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WE WORK IN PARTNERSHIP WITH LEADING ASSOCIATIONS AND EVENTS ACROSS THE SECTOR

At the heart of
higher education
University Business (UB) remains a central resource for
professionals working within the university commercial
and management sectors.
Launched in 2005, UB has reported on some significant changes
in the UK HE sector, and is today recognised as the valued voice
within higher education.
UB will continue to bring the latest news, appointments, features
and expert opinion throughout the year ahead in HE.
We will also continue to cover updates from the leading
UK HE organisations and events, including: Bett, EAUC,
CUBO and ASRA, to name a few.
universitybusiness.co.uk is updated every day with the very
latest news, features and blogs, as well as previews and
reviews of the leading HE events. So why not pay it a visit?
If you’ve got a story or want to be involved, get in touch.
We are always keen to hear your views.

Rebecca
REBECCA PADDICK | EDITOR
rebecca.paddick@wildfirecomms.co.uk  |  0117 300 5526
Follow us @UB_UK

Like us /ubmag

universitybusiness.co.uk
RETURN TO CONTENTS

Softcat found University Business
to be a direct and valuable conduit
to our higher education audience.
Its Account Managers epitomise a
real ‘can do’ attitude and deliver
on promises, which counts for a lot
in the business world
ANDY BRUEN, PUBLIC SECTOR
FRAMEWORKS MANAGER, SOFTCAT LTD
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Magazine facts
Frequency

Monthly

Print circulation

5,500

Monthly readership

13,750

Bonus event copies

20,000+

Events

Presence at over
100 key events

Digital facts
Users

Approx 10,000 monthly

E-Newsletter

Fortnightly email communication
to 5000 subscribers

Find us on:
Social media
RETURN TO CONTENTS

twitter.com/UB_UK

facebook.com/ubmag
youtube.com/user/WildfireCommsUK

Twitter followers: 4,470
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Spending Power

AVERAGE ANNUAL SPEND PER JOB TITLE

Up to £1 million

£5 million–£10 million

£2 million–£5 million

Over £15 million

› Assistant Registrar
› Faculty Finance Manager
› Accommodation Manager
› Facilities Manager
› IT Manager
› Marketing Communications
Manager
› Procurement Officer

› Business Development Manager
› Director of Estates and Facilities
› Director of Residential Services

› Director of Commercial Services
› Director of Computing
› Systems & Services
Procurement Manager

› Vice-Chancellor
› Pro Vice-Chancellor
› Principal/Vice-Principal
› Director of Human Resources
› Director of IT Services

Audience

PROFESSIONAL MAKE UP OF NEW SUBSCRIBERS IN JUNE 2017

30%
Key Decision Makers

(VC, Dept Directors, Heads of
Department, Senior Management,
Associates, Principals)
RETURN TO CONTENTS

32%

38%

Decision Makers

Other Influencers

(Managers, Deputy Heads
of Dept, Deputy Registrars)

(Teachers, Assistants,
Officers, Professors)
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In every issue

CAMPUS SPOTLIGHT | ABERYSTWYTH UNIVERSITY

I am very excited that
we are bringing together
so many local employers
to give students the
opportunity to gain
practical work experience
as part of their degree

Latest news, appointments and

DID YOU KNOW?

Three pillars for a
successful university

opinions from leading figures

95%

Aberystwyth invests in multiple developments to ensure it
continues to rise through the league tables. Charley Rogers reports

in higher education

M

odern universities have to cater
to a huge range of student
expectations. Not only are they
expected to provide a topclass education, but also to ensure that
students are happy with their living and
studying environments, facilities, outlets,
and career prospects. Aberystwyth has
recently had a series of developments that
addresses three of the pillars of a successful
university: academics, career prospects,
and wellbeing. Having risen 19 places
through The Complete University Guide’s
league table this year to sit at an all-time
high of 68th, Aberystwyth is on the up,
and it seems like there’s no stopping it.

CAMPUS SERVICES

THINKING SMART

One of Aberystwyth’s recent
investments includes the
£8.8m funding provided for
the Institute of Biological,
Environmental and Rural
Sciences (IBERS).
The funding comes from
The Biotechnology and
Biological Research Council
(BBSRC), and is part of a
huge £319m investment
to ensure bioscience
research in the UK remains

Leading construction, refurbishment and
facilities management news

competitive in the global arena. IBERS
is the only research institute in Wales to
receive a strategic award, and will use
the investment to deliver the BBSRC’s
Core Strategic Programme for Resilient
Crops. The programme is in place to
improve the economic, productive and
environmental sustainability of crops in
the face of climatic and political change
across the world. Professor Melanie
Welham, BBSRC Chief Executive,
says of the project, “The positive
impacts in food, agriculture, energy,
materials and health will help drive
economic growth and deliver benefits
to society across the UK and beyond.”
As well as this specific
investment for the
university, Aberystwyth is
also noticing a general rise
in its overall performance.
The institution has risen
19 places in The Complete
University Guide league
table for 2018, the largest
jump in ranking of any of
the 129 listed universities.
Professor John Grattan,
Pro Vice-Chancellor for
Student Experience at
Aberystwyth University,

