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2.6.1 Focus Group Design

For a more detailed methodology, refer to the Research Portfolio (Section

2.3.5)

Research Aims and Objectives

The focus groups were conducted
to explore students' perceptions of
NUBS and identify the most
effective communication channels
for postgraduate marketing (RA2).
They also examined undergraduate
awareness and opinions of NUBS'
services and opportunities, and how
these influence postgraduate
consideration (RA4).

Structure

The focus groups followed a semi
structure format, combining
prepared questions with follow up
probes to encourage open
discussion (Ruslin et al, 2022). This
flexible approach allowed new
themes to emerge and be explored,
while ensuring core research topics
were covered.

Sampling

Convenience sampling was
primarily used, drawing participants
from existing university networks.
Some snowball sampling was also
applied to increase international
student representation. Sessions
were conducted mainly in person,
with Microsoft Teams access
provided when necessary.

Question Wording

Questions were designed to be
clear, neutral, and non-leading to
encourage honest discussion.
Careful phrasing minimised
researcher bias and supported the
collection of credible insights.

Figure 15: Focus Group Design
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2.6.2 Focus Group Limitations

[ N
Scheduling

Difficulties coordinating
participants can lead to late
arrivals and early departures,
disrupting discussion flow and
limiting opportunities for follow-
up questions (Krueger, 2014;
Breakwell, 2004).

Social Desirability Bias
Using convenience sampling
with pre-existing relationships
may generate socially acceptable
responses rather than fully
critical viewpoints (Chung and
Monroe, 2003). This could limit
the diversity of opinions.

\. J

4 )

Technical Difficulties

The blended in-person and
Microsoft Teams format could
cause connectivity delays and

confusion, affecting interaction
quality (Orhan et al, 2021).

[ Y

Transcription
Overlapping dialogue, repetition,
and background noises could
make the transcription process
complex and time consuming,
requiring careful interpretation to
ensure accuracy.

\. J

Figure 16: Focus Group Limitations

2.7 Ethical Considerations

Privacy

Data was stored on a secure, password protected university
system and on Qualtrics platform, accessible only to the
research team, processed in compliance with GDPR and the

Data Protection Act (Intersoft Consulting, 2026; GOV.UK, 2026),
and shall be deleted after submission.

Anonymity
All responses were anonymised and if required provided with
pseudonyms. Identifying details have been removed during
transcription and reporting.

Consent
Ethical approval was granted by Newcastle University —
participants provided informed and voluntary consent and
were made aware of their right to withdraw (UKRI, 2026).

Figure 17: Ethical Considerations
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2.8 Summary

At Elevate Consultancy, we have used a mixed method approach to curate
both primary (online questionnaire, in depth interviews, focus groups) and
secondary research regarding NUBS postgraduate recruitment. Limitations of
each method have been addressed, and ethical guidelines have been followed

throughout, allowing for reliable information to influence our
recommendations.
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Analysis




3. Situational Analysis

3.1 Introduction

This situational analysis critically evaluates the internal and external forces
shaping Newecastle University Business School's position within the
increasingly competitive postgraduate education market. Drawing on
PESTLE and Porter's Five Forces frameworks, it examines the impact of
shifting international mobility patterns, financial pressures, rapid
technological advancement, and intensifying global competition. While
NUBS benefits from strong accreditation, graduate employability
outcomes, and an established institutional reputation, it remains vulnerable
to policy uncertainty and fluctuating international student demand. These
findings highlight the strategic importance of targeted marketing,
programme innovation, and clearer commmunication of postgraduate value
to enhance recruitment outcomes and sustain long-term competitiveness.
A more detailed Situational Analysis can be found in the Research Portfolio

(Section 3)
Microenvironment
Analysis
A
Macroenvironement Perceptual
Analysis : Mapping
. o) .
SWOT Analysis : Market Analysis
v
Consumer
Personas

Figure 18: Situational Analysis
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3.2 Macroenvironment Analysis - PESTLE

e Clobal politics— Brexit and Chinese internal immigration laws
see plummeting applicant numbers - (Kreier, 2023; Bolton,
. Gower & Lewis, 2025)
Political e Visa oversubscription cases (e.g., UCL) raising reputational and
trust concerns for UK universities (Dickinson, 2025).

e Cost of living limiting postgraduate progression (Office for
National Statistics, 2025).

e Currency: GBP fell 1.1% against USD (Sept-Oct 2025)
heightening affordability concerns (Webb, 2026).

o Affordability advantage: Newcastle among UK’s most
affordable student cities (Muskan, 2025).

Economic

Level 6/7 apprenticeships increased by 20.4% (2023-24)
(Department for Education, 2025).

e Declining international students reducing diversity (Owen,
2025), leading to lower learning gains for underrepresented
groups (The White House, 2016; Holford & Sen, 2025).

Social

e Online learning growth: Participation up from 4% to 17% post-
COVID (Statista, 2024).
e Al integration essential in business education to remain
Technological relevant (Cremer & Chan, 2025).
e Rising demand for business-technology interdisciplinary
programmes (Bobek, Zimmermannova, and Zabukovsek,
2023; Leckrone, 2025).

e UK postgraduate enrolment down 57% (2020-2024) due to
strict visa rules (Cuibus, 2025).
e UK & US account for 71% of Chinese outbound students
Legal (Statista, 2025).
e Students increasingly choosing destinations with more
lenient visa policies (e.g., Canada) (Neville, 2025).

e Sustainable job listings up 68% since 2023 (University of
Reading, 2025).

e GCreen roles now occupy 3.3% of UK job adverts (double 2021)
(PwWC, 2024).

e Sustainability skills increasingly relevant across varied
disciplines, not just STEM.

Ecological

Figure 19: PESTLE Analysis
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3.3 Competitor Analysis - Porters Five Forces

/,” Th}‘gat of Substitutes - Moderate .
01 \ /"« Apprenticeships ! AT
S e Short courses .

e V-Levels
A
‘.. Threat of New Entrants - Moderate
e Diversification of education methods, channels
and routes. 0 2
e Students desire greater flexibility.

e Demand for digital platforms.

Competitive Rivalry - High
03 e Global rankings (QS rankings) determine
credibility.
e Geographic and local competition
e Internal competition, between subject groups

Buyer Power - High

Students more financially conscious
Want highest ROI

Students making calculated decisions
Multitude of study destinations

Supplier Power - Low

e Worsening financial health
0 5 Staff redundancies
Delayed building maintainence

Visa refusal rates
Higher government power

Figure 20: Porters Five Forces
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3.4 Target Market

By identifying the key target audiences that Newcastle Business School
currently attracts, particularly in relation to demographic and psychographic
characteristics, a clearer understanding of its existing market position can be
developed. Secondary research informed the potential customer profiles,
reflecting both characteristics and underlying motivations for post-graduate
study. These profiles can then be used to inform targeting and positioning
strategies, ensuring that marketing communications, course offerings, and
student support services are tailored to the needs and expectations of
prospective students. For further details, a complete analysis can be found in
the Research Portfolio (Section 2.3.3).
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Figure 21: Target Market
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3.4.]1 Customer Personas

25 Newcastle ]
University S
Motivations - Older years on

social media posting about going
Age: 20 to Newcastle, cheaper than
Education: Final year staying in London.

undergraduate
Subject: Economics
Location: UK
Funding: Student
Finance and Personal
Background: Looking
CHRISTEN ';:Z EZ::&:LC::'G Word-of-mouth, Tiktok interviews,
BENTON post-graduate study. open days.

Card Expiry 30/09/2026

LA

Student No: 248759904

Pain points: Making a new group
friends, delaying career, finding
people to live with.

Method of communication:

concerned with the loan payments
and budgeting.

‘ |‘| ” | Price sensitivity: Highly

/ 25 Newcastle Ny
Q’ University SN
Motivations - Triple accreditation,
industry connections, meeting
Age: 23 new people.
Education: Current
post-graduate Student pajn points: Funding and tuition

at Newcastle costs, lack of hybrid working.
Subject: Psychology

Location: UK
Background:
International student

Student No: 248759908

Method of communication:
University comparison websites,
student experiences on social
media and LinkedIn posts.

from America
ETHAN Funding- Self-funded
STAMEN

Price sensitivity: Increasingl
Card Expiry 30/09/2026 y aly

price-sensitive having spent a lot
\|| | | |’ | | I | | ” |“ I‘ | of money on his education.

Figure 22: Consumer Profiles
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3.4.2 Competitor Analysis. Perceptual Maps

Strong
Reputation

Low
Networking
Opportunities

High student
cost of living

7\

A0
P Durham

University

Universi
of Exetetry
Business
School

<

%
o
uNERSITY OF

LEEDS

R @Newcastle Business
University | School

NEWCASTLE

Newcastle Business School

v

Low student cost
of living

High
Employabilitity
Outcomes

<

20
P Durham
University
o University
E of Exeter
Business
R School
LEEDS
%lbwcastle Business
University | School
T Nbrthumbria >
w Uiversity
NEWCASTLE
Newcastie Business School

Vv

Low
Employabilitity
Outcomes

Figure 23: Perceptual Maps

Weak
Reputation

High
Networking
Opportunities

42




3.5 Micro Analysis

Current Situation

Company Overview Challenges

Strengths: High competitive rivalry among

e Strong academic reputation with Russell Groups e.g. University of

tripple accreditation Liverpool, Leeds and Exeter.

e Employability Support

e Robust research output Competing on:

e Abundant resources e Reputation

e Scholarships e Relevance

e Price

Weaknesses: e Employability

e Percieved as less prestigious than
higher tier competitors
e Limited brand visibility nationally

Collaborators Customers

Internal: e UK and International Graduates
e Newcastle University Central

Marketing Team
¢ International Office

Motivators

e Career goals
e employability

Industry Links: Barriers
e Local Employers (E.g Nissan) e High expenses
e Alumni Members e Unclear ROI

e Study Fatigue

International:
e Agents/Education Consultants
promoting Newcastle globally

Incentives

e Scholarships
e Reputation

o City Appeal

Figure 23: Micro Analysis
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3.6 SWOT Analysis

e Triple accreditation, achieved by ¢ Centralised marketing control at an
only 1% of business schools globally. institutional level, limiting responsiveness to
market changes (Molesworth, Scullion, and
¢ Ranked within the top 150 QS world Nixon, 2011).
rankings (Newcastle University
Business School, 2025) e Over-reliance on volatile international
markets, particularly China and the EU post-
¢ Russell Group status enhances Brexit (Kreier, 2023).

academic prestige.
e Limited hybrid models, misalignment with

¢ Research excellence correlating growing demand in Al, data analytics and
with positive student outcomes. technology-driven business fields.
R’o 0’:‘1

¢ Changes to UK immigration policy
and tighter visa regulations threaten
international postgraduate
enrolment (Home Office, 2024;
HESA, 2026)

e Strengthen labour market
positioning by aligning programmes
more closely with professional
outcomes.

¢ Increase internal progression by
leveraging an existing high-trust
recruitment base (Chomentowski et
al., 2025).

¢ Growing student preference for
flexible and online learning
challenges traditional campus-
based provision (Pei, 2025).

e Enhanced differentiation through
social-media engagement showing
alumni success, and institutional
identity (Cingillioglu, Gal and
Prokhorov, 2023).

¢ Rising living and study costs may
discourage applicants, particularly
those from lower-income or cost-
sensitive backgrounds (Universities
UK, 2024).

Figure 24: SWOT Analysis
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3.6.1 SWOT Analysis Summary

Drawing on the SWOT Analysis it has been summarised that NUBS'
strong competitive foundations, shaped by triple accreditation, Russell
Group affiliation and global rankings collectively contribute to positive
student outcomes. Externally, Brexit, tighter immigration policy and rising
costs have increased price sensitivity, creating demand for lower-cost
hybrid learning opportunities (Statista, 2024). However, both internal and
external pressures restrict growth, with centralised marketing structures
reducing agility and slowing responsiveness to evolving market
conditions. Competitive intensity also remains high, with global rankings
and employability outcomes majorly influencing student choice of
university (QS, 2026). Despite this, opportunities exist for NUBS to
strengthen it's market position through flexible learning opportunities
and targeted social media messaging, tailored towards prospective
students.
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4.0 Literature Review

41 Introduction

This literature review uses existing literature to examine the significant
transformation of the contemporary job market and the increasingly complex
conditions faced by graduate students. Understanding these interrelated
factors is essential for developing an effective push—-pull strategy to engage
prospective students throughout the enrolment funnel. Each theme reflects
this dynamic environment and underpins the focus of the primary research
that follows. A full review is presented in the Research Portfolio (Section 4).

4.2 Contemporary Graduate Labour Market

The graduate labour market has become increasingly competitive, with
declining entry-level vacancies and rising application volumes reducing
employment prospects for new graduates (Surguy, 2025). At the same time,
credential inflation has weakened the signalling value of undergraduate
degrees, making additional qualifications and experience essential for
differentiation (Spence, 1978).

Graduate employment outcomes are shaped not only by individual capability
but by wider structural factors, including economic instability, employer
preferences and a persistent mismatch between academic provision and
industry expectations (Husin et al.,, 2021; Yahui and Dagogo, 2025). As a result,
many graduates are turning to postgraduate study as a strategic response to
limited opportunities and heightened competition (Surguy, 2025).

° ------------ *® High Graduate Supply

@ --------------- * Intense Competition
@ “ ------------------- * Employer Screening
@ W ---------------------- - Limited Jobs Secured

Figure 26: Graduate Labour Market Funnel
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4.3 Return on Investment and Postgraduate Value Perceptions

Perceptions of postgraduate study are increasingly shaped by return-on-
investment (ROI) considerations, with students assessing programmes based
on employability, salary potential and institutional reputation (Mellors-Bourne,
Hooley and Marriott,, 2014; Ives and Seymour, 2023). Rising tuition fees and
living costs mean improved career outcomes no longer offset financial
investment, particularly for domestic students facing funding gaps (Hordodsy,
Clark and Vickers, 2018).

As higher education becomes more marketised, students act as informed
consumers, comparing institutions based on value for money and career
advantage (Tholen, 2020). Where clear employability outcomes are not
communicated, confidence in postgraduate study weakens, reinforcing the
need for transparent ROl messaging within recruitment strategies.

4.4 Customer Journey and Digital Touchpoints

Postgraduate recruitment operates within a highly complex and saturated
environment, whereby digital touchpoints play a central role in shaping
prospective students’ information searches and decision-making process
(Hemsley-Brown and Oplatka, 2006; Bennett and Ali-Choudhury, 2009). The
postgraduate customer journey is increasingly non-linear, with students
engaging across multiple channels and revisiting information as they evaluate
options (Towers and Towers, 2021; McNicholas and Marcella, 2022).

As a high-cost, high-risk decision, postgraduate study involves information-
intensive evaluation, making credible touchpoints such as university websites,
rankings and student-generated content particularly influential in shaping
perceptions and institutional trust (Moogan, Baron and Harris, 1999; Karakus et
al., 2026). Strategically aligned touchpoints that provide consistent information,
reassurance and clear employability value are therefore essential for
strengthening engagement and supporting postgraduate recruitment
outcomes (Lemon and Verhoef, 2016).
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45 Student Recruitment vs Retention

Strong brand awareness enhances perceptions of quality, trust and value,
shaping decision-making and long-term brand performance (Keller, 1993;
Erdem and Swait, 2001). Pricing strategies further influence perceived value,
as students evaluate whether programmes are financially worthwhile relative
to expected outcomes (Ali and Anwar, 2021).

Effective customer acquisition therefore relies on clear value communication,
competitive positioning and targeted digital engagement. Data-driven
targeting and coordinated communication across channels enable
institutions to attract prospective students while ensuring acquisition efforts
remain cost-effective and aligned with long-term retention and lifetime value
(Ang and Buttle, 2006; Melinevskyi et al., 2023).

| 02 | Student Acquisition

Percieved Value and - Applications
Pricing

. Conversion

_ - Enrolment
- ROI Evaluation

- Salary Potential

- “Worth 12" | 03 I

Figure 27: Student Retention vs Recruitment

4.6 SuMmmary

The literature  discussed highlights  the

increasingly  complex landscape shaping
postgraduate decision-making, where labour
market pressures and return-on-investment
considerations encourage students to approach

further study as a strategic choice. Perceptions of G
employability, value for money and institutional

credibility therefore play a central role in
progression decisions.

Together, these Iinsights demonstrate that

postgraduate enrolment is shaped by the
interaction of structural conditions.
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5.0 Research Findings and Analysis

5.1 Introduction

This section presents the key findings from both primary and secondary
research, bringing together the most relevant insights shaping
postgraduate decision-making and institutional strategy. Primary
research further explores student motivations, decision-making
behaviours and progression intentions, offering deeper insight into the
factors shaping same-institution continuation and course choice.

Together, these findings provide a clear understanding of internal
perceptions of NUBS and competitors and identify the most significant
themes emerging from the research. These themes will later inform the

strategic direction of the include recommendations.

For more in depth research findings, refer to the Research Portfolio
(Section 5)

Primary Research Secondary Research
AN Factors %
Decision-Making
Student Motivations

Course Choice

Post-graduate Market

Figure 28: Research Findings
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5.2 Secondary Research Findings

Core insights from the secondary research are summarised below, outlining
the main factors shaping postgraduate demand and competition. See the

Research Portfolio (4.2) for full analysis.

