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University Market Insight Awards

The Knowledge Partnership’s new awards event, recognises the 
value of research and market intelligence in higher education.

2017 marked the inagural year of the awards, and we are very 
thankful to everybody who contributed - all the fantastic entries, 
the winners and our judges.

Our international judging panel, brought a wealth of marketing, 
market research and planning expertise to the assessment process.

Becky 
Morehouse 
Vice President, 
Stamats

Ad de Jong
Professor of 
Marketing, Aston 
Business School

Alison Jones
Chair of HESPA

The winners demonstrated an excellent methodology and 
approach, and provided evidence of the effectiveness and impact 
of their research findings.

There were two levels of award: Gold  and Commendation, with two 
institutions awarded Gold and three institutions awarded Highly 
Commended. Congratulations to all!

With special thanks to John Cater, VC Edge Hill University, for presenting the awards 

(pictured front page).



Jane Jones - Faculty Market Insight and Strategy Manager 

Design and delivery of research, consultation and testing with key 
stakeholders to inform a sustainable PGT fee pricing model

Aims – To provide a 
richer understanding 
of decision-making; 
particularly the role of 
fees and perceptions of 
value; harness effective 
articulation of the offer; 
provide a framework 
of evaluation against 
other institutions in the 
sector; and allow for a 
financially sustainable 
pricing model.

Approach – Qualitative 
research with current 
students to explore 

motivations, perceptions and decision-making. This was followed by 
an online survey of 500+ PGT offer holders, using Van Westendorp 
questioning, implicit testing and trade-off analysis. Interviews with 
academic subject experts to gain a deeper understanding of programme 
offers and competitor knowledge.

Members of the marketing and insight team along with an external 
consultancy then developed a framework of pricing evaluation.

Impact –  To date, approximately 25 PGT programmes have been 
evaluated using the Value Based Scoring Criteria and the University has 
agreed that all new and existing programmes should be evaluated using 
this approach.

Jane Jones - jjones@liverpool.ac.uk

University of Liverpool

Gold Award
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Nottingham Trent University

Gold Award
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Kim Winter - Market Research and Insight Manager

Annual research with current students, examining engagement 
and concerns to inform student retention initiatives 

Aims – To understand 
worries or concerns 
students face; create 
processes to address 
and monitor these 
concerns; investigate 
the impact doubting 
had on student 
withdrawal; track 
student engagement 
long-term; and issue 
appropriate support 
to improve student 
retention.

Approach - 
Quantitative survey 

with current first year undergraduates to explore expectations, desired 
support options and support levels, offering open ended responses to add 
qualitative data. Following this, a concept testing approach was taken 
with mentoring and the NTU Dashboard. Qualitative focus groups were 
used to further explore key themes.

Impact –  Directly informed three major institutional initiatives: NTU 
Student Dashboard, the formulation of a Central Engagement and 
Retention team and the Success for All strategy. The insights became an 
annual research tool to test students’ experiences of initiatives, leading to 
amendments in the delivery approach of key education services, such as 
the tutorial scheme and students’ sense of belonging.

Kim Winter - kim.winter@ntu.ac.uk
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Tracey Urwin - Assistant Director (Insight and Propositions)

Mixed methods approach to foundation year product portfolio 
development and student experience enhancement

Aims – To expand 
the foundation year 
portfolio and enhance 
the existing portfolio 
by understanding 
competitors; 
exploring the range 
and availability of 
foundation years 
and aligning with 
internal strengths; and 
investigating current 
motivations, attitudes 
and experiences of 
foundation students.

Approach - Analysis 
of secondary data to identify and map key competitor portfolio offerings 
and in-depth research into common foundation year themes. This was 
overlaid with market intelligence and HESA data to identify external 
demand and inform course development. A further mix of qualitative and 
quantitative primary research followed with foundation year students to 
gain an understanding of course motivation, perception and experience. 
This allowed for revaluation of current offerings as well as those to be 
developed.