to enable them to apply the skills
learned through their academic
In 1872, the University was
courses to the real world. Local
businesses, as well as government
opened in a half-ﬁnished hotel
and charity organisations, will
building on the sea front in
support the module, offering work
Aberystwyth. There were 26
experience to students. One of the
ill-prepared students and a
biggest employers in Aberystwyth,
teaching staff of three.
Ceredigion County Council, will
offer up to 18 places across the council
in various different work areas.
The University has developed the
new module with the help of the leading
social housing providers in Wales, Wales
& West Housing. This particular course
is part of a wider initiative from the
OF THE UNIVERSITY’S
University, which aims to develop the
RESEARCH IS OF AN
overall employability skills of students.
INTERNATIONALLY
Professor Jo Crotty, Institute Director
RECOGNISED
for Business and Law, said, “I am very
STANDARD
excited that we are bringing together so
many local employers to give students
the opportunity to gain practical work
experience as part of their degree. This
is unique amongst business and law
ABERYSTWYTH HAS
programmes in Wales and with such a
great support from both students and
IN THE COMPLETE
staff it is sure to be a great success.”

said: “Our success has been driven by
the quality of our teaching, our worldleading research, our employability
initiatives and our high levels of student
satisfaction. The latest rankings are
also testament to the hard work of our
dedicated staff who deliver excellent
research-led teaching here at Aber,
the ambition of our students and the
University’s investment in its facilities.”
FUTURE PROSPECTS

However, it is not only the current status
of students that is being addressed at Aber.
The future prospects of Aberystwyth
graduates is an important consideration
for the University, and one they are taking
steps to address. Alongside academic
courses and subject-specific training,
Aberystwyth has now introduced an
entire module focused on post-study
employability. Coming at a point in
history when the UK’s higher education
sector is heavily focused on the measurable
return on the investments required for a
university degree, this module is certainly
a timely and welcomed addition.
The module has been launched by the
Institute of Business and Law (IBL), and
will provide structured work placements
for third year students within the school,

RISEN 19 PLACES

INCLUSIVITY AND WELLBEING

Investing three years in a degree
means students have to be
happy both working and living
in their university environments.
A large part of this experience is the
acceptance of and provision for diverse
cultural and religious beliefs, as well as
dedicated facilities to support students
pastorally as well as academically.
The traditional Student Support
Services continue to be a valuable asset to
universities, as well as various religious
societies and facilities. However, the
growing desire for inclusivity within
university life is often somewhat hindered
by these offerings being both completely
separate from other parts of university

UNIVERSITY GUIDE
LEAGUE TABLE FOR 2018,
THE LARGEST JUMP OF
ANY OF THE 129 LISTED
UNIVERSITIES

ABER IS 4TH
IN THE UK AND
1ST IN WALES
FOR STUDENT
SATISFACTION
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life, and, all too often, from each other.
This is where Aberystwyth’s new
all-faith space has erased boundaries,
and welcomed true inclusivity. The new
space was officially opened at the end
of March this year, and is specifically
dedicated to providing a quiet and
neutral space for prayer, meditation,
and reflection for students and
staff of all religions. Purposefully
built without any religious icons or
symbols, the space is open to all those
who desire a quiet and sacred space,
whether that be for religious devotion, or
secular mindfulness and contemplation.
Caryl Davies, Director of Student
Support Services, commented: “This
new Faith Space demonstrates the
University’s commitment to welcoming
religious diversity, and helping to
accommodate the faith needs of our
diverse staff and student body through
the provision of a neutral space. This
new Faith Space complements our
existing one at the Llanbadarn Centre.”
Comprehensive support, then, is the
aim of the game for Aberystwyth.
Its recent climb up the league tables is not
only based on academic performance,
but also takes into account student
satisfaction, research quality, and graduate
prospects. Focusing on producing
graduates that not only have an academic
understanding of their subject, but
that are also trained to apply their
transferrable skills to the working world,
means that Team Aberystwyth could
see ever-elevated heights very soon. UB
@UB_UK | www.universitybusiness.co.uk | 17

SUSTAINABILITY

News, developments on campus
and innovations

PROMOTION

“TO SUPPORT
UNIVERSITY CATERERS
TO THINK GLOBALLY
BUT SOURCE LOCALLY,
WE’VE ESTABLISHED
MARKET-LEADING
PROCUREMENT
FRAMEWORKS"

SPORTS

Top facilities, sporting achievements and
association news

big role in how their food is produced.
Students are among some of the most
environmentally-minded individuals in
our society and we have definitely noted
a rise in the popularity of locally grown
and produced food on campus as they
become increasingly aware of just what goes
into their meals. This comes alongside a
growing realisation of the importance of a
sustainable, healthy diet as well as concerns
around ethical food production and animal
welfare. According to research carried out
by The Higher Education Authority and
the NUS, over 80% of students believe
that sustainable development should
be actively incorporated and promoted
by universities. This is no mean feat
and that’s why collaboration is key.
To support university caterers to
think globally but source locally, we’ve
established market-leading procurement