International Market

International students remain a
vital financial contributor to UK
universities, supporting tuition
income and institutional
sustainability (HESA, 2025;
Universities UK, 2023).

However, reliance on this market
increases exposure to political,
economic and policy shifts that
influence recruitment patterns
and long-term financial stability
(British Council, 2025).

Employability-Driven

Education
Employability outcomes are
increasingly influential in
postgraduate decision-making,
with students prioritising career
progression and industry
relevance.

Median earnings for postgraduate
graduates reach £38,000
compared to £31,400 for
undergraduates, reinforcing the
financial value of advanced study
(Department for Education, 2025).

®

] —g

Financial considerations play a
central role in postgraduate
decision-making as rising tuition
fees and loan structures result in
increased price sensitivity.

Price Sensitivity
& Student Loans

Research shows 68% of UK
respondents consider £9,000
tuition too expensive, reinforcing
the need for universities to clearly
communicate return on
investment and employability
outcomes (Smith, 2026).

Competition & Rankings

The UK postgraduate market
is highly competitive, with
over 160 universities operating
nationally and global rankings
shaping perceptions of
institutional prestige and
quality (Hunter, 2023; QS,
2020).

Ranking visibility strongly
influences applicant choice,

\ V4
particularly among *
international students “

(Harahap et al., 2023). II

Figure 29: Secondary Research Findings



5.2 Secondary Research Findings

Alternative & Flexible Learning

Flexible learning models,
including micro-credentials and
online provision, are reshaping
postgraduate education.

Email Marketing

Email marketing remains a cost-
effective recruitment channel, with
81% of organisations using email
within their marketing strategy

and reports of strong engagement

87% of online learners reported
career benefits, thus highlighting
the demand for accessible,
career-focused and modular
learning pathways (Farias-
Gayton, Ramirez-Montoya and

across campaigns (Haan and
Watts, 2026; Statista, 2025).

Personalised and segmented
messaging further strengthens
engagement but must be carefully

Aguaded., 2023) managed in order to avoid email
' fatigue (Optinmonster, 2026).

WeChat

China remains a key UK M

postgraduate source market (HESA,
2025). With western platforms
restricted, WeChat dominates
digital commmunication. Chinese
students prefer visual, interactive
and home language content,
making culturally aligned, platform
specific recruitment strategies
essential for resonance (Zhou,
Hentschel and Kumar, 2017; Meng
and Hunter, 2025)

Figure 30: Secondary Research Findings
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5.3 Primary Research Findings

Following our primary data collection, the findings were statistically or
thematically analysed depending on the data type. Detailed findings can be
found in the Research Portfolio Section 4.3. Our key findings are outlined
below:

5.3.1 Online questionnaire Findings

50010 On Iy 5% 28% had a positive view on

CONSIDERED BEING conversion pathways 46%

View the NUBS webslleasa ./ cpy FAMILIAR’ WITH L4 Lack Course
primary source of {5 < @ eati

— PGT PROGRAMMES L WA munication

15% INDICATED POSITIVE  WOULPSTUDYAT  §, clarity

) N . . . ANOTHER UK UNIVERSITY
4 1% INTENTTO STAY AT NUBS EXTERNAL 7 participants have no
UNAWARE OF COMVERSION E
—

A .-.—’ ¢ .
COURSES '/‘ COM;?SI:TWE fneant ng%u&

Post graduate driven by structural

=

E Sk familiarity’

& A= ¢ , ) %) 6 6°/o
RESPONDENTS LESS LIKELY TOLISTEN To: = ® :TT:::I;Z ::::; NLIKELY T0PERLSE
Agents LymRID STUDY NOW ONE OF THE STRONGEST DETERMINANTS. - CANATE
Rankings STUDY
2L CEY No correlation between; @@ 1% EXTREMeLY LIKeLY

Cost and G Q% TP ReuerosT
' 20% cravunrest

: I_:u NAING .o word of mou recommendations

quality of teaching

is a Post-graduate ) . . . o
Driver Figure 31: Online Questionnaire Findings
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5.3.2 Focus Group Findings

G990y e e
ol

Frent sStudents feel rushed to appl
Unaware of the Alumnicupé t . 5 PPy

Discount .
% Students ‘Email Fatigue’
‘AUTHENTIC’ MESSAGING B

Students Prioritise

Practical Experience  Students prefer social media for communication @

MARKETING TIMING

* wsausiuent 1) PARTICIPANTS gocrar

11‘2% =L CITY LIFESTYLEISA REBPUTATION
Would have changed PULL OUTWEIGHS RANKINS
their post-graduate al MASTERS SEEN AS \ .
decision \ Point of

‘CAREER

66
ACCELERATORS?
O\ Students are Brand|

Introduc Students Engage Heavily
SELL | ambassadors . conversi@ with OR codes

[;within 2 r@l'.@

Experie

Pnd Yeay[Brd Yealyear OINE,

\j\ Figure 32: Focus Group Findings
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53.3 In-Depth Interview Findings

Over-reliance Erasmus

“THEIR PROBLEMS OUR | % market has
| OPPORTUNITY Q on collapsing collapses
markets.
MARKET WANT MORE SPECIFIC DEGREES USA AND CANADA KEY
Ilortnumbrla is currently i) UNEXPLORED MARKETS
more responsive to the . .?. 5 LAG BETWEEN:
market demands -" STUDENT DEMAND AND

....... 2 IrNJ'IJ"E R&V/EEW‘/ PORTFOLIO RESPONSE
¢ ( Course Naming Q) Q
Shifts perspectives @ South America

BARRIERS T0 CURRICULUM DESIGN e .
— and credibility  gyga  Market is currently

— Untapped
SYSTEMS AND PROCESSES WITHIN 18 MONTHS
UNIVERSITY SUPER SLOW R e T EMPLOYABILITY IS &
students From India 0n the Rise \_ iy v
PROPOSITION

/I\'y' Figure 33: In-Depth Interview Findings
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6.0 Recommendation One: Short Term, Expansion of Digital
Marketing Communications

6.1 Introduction

Expanding digital marketing communications is a strategically appropriate
short-term recommendation for NUBS. As current and prospective students
increasingly rely on digital touchpoints to inform their decisions, personalised
and engaging digital marketing communications are critical for shaping
perceptions and relationships, ultimately with the goal of influencing
application and enrolment decisions.

This recommendation's purpose is to enhance both student retention via
internal communications, and student acquisition through external
communications. This is to be achieved using targeted, personalised, and
platform-specific strategies. By optimising NUBS' current digital channels and
infrastructure, this recommendation remains cost effective while delivering
impact in the short term.

This recommendation aligns with both the aims set out by NUBS, and the
research objectives generated by Elevate Consultancy:

Optimise the digital marketing communications delivered by NUBS )

By addressing missing opportunities and improving current digital
strategy, this recommendation supports both current student
progression and student recruitment.

Where is NUBS now?

At this time, NUBS has an established internal email network, basic
social media platforms (Instagram and LinkedIn), online student
study spaces, and a functioning website.

Despite this, missed opportunities and optimisation potential has
been identified. This recommendation therefore aims to build on the
existing infrastructure NUBS has already built.
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Secondary Research

Segmented and personalised
digital communication improves
engagement, with higher open
and click-throughs (Haan and
Watts, 2026; HubSpot, 2026),
meanwhile reducing decision effort
in high-involvement contexts
(Weidig, Weippert and Kuehnl,

2024). |_|—|
Email fatigue- 37% feeling ‘!lll!

overwhelmed and 70%
unsubscribing from brand emails
(Optimove, 2026), shows need for
intention-based targeting.

Peer-led, student-generated
content is more influential than
institutional messaging in high-risk
higher education decisions (Pareek
and Goncalves, 2024; McNicholas,
2020).

Postgraduate journeys are non-
linear and uncertainty-driven,
requiring multiple reassuring
digital touchpoints (McNicholas
and Marcella, 2022; Brashers, 2001).

Postgraduate study is evaluated
through employability and ROI
lenses (Mellors-Bourne, Hooley and
Marriott, 2014; Tholen, 2020), with
gualifications acting as
employability signals (Spence,

1978).
O auff

6.2 Research Insights: Internal Digital Marketing Communications

Primary Research

Postgraduate awareness is critically
low, with less than 5% being very
familiar, and the majority being
unfamiliar with NUBS'’ offerings.
Alongside this, 46% reported neutral
clarity, indicating low visibility and
communication.

Internal retention risk is substantial,
as 66% were unlikely to pursue
postgraduate study at NUBS,
suggesting familiarity does not
translate into progression.

Social media (30%), and word of
mouth (20%) were found to be the
key awareness sources for
postgraduate information, reinforcing
the importance of combined peer-
led and digital touchpoints.

Conversion pathways suffer from
informational opacity, with 41% of
students being unaware of the
concept, and say that perceived
accessibility and eligibility shape their
interests.

Employability dominates value
perception- around 90% of
respondents regard employment
outcomes as a deciding factor, and
repeated emphasis that students
prioritise “subject-specific,
employability-linked skills.”

Figure 34: Internal Research Insights
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6.3 Research Insights: External Digital Marketing Communications

- Secondary Research

e Higher education recruitment is
shifting toward a market-oriented,
consumer-driven model, requiring
targeted and differentiated
communication strategies
(Bennett & Ali-Choudhury, 2009;
Tholen, 2020).

o Generation Z frequently turns to
social media platforms when
researching and evaluating
options. Engagement is higher
with authentic, peer-created and
interactive content, while
traditional brand messaging is
often perceived as less credible or
influential (Prasanna, 2024; Wang,
2025; Zinn & Johansson, 2015).

 Email remains a high-ROI digital
channel, with segmentation and
personalisation significantly
increasing open and click-through
rates (Haan & Watts, 2026;
HubSpot, 2026).

e Chinaremains a key UK
postgraduate market, where
platforms such as WeChat
dominate digital communication,
requiring culturally aligned,
platform-specific engagement
strategies (HESA, 2025; Meng &
Hunter, 2025). Chinese users show
a preference for visual cues over
text heavy messaging, showing the
need for visually engaging,
culturally aligned content (Zhou,
Hentschel and Kumar, 2017).

Primary Research

These responses come from a mixture of
focus groups, questionnaires and in-
depth interviews

Perceived value commmunication gap

Students reported limited visibility of

postgraduate benefits and incentives:

-"The business school didn't mention
postgraduate study often"

-"Undergraduate don't get talked much
about postgraduate opportunities"
-"I didn't even know about the 20%

discount"

Strong preference for peer led
authenticity:

-'l would prefer other students’
perspectives...it feels more realistic"
-"it's not just them selling it to you"

- The university page feels quite formal
and boring"

Peer influence outweighs institutional
messaging:
-"Everyone from my school seemed to
come here"
-"I'd love to speak to someone who has
done the course"

Relatable lecture content increases trust
with international students:
"Videos are powerful. Students want to
see who they'll be taught by’

"]. did videos walking my dog on the
beach.. It humanised the programme"
"Promotion videos help them
understand where they're going and
who they'll meet"

Figure 35: External Research Insights
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6.4 Online Questionnaire Data To Support Recommendation 1

How familiar are you with Newcastle University Business School post graduate taught courses?

50

40

Frequency

20

Very familiar Somewhat Heard of but Unfamiliar Very unfamiliar
familiar dodn't klrl'ow
etails

Figure 36 - Data exported IBM SPSS Statistics

How clearly do you feel Newcastle University Business School communicates information about its
postgraduate courses online?

Extremely unclear  Somewhat unclear Neither clear nor Somewhat clear

Figure 37 - Data exported IBM SPSS Statistics

The primary research findings support recommendation 1 by highlighting low
awareness of NUBS PG taught courses among respondents and limited clarity
in how these programmes are communication online. Many participants
showed low familiarity with NUBS PG courses and perceived current
communication as unclear. This suggests that existing commmunication efforts
may not be effectively reaching or engaging prospective students, reinforcing
the need to expand and strengthen NUBS digital marketing communications
across both external and internal channels.
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6.5 Recommendations

Built upon the aforementioned research findings, the strategy to expand
NUBS's digital marketing communications is listed below. For more thorough
coverage, this recommendation has been split into two parts.

6.5.1 Internal Digital Marketing Communications (Retention)

6.51.1 Intention Based Email Segmentation Strategy

Elevate Consultancy recommend that NUBS release a short digital
guestionnaire, that is distributed to second and final year undergraduates,
to capture postgraduate intentions through a simple ‘yes, no, maybe’
framework. From this, respondents should then be segmented into tailored
mailing lists aligned to their level of interest.

Q== \

— \
= | ‘
. //////

Students indicating strong intent should receive targeted communications
about application timelines, funding guidance, alumni outcomes and
employability data. Those expressing uncertainty should receive exploratory
content, including progression pathway mapping and conversion course
opportunities and explanations. Students not currently considering
postgraduate study should receive low frequency, value-oriented content
designed to maintain awareness without overwhelming engagement.

This segmentation strategy I @ PE————
reduces email overload and - e N

avourites Subject Your Next Step After NUBS: Let's Plan Your Postgraduate Journey
fatigue by increasing message "

o-e Dy MeTeasing MEssage == @Newcastle  LETS GET
relevance. This initiative will | =~ ) University PLANNING
therefore strengthen relationships

. Yo Dear Molly,
Wlth Cu rre nt u nde rg rad uate i You said YES to our postgraduate study survey — so you'll be the first to
. . Aschive know of the amazing opportunities available at NUBS!
StUdentS’ Im prOVI ng fu n nel e Choosing to continue your studies at NUBS isn’t just about another
progression and transforming | == s bttt g
. . . Sophia Allen
intern al a ud iences from pass|ve s As someone who has expressed strong interest, you'll now receive priority

X X X X X u:)daur:svdcs-gncd to glv‘c you"a tl\'l;"ad‘:lavl;‘mcludmg i

reC I p I e n ts I n to I n te n t I O n - ° Y, . E:;rcaaizzsfitnc;wa:gp;z;c;. s:;olzi:hnzskzzgzzilr}\c:sl support updates
. o Exclusive insights into alumni success stories and employment
res po n S IVe O n es' s Ellen Sloan . :)nl:/‘lf;l'l'::, to postgraduate events, applicant masterclasses and Q8A

Figure 38: Example Optimised Email
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6.5.1.2. Society Led Social Media Outreach

We recommend that NUBS collaborate with relevant Newcastle University
societies, including business, subject specific, and high visibility campus
groups. The aim of this is to promote postgraduate events and study through
society managed Instagram and TikTok accounts. Rather than relying only on
official NUBS channels, postgraduate messaging should be embedded within
peer-led digital spaces.

0000000

Current postgraduate students within societies should be positioned as
micro-ambassadors, hosting interactive Q+A sessions, Instagram story
takeovers, and informal discussions about their decision to remain at, or
convert to, NUBS.

This strategy leverages peer-to-peer @ /> /3 /3

signalling and social proof e

mechanisms identified in digital A
Competitive on

customer journey literature. By e

humanising postgraduate study
through relatable voices, perceived
risk is reduced and trust s
enhanced. This method of
marketing will strengthen internal
community identity, counter
competitive displacement from
other institutions, and enhance
engagement through authentic T ——
communication.

Figure 39: Example
Instagram Post
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6.5.1.3 Student Ambassador Blog Series

NUBS should implement a student ambassador blog series on the
Business School website. Each installment should focus on a
postgraduate student's story who studied their undergraduate degree at
Newcastle, outlining their motivations for staying, career progression
outcomes, and if relevant their course conversion experience.

Featuring well-recognised campus personalities, such as popular society
committee members, will enhance engagement through familiarity and
social influence dynamics. These narratives should be integrated across
the previously mentioned segmented email campaigns and society O
social media promotions to ensure cross-channel reinforcement.

0~0-0

Narrative  storytelling increases emotional resonance while
simultaneously delivering hard employability signals, aligning with
literature on risk reduction in high-cost educational decisions. This
strategy will therefore strengthen transparency, improve website
engagement metrics, and reinforce NUBS' positioning as a career
acceleration tool rather than just an academic provider.

"Postgraduate Study' should be added as a new section

Postgraduate Study

Creating together

What's New Student Life Placements Careers Get Global Wellbeing & Support What's On

Postgraduate Study: Whats on?

We run different events during term time to support your pG journey, you can find

all our current events in the calendar below.
Our latest posts
Click the drop down on the right to have monthly view or a weekly view of events.

Then click on the event you are interested in to find out more. STUDENT LIFE

Why | chose to stay at NUBS

Tod Febr 2026 ~ = ST ©
oy < > February = o How PG study at NUBS has

won TuE we ™ = sar e

A s " ps I - Preed enhanced my career prospects

10:00 START Ul « 1100 Career M Amplifyh  + 1100 Career M 8:30 Amplifyl
" « 1530 History of Forvia Ma 1100 Carver e

Figure 40: Optimised Landing Page
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6.5.1.4 Canvas Banner Integration

Elevate Consultancy recommends that NUBS integrate targeted
postgraduate messaging directly within the university’'s virtual learning
platform, Canvas. Rather than relying solely on email communications, which
are often subject to fatigue, postgraduate promotion should be positioned
within a digital space students access daily as part of their academic routine.