Impact – Three new foundation year programmes have been developed 
and launched, with two of the three exceeding targets in the first day of 
clearing. A 12% uplift in foundation year students recruited at clearing 
and the student quality target surpassed.

insight.marketing@northumbria.ac.uk

Northumbria University

Highly Commended
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Michelle Gray - Insight Analyst

Segmentation model for the University’s potential student 
market to inform targeted marketing tools and campaigns

Aims – To segment 
Surrey’s UK 
undergraduate 
prospect student 
market; understand 
motivations and 
barriers in going to 
university, and Surrey 
specifically; how the 
University aligns with 
prospective student 
needs; and discover 
which messages and 
channels are most 
likely to resonate.

Approach - Workshops 
with internal stakeholders to inform and promote research. Qualitative 
research with prospective ABB+ sixth form students, first year 
undergraduates and teachers in the form of focus groups and telephone 
interviews. This was followed by a quantitative survey of sixth formers and 
first years on a larger scale to test segments. The produced segmentation 
model informed an algorithm powered by 17 Golden Questions, allowing 
for accurate segmentation.

Impact –  The launch of a new model of segmentation to inform daily 
marketing activities, allowing for targeted marketing and tailored content 
towards prospective students. Further segmentation research and 
increased prospective student engagement via a gamified version of the 
17 Golden Questions survey which sees a daily average of 70 respondents 
with an 84% completion rate. 

Michelle Gray - m.gray@surrey.ac.uk

University of Surrey

Highly Commended
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Jo Clarkson - Market Research and Insight Manager

Process development for insight gathering with current students 
to improve and harness the student voice 

Aims – To improve and 
harness the student 
voice and evolve 
student services; 
secure valuable, 
quality insight without 
overburdening 
audiences with 
frequent demands for 
feedback; and improve 
research objectives.

Approach - 
Implementation of 
‘Insight Central’; a 
professional customer 
insight team to co-

ordinate insight-gathering and feedback methods, research timings 
and training. This was then complimented by the internal development 
of HearNow by the IT department, an incentivised digital community-
feedback platform with financial rewards to allow for optimised choice of 
research gathering methods and reduce survey fatigue.

Impact –  Research methodology intervention provided richer, targeted 
findings. HearNow response rate of 50% across 2015/16 polls, user growth 
of 200 to 13,000, delivering high quality insight to tight deadlines at a low 
cost and increased student engagement.

Jo Clarkson - j.clarkson@warwick.ac.uk

University of Warwick

Highly Commended
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The Knowledge Partnership is an independent international 
market analysis, strategy and communication consultancy

We are dedicated to helping universities thrive in an ever-evolving 
market. We use a combination of market data analyses, highly 

respected primary research and significant industry experience to 
answer your questions. 

Our range of services includes:

email: info@theknowledgepartnership.com

web: www.theknowledgepartnership.com

tweet: @TKPEducation

LEEDS
The Coach House
9 Somers Street
Leeds
LS1 2RG

+44(0)113 2430597

CAMBRIDGE
4 Newmarket Road
Cambridge
CB5 8DT

+44(0)1223 362387

UNIVERSITY MARKET INSIGHT CONFERENCE 
LONDON 2018

Details to be announced

Follow us on Twitter @TKPEducation for updates

REPUTATION
AUDITS & 

CONSULTANCY

COURSE
PORTFOLIO ANALYSIS

& STRATEGY

GRADUATE VOICE
NEW SERVICE 

FOR 2018!

http://www.theknowledgepartnership.com
mailto:info@theknowledgepartnership.com
http://www.theknowledgepartnership.com
https://twitter.com/TKPeducation
http://www.theknowledgepartnership.com/events/
http://www.theknowledgepartnership.com/events/
https://twitter.com/TKPeducation
http://www.theknowledgepartnership.com/services/reputation-audits-and-consultancy/
http://www.theknowledgepartnership.com/services/course-portfolio-analysis-and-strategy/

