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Kung Hey Fat Choy!

It may be too late to say Happy New Year but that
was our intention as this newsletter comes as a
substitute for a Christmas greeting given none of
us could decide on the best form that should
take.... However, we can say Happy Chinese New
Year. 2009 is the Year of the Ox, and the year of
Helix, our Internal Communications project. Both
might be said to be meaty subjects with a set of
sharp indicators! The Helix conference takes
places on 12" March at the University of Leicester
and we are delighted that Greg Dyke has agreed to
speak on the subject of “Communicating in
Unworkable Structures” (that was his own
description of the BBC!).

HELIX - Conference, 12 ™ March 2009

The launch at Leicester University will reveal the
results of this major sector survey into internal
communications, and present a new internal
communications toolkit and evaluation system,
which has been created and
piloted by four universities:
Leicester, Bristol, Oxford
Brookes and Edge Hill. One of
the most straight talking \
communicators, Greg Dyke,
former Director of the BBC, -
and currently Chancellor of the
University of York, will be our
guest speaker. Professor Anne
Gregory, PVC at Leeds
Metropolitan and Professor of
Public Relations will chair.

To view the full conference
programme and book your
place, visit our website.

Greg Dyke - presenting on
internal communications at
HELIX conference 2009.
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World 100 University

Communications Network

Our initial research into the management of
reputation and communication within the World
100 universities reported in 2008. This included an
analysis of online presence and a survey of
university international communications
management. Given that it was an international
survey, appealing to very senior people across the
world and in different languages, we were
delighted that 70 unique universities returned data,
with 95 directors responding in total. We believe it
is the first survey of its kind to scope the reputation
and communications processes of the world’s
leading universities.
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International universities thought to have signifi@antly improved their
brand reputation in the past 10 years : World 100 eport. Copyright The
Knowledge Partnership

The 2009 research programme is now being
shaped, exclusive to World 100 ranked universities
(open to all those who are or have been in either
the SJT or THE top 100 in the last three years).
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There are a few spaces available for our April 1st
meeting in King’s College London but only for
World 100 universities interested in joining the
group - contact
l.simpson@theknowledgepartnership.com

World 100 Study Tour

Knowledge Partnership Director, Louise Simpson,
took two groups of Communication Directors to
Hong Kong University and the Hong Kong
University of Science and Technology. Both visits
proved amazing. We watched HKU host an
honorary degree ceremony for Bill Clinton, whilst
HKUST displayed buildings and a campus that
were unbelievable, given that, although World 100
ranked, it has only been established 17 years.

1

World 100 study tour: lan Rowley, Director of
Communications Warwick, and Chris Coe, Director
of Communications King’'s College London with
Philip Yeung, Director Office of University
Development and Public Affairs, Hong Kong
University of Science and Technology

Plans are also afoot to run our first full World
100 conference in Hong Kong in 2009/10 in
conjunction with HKU and HKUST

Managing College Reputation

During 2008 we have been working with the
Lancashire College Principals Group on a major
development project exploring the concept of
reputation as it relates specifically to further
education. The reputation of any service
organisation constitutes its most valuable asset.
Services are intangible and thus trust in the
provider is of paramount importance. The Learning
and Skills Council has recognised that the
reputation of the sector is critical to achieving the
objectives that have been set for it. Although the
overall image of the sector is important, because of
the community nature of the service, it is at the
level of the individual college where reputation is
most critical in the context of learner, parent and
employer choices.

Building on Dave Roberts’ longstanding research in
this field, the principals agreed that only with a
better understanding, based on firm FE relevant
evidence, could FE reputation be effectively
managed at sector or college level. The scope of
the project included:

Understanding how a good reputation is
formed, and in particular the balance
between experiential, third party and
communications processes, including
branding.

Identifying the specific factors that drive
college reputations — good and bad.
Exploring the extent to which different parts
of the post 16 education sector have different
reputations, and why.

Mapping the extent to which colleges
currently attempt to manage reputation.
Locating exemplars of good practice that
might be more widely adopted.

The next stage is to convert the results into a
model and a method for evaluating both reputation
(research) and its management (audit of internal
activity).

Market Orientation in Higher

Education

Much has changed since Dave Roberts led the
development of MaXimizE (Marketing Excellence in
Education) as a model for evaluating marketing in
HE so he is now consulting with clients and
colleagues that have used MaXimizE to develop a
Version 2. Nearly 50 HE providers in Australasia
and the UK have used V1 as a basis for marketing
assessment. The data from all the self-assessment
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components of the reviews — amounting to
thousands of responses from those working in the
sector, indicates that the most critical factor in
market success is thought to be having a
motivational vision — something that sets out the
ambitions and priorities of the organisation over a
10-15 year period.

However, far too many “vision statements” lack
specificity, resembling mission statements that
simply outline the basic purpose of the university
(to be excellent at research, teaching, learning and
knowledge transfer) and as such prove a
disappointing basis for developing KPlIs, strategy or
brand positioning.