This would involve dynamic dashboard banners targeted at second and final
year business students. Instead of static advertisements, these prompts
would be tailored to academic stage. For example, final year students could
receive time-sensitive messages such as “Considering your next step? Explore
your postgraduate options at NUBS,” linking directly to progression
information or upcoming events.

Embedding messaging within Canvas increases visibility through frequent,
low-friction touchpoints while reducing dependence on overcrowded email
channels. As students regularly log in to access academic materials, Canvas
represents a strategically valuable communication asset.

Considering your next step? Explore your postgraduate options at NUBS!

Unsur e of your next steps after graduation? Take a look at the offerings available at NUBS
Click here: hitps:/www.oclacuk/postgradyatel

Make sure to take a peak at the Alumni Discount .. you wont want to miss out!

Keep an eye on your university email to stay up to date with events and offers.

This is a message from Newcastle University

o
Dashboard oy + @ Q

&

Yesterday, 26 February

]

« Y TIVE s 1 AST CAL1 - Sion in 0 Suctainahle Ricinacs Challanes with [IN

Figure 41: Canvas Banner Example
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6.5.1.5 Implementation

Intention Based Email Segementation Strategy

Design and Segment Deliver tailored Monitor
distribute digital students into email engagement and
intention responsive communications refine .
questionnaire mailing lists per segment segmentation
> > » criteria
AN ’/”, \\\ _,/”/ \\\ _’,”,
Society Led Social Media Outreach
Identify and Position Integrate Track
partner with postgraduate postgraduate engagement and
relevant students as event promotion peer-driven
university micro- within society conversion
societies ambassadors channels signals
> ,’_) ,,—’
\\ ,/”/ \\\ 4’,, \\\__—*’,’
Student Ambassador Blog Series
Highlight
Launch mo‘fijvat?ons Feature
postgraduate : . Integrate blogs
. career recognisable across email
storytelling . .
. progression and campus and social
series on NUBS . ersonalities
website conversion p channels
s journeys > >
\\ ’/,, \\\ ’/,, \\\ ’/,,
Canvas Banner Integration
Integrate S Link banners to Evaluate visibility
targeted chesseehing [y direct impact and
postgrad}Jate EdEriE ST progression optimise
nEEEEie]inge) pathways placement
within canvas
> P 4 -»
AN /,’ N /’, \ -~

Figure 42: Recommendation One Implementation
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6.5.2 External Digital Marketing Communications (Aquisition)

6.5.2.1 UCAS Re-engagement email campaign

We recommend that Newcastle University implement a targeted re-
engagement email campaign aimed at students who previously applied to
NU for undergraduate study but ultimately enrolled elsewhere. These
individuals have already demonstrated prior interest in the institution,
representing a high potential acquisition segment for PG recruitment.

Using UCAS data, NUBS can identify and track this audience. Personalised
emails should be triggered strategically in late-second-year and early-
third-year, when students begin actively considering postgraduate options.
The messaging should be centred around employability outcomes and
outline the positives of doing a postgraduate at Newcastle, framed within a
clear ‘Reconsider Newcastle’ narrative. Emphasis should be placed on
graduate career progression, industry links and programme flexibility to
strengthen perceived return on investment.

. Early 2" Year

, Contact 6 >
Mid 2" Year R
Contact —. P

End of 3" Year
._' application stage

Figure 43: Re-engagement Timeline

This strategy leverages data driven personalisation to increase relevance,
reduce email fatigue and reposition Newcastle as a credible postgraduate
destination. By targeting a warm audience with tailored value
communication at the appropriate decision stage, NUBS can improve
engagement, enhance conversion potential and strengthen external
postgraduate acquisition. See Figure 30 for an example.

L) e

_‘ v
Sra <Y
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Personalised email

v

S & ~ W oS

W v @ Newcastle University Sun 15/02/2026 03:04
~ Favourites Subject Explore postgraduate study

= File Home View I

&5 Inbox 3272 ° °

y— .8 [I\}ewg?s;ge Thinking about
ni 1

T VEISILY your next step?

B3 Junk Email Hello Sam!

Binotes As you come towards the end of your undergraduate

& Archive degree, what comes next?

Results

You considered us for your undergraduate degree. If your
thinking about post graduate study we would love for you to
reconsider Newcastle University.

v Top results

Sophia Allen

L. Become part of an institution awarded 5 QS stars for
Newcastle University .
@ employability (2025)

k)
/
/ Figure 44: Postgraduate Acquisition Email

—_——

// Timing alignment

Keeping the option open with
‘Reconsider messaging’
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6.5.2.2 Expanding NUBS' Social-media strategy

As illustrated in the TikTok mock-up (Figure 31), NUBS should introduce a
dedicated NUBS TikTok account to increase visibility among undergraduate
and international audiences. A platform specific presence enables trend
participation, algorithmic reach and informal storytelling compared to the
central university account. b

We recommend that NUBS reposition its social media strategy to better
align with student content preferences and platform behaviours identified in
primary research. Participants described current institutional content as
overly formal and static, with stronger engagement driven peer-led and
relatable video content.

Instagram content should prioritise reel-style videos. The instragram mock-
up (Figure 27) demonstrates a postgraduate focused “day in the life” reel
titled “Day in the life of a NUBS postgraduate working in marketing at Arla”.
This format links postgraduate study to tangible career outcomes,
strengthening perceived employability value and supporting ROI focused
decision making identified in secondary research.

Content pillars should include:

Postgraduate career progression stories
“Day in the life" employability features

Conversion journeys
Informal campus and city lifestyle
content

VFigure 45: SM Content Pillars

Postgraduate students should act as digital ambassadors, producing first
person content to increase relatability and reduce perceived risk. A structured
content calendar and performance tracking should support continuous
optimisation.
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NUBS own TikTok

|
]
]
]

Newcastle

Business School

NUBS_NCL

1223 3445

Editar perfil

R

Music starts on TikTok: charting talent & rising

trends # TikTokMusic

II Figure 46: NUBS TikTok
Mock-up

Daily uploads

\

Career
progression

"% WORKING IN
=% M ARKETING AT

ncl_busines \
Working day in the life of a former student who complete§a
Digital Marketing MSc at NUBS !I!

\
A Q @ O \

Figure 47. NUBS
Instagram DITL Mock-up \

\

Student ambassador

content

Authentic and peer-
led content
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6.5.2.2 WeChat Strategy (International markets - China)

Given Chinas' continued importance within
the UK postgraduate market, NUBS should
strengthen its existing WeChat presence.
WeChat is central to overseas study
information exchange among Chinese
students. Our secondary research also
indicated a stronger preference for visual cues
and interactive features over text-heavy
messaging.

NUBS should utilise its verified WeChat account to:
e Share short form postgraduate student stories and academic introductions
e Deliver home - language communication where appropriate
e Host interactive Q+A sessions within WeChat groups

e Promote employability outcomes and programme clarity

Figure 48: WeChat Benefits

In line with the social media mock ups, visual and video-led storytelling
should be prioritised over long text based updates. Embedding short
academic introductions and postgraduate testimonial clips will humanise
the institution and increase familiarity for International audiences. By
localising messaging, prioritising visual engagement and facilitating direct
interaction, NUBS can strengthen credibility, increase engagement and
improve postgraduate acquisition in key Asian markets.

R

WeChat
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6.5.2.3 Digital Humanisation of Postgraduate Course Pages

We recommend that NUBS enhance

Q postgraduate  taught  webpages by
ﬁemo“ embedding short form video content
prominently within course landing pages,

as illustrated in the mock up (Figure 32).

Beneath the main call to action section,

K /, three video-led areas titled ‘Meet Your
S - Programme Leader’, ‘Meet the Lecturers’
: and ‘Postgraduate Student Stories’ would

$ | provide immediate and accessible insight

into the postgraduate experience.

The programme leader videos would offer concise introductions covering
course structure, assessment style, industry relevance and career outcomes.
The lecturer section would feature short informal clips introducing teaching
approach, research interests and personality, helping to humanise academic
staff and reduce perceived institutional distance. Postgraduate student
stories, including testimonial and day in the life content, would highlight lived
experience and career progression.

This structure strengthens clarity and emotional engagement at a key
decision stage. Primary interview findings revealed strong positive reactions,
particularly from international students, to informal and relatable video
content, suggesting that human centred storytelling enhances familiarity,
trust and confidence. Overall, these enhancements aim to reduce uncertainty
and improve website to application conversion rates.
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Informal meet the lecturer clips

Our
People

For Alumni

Business

Business About Research

School Us

S udy
w.thus

EZ3Newcastle
&/ University

# Newcastle University > Newcastle University Business Scho | > Studywithus > Our Programmes > Postgraduate Taught

Postgraduate Taught (Master's)
Degrees

Advance your career. Develop valuable einployability skills. Discover your academic potential
Study your Master's degree at Newcastle University Business School

Download a prospectus > Register Vour interest >

PRME RUSSELL

AACSL GROUP

ACCREDITR

)

o

-0
=

Meet Your Programme Leader >

Watch short introduction videos from
Programme Leaders covering course structure,
assessment styles, industry relevance and
career pathways - so you know exactly what
you'll study and where it can take you.

Meet the lecturers >

Explore bite-sized videos introducing our
lecturers beyond the lecture theatre. Learn
about their teaching styles, industry
experiences and research interests as well
as personal interests .

Postgraduate Student Stories )

Discover real stories from NUBS postgraduates
and explore how their degrees shaped their
careers. See where amasters at NUBS can take
you , from graduation to global opportunities

a

| Figure 49: Humanisation of course landing page

Short introduction videos from

programme leaders

—_—_

Ex student testimonial videos
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6.6 Marketing Mix

People
Findings indicate students prefer
authentic peer perspectives over
corporate style content. NUBS
should therefore utilise student
ambassadors, collaborate with
societies and introduce informal
lecturer videos to humanise the
brand. Embedding real student and
alumni stories strengthens
emotional connection and increases

; http://
Promotion

To boost postgraduate
recruitment, NUBS should
prioritise personalised, peer-led
digital promotion. Targeted UCAS
emails, short-form Instagram and
TikTok content, and stronger
WeChat engagement combined
with clear messaging around
employability and the 20% alumni
discount, will help increase

the likelihood of postgraduate

applicates.

applications.

Process
Improving communication processes

will enhance efficiency and reduce
email fatigue. Collecting
postgraduate intentions via short
surveys and segmenting mailing lists
enables more relevant messaging.
Structured email nurture sequences
and CRM tracking allows NUBS to
optimise timing, personalisation and
performance. This data led approach
strengthens engagement and
improves postgraduate conversion
outcomes.

Figure 50: Recommendation One Marketing Mix

‘/( Improve Communication )\

( Segment Mailing List

Short Surveys

) (

Figure 51: Communication Methods
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6.7 Testing

N
N

( social Listening and Engagement Analysis

The effectiveness of communications should be
evaluated via engagement monitoring and sentiment
analysis. As postgraduate study is a high involvement
decision, peer validation is critical. Therefore, likes, shares,
saves, comments, direct messages and Q+A participation
across all platforms should be tracked. High
engagement levels will indicate stronger peer resonance
and trust-building, whereas low interaction levels
suggest overly formal messaging or less relevance. By
assessing which  themes generate the most
engagement, NUBS can prioritise the most effective
content. This ensures that digital communication
remains strategically aligned with postgraduate

recruitment objectives.

\.

Conversion Tracking and CRM Analytics

Structured funnel tracking via CRM systems and website
analytics should be implemented to monitor student
progression from awareness to enrolment, providing a
clearer understanding of where students disengage in the
postgraduate consideration journey. Key stages should
include email/social media exposure, website visits,
prospectus downloads, event registrations, application
starts/completions. By analysing drop-off points, NUBS can
refine timing and content of follow up communications,
strengthening the process element of the marketing mix by
improving communication efficiency, reducing unnecessary

®

repetition and optimising conversions.

-
A/B Testing

NUBS should test variations of digital coommunications to
determine what messaging is most effective. This will
allow for evidence-based decisions instead of relying on
assumptions. Two versions of email subject lines and
Canvas banners should be distributed to equal audience
segments. Performance can then be measured through
open rates, CTR and website visits. If one version
consistently outperforms the other, this should become
the primary method. Testing should be continuous to
ensure messaging evolves with changing student
preferences. A/B testing will reduce risk, increase
efficiency and ensure promotion remains optimised and
data-driven.
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6.8 Budget

For the internal university digital marketing communications, NUBS can use

their existing

infrastructure to fullfil this recommendation. Budget

considerations are listed below, but fortnuatley most required tools are free to

use.

I T

Email Marketing

Social Media
Marketing

Marketing Team Staff
Costs

Infographic Creation

Microsoft Office Free- already in use at NUBS
Instagram//Tiktok/ Free to use, with option for
WeChat paid ads/boosts

£13.88 per hour (based off
average freelance marketer
hourly rate (Payscale, 2026))

Newcastle University
Business School

Free to use, with option for
Canva Pro version (£100 per year
(Canva, 2025))

Table 1: Recommendation One Budget
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6.9 Time Frame

Immediate

e Launch digital
marketing
communication
without delay.

o Capture current
second- and
final-year
undergraduates
within the
existing
academic cycle.

e Prevent lost
progression
opportunities
due to delayed
engagement.

Internal

e September—

October: Start of
academic year,
students
reassess goals

and future plans.

January-
February: Post
first-semester
exams;
increased
reflection on
progression
options.

March-May:
Dissertation and
final exam
period;
heightened
consideration of
postgraduate
study.

External

Late Second Year
Early Third Year:

e Trigger UCAS
re-
engagement
emails when
students begin
exploring
future options.

e Maintain
consistent
outreach to
ensure early
consideration
of NUBS.

Figure 52: Recommendation One Time Frame

Ongoing

e Instagram &
TikTok:
Continuous
short-form
content to
sustain
algorithm
visibility and
brand
familiarity.

o« WeChat: Align
communicatio
n with
international
application
cycles and
funding
deadlines.

77




6.10 Internal SMART Objectives

SMART

DEFINITION

NUBS will implement intention-based email
segmentation, peer-led social media promotion,
ambassador blogs and targeted Canvas banners
for second and final year undergraduate

Specific

Achieve a 15% increase in postgraduate application
within 12 months, supported by email open rates, and

Measurable social media engagement metrics.

Data-led segmentation, continuous testing and
increased visibility at key decision-making
points makes this target realistic

Achievable

Relevant Supports NUBS aim to improve internal
retention and postgraduate recruitment

growth.

Time-Bound

One academic year, with quarterly
performance reviews.

Figure 53: Recommendation One Internal SMART Objectives
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6.11 External SMART Objectives

SMART

Figure 54: Recommendation One External SMART Objectives
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6.12 Benefits

oo

oo

oo

oo

Integrated multi-channel strategy

Combines email, social media, website and Canvas
touchpoints to increase visibility across the full
postgraduate decision journey and reduce reliance on a
signal channel.

Strong targeting and segmentation

Use of UCAS data, CRM tracking and intention-based
segmentation increases message relevance, reduced
email fatigue and improves conversion potential.

Peer-led authenticity and trust

Student ambassadors, society collaboration and
testimonial videos enhance credibility, aligning with
research that peer influence is more persuasive than
institutional messaging.

Improved perceived Return On Investment

Clear communication of employability outcomes,
industry relevance and career progression strengthens
postgraduate value perception in a cost-sensitive
market.

Figure 55: Recommendation One Benefits
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©6.13 Limitations

Conversion Attribution Complexity

)xﬂ Engagement metrics like views, likes and clicks don't
7\’ always directly translate into application submissions,

making precise ROl measurement challenging.

Digital saturation risk

Increased activity across multiple channels may contribute

)x# to content overload if message frequency and
7\’ coordination are not carefully managed.

Resource and coordination demands

)x# Sustaining student ambassador participation and cross
,\’ channel integration requires ongoing staffing time and

oversight.

External market constraints

% Digital marketing enhancements cant fully overcome
7\’ structural barriers such as tuition costs, visa policy

uncertainty or labour market volatility.

Figure 56: Recommendation One Limitations
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Recommendation 2: Medium Term, Omnichannel
Employability & Conversion Campaign

7.1 Introduction

A SWOT analysis, based on credible consumer research and secondary data,
suggested that NUBS admissions should utilise their employability
capabilities in response to the graduate labour market ‘crisis’ (Surguy, 2025).
Doing so would propose a higher ROI for prospective students, as PGT study
in business fields gives applicants an opportunity to differentiate themselves
from other candidates, in a competitively saturated environment. The
abundant increase in literature and research into the graduate job market
and student employability, positions this theme at the forefront of university
considerations and priorities (Wahab et al, 2024), and consequently
accentuates the long-term rewards of PG business qualifications.

Graduate Labour Market Pressure

High Competition + Credential Inflation

NUBS Employability Strength

Higher ROI + Differentiation

Figure 57: Leveraging employability as a competitive advantage
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7.2 Research Insights

Employability Research

When interviewing NU staff
members, NUBS's employability
resources and extracurricular
activities were highlighted as a
‘competitive advantage’ of NUBS.
More specifically, for those
pursuing a conversion Business PG
course, their master's degree is
said to boost employability and
‘add another string to their bow'.

