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GETTING THE RIGHT
MESSAGE ACROSS

Chris Rice explains how Milton Keynes College adopted an

integrated media approach for its student recruitment campaign

MILTON KEYNES COLLEGE is a further
education organisation in a competitive
situation. The aim is to attract the maximum
number of students onto its courses.

Milton Keynes College is one of the fastest
growing colleges in the UK and has over 3,500
16-18 year old students. Full-time recruitment
is up by 40 per cent in the last three years.

Our strategy is to use the student as the

hero in our marketing communications. The
department’s marketing plan has a commitment
to communicating with potential students using
their preferred methods and media formats.

Our preferred style is to use peer-to-peer
integrated multi-channel campaigns — “take
one simple message and work it hard”.

BEST PRACTICE
A well-integrated campaign has several key
components: It needs to be centred around
one clear, focused, big idea for the brand. It
has to have a single communication voice. It
must have a consistent look and feel among
all components. Media types need to work
naturally together in concert to create a “whole
is greater than the sum of the parts” effect.
Also, media types must have a clear and distinct
role in the overall communication that leverages
the particular strength of that medium.

Integrated campaigns take the strengths
from a number of advertising mediums,
and deploy them in a united marketing
method to achieve maximum results.

Integrated campaigns that use social media
as a central platform can provide explosively
successful results. By combining offline, digital
and social marketing techniques, a campaign
is more likely to be shared between networks,
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peers and tribes of friends. Once a viral seed
has been planted the message can spread far
further than the original first line of audience.

Our research identified that potential
students are increasingly looking to online
sources and communities for information
on selecting a college. The importance
of advocacy is all too clear, peer-to-peer
communication and recommendation were
highly valued by potential students.

Our campaign aims were to create
content featuring current students and
then harness their online networks and
contacts to reach potential students, give
them a feel for the college using ‘one big
idea’ and one clear message in a way that
would appeal to the demographic.

This campaign set out to: Create rich content
that reinforces key messages in a credible
way; incentivise the sharing of the content
to create a viral effect; use our students and
their social networks to reach the audience
rather than us; and to do this supporting
online activity with integrated activity.

CREATING CONTENT
We ran a competition to find two very
important people to represent the college.
Over a 150 students auditioned in a
stretch limo and their promo videos were
viewed on the College’s YouTube channel
by tens of thousands of people.

Students were encouraged to get their social
network contacts to view and comment on the

videos — many of these were potential students.

The two students with the most views
got to be the new faces of the college and
were given the VIP treatment for an all-day

photo shoot. The results were seen on buses,
traditional and digital six-sheets, and online ads.
The images and concept were incorporated
in college publications and open evenings.
Digital and online media used:
e Web 2.0: A College YouTube channel
became the focus of the campaign.
Social network sites were enhanced.
e Online advertising: Users targeted by
age and location. Multiple ads were
created and CTRs monitored.
e Digital Six-Sheets: Five second ads were
placed throughout the MK shopping centre.
¢ Mobile: SMS using the txttools package
was used as a call to action.
e College website: Landing pages
and banner ads linked to the new
online applications feature.

ROLE OF MOBILE MARKETING
The digital communication process has
undergone a drastic change and SMS is now
the prime tool for information delivery. It is
universally adopted by potential students and
is their communication method of choice.
SMS is Ideal for launching viral campaigns
and engaging in a cost-effective way. Auto
response features and shortcode numbers
make it ideal for a call to action.

SMS is measurable with real-time data (easy
to calculate ROI) and is an essential digital
marketing tool alongside social media.

OUTCOMES

There was a 9.5 per cent increase in applications
year-on-year, a 16.8 per cent increase in
acceptances and 31 per cent of applications
were submitted online. There were 35,277
video views during the campaign, with the
winning video receiving 2,352 views and

second place receiving 1,248 views. The College
YouTube channel had 7,552 views — the

fourth most viewed channel on YouTube.

LESSONS LEARNT

We have learnt about the demand for online
applications. By next year we expect 50 per cent
of our applications will be submitted online.

We have also learnt that if you have interesting
and dynamic content, people will engage with
you and this positively affects their perception of
your offer. In addition we learnt that integrating
the campaign gave it extra weight and increased
awareness. The experience also suggested how
new media formats might offer opportunities
to remove barriers for potential students while
providing rich sources of customer feedback.

We also realised that the amount of admin
work required for an online campaign shouldn’t
be underestimated and the value of current
students in attracting new students and the
increasing role of online communities.

'\ FOR MORE INFORMATION

Tel: 0113 234 2111
E-mail: info@txttools.co.uk
Web: www.txttools.co.uk
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