When V2 is ready we shall be inviting all HEIs
across Australasia and the UK to participate in a
mass but structured self-assessment using a
revised online tool. The outcomes of the survey will
be invaluable for each participating institution but
will also create a sector wide analysis that would
be made available to all project subscribers.

PGT Fees and Scholarships

Syndicated Research Opportunity

Most HEIs are seeking to increase the number of
postgraduate students — home and overseas and
to grow their part-time numbers; they are also
seeking to optimise their income. Many of our
clients undertake simple competitor desk research
to support decision-making on fees and financial
support but this tends to be limited to 3-4 HEIs and
there is no underlying analysis.

We are currently undertaking feasibility research on
a project that would seek to provide comprehensive
postgraduate and PT fees data at a modest cost.
Subscribers would also have access to bonus
analysis on, for example, the relationship between
fees charged and credentials (do those with better
credentials charge more?) and the relationship
between fee levels and recruitment volumes. The
effectiveness of fee presentation on websites will
also be evaluated.

The aim is to deliver a spreadsheet of fees that
subscribers can use to benchmark their fees by
mode, level, subject and region. Subject to
feasibility, other evidence such as scholarships and
discounts would also be recorded. Full details will
be circulated but if you wish to express interest
please contact:
lisa.thompson@theknowledgepartnership.com

Dave on a roll at the ICEF conference in Berlin

Conferences and Events

Dave was a speaker at the ICEF Berlin
conference — described as the world’s leading
international student recruitment event and
attended by 1600 participants from over 1050
organisations in 86 countries — yes it was a major
event! David’s session focussed on reputation and
its management from an international perspective.

Louise Simpson and Dave Penney (Assistant
Director of Communications, Oxford Brookes)
spoke at the Euprio conference in Stavanager in
May, on the Helix project. Other conferences at
which we gave plenary sessions included HELOA,
FE Marketing Network national conference and the
HEFCE/UUK conference on league tables.

Chinese Whispers

Louise spoke at CASE'’s Asia conference this
December, or rather didn’t speak but whispered as
she lost her voice on the day of her talk. She still
managed to get very high speaker feedback!

Down Under

Stephen Holmes - Keynote at Universities
Marketing Conference, April 2009, Brisbane

Dr Stephen Holmes has been invited to present a
keynote presentation at the Universities Australia
Marketing conference being held in Brisbane,
Australia in early April. This major conference is
held every 2 years. Fellow keynote is Professor
Bradley who chaired the highly publicised 2008
federal government review into higher education in
Australia. The Conference, which is supported by
Universities Australia, is themed ‘Reputation,
Relationships and Results’.
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Consultancy round up

In addition to our research and development
activity here is a round-up of the UK team'’s
consulting activity to give you a flavour of our work
in the past 12 months.

Our largest project in 2008 was for an established
university reviewing its marketing, brand image
and portfolio of courses  and related course
development activity. The project involved work
with each department and the central teams,
reporting to both the senior management and
governors.

Late in 2008 we completed a review for a modern
Scottish university, again reviewing marketing

and portfolio management and creating a market
intelligence strategy for the next three years to
guide their investment in-house and in
commissioned project work. Also north of the
border we completed a study of the image of a
university with prospective students from both
main feeders and other schools and colleges.

Projects have recently been completed to evaluate
the business plan of an engineering department

in a leading 94 Group university . This included
stakeholder feedback (employers, agents, alumni,
internal) and intelligence from prospective
students.

Another project involved an analysis of the
business case for a new architecture institute
from a market perspective. This entailed both
secondary and primary research with internal and
external audiences. Both these projects, and
others, including a market assessment project for
a law school, have involved working in partnership
with Opinionpanel Research where Dave Roberts
is also a director.

Other projects, led by Chris Taylor, have
concentrated on evaluating the markets and
internal processes for flexible higher education
provision, mainly focussed on mature students in
employment.

We piloted the Helix internal communications
indicators on a major Midland university in the
autumn. The Knowledge Partnership is now seen
as a natural choice in the sector for audits/reviews
of staff communications — moving beyond simply
staff surveys to rigorous evaluations of policy and

practice, and the underlying management of
communications activities.

Earlier in 2008 we supported the development of
recruitment and marketing strategy
development at a Russell Group member
specifically facilitating input from managers,
marketers and academics from across the
University.

The Knowledge Partnership was commissioned to
undertake evaluations of 20 countries for a
modern university seeking to prioritise its
development of new international markets. This
built on work for other clients, specifically
focussing on the EU and Asia.

Reports based on research published in 2008
are still available from The Knowledge Partnership
— email d.roberts@theknowledgepartnership.com
for details and prices:

“Distance Learning Markets — UK and International
Analysis” and “How best to engage parents before
during and after student enrolment — good practice
for HEIS”

Higher Expectations 2009

The Knowledge Partnership is collaborating again
with Opinionpanel on their major annual study of
undergraduate choice and marketing impact —
Higher Expectations. The research can be bought
on a modular basis and we are running workshops
for clients on how to use the evidence to build
effective recruitment and marketing strategies.