Furthermore, students shared that
their motivations to study PG were
based around ‘professional
progression’. While quantitative
data revealed that employability
and enhanced career prospects
are commonly perceived as a
baseline in comparison to other
decison-making factors when
considering PGT studly.

Despite these varying
perspectives, they synthesize to
depict employability as a central
consideration, at a baseline level or
as a driving motivator.

Conversion Awareness
Research

Historical data revealed that most
students intending to study a
business conversion course at a PG
level came from Engineering,
Social Sciences or Media and
Communications UG backgrounds,
followed by Law, Languages and
Humanities, making students from
these cohort's important target
segments (Savanta, 2025), as
shown in Consumer Profiles in
Section 3.

However, quantitative data
revealed that a combined 66% of
respondents were unaware of the

concept of conversion courses, but
upon explanation 28% said they
would be interested in conversion
pathways. This highlights a major
knowledge gap, presumably
caused by a lack of resonating
communications or not receiving
communications from NUBS.

Similarly, open-ended questions
within Elevate Consultancy's
guestionnaire reported thoughts
that there was a lack of
information shared to those
outside of the business school, and
suggestions were made to
increase communications with
other schools.

Figure 58: Recommendation Two Research Insights
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7.3 Data From Questionnaire To Support Recommendation 2

How aware are you that some postgraduate degrees are ‘conversion’ courses? (They take you from
having no knowledge of a subject into having a deep understanding of it. Other post graduate
degrees require you to study at Undergraduate)

30

Frequency

10

Highly Unaware Neutral Somewhat Highly aware Know of the
unaware aware term but not
any details

Figure 59 - Data exported IBM SPSS Statistics

This primary research finding support Recommendation 2 by
demonstrating low awareness of postgraduate conversion courses among
respondents. This highlighting a knowledge gap that NUBS should address
through omnichannel employability and conversion campaign to attract
students from diverse undergraduate backgrounds.
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7.4 Recommendation Outline

A proactive and recommended response to this research is to launch a
medium-term employability campaign, targeting students outside of the
NUBS school, educating students of the benefits of a business PG conversion
course. Whilst supporting the wider aim of raising awareness, this
recommendation utilises NUBS existing employability resources and
capabilities, making the campaign a cost-effective response as it builds on
existing value propositions.

This recommendation targets preexisting undergraduate students specifically,
using a retention strategy. Retention strategies have been identified as
favourable by internal staff, and supported by secondary research as optimal,
as students have already entered the enrolment funnel by expressing interest
at UG level. The crucial aspect of encouraging further funnel progression, and
ultimately enrolment, is ‘targeted communication’ with ‘detailed’ information
(Merritt, Francomano and Garcia, 2020).

Targeting communication within Elevate Consultancy’s recommendation
consists of:

. Q&A with current conversion

students, explaining what a
conversion is and the

application processes from a
student perspective.

e Alumnioutcome talks: ‘Hall of °
Fame’ series. Transparancy
regarding salary and career

progression where able.

Collaborative workshops and
events between opportunistic @
key subject groups. For example, %

‘Business After Engineering’

Displays of graduate outcomes, |Z
employer partnerships and
career pathway visual content.

Figure 60: Recommendation 2 Details
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7.4.1 Visual Content and Display Ads: Mock-up

Using student-friendly
terminology

Not a ‘panic masters’'.
A strategic one.

Study PG Conversion courses with
Newcastle University Business School and

work alongside our business partners.

Newca stle | Business
‘&’ University | School

\

| \
| \
| \
I Place NUBS business

Logos from reputable partners at the forefront

employer partnerships

Figure 61: Recommendation 2 Display Ad Mock-up
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7.4.2 Phase 1. Awareness and Comprehension

7.4.2.1 Visual content marketing

The mock-ups provided, seen in the following pages, are examples of visual
content that can be used as display ads around campus or alternatively on
social media platforms. Students outside of the business school expressed
uncertainty surrounding NUBS' available courses, and conversion courses as a
whole. Ultimately, this means that students can't visualise the employment
outcomes of Business PG conversion courses or perceive a return on
investment, in turn deterring applicants. While research shows that NUBS'
employability is a strong differentiator, their outcomes, partnerships, and
statistics aren't explicitly advertised. The following mock-ups transparently
state the salary percentage increase, partnership opportunities and career
trajectories whilst simultaneously addressing common student concerns.

7.4.2.2 Q&As with current conversion students

Focus groups with current internal students showed that students prefer
other student perspectives as it felt ‘more personal and realistic’, as opposed
to from a university perspective where it feels ‘as if they are trying to sell
something to you'. This is reiterated in secondary research, whereby student-
generated content is considered more credible, due to its ‘lower perceived
persuasive content’ (Pareek and Goncalves, 2024). Hosting Q&As with current
conversion students would create student awareness and understanding of
conversion courses in a unpressurised and informal environment. Giving
students a casual space to ask questions and raise concerns reduces
informational opacity and strengthens perceived authenticity. These sessions
should be positioned as informal and discussion-based, rather than sales
presentations and encourage the leading student to speak with transparency
and anecdotally.
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7.4.3 Visual Content and Display Ads:. Mock-up 1

Concise value proposition aligned with
employability narrative

\

@Newcas_tle Business
¥/ University | School

Different degree.
Broader career.

Thinking about your next move?
Hear from current students who made the
switch in our student-led Q&A session.
Scan below to register your interest:

Uses QR codes a direct digital
touchpoint, supports measurable
engagement

Call to action- behavioural prompt

Figure 62: Recommendation 2 Display Ad Mock-up 2
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7.4.4 Visual Content and Display Ads: Mock-up

Strong outcome focused headline, Call to action badge

emphasising tangible returns I

23 Newcastle | Business
%/ University | School

Visual
Hierarchy -
Large
percentage

it -—= figures for
nmaximum

o for those who study
Business :
5.2% T
degrees.
..more likely to hold a professional

o occupation 15 months after
o graduation compared to
undergrads.

®oQYvY

I

I \

| \

I Transparency regarding
salary, career progression

Utilises statistics as quantitative and graduate outcomes
evidence to increase credibility

Figure 63: Recommendation 2 Display Ad Mock-up 3
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7.4.5 Phase 2. Generating Interest

Embedded Faculty Outreach

Embedding timetabled, discipline-specific employability sessions within
programmes such as Social Sciences, Engineering and Humanities would
allow NUBS to allocate resources strategically while reducing participation
barriers. Integrating workshops into academic schedules increases
attendance among target audiences and supports efficient internal
progression.

Targeted Progression Communication

Sessions should be tailored to disciplinary knowledge and career pathways,
clearly outlining eligibility and course prerequisites while addressing
common misconceptions. Research suggests that personalised and detailed
communication reduces decision effort, increases attention and builds
institutional trust (Weidig, Weippert and Kuehnl, 2024).

Industry-Led Engagement & Community

Involving industry partners would further enhance credibility and aspirational
appeal, demonstrating how postgraduate business study translates into
sector-specific career outcomes. Bringing together like-minded students also
supports postgraduate-oriented social engagement, which has been shown
to strengthen retention and progression intentions (Humphrey and
McCarthy, 1999; Tight, 2020).

T O W
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7.4.6 Phase 3: Conversion

Panel Structure and Representation

Panels should feature alumni from a range of academic and professional
backgrounds to reflect the diverse nature of conversion courses. Participants
should hold industry-specific roles to demonstrate tangible postgraduate
outcomes. A recommended structure is to feature three alumni per session,
each delivering a 15-minute presentation outlining their personal journey,
followed by an informal Q&A session to encourage student engagement.

Discussion Themes and Content

Alumni should discuss their undergraduate background, the postgraduate
business course they converted to, and the motivations behind their decision.
Additional discussion points should include initial concerns, financial
considerations, skills and acumen gained, career progression, and current
professional roles. Participants should be encouraged to adopt an honest and
transparent approach, offering anecdotal insights and practical advice to
prospective students.

Promotion and Communication Strategy

These sessions should be promoted through a multichannel approach,
including Instagram, LinkedIn, and website communications, to maximise
reach and engagement. See following pages for mock-up examples.
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7.4."7 Phase 3. Mock-up

‘Where It Leads'- Forward-
looking, aspirational framing

\

?Newcastle Business
University | School

27 |

WHERE IT LEADS:
NUBS PG ALUMNI INSIGHTS

;’“\- Financial Analyst @
. HSBC

“| LEAH
" Z&_ CLAY
_.a

Communications
Consultant @ Amazon

',a.’f;l, -
FINLAY z

BODDY

Senior Consuitant @
Deloitte

LAURENCE
BREEN

Alumni profiles demonstrate

Employment at globall
diverse UG and PG backgrounds ey < v

recognised organisations

Figure 64: Recommendation 2 Display Ad Mock-up 4
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7.4.8 KPIs

Elevate Consultancy suggests that the following KPIs are used to measure
and monitor the success of the Conversion X Employability campaign. This
ensures that resources are being applied efficiently and not wasted.

Workshop and Internal PG Business Student
Extracurricular Progression Conversion Awareness of
Attendance Rate Application Conversion

Growth Courses

Increase in Employability

Conversion Confidence
Enquiries Score

Figure 65: Recommendation 2 KPIs
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7.4.9 Budgeting

The costs outlines below are estimates and assume the utilisation of
existing university resources and infrastructure.

Task

Platform

Collaborative

Staff-led - Free
Workshops &

Student Ambassador Led -

Events £14.12/hr (Newcastle
University, 2026)
Canva Free - Free
Visual Canva Pro - £100/pppy
Content (Canva, 2025)
& Display Ads Boosted Posts - £0.50-£1.00
per click (Social Rails, 2026)
LinkedIn - Free (LinkedIn Plus,
already subscribed)
Alumni Hall of Virtual - Free (Teams, Zoom
Fame Series etc.)
In-person - £50pppd (Based on
average travel and food costs)
Engagement Growth Plus Subscription -
Tracking (QR £750/yr (Dynamic Redirects,
Codes / Geolocation Heatmaps, and
Physical FlowID Tracking) (FlowCode,
Touchpoints)

2026)

Table 2: Recommendation 2 Budget
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9.0 Recommendation Three Medium Term:
Enhancing Awareness and Access to Information

8.1 Introduction

NUBS must ensure that postgraduate information is delivered at the
appropriate stage of the student customer journey to maximise awareness and
support informed decision-making. By aligning communications with key
decision points, such as the final year of undergraduate study, NUBS can
increase consideration and improve the quality of applications. Positioning
postgraduate study as a natural progression from undergraduate education
will also strengthen NUBS' strategic positioning by reinforcing brand
continuity. More effective targeting in physical student hotspots (e.g., Philip
Robinson Library Cafe, Jesmond bars) will ensure messaging is more relevant,
improving awareness of internal progression incentives, such as alumni
discounts, while reinforcing the University's strategic values.

This recommendation directly addresses our outlined research objective
of:

To explore and identify effective channels of communication and
marketing techniques that resonate with prospective PG students.
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8.2 Research Insights

Secondary Research

According to Romdhane et. al.
(2025), Since
"hyper(dis)connected" students
are often disengaged by formal
mMass messaging, institutional
credibility is best established
through interactive, peer-led
storytelling (ambassadors and
alumni) which significantly
strengthens emotional trust and
sense of belonging.

Disadvantaged students are less
likely to view postgraduate study
as a "strategic financial
investment." To prevent the
"qualification ladder" from being
reserved for privileged cohorts,
universities must act as an
"information bridge" regarding
financial practicalities and
discounts (Social Mobility
Commission, 2023; Russell Group,
2025; Lowe, 2023).

Effective recruitment relies on
"signal strength" (clarity and
prominence) and "channel width"
(reach and variety of platforms).
This suggests that high-value
messages, such as the 20% alumni
discount, must move beyond
over-saturated traditional
channels like email inboxes to be
successfully received by the target

audience (Nasirov and Joshi, 2023).

Primary Research

Primary research indicates that
students find physical point-of-
experience marketing more
engaging, such as QR codes and
posters around the business
school, as opposed to ‘over-
saturated’ email marketing.

A timing misalignment is
prevalent between
communication from the
University and its students
regarding postgraduate
programmes-information shared
is often perceived as ‘too little too
late’ as students believe they are
‘out of time’ or already know their
postgraduate intentions, such as
employment.

Students find physical "point-of-
experience" marketing, such as
QR codes on posters within the
Business School building,
significantly more engaging and
effective than digital
communication.

There is a critical lack of
awareness regarding the 20%
alumni discount; only 8% of
current Newcastle University
students interviewed were aware
of the Alumni Discount
beforehand. This acts as a
deterrent to student’s facing
financial barriers to postgraduate
study.

Figure 66: Recommendation 3 Research Insights
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8.3 Data From Online Questionnaire to Support Recommendation 3

Q29 Are you aware that there is a 20% Alumni Discount for current/past Newcastle University students on all Newcastle University ...

Figure 67 - Data exported IBM SPSS Statistics

The primary research findings support Recommendation 3 by highlighting the
lack of awareness of Newcastle University's 20% alumni discount among
respondents. The majority of participants reported that they were unaware of
this incentive, indicating a clear information gap. This suggests that NUBS
should strengthen communication and visibility of the alumni discount to
encourage undergraduate students to remain at Newcastle for postgraduate
study.
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8.4 Current Physical Marketing Channels at NUBS

NUBS currently offers Education agents, offering prospective students
support throughout the application process through assistance and
counselling (Newcastle University, 2024). However, timing of
communications for postgraduate study is currently misaligned with the
application process, considered ‘too little too late' for UG students. This
directly impacts the application process, leaving students unaware of key
support mechanisms, including alumni discounts and available
guidance.

NUBS are yet to capitalise on the importance of peer influence
throughout the decision-making process. Prospective postgraduate
students often place greater trust in the experiences and
recommendations of other students than in institutional marketing
‘selling it to you'.

MARKETING IS
‘TOO LITTLE , MEIEE , MAEE%QMMH
TOOLATE Ma?ketmg %&ﬂ Marketing in stu:ent social
More previous student | @gg Auth@ntéc spaces \J

awareness!

\%\sg& RPN QEURTT e THER PO YT T g
> L W=y Y% > ™ § = B = AR = e W § = >

- S amEmEmay - = = SN

Better Marketing Location  End of 2™ Year Marketing for
Post-graduate talks ineffective Postgraduate

Figure 68: NUBS Current Marketing Channels
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8.5 Recommendation

Drawing on both primary and secondary research findings, this
recommendation has been structured into two sections to allow for a more
in-depth analysis of strategies to enhance information awareness and bridge
the gap between awareness and application.

Short-Term

Medium-Term

8.5.1 Short-Term Objectives

8.5.1.1 Target Marketing to specific student locations and

environments.
Beyond the internal university campus, attractive

student-populated areas that could encourage internal
progression to postgraduate study remain underutilised
and are not currently targeted by NUBS. When
contextualised among our quantitative research (online
- questionnaire), less than five percent of students
| reported being ‘very familiar’ with NUBS PGT
programmes.

NUBS must therefore engage the student population through high-visibility
imagery in prime student locations to increase awareness and strengthen
consideration of postgraduate study. Jesmond, Heaton and Sandyford are
prime areas to capture attention within cafes, sparking conversations with
other students which is a core mentor influencing student post-graduate
intentions.

Other schools within the university should also be positioned as prime
channels for promoting internal progression, particularly where conversion
rates are high, such as the School of Psychology, the School of Natural and
Environmental Sciences, and the School of Law. Marketing efforts should be
tailored specifically to each school to make the messaging more engaging
and have greater impact.
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8.5.1.2 Improve Awareness of Alumni Discount

In order to increase student awareness surrounding the alumni discount
programme, Elevate Consultancy have recommended the following
short-term objectives:

Interactive Pop-up Events

Host interactive post-grad study events in high-traffic areas like the
Philip Robinson Library or Jesmond, breaking through "email
fatigue" by providing funding information via physical, face-to-face
interactions that modern "hyper(dis)connected" students value
over mass digital messaging.

Digital Information Architecture

Relocate the information surrounding the 20% alumni discount
from deep sub-pages to the primary ‘Fees & Funding' landing page
and course headers, reducing the click-depth to find financial
support. Given primary research has indicated that a discount is
influential in post-graduate progression, this implementation may
increase the number of students investigating postgraduate study
options further.

Incentivised Awareness Building

To break through digital noise, student ambassadors should
facilitate a brief, interactive quiz at physical pop-ups. Students who
correctly answer questions-such as those regarding the 20%
alumni discount-earn a NUBS café voucher, transforming a passive
topic into an active learning experience.

FUEL YOUR FUTURE [=]:5

1x Complimentary Hot Drink O

Scan to learn more about
PG Funding & Discounts

Redeemable at NUBS Cafe
(Ground Floor)

Figure 69: Mock up voucher for quiz winners
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8.5.2 Medium Term Objectives

8.5.2.1 Aligh Postgraduate Communications with the Application
Cycle

Elevate consultancy recommend to improve the timing of postgraduate
engagement, NUBS must:

Introduce early awareness campaigns during second year, focused on
postgraduate pathways and benefits. This should include targeted email
marketing to current Newcastle second-year students, highlighting the
alumni discount and postgraduate success stories. Engaging students at
the initial awareness stage increases the influence of the decision-making
process, before decisions become finalised.

To improve communication, NUBS must offer personalised guidance from
academic staff and study agents to help inform students on scholarships
and funding. By maintaining a structured network of contacts; including
alumni and current postgraduate students, peer-to-peer engagement with
prospective applicants will be improved. An opt-in Alumni Contact
Programme would also enable past students to support outreach efforts,
showcasing authentic student experiences.

Hey Guys! Has anyone in
here done a post grad in
Finance MSc course
reference 514DF. Any help
would be much
appreciated.

Yes! | have private
messaged you!

QWERTYU I OFP
A SDFGHJKL

4 ZXCVBNMSEE

123 @ \Q} space return

Figure 70: Alumni Chat Mock-Up
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8.5.2.2 Mock-up

Timing of communications: Focusing on
second-year students will better align
marketing with postgraduate decision-
making and application cycles.

Specific to the

University
832 Newcastle School to
wUmvermty promote

. internal
Business School

progression.

CALLING 2"° YEAR LAW

STUDENTS!
Alumni
discount
20% ALUMNI marketing is
currently
DISCOU NT ineffective,
GRADUATE DISCOUNT limiting
DEDUCTION FROM YOUR awareness.

TUITION FEES.

NUBS SUCCESS STORIES:

SIS

. — -

a]iifa

Student testimonials are a highly
effective persuasion tool.

Figure 71: Mock up of Law School Direct Marketing Poster
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8.6 Implementation

Application
Stage (Late
Final Year)

Consideration
stage (Early
final year)

Awareness o
Decision Stage

(Mid Final Year)

Stage (Year 2
— Early Year 3)

Marketing Focus: Marketing Focus: Marketing Focus: Marketing Focus:

e Promote e Alumni e Application e ‘Apply Now'
career discount and Support Messaging.
outcomes funding e Personalised e Alumni

e Introduction support Progression Discount
to different Promote Advice Reminders
progression success e Offer holder
routes e.g stories from engagement
Law to past students  Channels:

Business Channels:
¢ One-to-one
Channels: Channels: support e Conversion
Tutor support events

e |In-lecture Programme and e Peer
promotions webinars recommenda ambassador

e Targeted Open days tions outreach
posters Student Targeted
around testimonials digital
university outreach
schools

® .’""""? ?

_------_-J

---------4

Figure 72: Recommendation 3 Implementation
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8.7 Marketing Mix

Physical Evidence

Promotional materials should be
tailored to individual subjects across
the university campus to create
more relevant touchpoints. Aligning
messaging with students’
undergraduate disciplines is likely to
strengthen engagement and
relevance (see Figure 71). High-
visibility student social spaces
beyond academic settings are
valuable to enable outreach to a
broader student population.

Promotion

The student population is highly
responsive to promotional activity.
Raising awareness of the 20%
alumni tuition fee discount is critical
to supporting undergraduates to
postgraduate progression.
Showcasing alumni experiences
and outcomes is also a key
promotional resource particularly
for students who value peer insight
when making study decisions.

Price

Elevate Consultancy found that
students are more willing to consider
postgraduate study when the alumni
discount is clearly presented to them.
This 20% loyalty discount significantly
reduces tuition fees and makes further
study more financially accessible.
However, this discounted pricing
strategy is currently underutilised in
NUBS' marketing, with many students
unaware of the benefits of remaining
loyal to their UG university for PG study.

Figure 73: Recommendation 3 Marketing Mix
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8.8 SMART Objectives

Figure 74: Recommendation 3 SMART Objectives
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8.9 Testing

Testing must be implemented prior to launch to monitor engagement levels
and gather baseline statistics.

Trialling events and feedback

Trial the introduction of the Alumni Contact Programme through study
agents and assess the number of students willing to participate. .

Testing Poster Locations

At first, keep the posters the same across locations for around 2 weeks to 9

gather a baseline of QR engagement, then tailor the poster to specific
schools around the campus to compare results. QD

Figure 75: Recommendation 3 Testing
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8.10 Benefits

Strong Targeting Approach

’xﬁ Increases the relevance around NUBS and their post-
7‘(’ graduate offerings potential to increase conversion

pathways.

Early awareness builds long-term interest

ﬁ l Eﬁa Second-year engagement increases familiarity with

post-graduate options before decisions are finalised.

Strengthens Internal Progression

%’ Helps position post-graduate study as a natural

progression, rather than a ‘panic’, last-minute choice.

Credibility of Alumni influence
)xﬁ Builds trust in the messaging and is often more
,\’ influential than institution-led marketing.

Figure 76: Recommendation 3 Benefits
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8.11 Limitations

N

AT

AT

AT

Over-reliance on Physical Promotion
Can be easily ignhored and lost in busy campus

environments. Digital engagement is preferred for
student demographics.

Timing Risks
Early promotions for second-year students may cause

message fatigue if they are not yet considering post-
graduate options.

Alumni Engagement Challenges
Requires thorough relationship management to

reduce misinformation and encourage informative
relationship exchanges.

Resource Intensity

Requires collaboration between study agents, alumni
and marketing teams to tailor indivitaul posters/flyers.

Figure 77: Recommendation 3 Limitations

110




8.12 Budget

Physical Marketing

Elevate Consultancy supports the use of Canva graphic design software to
produce visually appealing and professional posters and flyers. To ensure each
design is coherent and meets the standards required for distribution across
Newcastle University campus, a standard marketing wage has been
incorporated to outline the staff costs associated with developing these
materials. Once the designs have been produced to an appropriate quality,
Elevate Consultancy suggest placing high-volume print orders to benefit from
economies of scale and reduce overall production costs.

Canva £100 / year (Canva, 2024)
Software

£31.49 - £0.04 each / 1000 units
Flyers (Vistaprint, 2026)

£59.99 - £0.60 each / 100 units
Posters (Vistaprint, 2026)

£12.21/hr (average) in Newcastle-upon-

Marketing
t Indeed, 2026
Wage yne (Indee )
Study Agent Hong Kong: $12.0200t206$17.95/hr (Jobsdb,
Wage )

UK: £12.21/hr (Indeed, 2026)

Table 3: Recommendation Three Budget

111



Recommendation Four:

Long Term:
Embedding Market-Responsive
Portfolio Processes




9.0 Recommendation 4. Long Term, Embedding Market-
Responsive Portfolio Processes

9.1 Introduction

Primary research gathered from internal staff members and current market
data suggests a need for long-term strategy within NUBS in order to generate
a culture of innovation and alignment with market demand. Furthermore, the
competitor review and benchmarks suggest that in order to maintain industry
advantage, NUBS must develop a more dynamic approach to course
development, rather than the current ‘slow’ and ‘rigid’ process of programme
implementation.

This recommendation dominantly fulfils the initial research objective of:

To investigate how best to optimise the future portfolio of NUBS PG course
offerings to ensure growth and optimal conversion levels.

What is NUBS current approach to portfolio development?

NUBS currently operates under systems and processes that have

been deemed ‘slow’ and ‘rigid’, having to submit desired changes

a year in advance and at busy times of teaching. This hinders

creative innovation and prevents NUBS from being able to

compete with more progressive and dynamic universities where a
‘ ‘plug-in" module approach is used.

What Next?

Institutionalise a culture off continuous, data-informed portfolio
progression that ensures postgraduate programmes align with:

Labour market demand and industry expectations
Skill shortages

Student demand

Emerging contemporary advancements
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9.2 Strategic Rationale and Research Insights

Secondary Research
& Literature

Al is redefining how we educate
the next generation, programmes
must integrate Al education
otherwise they risk becoming
obsolete (Cremer and Chan, 2025).

Technology-focused enterprise
topics are now a top priority for
business schools (Leckrone, 2025)

Industry forecasts indicate
employment demand is likely to be
concentrated in digital and
technology sectors between now
and 2030.

Identified growing relevance of
artificial-intelligence related
industries. For business schools,
alignment with these high-growth
sectors is attractive, as they will
strengthen graduate employability.

Exeter offers a narrower range of
specialist programmes, particularly
in high-growth areas such as data
analytics, digital marketing and
fintech.

Employers favour skills in artificial
intelligence, analytics, and green
industries (Cremer & Chan, 2025;
PwC, 2024)

Primary Research

e Themes regarding institutional
barriers to progression emerged
mainly from in-depth, on-to-one
interviews with staff members. The
following quotes support the
suggested implications:

‘One of the barriers that we have to
curriculum design and being
innovative is that the systems and
processes in the university are super
slow.’

‘It takes anywhere from 18 months to a
year.... So it's very slow.’

‘Going forward, Al—big things'

‘The data that we get from the
insights team is probably a little bit
out of date by the time it gets to us'’

Responses from open-ended
guestions within the questionnaire
also revealed that a barrier to study
was ‘exposure of options available
course and subject wise.'

Figure 78: Recommendation 4 Research Insights




9.3 Recommendations and Key Features

Elevate Consultancy’s primary and secondary research findings indicate that
there are institutional barriers to innovative portfolio progression within NUBS
and NU as a whole. In order to attract domestic and international students, it
is essential that NUBS bridges the gap between current student demand and
postgraduate programmes. It can be recommended that this can be
achieved through revisiting the naming of courses to be more industry
relevant and specialised. Furthermore, bi-annual reviews of current offerings
and development of new programmes that align with employer expectations.
The key features Ilisted below show a tactical approach to the
recommendation:

Strategic Course Repositioning through Industry-Relevant
Naming

Programme titles should clearly signal contemporary specialisation
and employability from both a student and employer perspective.
For example, MSc Electric Commerce should be renamed MSc
Digital Commerce & Analytics. Clear signalling such as this
enhances students perceived ROl and strengthens their position
among the competitive job market.

Adaptation of Current Course Content and Re-Designing of
Assessments

Employability appeared as a dominant theme among Elevate
Consultancy’s research, more specifically there was primary
research that evidenced a demand for employability-centred
assessments for both UG and PG students. This could involve more
consultancy opportunities and use of industry platforms.
Additionally, modular content should be regularly updated in line
with the wider business environment referencing topics such as
Digital Finance e.g. Fintech and Generative Al.
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Bi-annual Internal Portfolio Reviews

A formalised introduction of bi-annual portfolio reviews, in
collaboration with the student insights team, would enable staff
from different faculties to come together and share their own
experiences and findings. Looking at graduate outcomes, market
trends and forecast reports would create a well-rounded view of
areas for improvement. Furthermore, this collaboration would asisst
in fostering a culture of continuous innovation and critical thinking.

Introduction of New Postgraduate Programmes

NUBS can use a ‘plug-in" approach to creating and launching new
programmes, this would allow them to be more responsive and
dynamic in terms of market changes. NUBS can use existing
modules from different programmes and combine them to create
new, attractive programmes. New programmes should be in high-
growth areas, such as Al & Business Integration, Data Analytics,
Digital Marketing Technologies and Sustainable Business.
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9.4 SMART Objectives

Figure 79: Recommendation 4 SMART Insights
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9.5 Benefits and Outcomes

Improved student perception
of ROI

A

Differentiation against

) Meeting competitive
rivals

. benchmarks, such as
*
‘o Exeter
*
*
L Revenue growth
Increased resonance potential

across home and
international market

Improved
institutional agility

Figure 80: Recommendation 4 Benefits and Outcomes
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9.6 Implementation Timeline

0-6 Months

Develop a stronger
understanding of current
market demand.

6-8 Months
Conduct industry specific

) Review naming of current
market audit.

portfolio based on
research.

8-10 Months More specific and

Embed appropriate and relevant signalling titles.

content into courses e.g. Al,
Analytics, Digital Marketing.
Redesign assessments to be
industry relevant. 10-12 Months
Implement bi-annual
portfolio reviews in
collaboration with

12-18 Months student insights team.

Develop ‘plug-in’
programme/module
architecture.

12-24 Months

Embed continuous
innovation across NUBS.

Figure 81: Recommendation 4 Implementation
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9.7 Limitations

Rigid University Wide Structures

Institutional structures may be hard to uproot as they are
applicable across the university.

Risk of Creating New Programmes in Underexplored
Subjects

While embedding current themes such as Al and digital
analytics enhances relevance, they are highly dynamic and
often have short-lived lifecycles. Therefore, NUBS risks
appearing solely trend-driven, rather than grounded in
academic integrity.

Conflict of Interest between Subject Groups

Programme reviewing and development may cause tensions
between subject groups due to overlapping academic
territories and resource allocation. Certain staff members may
feel that their programme doesn't need developing, or be
passionate about its current status. This could be counter-
productive when trying to create a culture of continuous
innovation and co-creation.

Increase of Staff Workload

The implications of this recommmendation are likely to increase
administrative workload, yet simultaneously take pressure off
DPDs to review their programme off their own accord.
Without additional administrative resources, staff may have
resistance to change.

Figure 82: Recommendation 4 Limitations
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9.8 Indicative Budget

NUBS Specific Secondary Market Audit, using Student Insights Staff

Staff

Staff

Table 4: Recommendation 4 Budget 1
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Renaming of Programmes and Changes to Course content

Task Detall Price

Free - Utilising academic

Academic )
Content development time
Review
» Ditgita: Digital Content Editor -
nfrastructure
Teeie £16.04/hr (Indeed,
2026)
Staff Consultations - Free
Amend UCAS/Programme Website -
Course Titles Administrative Fees (est. £30-£50)
and Entry Prospectus Printing - £227.57 (100
Requirement Books, 40 pages per book
s (Tradeprint, 2026))

Table 5: Recommendation 4 Budget 2

£170 per trademark (Intellectual

Trademarking Property Office, 2026) - online

&L |
ega application
Curriculum £11.44 - £12.71/hr (GOV.UK,
Committee & 2026) - New position,
Quality alternatively free if already
Review employed by University

Table 5: Recommendation Four Budget 2

122



10.0 Bibliography

Abdulazeez, Y., Reppa, I. and Mok, Z.H. (2025) ‘The Experience of Arab International
Students in Universities in the UK', Journal of International Students, 15(3), pp. 227-
242,

Ajzen, I. (1991) ‘The Theory of Planned Behavior’, Organizational Behavior and Human
Decision Processes, 50(2), pp.179-211.

Ali, BJ, and Anwar, G. (2021) ‘Marketing Strategy: Pricing strategies and its influence on
consumer purchasing decision’, International Journal of Rural Development,
Environment and Health Research, 5(2), pp.26-39.

Alsaleh, N.J. (2020) ‘Teaching Critical Thinking Skills: Literature Review’, Turkish Online
Journal of Educational Technology, 19(1), pp. 21-39.

Alshengeeti, H. (2014) ‘Interviewing as a Data Collection Method: A Critical Review/,
English Linguistics Research, 3(1), pp. 39-45.

Anand, A. (2025) ‘Email Marketing and Its Impact on Consumers Engagement/,
Interdisciplinary Research in Management, 1(1), pp. 17-20.

Andrew, J. and McVitty, D. (2025) The Higher Education Policy Landscape. Available
at: https://assets. kpmg.com/content/dam/kpmagsites/uk/pdf/2025/06/wonkhe-higher-
education-policy.pdf (Accessed: 10 October 2025).

Ang, L. and Buttle, F. (2006) ‘Managing for Successful Customer Acquisition: An
Exploration’, Journal of Marketing Management, 22(4), pp. 295-317.

Asmi (2025) If not the US, then where? The changing map of studying abroad for
Indian students. Available at: https://feconomictimes.indiatimes.com/nri/study/us-visa-
if-not-the-us-then-where-the-changing-map-of-studying-abroad-for-indian-
students/articleshow/124469951.cms (Accessed: 16 October 2025).

Astin, AW. (1984) ‘Student Involvement: A Development Theory for Higher Education’,
Journal of College Student Development, 40 (5), pp. 518-529.

Baird, L. (1993) ‘Studying Graduate Student Retention and Degree Attainment:
Resources for Researchers', New Directions for Institutional Research, pp. 81-90.

Barbera, S.A., Berkshire, S.D., Boronat, C.B. and Kennedy, M.H. (2020) ‘Review of
Undergraduate Student Retention and Graduation Since 2010: Patterns, Predictions,
and Recommendations for 2020’, Journal of College Student Retention: Research,
Theory and Practice, 22(2), pp. 227-250.

123



Barbour, R.S. and Schostak, J. (2005) ‘Interviewing and Focus Groups', Research
Methods in the Social Sciences, 1(1), pp. 41-48.

Baxendale, S., Macdonald, E.K. and Wilson, H.N. (2015) ‘The Impact of Different
Touchpoints on Brand Consideration’, Journal of Retailing, 91(2), pp.235-253.

Bean, J.P. and Tinto, V. (1988) ‘Leaving College: Rethinking the Causes and Cures of
Student Attrition’, The Journal of Higher Education (Columbus), 59(6), p. 708.

Beatty, B.L. (2019) ‘Designing A Hybrid-Flexible Course’, Hybrid-Flexible Course Design:
Implementing Student-Directed Hybrid Classes, pp. 1-13.

Becker, G. (1967) ‘Gary Becker's Human Capital: A Review Article’, The Journal of
Human Resources, 2(1), p.97.

Bennett, R. and Ali-Choudhury, R. (2009) ‘Prospective Students’ Perceptions of
University Brands: An Empirical Study'. Journal of Marketing for Higher Education,
19(1), pp.85-107.