Understand how and when students choose
subjects and providers

Benchmark your recruitment image and
performance against competitors

Measure students’ willingness to pay fees — a
good proxy for evaluating the relative “perceived
value” of different subjects in your portfolio

For more information contact Ben Marks on 020 7288
8772 or ben.marks@opinionpanel.co.uk

Coming Soon — A complete research and
consulting service for course development and
portfolio management

First a big thanks to all clients who have
purchased our subject focussed research reports
SubjectView — it has taken some time but demand
for this product was massive in 2008. We have
also continued to learn a great deal about the
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course development and related processes
working with clients in 4 countries last year
on these issues.

At Easter we shall be launching a new suite
of research and consulting services to meet
the growing demand in this field, working
with our strategic partners at Opinionpanel
Research.

Our research indicates that:
Having a portfolio of undergraduate
programmes aligned with demand
trends accounts for the majority of the
variance in UCAS market share won by
most HEls.
Courses that do not recruit to target in
their first year rarely recover — getting it
right first time is critical.
Young applicants are increasingly

evaluating the market at course/subject -

level when making their final decisions
— module detail, assessment,
placements, subject ranking — they all
count in the final analysis.

We firmly believe that a marketing strategy
that does not encompass product and
service development can only make a partial
contribution to recruitment success.

There is not space to detail the whole service
package but it will include:

SubjectView V3 with data to a level that
divides the HE market in 1046 subject
areas and more evidence exclusive to The
Knowledge Partnership

Consulting on market assurance good
practice for new course development
Guidance on how to evaluate your current
portfolio using our unigue EMMAP
balanced scorecard style tool

Research methods for use in evaluating
markets and course concepts

Using Opinionpanel’s three established
panels, recruited with UCAS, the service will
deliver bespoke surveys with robust samples
to test course titles, course appeal and
feedback on the proposed curriculum,
assessment methods and special features.

Research will be quick and based on highly
specified samples (e.g. matching your entry
requirements and subject areas).

With panels of HE prospects (12,000) current
undergrads (35,000) and graduates (8,000)
the research can cover both undergrad and
postgrad. Working with an international
partner we also aim to offer bespoke
research with international prospects too.

To complete the service package we shall be
able to provide telephone research with
graduate recruiters and online research with
other useful intermediaries such as
international agents and alumni.

Workshops April — June

We are planning to run a series of
workshops in the summer term on a low cost
basis (£99 per delegate full day/£49 half day)
and limited to 16 people. The topics are:

Reputation management and word of
mouth marketing (full day);

Managing the course portfolio (full
day);

internal communication reviews (half
day - free to delegates attending the
Helix March conference)

email k.holland@theknowledgepartnership.com

Australia

Mind the Gap - comparison of UK,
Australian and NZ HE marketing
Universities are still not undertaking any
meaningful evaluation of marketing, let alone
looking at the long term impact of their work
in areas such as institutional reputation and
programme alignment. These are just some
of the conclusions from The Knowledge
Partnership’s recent survey of Directors of
Marketing and Communications in the UK
and Australasia. To read the summary
findings, please visit our website.

Catholic Unis Review Market Position.

The Knowledge Partnership’s Australian
office led by managing partner Dr Stephen
Holmes, is currently engaged in a number of
projects within the Catholic Education sector-
both universities and school level.

The national Catholic university recently
commissioned TKP Australia to undertake a
full and detailed review of its marketing
practices with a view to understanding its
market position and stakeholder reputation.
s.holmes@theknowledgepartnership.com
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New Faces

Keith Holland has joined The Knowledge
Partnership’s Cambridge office as a
Graduate Marketing and Communications
Assistant. Having attended 3 universities,
Keith has worked as a teacher in an
independent school for 2 years since
graduating and has recently returned from
Nihon University in Tokyo, where he was
participating in a 3 month international
educational exchange programme through
the University of Cambridge. Keith is looking
forward to applying his practical experience
of the education sector in his new role at The
Knowledge Partnership.
Fiona Carthy joins
our Australia office
in the role of
Senior
Communications
Analyst. Fiona
forged an active
working
relationship with
The Knowledge
Partnership during
her period as
Director of
Marketing and
Communications

Keith, our new graduate assistant,
(bottom right) with students in Japan

at East Berkshire College in Berkshire.
Fiona was a leading member of the project
team that developed the UK Further
Education (FE) model of MaXimizE. Her all
round marketing communications expertise
positions her well to provide a value added
dimension to our services. Janet Latham
has joined the Leeds office to support our
market research activity. A graduate of
Liverpool University, Janet also works part-
time for a higher education institution in their
student support section which means she
has both good HE knowledge but is also in
regular contact with students and their
issues. Chris Taylor joined us in an
associate project director capacity in 2008.
Chris has worked in house in the university
sector at marketing director level having
previous experience as a marketing lecturer.
Longstanding associate Robin Newton-
Syms has taken a full-time in house role at
Preston College where he will lead on
strategic development of the institution.

We are always delighted to hear from universities.
To find out more about any of the above items or
projects, please contact us at:

d.roberts@theknowledgepartnership.com

l.simpson@theknowledgepartnership.com