Birkin, G., Evans, J. and Moreton, R. (2016) What do Good Outcomes from HE Look
Like?. Available at: https://Mwww.hesa.ac.uk/files/NewDLHE_report_Good-Outcomes-
from-HE.pdf (Accessed: 5 March 2026).

Bloch, R., Mitterle, A. and Seidenschnur, T. (2024) ‘How do Universities Compete?
Introduction to the Special Issue’, Studies in Higher Education, 49(10), pp.1701-1709.

Bobek, S., Zimmermannova, J. and Zabukovsek, S.S. (2023) ‘Special Issue: Technology-
Enabled Interdisciplinary Learning in Economic/Business Studies’, Sustainability, 15(3),

pp. 1-6.

Bokhove, C. and Downey, C. (2018) ‘Automated Generation of “Good Enough”
Transcripts as a First Step to Transcription of Audio-Recorded Data’, Methodological
Innovations, 11(2), p. 1.

Bolton, P., Gower, M. and Lewis J. (2025) International Students in UK Higher
Education. Available at: https://commonslibrary.parliament.uk/research-briefings/cbp-
7976/ (Accessed: 28 November 2025).

Bourdieu, P. and Passeron, J.C. (1990) Reproduction in Education, Society and Culture,

4, London: Sage.

Bradley, H. (2017) “Should | Stay or Should | Go?": Dilemmas and Decisions Among UK
Undergraduates’, European Educational Research Journal, 16(1), pp.30-44.

124



Brashers, D.E. (2001) ‘Communication and Uncertainty Management’, Journal of
Communication, 51(3), pp.477-497.

Breakwell, G.M. (2004) Doing Social Psychology Research, 1, Malden, Mass: Wiley.

British Council (2025) UK Visa Statistics - Overall Growth, but Big Drop in China.
Available at: https://opportunities-insight.britishcouncil.org/short-articles/news/uk-visa-
statistics-overall-growth-big-drop-china (Accessed: 9 February 2026).

Brown, R. and Carasso, H. (2013) Everything for Sale? The Marketisation of UK Higher
Education, Oxfordshire: Routledge.

Bryman, A. (2016) Social Research Methods, 5, Oxford: Oxford University Press.

CABS (2025) Chartered ABS Publishes ‘Business Schools as Engines of Growth,
Opportunity, and Innovation. Available at:
https://charteredabs.org/insights/news/chartered-abs-publishes-business-schools-as-
engines-of-growth-opportunity-and-innovation?.com (Accessed: 7 December 2025).

Campisi, A. (2025) Beyond The Traditional: How Flexible Learning Models Are
Reshaping Higher Education. Available at: https://www.gprsolutions.org/higher-
education-marketing-trends/flexible-learning-in-higher-education/ (Accessed: 5 March
2020).

Canva (2025) Plans and Pricing. Available at: https://www.canva.com/en_gb/pricing/
(Accessed: 18 December 2025).

Cheung, C.M.K. and Thadani, D.R. (2012) ‘The Impact of Electronic Word-of-Mouth
Communication: A Literature Analysis and Integrative Model’, Decision Support
Systems, 54(1), pp.461-470.

Chomentowski, P.,, Garn, A.C., Sullivan, A, Boyle, J. and Morse, A. (2025) ‘Bringing
Graduate Students to Campus and Supporting Their Success: Promoting Enrollment
and Retention Through Understanding Student Motives’, Kinesiology Review, 14 (4),
pp. 456-460.

Chung, J. and Monroe, G.S. (2003) ‘Exploring Social Desirability Bias’, Journal of
Business Ethics, 44(4), pp. 291-302.

Cingilliogluy, I., Gal, U. and Prokhorov, A. (2024) ‘Social media marketing for student

recruitment: an algorithmically sequenced literature review', Journal of Marketing for
Higher Education, 34(2), pp.1101-1123.

125



Clayburn, T. (2023) The Outlook For UK-China Education Partnerships In 2023.
Available at: https:/focus.cbbc.org/the-outlook-for-uk-china-education-partnerships-
iN-2023/ (Accessed: 27 February 2026).

Congressional-Executive Commission on China (2025) Recent Chinese Hukou
Reforms. Available at: https://www.cecc.gov/recent-chinese-hukou-reforms (Accessed:
9 October 2025).

Crawford, V., Brimble, M. and Freudenberg, B. (2024) ‘Can Work Integrated Learning
Deliver Employability? International Post-Graduate Accounting Students’, Accounting
and Finance, 64(1), pp. 1061-1082.

Cremer, D.D. and Chan, K. (2025) Transforming Business Education with Al. Available
at: https://cmr.berkeley.edu/2025/10/transforming-business-education-with-ai/
(Accessed: 28 November 2025).

Creswell, JW. (2009) Research Design: Qualitative, Quantitative, and Mixed Methods
Approaches. 3. Los Angeles: Sage.

Cuibus, M. (2025) EU Students in the UK after Brexit. Available at:
https:/migrationobservatory.ox.ac.uk/resources/briefings/eu-students-in-the-uk-after-
brexit/ (Accessed: 28 November 2025).

Dabrowski, V., Atas, N., Ramsey, T. and Howarth, N. (2025) ‘Money Anxiety’
Understanding HE students' Experiences of the Cost-of-Living Crisis’, Social Policy
and Administration, 59(2), pp. 280-292.

Demirci, J.R. (2024) ‘About Research: Conducting Better Qualitative Interviews’,
Journal of Human Lactation, 40(1), pp. 21-24.

Deng, H., Jin,L.and Xu, Q. (2021) ‘Right’ on the day: How the timing of date-specific
promotions influences consumer responses’, Psychology and Marketing, 39(2),
pPpP.429-440.

Department for Education (2025) Apprenticeships. Available at: https://explore-
education-statistics.service.gov.uk/find-statistics/apprenticeships/2024-25 (Accessed:
28 November 2025).

Department for Education (2026) Gaining Informed Consent. Available at: https://user-
research.education.gov.uk/guidance/ethics-and-safeguarding/gaining-informed-
consent (Accessed: 20 February 2026).

Department for Education (2025) Support with Living and Other Costs: 2026 to 2027
Academic Year. Available at: https://www.gov.uk/government/publications/tuition-
fees-and-student-support-2026-to-2027-academic-year/support-with-living-and-
other-costs-2026-to-2027-academic-year#loans-for-postgraduate-students (Accessed:
5 February 2026).

126



Dickinson, J. (2025) Visa Oversubscription At UCL May Be More Than Just A PR
Problem. Available at: https:/mwonkhe.com/blogs/visa-oversubscription-at-ucl-may-be-
more-than-just-a-pr-problem/ (Accessed: 11 October 2025).

Durham University (2026) Fees and Funding. Available at:
https:/mwww.durham.ac.uk/study/undergraduate/fees-and-funding/tuition-fees/
(Accessed: 11 January 2026).

Durham University (2026) Research Excellence Framework 202]1. Available at:
https:/www.durham.ac.uk/research/research-excellence-framework/ (Accessed: 4
January 2026).

Elayan, M.B. (2022) ‘The New World of Work and Digital Learning: Millennials and
Generation Z', Webology, 19(2), pp. 4593-4603.

Erdem, T. and Swait, J. (2001) ‘Brand equity as a signaling’, Journal of consumer
Psychology, 7(2), pp.131-157.

Eshet, VY, Dickman, N. and Zion, B.Y. (2023) ‘Academic Integrity in the HyFlex Learning
Environment’, Heliyon, 9(2).

Expatriate Group (2025) What Social Media is Allowed in China?. Available at:
https://www.expatriatehealthcare.com/what-social-media-is-allowed-in-china/
(Accessed: 5 March 2026).

Farias-Gaytan, S., Ramirez-Montoya, M.S. and Aguaded, I. (2023) ‘Educational
Innovation with Alternative Credentials as a Driver of the Digital Transformation of the
University: A Case Study in Latin America’. Journal of Interactive Media in Education,
2023(1), pp. 1-18.

Fass-Holmes, B. (2022) ‘Survey Fatigue—What is its Role in Undergraduates’ Survey
Participation and Response Rates?’, Journal of Interdisiplinary Studies in Education,
1(1), pp. 56-73.

FlowCode (2026) The fastest way to convert real-world audiences. Available at:
https:/www.flowcode.com/pricing (Accessed: 5 March 2026).

Forbes Business Development Council (2022) Six Reasons Why Business-University
Collaboration is a Win for Leaders. Available at:
https:./mwww.forbes.com/councils/forbesbusinessdevelopmentcouncil/2022/01/05/six-
reasons-why-business-university-collaboration-is-a-win-for-leaders/ (Accessed: 9
February 2026).

Fotiadou, M. (2020) ‘Denaturalising the Discourse of Competition in the Graduate Job
Market and the Notion of Employability: A Corpus-Based Study of UK University
Websites', Critical Discourse Studies, 17(3), pp. 260-291.

127



Galan, M., Lawley, M. and Clements, M. (2015) ‘Social Media's Use in
Postgraduate Students’ Decision-Making Journey: An Exploratory Study’,
Journal of Marketing for Higher Education, 25(2), pp.287-312.

Gamage, K.A.A. and Dehideniya, S.C.P. (2025) ‘Unlocking Career Potential: How
Micro-Credentials Are Revolutionising Higher Education and Lifelong
Learning’, Education Sciences, 15(5), p.525.

Geuens, M. and De Pelsmacker, P. (2017) ‘Planning and Conducting
Experimental Advertising Research and Questionnaire Design’, Journal of
Advertising, 46(1), pp.83-100.

GOV.UK (2026) Data Protection. Available at: https:/Mww.gov.uk/data-
protection (Accessed: 20 February 2026).

GOV.UK (2026) Faculty Operations Administrator. Available at:
https://findajob.dwp.gov.uk/details/17977131 (Accessed: 5 March 2026).

GOV.UK (2025) LEO Graduate and Postgraduate Outcomes. Available at:
https://explore-education-statistics.service.gov.uk/find-statistics/leo-graduate-
and-postgraduate-outcomes/2022-23 (Accessed: 5 February 2026).

GOV.UK (2026) Marketing and Advertising: The Law. Available at:
https://www.gov.uk/marketing-advertising-law/direct-marketing (Accessed: 9
February 2026).

GOV.UK (2025) Student Loans Interest Rates and Repayment Threshold
Announcement. Available at: https:/Mww.gov.uk/government/news/student-
loans-interest-rates-and-repayment-threshold-announcement--6 (Accessed: 5
February 2026).

Ha, M.T. (2022) ‘Data Collection using Online Questionnaires in Marketing’,
SAGE Research Methods Cases, London: SAGE Publications.

Harahap, D.A., Amanah, D., Gunarto, M. and Purwanto, P. (2023) ‘The
Importance Factors That Students Consider in Choosing a University’,
Migration Letters, 20(1), pp. 341-356.

Hemsley-Brown, J. and Oplatka, I. (2006) ‘Universities in a Competitive Global
Marketplace: A Systematic Review of the Literature on Higher Education
Marketing’, International Journal of Public Sector Management, 19(4), pp.316—
338.

128



Hemsley-Brown, J. and Oplatka, I. (2015) ‘University Choice: What Do We Know, What
Don’'t We Know, and What Do We Still Need to Find Out?’, International Journal of
Educational Management, 29(3), pp. 254-274.

HESA (2025) Higher Education Student Statistics: UK, 2023/24- Where Students Come
From and Go To Study. Available at: https://www.hesa.ac.uk/news/20-03-2025/sb271-
higher-education-student-statistics/location (Accessed: 3 February 2026).

HESA (2026) Higher Education Student Statistics: UK, 2024/25. Available at:
https:/mwww.hesa.ac.uk/news/20-03-2025/sb271-higher-education-student-
statistics/location (Accessed: 12 February 2026).

HESA (2026) Where Do HE Students Come From?. Available at:
https://www.hesa.ac.uk/data-and-analysis/students/where-from (Accessed: 3 February
2026).

Hewitt (2020) Getting On: Graduate Employment and its Influence on UK Higher
Education. Available at: https://www.hepi.ac.uk/reports/getting-on-graduate-
employment-and-its-influence-on-uk-higher-education/ (Accessed: 4 February 2026).

Hillman, N (2024) New Constituency-Level Data prove the Value of International
Students to the UK. Available at: https:/mwww.hepi.ac.uk/2024/06/20/new-constituency-
level-data-prove-the-value-of-international-students-to-the-uk/ (Accessed: 4 February
2020).

Holford, A. and Sen, S. (2025) ‘Racial Representation Among Academics and Students’
Academic and Labor Market Outcomes’, Labour Economics, 96.

Home Office (2025) Statement of Changes to the Immigration Rules: HC 334, 26
November 2024 (accessible). Available at:
https://www.gov.uk/government/publications/statement-of-changes-to-the-
immigration-rules-hc-334-26-november-2024/statement-of-changes-to-the-
immigration-rules-hc-334-26-november-2024-accessible (Accessed: 3 March 2026).

Hordodsy, R,, Clark, T. and Vickers, D. (2018) ‘Lower Income Students and the ‘Double
Deficit’ of Part-Time Work: Undergraduate Experiences of Finance, Studying and
Employability’, Journal of Education and Work, 31(4), pp.353-365.

House of Lords (2023) Must do Better: The Office for Students and the Looming Crisis
Facing Higher Education. Available at:
https://committees.parliament.uk/publications/41379/documents/203593/default/
(Accessed: 5 March 2026).

Huang, J-H. and Shyu, S.H-P. (2009) ‘Building Personalised Relationships with

Customers via Emails’, Total Quality Management and Business Excellence, 20(6), pp.
585-601.

129



HubSpot (2026) The 2026 State of Marketing Report. Available at:
https:/Mwww.hubspot.com/state-of-marketing (Accessed: 9 February 2026).

Humphrey, R. and McCarthy, P. (1999) ‘Recognising Difference: Providing for
Postgraduate Students’, Studies in Higher Education, 24(3), pp.371-386.

Hung, N.T. and Yen, K.L. (2022) ‘Towards sustainable internationalization of higher
education: Innovative marketing strategies for international student recruitment’,
Sustainability, 14(14), p.8522.

Hunter, J. (2023) Everything You Need to Know About Studying in the UK. Available at:
https:/www.timeshighereducation.com/student/advice/everything-you-need-know-
about-studying-uk (Accessed: 9 February 2026).

Husin, N.A., Rasli, S., Kumar, M.S.C. and Suppiah, G. (2021) ‘Unemployment crisis among
fresh graduates’, American International Journal of Social Science Research, 10(1), pp.
1-14.

ICEF (2016) When it Comes to Marketing and Recruitment, Start with Relationships.
Available at: https:/monitor.icef.com/2025/11/the-changing-face-of-international-
student-mobility/com (Accessed: 5 March 2026).

llie, G. and Onetiu, A.N. (2025) ‘Business Strategies Implemented In The
Internationalization Process Of Higher Education’, Euromentor Journal, 16(3), pp.108-
121.

Indeed (2026) Digital Content Editor Salary in United Kingdom. Available at:
https:/uk.indeed.com/career/digital-content-editor/salaries (Accessed: 5 March 2026)

Indeed (2026) Educational Consultant Salary in United Kingdom. Available at:
https://uk.indeed.com/career/educational-consultant/salaries (Accessed: 3 March 2026).

Indeed (2026) Marketing Assistant Salary in Newcastle upon Tyne. Available at:
https:/uk.indeed.com/career/marketing-assistant/salaries/Newcastle-upon-Tyne
(Accessed: 3 March 2026).

Indeed (2026) Project Manager. Available at: https://luk.indeed.com/viewjob?
jk=d179c8145bac58d7&from=searchOnDesktopSerp&tk=1jivOp0g0j0ih83r (Accessed: 5
March 2026).

Intellectual Property Office (2026) Trade Mark Forms and Fees. Available at:
https:/www.gov.uk/government/publications/trade-mark-forms-and-fees/trade-mark-
forms-and-fees (Accessed: 5 March 2026).

130



Intersoft Consulting (2026) GDPR Email Marketing. Available at: https://gdpr-
info.eu/issues/email-marketing/ (Accessed: 9 February 2026).

Intersoft Consulting (2026) General Data Protection Regulation GDPR. Available at:
https://gdpr-info.eu/ (Accessed: 20 February 2026).

Isa, F.M., Othman, S.N. and Muhammad, M.N.M. (2016) International Review of
Management and Marketing: Postgraduate Students’ Recruitment Strategies in
Higher Education Institutions of Malaysia. Available at:
https://dergipark.org.tr/len/download/article-file/367479 (Accessed: 5 February 2026).

Isherwood, S. (2025) Employers will Increasingly Focus on Graduates’ Skills over
Technical Knowledge. Available at: https://wonkhe.com/blogs/employers-will-
increasingly-focus-on-graduates-skills-over-technical-knowledge/ (Accessed: 8
February 2026).

Isnaini, U.P., Setyonugroho, W. and Rochmawati, E. (2021) ‘The Influence of Career
Choice Motivation and Academic Achievement on Academic Resilience’, International
Conference of Medical Education, 567, pp. 137-143.

Ives, K.S. and Seymour, D.M. (2023) Using ROI for Strategic Planning of Online
Education: A process for Institutional Transformation. Oxfordshire: Taylor and Francis.

Jamshed, S. (2014) '‘Qualitative Research Method-Interviewing and Observation’,
Journal of Basic and Clinical Pharmacy, 5(4), pp. 87-88.

Jancey, J. and Burns, S. (2013) ‘Institutional Factors and the Postgraduate Student
Experience’, Quality Assurance in Education, 21(3), pp.311-322.

Jasmine, C.N. and Kissvar, N.D. (2025) ‘Digital Marketing and it's Effectiveness in Higher
Education’, International Journal of Engineering Technologies and Management
Research, 12(9), pp. 42-48.

Jayanna, B.M. and Mayya, S. (2025) ‘Email Marketing Strategies for Enhancing
Customer Engagement: A Comprehensive Literature Review’, International Journal of
Scientific Research in Science Engineering and Technology, 12(1), pp. 371-392.

Jenn, N.C. (2006) ‘Designing A Questionnaire’, Malaysian Family Physician, 1(1), pp. 32-
35.

Jobsdb (2026) Education Consultant Salary. Available at: https:/hk.jobsdb.com/career-
advice/role/education-consultant/salary (Accessed: 3 March 2026).

131



Jones, R. (2026) Student Loans: Why is Martin Lewis Clashing with Rachel Reeves?.
Available at: https:/www.theguardian.com/money/2026/feb/03/student-loans-martin-
lewis-rachel-reeves-graduates (Accessed: 9 February 2026).

Joshi, A, Kale, S., Chandel, S. and Pal, D.K. (2015) ‘Likert Scale: Explored and Explained’,
British Journal of Applied Science and Technology, 7(4), pp. 396-403.

Karakus, M., Leyva-Hernandez, S.N., Muhyaddin, S., Tetik, S., Keles, I. and Can, N. (2026)
‘Online Marketing Tools and Students’ Career Decision Processes: Managerial Insights
from Iraqi Higher Education’, Administrative Sciences, 16(1), p.25.

Keller, K. L. (1993) ‘Conceptualizing, measuring, and managing customer-based brand
equity’, Journal of Marketing, 57(1), 1-22.

Keller, K.L. and Kotler, P. (2015) ‘Holistic Marketing: A Broad, Integrated Perspective to
Marketing Management’, Does Marketing Need Reform? Fresh Perspectives on the
Future, pp. 308-313.

Key, T.M. and Keel, A.L. (2020) ‘How Executives Talk: Exploring Marketing Executive
Value Articulation with Computerized Text Analysis’, European Journal of Marketing,
54(3), pp.546-569.

Kitchen, P.J. and Burgmann, I. (2010) ‘Integrated Marketing Communication’, Wiley
International Encyclopedia of Marketing, 4(1).

Kreier, F. (2023) UK universities report sharp post-Brexit drop in EU students, London:
Nature.

Krueger, R.A. (2014) Focus groups: A practical guide for applied research, California:
Sage Publications.

Lahey, S. (2022) What Are Customer Touchpoints? Examples and How to Identify
Them. Available at: https:/Mww.zendesk.co.uk/blog/customer-touchpoints/ (Accessed:
5 March 2026).

Lazell, K. (2025) The Impact of UK University League Tables on Student Decision-
Making. Available at: https:/www.thecompleteuniversityguide.co.uk/student-
advice/where-to-study/impact-of-uk-university-league-tables-on-student-decisions
(Accessed: 5 February 2026).

Leckrone, B. (2025) Here's What Business Schools Will Be Teaching in 2025. Available
at: https://www.bestcolleges.com/news/business-schools-focus-on-ai-stem-fintech-in-
2025/. (Accessed: 28 November 2025).

132



Leman, J. (2023) Postgraduate Research Experience Survey 2023. Available at:
https:/www.advance-he.ac.uk/knowledge-hub/postgraduate-taught-experience-
survey-2023 (Accessed: 16 October 2025).

Lemon, K.N. and Verhoef, P.C. (2016) ‘Understanding Customer Experience
Throughout the Customer Journey’, Journal of Marketing, 80(6), pp.69-96.

Lewison, D.M. and Hawes, J.M. (2007) ‘Student target marketing strategies for
universities’, Journal of College Admission, (196), pp. 14-19.

Liamputtong, P. (2016) Focus Group Methodology: Principles and Practice, London:
SAGE.

Lim, M., and Sun, Z. (2025) The Way Chinese Students Choose a UK University is
Changing. Available at: https://www.universityworldnews.com/post.php?
story=20250108083530223#:~text=The%20latest%20Universities%20UK%20data,from%
2031%2C400%20t0%2019%2C680%20applications. (Accessed: 10 October 2025).

Liu, M. and Wronski, L. (2018) ‘Trap Questions in Online surveys: Results from Three
Web Survey Experiments’, International Journal of Market Research, 60(1), pp. 32-49.

Lowe, T. (2023) ‘Breaking down Barriers to Postgraduate study: Taking an Access
Approach through the ‘Get into Masters’' Study’ Initiative’, Widening Participation and
Lifelong Learning, 24(3), pp.198-205.

Lune, H. and Berg, B.L. (2017) Qualitative Research Methods for the Social Sciences,
Harlow: Pearson.

Mahrishi, M., Abbas, A,, Siddiqui, M.K. and Aladhadh, S. (2024) ‘The Genesis and
Prevalence of the HyFlex Model: A Systematic Review and Bibliometric Analysis’,
International Journal of Educational Research Open, 8, p.100410.

Malthouse, E.C. and Calder, B.J. (2011) ‘Comment: Engagement and Experiences:
Comment on Brodie, Hollenbeek, Juric, and llic (2011), Journal of Service Research,

14(3), pp.277-279.

Marginson, S. (2006) ‘Dynamics of National and Global Competition in Higher
Education’, Higher Education, 52(1), pp. 1-39.

McGreal, R. and Olcott, D. (2022) ‘A Strategic Reset: Micro-Credentials for Higher
Education Leaders’, Smart Learning Environments, 9(1).

McNicholas, C. (2020) The Role of Information in Postgraduates’ Decision-Making
Cycle, Doctoral Dissertation: Robert Gordon University.

133



McNicholas, C. and Marcella, R. (2022) ‘An Interactive Decision-Making Model of
International Postgraduate Student Course Choice’, Journal of Marketing for Higher
Education, 34(2) pp.802-827.

Melinevskyi, A., Koberniuk, S., Bilousko, T., Vasiuta, V. and Strochenko, N. (2023) ‘Digital
marketing and its role in customer acquisition’, Economic Affairs, 68(4), pp.2229-2238.

Mellors-Bourne, R., Hooley, T. and Marriott, J. (2014) Understanding How People
Choose to Pursue Taught Postgraduate Study. Available at:
https://www.crac.org.uk/Media/Default/files/Understanding%20how%20people%20cho
05e%20t0%20pursue%20taught%20postgraduate%20study%20(1).pdf (Accessed: 3
December 2025).

Meng, X. and Hunter, L. (2025) ‘Understanding the Impact of WeChat Use on Chinese
International Students’ Social and Cultural Capital in Australia’, International Journal
of Higher Education, 14(4), p.84.

Merritt. S., Francomano, A. and Garcia, M. (2020) ‘Optimizing the Enrollment Funnel
with Decision Trees and Rule Based List’, SMU Data Science Review, 3(1), p.3.

Millar, M.M. and Dillman, D.A. (2011) ‘Improving Response to Web and Mixed-Mode
Surveys', Public Opinion Quarterly, 75(2), pp.249-269.

Molesworth, M., Scullion, R. and Nixon, E. (2011) The Marketisation of Higher Education
and the Student as Consumer, London: Routledge.

Moogan, Y.J., Baron, S. and Harris, K. (1999) ‘Decision-Making Behaviour of Potential
Higher Education Students’, Higher Education Quarterly, 53(3), pp.211-228.

Mufadhol, M, Tutupoho, F., Nanulaita, D.T,, Bell, A.D., and Prabowo, B. (2024)‘The
Influence of Posting Frequency, Content Quality, and Interaction with Customers
on Social Mediaon Customer Loyalty in a Start-Up Business’, West Science Business
and Management, 2(2), pp. 582-594.

Muskan (2025) Cost of Living in Newcastle for Students in 2025: Complete Guide.
Available at: https:/Mwww.beststudenthalls.com/blog/cost-living-newcastle-
students/#:~text=Living%20costs%20here%20run%2050,
£1%2C400%20%2D%20£2%2C000%20monthly (Accessed: 28 November 2025).

Nasirov, S. and Joshi, A.M. (2023) ‘Minding the Communications Gap: How can
Universities Signal the Availability and Value of their Scientific Knowledge to
Commercial Organizations?’, Research Policy, 52(9), pp.104870-104870.

134



Ndadziyira, T. (2023) The Influence of Digital Versus Traditional Advertising Media on
Consumer Behaviour in the Durban Metropolitan Area, Doctorial Dissertation: Durban
University of Technology.

Neville, R. (2025) Drivers, Disruptions, and Future Trajectories: Understanding
International Student Mobility to the UK. Available at:
https://livrepository.liverpool.ac.uk/3193812/1/200918340_July2025.pdf (Accessed: 11
December 2025).

Newcastle University (2021) Business and Management research (UoAl7). Available at:
https://mwww.ncl.ac.uk/ref-2021/units-of-assessment/business-management-
studies/?.com (Accessed: 7 December 2025).

Newcastle University (2026) Ethics at Newcastle. Available at:
https://www.ncl.ac.uk/research/research-governance/ethics/ (Accessed: 20 February
2026).

Newecastle University (2026) Find a Postgraduate Degree. Available at:
https://www.ncl.ac.uk/postgraduate/degrees/?courses=postgraduate&g=business
(Accessed: 8 February 2026).

Newcastle University (2026) Student Ambassadors. Available at:
https://www.ncl.ac.uk/schools/about-outreach-services/student-work-
opportunities/student-ambassador/ (Accessed: 5 March 2026).

Newcastle University (2026) Tuition Fees and Costs. Available at:
https:/mwww.ncl.ac.uk/undergraduate/fees-funding/tuition-fees/ (Accessed: 9
December 2025).

Newcastle University Business School (2022) Business School Awarded Highest
Accreditation. Available at: https./www.ncl.ac.uk/business/news/equis-accreditation/
(Accessed: 9 December 2025).

Newcastle University Business School (2026) Careers. Available at:
https:/newcastleuniversitybusinessschool.com/careers/careers-whats-on/ (Accessed:
27 February 2026).

Newcastle University Business School (2025) MBA: Why Choose Newcastle
University? Available at: https:/www.ncl.ac.uk/business/study/courses/mba/why-
choose-newcastle-university/ (Accessed: 9 December 2025).

Newcastle University Business School (2025) Postgraduate Taught (Master’s) Degrees.
Available at: https:/Mwww.ncl.ac.uk/business/study/courses/postgraduate-taught/
(Accessed: 7 December 2025).

135



Newcastle University Business School (2025) Quality, Reputation and Accreditation.
Available at: https://www.ncl.ac.uk/business/about/quality-reputation-accreditation/
(Accessed: 10 October 2025).

Northumbria University (2024) Northumbria Retains Prestigious ‘Double’ AACSB
Accreditation for Business and Accounting. Available at:
https:/newsroom.northumbria.ac.uk/pressreleases/northumbria-retains-prestigious-
double-aacsb-accreditation-for-business-and-accounting-3335018 (Accessed: 9
December 2025).

Northumbria University (2026) UK Undergraduate Tuition Fees. Available at:
https:/mwww.northumbria.ac.uk/study-at-northumbria/fees-funding/ug-fees-
funding/undergraduate-fees/ (Accessed: 12 December 2026).

OECD Education Working Papers (2020) The Emergence of Alternative Credentials.
Available at: https:/www.oecd.org/en/publications/the-emergence-of-alternative-
credentials_b741f39e-en.html (Accessed: 5 March 2026).

Office for National Statistics (2023) Student Voices: Experiences of the Rising Cost of
Living. Available at:
https:/mwww.ons.gov.uk/peoplepopulationandcommunity/educationandchildcare/articl
es/studentvoicesexperiencesoftherisingcostofliving/2023-09-06 (Accessed: 9 October
2025).

Office for Students (2023) National Student Survey 2023 Results. Available at:
https:/mwww.officeforstudents.org.uk/data-and-analysis/national-student-survey-
data/nss-data-archive/nss-2023-results/ (Accessed: 5 January 2026).

Optimove (2026) The 2025 Optimove Insights Consumer Marketing Fatigue Report.
Available at: https:/www.optimove.com/resources/reports/2025-optimove-insights-
consumer-marketing-fatigue-full-report (Accessed: 9 February 2026).

Optinmonster (2026) How Does OptinMonster Work? 3 Powerful Use Cases. Available
at:

https:/optinmonster.com/how-does-optinmonster-work/ (Accessed: 27 February
2020).

Orhan, M.A,, Castellano, S., Khelladi, I., Marinelli, L. and Monge, F. (2021) ‘Technology
Distraction at Work. Impacts on Self-Regulation and Work Engagement’, Journal of
Business Research, 126, pp. 341-349.

Owen, J. (2025) Equality, Diversity and Student Characteristics Data. Available at:
https://www.officeforstudents.org.uk/media/7137/0fs2022_29.pdf (Accessed: 28
November 2025).

136



Pareek, S. and Goncalves, J. (2024) ‘Peer-Supplied Credibility Labels as an Online
Misinformation Intervention’, International Journal of Human-Computer Studies, 188,
p.103276.

Payscale (2026) Hourly Rate for Skill: Digital Marketing. Available at:
https://www.payscale.com/research/UK/Skill=Digital_Marketing/Hourly_Rate (Accessed:
27 February 2026).

Pei, B (2025) ‘Understanding Students' Learning Motivations in Online Learning
Settings: From a Quantitative Perspective’, Development and Review of E-Learning,
p.23.

Poole, R, Thompson, D. and Galloway, D. (2023) ‘Decisions, Decisions, Decisions: An
Exploration of Factors Affecting the Decision-Making of ‘Uni Connect’ Students, When
Choosing Higher Education Study’, Journal of Marketing for Higher Education, pp.1-
22.

Porter, M.E. (1980) Competitive Strategy: Techniques for Analyzing Industries and
Competitors, New York: Free Press.

Prasanna, M.A. (2024) ‘Marketing to Gen Z: Understanding the Preferences and
Behaviors of Next Generation’, International Journal For Multidisciplinary Research,
6(4), pp.1-8.

Pristine School of Management (2024) Emerging Trends and Popular Postgraduate
Programmes in the UK. Available at: https://www.psmgt.org.uk/emerging-trends-and-
popular-postgraduate-programmes-in-the-uk/ (Accessed: 3 December 2025).

PWC (2024) Green Jobs Barometer. Available at:
https:/www.pwc.co.uk/services/sustainability-climate-change/insights/green-jobs-
barometer.html. (Accessed: 28 November 2025).

PwC (2023) People Value Proposition. Available at:
https:/www.pwc.com/gx/en/services/workforce/people-value-proposition.html
(Accessed: 9 February 2026).

QS (2026) QS World University Rankings 2026: Top Global Universities. Available at:
https:/www.topuniversities.com/world-university-rankings?page=3 (Accessed: 8
February 2026).

QS (2026) QS World University Rankings by Subject 2025: Business and Management
Studies. Available at: https:/Mmwww.topuniversities.com/university-subject-
rankings/business-management-studies?page=3 (Accessed: 9 February 2026).

137



QS (2025) QS World University Rankings for Business andManagement Studies 2023.
Available at: https:/www.topuniversities.com/university-subject-rankings/business-
management-studies (Accessed: 3 December 2025).

QS (2025) QS World University Rankings: Methodology. Available at:
https:/www.topuniversities.com/world-university-rankings/methodology (Accessed: 11
December 2025).

QS (2026) Who Uses University Rankings and Are They Important? Available at:
https:/mwww.gs.com/insights/who-uses-university-rankings-and-are-they-
important#:~:text=Given%20that%20they%20represent%20a,into%20their%20decision
%2Dmaking%20process. (Accessed: 9 February 2026).

Research Excellence Framework (2026) Research Excellence Framework. Available at:
https:/mwww.ref.ac.uk (Accessed: 5 January 2026).

Research Excellence Framework (2021) Results and submissions: Business and
Management Studies (Unit of Assessment 17). Available at:
https://results2021.ref.ac.uk/profiles/units-of-assessment/17 (Accessed: 4 January 2026).

Reed, D.K,, Sorrells, AM,, Cole, H.A. and Takakawa, N.N. (2013) ‘The Ecological and
Population Validity of Reading Interventions for Adolescents: Can Effectiveness Be
Generalized?’, Learning Disability Quarterly, 36(3), pp. 131-144.

Romdhane, B.S,, Elareshi, M., Habes, M., Alnazmi, A.H. and Attar, RW. (2025)
Connecting with the Hyper(dis)connected Audience: University Communication
Attributes and Student Attitudes, SAGE Open, 15(2).

Romaniuk, J. and Sharp, B. (2015) How Brands Grow: Part 2: Emerging Markets,
Services, Durables, New and Luxury Brands, Oxford: Oxford University Press.

Rowsell, J. (2025) Newcastle set to axe around 300 jobs in £20 million staffing cuts.
Available at: https:/www.timeshighereducation.com/news/newcastle-set-axe-around-
300-jobs-ps20-million-staffing-cuts (Accessed: 5 March 2026).

Rumelhart, D.E., Smolensky, P., McClelland, J.L. and Hinton, G. (1986) ‘Sequential
Thought Processes in PDP models’, Parallel Distributed Processing: Explorations in
the Microstructures of Cognition, 2, pp.3-57.

Ruslin, R, Mashuri, S., Rasak, M.S.A., Alhabsyi, F. and Syam, H. (2022) ‘Semi-Structured
Interview: A Methodological Reflection on the Development of a Qualitative Research
Instrument in Educational Studies’, IOSR Journal of Research & Method in Education,
12(1), pp.22-29.

138



Russell Group (2015) Improving Access to Postgraduate Study and Higher-Level Skills |
Russell Group. Available at: https://www.russellgroup.ac.uk/news/improving-access-
postgraduate-study-and-higher-level-skills (Accessed: 4 March 2026).

Russell Group (2026) Our Universities. Available at: https://www.russellgroup.ac.uk/our-
universities (Accessed: 7 February 2026).

Sahara, S.H. and Windasari, N.A. (2022) ‘Digital Touchpoints Effectiveness and its
Impact on Consumer Brand Engagement in Biotechnology Start-Up', IROCAMM-
International Review of Communication and Marketing Mix, 5(2), pp. 52-70.

Salama, R. and Hinton, T. (2023) ‘Online Higher Education: Current Landscape and
Future Trends', Journal of Further and Higher Education, 47(7), pp.913-924.

Saunders, M., Lewis, P. and Thornhill, A. (2023) Research Methods for Business
Students. 9, London: Pearson.

Savanta (2025) PGT Pathways: Optimising UG-PGT Progression. Available at:
https://savanta.com/eu/our-products/he-success-suite/postgraduate-success/
(Accessed: 5 March 2026).

Skills England (2025) Assessment of Priority Skills to 2030. Available at:
https://mwww.gov.uk/government/publications/assessment-of-priority-skills-to-
2030/assessment-of-priority-skills-to-2030 (Accessed: 9 February 2026).

Smith, J. (2024) Should | do a Masters?. Available at:
https://www.prospects.ac.uk/postgraduate-study/masters-degrees/should-i-do-a-
masters/#:~:text=a%20love%200f%20learning,useful%20industry%20contacts%20and%
20connections. (Accessed: 7 February 2026).

Social Mobility Commission (2023) Labour Market Value of Higher and Further
Education Qualifications: A Summary Report. Available at:
https:/www.gov.uk/government/publications/labour-market-value-of-higher-and-
further-education-qualifications-a-summary-report/labour-market-value-of-higher-
and-further-education-qualifications-a-summary-report. (Accessed: 2 March 2026).

Social Rails (2026) Instagram Promotion Cost 2026: Boost Post Pricing andBudget
Guide. Available at: https://socialrails.com/blog/instagram-promotion-cost (Accessed: 5
March 2026).

Sodha, S. (2025) ‘Fix universities or students will downgrade you'. Available at:
https:/Mww.thetimes.com/comment/columnists/article/fix-universities-or-students-
will-downgrade-you-cwpl9bzt6?

139



gaa_at=eafs&gaa_n=AWEtsqfwbN7t4PArQyCzriCNZm7RCkPhdsrJVIW96n8plLWhZYX
r7eyYfTOKNHEgKVGjY%3D&gaa_ts=69a75ee4&gaa_sig=OYWDefTd6-
6krMBv7qUWO0OhkaSGIVMuMdImpX8AgOvwdkzZY7YQD_wOixP2goeHkqg_UePmu4rAP
U2fnbbN8ndyjQ%3D%3D (Accessed: 5 November 2025).

Spacie, O. (2022) My Experience of Completing a Micro-Credential with the OU
Through the FuturelLearn Platform. Available at:

https:/blogs.cardiff.ac.uk/L TAcademy/my-experience-of-completing-a-micro-
credential-with-the-ou-through-the-futurelearn-platform/ (Accessed: 11 February
2020).

Spence, M. (1978) ‘Job Market Signaling’, Uncertainty in Economics, pp. 281-306,
Cambridge: Academic Press.

Statista (2025) China: Leading Apps by Monthly Active Users 2020. Available at:
https:/www.statista.com/statistics/1032630/china-leading-apps-by-monthly-active-
users/ (Accessed: 11 December 2025).

Statista (2024) Digital learning in the UK- Statistics and Facts. Available at:
https://www.statista.com/topics/8518/digital-learning-in-the-uk/#topicOverview
(Accessed: 28 November 2025).

Statista (2025) Effectiveness of Artificial Intelligence (Al) in Email Marketing in Europe
and in the United States as of August 2023. Available at:
https://www.statista.com/statistics/1406430/ai-effectiveness-email-marketing/?
srsltid=AfmBOopNS5IIfgp9KYMrivXKUrKOp1V40FgZIpZolOe7diAOb9MeOvtd7
(Accessed: 9 February 2026).

Statista (2025) E-Mail Marketing Worldwide- Statistics and Facts. Available at:
https:/www.statista.com/topics/1446/e-mail-marketing/2srsltid=AfmBOorkQm-
HhIJCEY3FYScOxvXDYAOIEfprHzTKza93YALrdOHKkOQum#topicOverview (Accessed: 9
February 2026).

Statista (2025) Employment Rate of Graduates and Non-Graduates in England from
2007 to 2024. Available at: https://www.statista.com/statistics/1403796/graduate-
employment-rate-
england/#:~text=Employment%20rate%200f%20graduates%20and England%20from
%202007%20to0%202024(Accessed: 4 February 2026).

Statista (2025) Share of Chinese Overseas Students Preferring to Study in the United
States and United Kingdom from 2015 to 2022. Available at:
https:/www.statista.com/statistics/1044932/china-share-of-overseas-chinese-
students-in-uk-and-us/ (Accessed: 28 November 2025).

140



Staton, B (2025) It's Been a Terrible Year to Graduate and Find a Job. Available at:
https:/mwww.ft.com/content/867fba45-3d8e-4d84-bedc-0dd9a4e53all (Accessed: 11
December 2025).

Studysmarter (2026) Student Data Analyst- Insights and Compliance in Bolton.
Available at: https://talents.studysmarter.co.uk/companies/university-of-
bolton/bolton/student-data-analyst-insights-compliance-29174295/?
utm_campaign=google_jobs_apply&utm_source=google_jobs_apply&utm_medium=
organic(Accessed: 5 March 2026).

Surguy, O. (2025) Even Russell Group Graduates Can’t Get Jobs, Loan Figures Show.
Available at: https:/www.thetimes.com/uk/education/article/graduate-student-loan-
repayment-uk-job-crisis-386q7fx6s?
gaa_at=eafs&gaa_n=AWEtsqdWSRhCPbASaEqg_6iwRb-
ANUt5KREG6RYDPX3M5HCco4UyI3MNESESWgEEdiNkw%3D&gaa_ts=69a75f08&gaa_si
g=HgDkbClj-
BuBneC_0dUmMCG629HPs2udv7Rird859ikypOn3UzPH_eXr4atc4VYTRKyFJuZRekCfawK
zQGgBOIPQ%3D%3D (Accessed: 5 November 2025).

Tas, A. and Ergin, E.A. (2012) ‘Key Factors for Student Recruitment: The Issue of
University Branding’, International Business Research, 5(10), p. 146.

The Guardian (2026) Best UK Universities for Business and Management — League
Table. Available at: https://www.theguardian.com/education (Accessed: 4 January
2020).

The White House (2016) Presidential Memorandum -- Promoting Diversity and
Inclusion in the National Security Workforce. Available at:
https://obamawhitehouse.archives.gov/the-press-office/2016/10/05/presidential-
memorandum-promoting-diversity-and-inclusion-national (Accessed: 28 November
2025).

Tholen, G. (2020) ‘Degree Power: Educational Credentialism within Three Skilled
Occupations’, British Journal of Sociology of Education, 41(3), pp.283-298.

Tight, M. (2020) ‘Student Retention and Engagement in Higher Education’, Journal of
Further and Higher Education, 44(5), pp. 689-704.

Times Higher Education (2024) Business Schools see ‘Significant’ Drop in Overseas
Applications. Available at: https://www.timeshighereducation.com/news/business-
schools-see-significant-drop-overseas-applications (Accessed: 7 December 2025).

Times Higher Education (2022) REF 2021 results: Business and Management Studies.
Available at: https.//Mmwww.timeshighereducation.com/news/ref-2021-business-and-
management-studies (Accessed: 4 January 2026).

Towers, A. and Towers, N. (2020) ‘Re-Evaluating the Postgraduate Students’ Course

Selection Decision Making Process in the Digital Era’, Studies in Higher Education,
45(6), pp.1133-1148.

141



Towers, A. and Towers, N. (2021) ‘Framing the Customer Journey: Touch Point
Categories and Decision-Making Process Stages’, International Journal of Retail and
Distribution Management, 50(3), pp.317-341.

Tradeprint (2026) Prospectus Printing. Available at:
https://www.tradeprint.co.uk/educational-printing-services/glued-prospectus?
Size=A4Portrait&PageCount=40&Quantity=100&Service=Standard (Accessed: 5 March
2020).

Tyler, C. (2025) Graduate Jobs and Recruitment Reality. Available at:
https://wonkhe.com/blogs/graduate-jobs-and-recruitment-reality/ (Accessed: 11
December 2025).

UCAS (2025) UCAS. Available at: https://www.ucas.com/providers/our-products-and-
services/data-products-and-solutions/exact (Accessed: 28 February 2026).

UKRI (2026) Human Participants in Research. Available at:
https://www.ukri.org/manage-your-award/good-research-resource-hub/human-
research-participants/ (Accessed: 20 February 2026).

Universities UK (2025) Cost of Living Crisis: Impact on University Students. Available at:
https:/mwww.universitiesuk.ac.uk/what-we-do/policy-and-research/publications/cost-
living-crisis-impact-university (Accessed: 5 March 2026).

University of Exeter (2025) One Planet MBA Rankings and Accreditations. Available at:
https://business-school.exeter.ac.uk/mba/about/accreditation/ (Accessed: 6 December
2025).

University of Exeter (2026) University of Exeter Business School. Available at:
https://business-school.exeter.ac.uk/about/ (Accessed: 10 January 2026).

University of Exeter (2025) University of Exeter Business School achieves Level 4 in
Positive Impact Rating. Available at: https://news.exeter.ac.uk/faculty-of-environment-
science-and-economy/university-of-exeter-business-school/university-of-exeter-
business-school-achieves-level-4-in-positive-impact-rating/ (Accessed: 6 December
2025)

University of Exeter (2024) University of Exeter Business School leaps up the QS
International Trade Ranking. Available at: https:/news.exeter.ac.uk/faculty-of-
environment-science-and-economy/university-of-exeter-business-school/university-of-
exeter-business-school-leaps-up-the-gs-international-trade-rankings/ (Accessed: 10
January 2026).

University of Leeds (2026) Leeds University Business School. Available
at:https://business.leeds.ac.uk (Accessed: 5 January 2026).

142



University of Reading (2025) Sustainable Careers. Available at:
https://www.reading.ac.uk/essentials/Careers/Career-options/Sustainable-Careers
(Accessed: 28 November 2025).

Universities UK (2023) International Students Boost UK Economy By £41.9 Billion.
Available at: https:.//www.universitiesuk.ac.uk/latest/news/international-students-
boost-uk-economy (Accessed: 8 February 2026).

Vistaprint (2026) Flyers and Leaflets. Available at:
https:/mwww.vistaprint.co.uk/marketing-materials/flyers?
PCXTVATINCLUSIVE=&couponCode=BIGSALE20&utm_id=3BPS04490D78431D888D4C
&partner=google&ps_vtp=168040746%7C152119869553%7C%7Ckwd-
307856383193%7Cc%7CI046786%7C%TCa&ps_vip2=g%7Cflyers%20vista%20print%7Cp
%7C663883475275%7C%7C%TCRTC%7C&gad_source=1&gad_campaignid=168040746&
gbraid=0AAAAACUDNVVZKGWMKUUEEUQg3E3PCDtCON&gclid=CjOKCQIABKTNBhD_A
RIsAOvp6DLMzzMIKAogNigRW2XQCS2lydIhmQFlezrix9rcrPAW_zOAUgBOMWIaAISmE
Alw_wcB (Accessed: 5 March 2026).

Vistaprint (2026) Posters. Available at: https:/www.vistaprint.co.uk/signs-
posters/posters?
PCXTVATINCLUSIVE=&couponCode=BIGSALE20&utm_id=2B18419450484512014099&p
artner=google&ps_vtp=168069906%7CI132310266%7C%7Ckwd-
11426381653%7Cc%7C9046786%7CHT7Cg&ps_vip2=g%7Cvistaprint%20posters%7Ce%7C
446127359459%7CH%7CHT7CH%TCH%7CRgad_source=1&gad_campaignid=168069906&gbrai
d=0AAAAACUDNVUGWbe3ASayUdVgQ7Xn2IF4m&gclid=CjOKCQIABKTNBhD_ARIsAOvV
p6DIUcr8LviBONFh8TBbA4t8 pwgfYS8EdiMzXSLISONWIMTeXRwaHSR4caAu2dEALW_
wcB (Accessed: 5 March 2026).

Wahab, Md.H.S,, Hosen, M, Islam, M.A., Chowdhury, M.A.M., Jantan, A.H. and Wahab,
S.A. (2025) ‘Graduate Employability: A Bibliometric Analysis’, Global Business and
Organizational Excellence, 44(2), pp. 38-57.

Walcott, R.L., Corso, P.S., Rodenbusch, S.E. and Dolan, E.L. (2018) ‘Benefit—-Cost Analysis
of Undergraduate Education Programs: An Example Analysis of the Freshman
Research Initiative’, CBE—Life Sciences Education, 17(1).

Waldman, L. (2025) More than a £ sign: The Multifarious Value of International
Students. Available at: https://www.ids.ac.uk/opinions/more-than-a-sign-the-
multifarious-value-of-international-students/# (Accessed: 8 February 2026).

Wang, S. (2025) ‘The Impact of Short Video Platform Usage on the Purchasing
Decisions of Generation Z Consumers’, Advances in Economics, Management and
Political Sciences, 212(1), pp.1-6.

Ward, J.D. and Corral, D. (2023) ‘Resetting Prices: Estimating the Effect of Tuition Reset

Policies on Institutional Finances and Enrollment’, Research in Higher Education, 64(6),
pp.862-892.

143



Webb, D. (2026) Sterling Exchange Rates: Economic Indicators. Available at:
https://commonslibrary.parliament.uk/research-briefings/sn02811/ (Accessed: 3 March
2026).

Weidig, J., Weippert, M. and Kuehnl, C. (2024) ‘Personalized Touchpoints and Customer
Experience: A Conceptual Synthesis’, Journal of Business Research, 177, p.11464]1.

Williams, B. (2025) Graduates Urged to Look Local for best Chance at Jobs. Available
at: https.//www.bbc.co.uk/news/articles/cdx2lv50nino (Accessed: 8 February 2026).

Woolcock, N.N. (2025) Universities with Poor Quality Courses Face Limits on Student
Numbers. Available at:https:/www.thetimes.com/uk/education/article/universities-
with-poor-quality-courses-face-limits-on-student-numbers-8tc8wvwbw?
gaa_at=eafs&gaa_n=AWEtsqdpgbQBgm72EFIZm-nHBjsexoZAgVaefD-
eFCV4QVvWY4otfiSIy5UM21 9CGkOg4%3D&gaa_ts=69a75e72&gaa_sig=x8xy7XEsAMgXxeV
AgNy7pb02simXn7oKGfBipHIMARaSOR2LFOZLyKZTyd wyEJ5qpIXIByluxhogzaASnlEf
A%3ID%3D (Accessed: 5 November 2025).

Wyness, G., Murphy, R. and Clayton. S. J. (2019) ‘The End of Free College in England:
Implications for Enrolments, Equity, and Quality’, Economics of Education Review, 7],
pp.7-22.

Yahui, S. and Dagogo, B.H. (2025) ‘University Graduates and Employment Challenges:
Causes, Impacts, and Countermeasures’, Peta International Journal of Social Science
and Humanity, 4(3), pp. 63-78.

Yilik, M.A. (2021) ‘Micro-Credentials, Higher Education and Career Development:
Perspectives of University Students’, Higher Education Governance and Policy, 2(2),
pp. 126-139.

YouGov (2026) More than Four in Ten Britons say Student Debt Should Be Forgiven.
Available at: https://yougov.co.uk/society/articles/54001-more-than-four-in-ten-britons-
say-student-debt-should-be-forgiven (Accessed: 8 February 2026).

Zhou, R., Hentschel, J. and Kumar, N. (2017) ‘Goodbye Text, Hello Emoji: Mobile
Communication on WeChat in China’, Proceedings of the 2017 CHI Conferance on
Human Factors in Computing Systems, pp. 748-759.

Zhou, X. and Wolstencroft, P. (2022) ‘A Home Away from Home: Building an Organic

Online Support Community for Chinese Students using WeChat', Journal of Learning
Development in Higher Education, (24).

144