THINK GLOBAL,
ACT LOCAL – THE POWER OF
COLLABORATIVE WORKING

CATERING AND HOSPITALITY

With the ever-increasing ease of travel, unparalleled power of social media and a large
international cohort, students are among the first to discover new food and drink trends
his tech-savvy generation are
constantly on the look-out for
Insta-ready food which can be
shared, tweeted and liked – not to mention
consumed – and this drive for the ‘next big
thing’ has led to extra pressure for university
caterers to be at the forefront of the latest
trends. Gone are the days of institutionalised
catering facilities. It is essential that caterers
work together to look for ways to refresh
and innovate food offerings to appeal to the
younger generation – something which is
particularly important for universities which
are facing increasing competition from the
high street.
But how can higher education caterers
create new and memorable food and
drink experiences without going over
budgets? Here, Matt White, Chair of
The University Caterers Organisation
(TUCO) and Director of Catering, Hotel
and Conference Services at The University
of Reading, discusses the importance of
thinking global and acting local to meet
student demand. There are over two

T

Food industry news and views, recipes and
contract catering developments

FINANCE AND LEGAL

million students studying at UK higher
education institutions, of which some
430,000 are from overseas. This melting
pot of diverse cultures, backgrounds and
experiences makes our student bodies
some of the most challenging and exciting
consumer audiences to work with.
From our own research, we know that
84% of students would like to experience
a range of food choices from both home
and around the world. In fact, the UK
public spends an estimated £425 per person
each year on ethnic food, with the biggest
market share being 16–34-year-olds and
those in full time education. It is with
this in mind that we organise our Study
Tours – to allow our members to see, taste,
smell and experience what other catering
departments do around the world and
take inspiration for their own facilities.
In the past, we have hosted Study Tours
to countries such as China to learn about
everything from typical menus at some of
the top universities over there, to dining
etiquette and how to create new and

familiar dishes in the traditional way. It’s
no secret that here in the UK, we have a
very different view of Chinese food from
what someone who lives in Shanghai has.
To an extent, what you will find in your
local takeaway doesn’t actually exist in
China. That’s why our Study Tour focused
on helping members to take flavours and
recipes back to basics, so they can introduce
more unusual dishes and menu specials,
and incorporate authentic ingredients and
cooking techniques to help increase appeal
to international and home students alike.
This year we have trips planned to Italy,
Spain, France and India. And, as well
as looking at world-cuisine, we are also
undertaking Study Tours based around
more homegrown foodie developments,
such as molecular cooking, gastrophysics,
tea, gin and vegetarian cooking.
While students want university caterers to
draw on global food trends and to offer new
and exciting cuisines for them to try, they
are also incredibly attuned to sustainability
issues and expect local sourcing to play a

1. http://www.universitiesuk.ac.uk 2. Mintel Report, 2013 3. First-year attitudes towards, and skills in, sustainable development, Elizabeth Bone and Jamie Agombar,
The Higher Education Academy 2011. http://www.heacademy.ac.uk/assets/documents/sustainability/FirstYearAttitiudes_FinalReport.pdf
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Advice, comment and
legislation updates

INTERNATIONAL

MORE THAN 80% OF
STUDENTS BELIEVE
THAT SUSTAINABLE
DEVELOPMENT SHOULD
BE ACTIVELY PROMOTED
BY UNIVERSITIES
EMPLOYERS

frameworks. These provide access to nearly
200 suppliers, 75% of which are SMEs
and many operate on a regional basis. This
means our members have the flexibility
to work with local producers either on
a short-term basis or a more permanent
scale, depending on their business needs.
We also recently revolutionised our
procurement frameworks with the
introduction of a digital system known as
TUCO Online. By putting everything
in one place online, we’ve made it
incredibly quick and easy for universities
to cross-compare suppliers and check their
sustainability creds – from checking prices
and confirming allergen information,
right through to seeing if they carry Red
Tractor, Soil Association or Organic
certifications. This progressive, intelligent
approach to procurement means they

THE UK PUBLIC SPENDS
AN ESTIMATED £425 PER
PERSON EACH YEAR ON
ETHNIC FOOD, WITH THE
BIGGEST MARKET SHARE
BEING 16–34-YEAR-OLDS,
AND THOSE IN FULL-TIME
EDUCATION

can keep a close eye on the products
and ingredients they are using – and
more easily source authentic or unusual
ingredients needed for world cuisines –
thus futureproofing their operations.
Not only do the procurement frameworks
provide easy access to pre-assessed
producers and suppliers but they also ensure
that our members are getting the best value
for money. By using the purchasing power
of being part of a bigger organisation,
we’ve been able to save our members a
whopping £11.4m collectively. This goes
a long way in making sure that sustainable
sourcing is affordable and accessible for all.
Ultimately, university catering will always
be dictated by the demands and desires
of the student population. It’s essential to
keep up with, if not ahead of, evolving
trends, and to ensure that the on-campus
offer is enticing, readily available and
matches with modern lifestyles.
By thinking creatively and working
together – through development
opportunities such as the TUCO Study
Tours and procurement frameworks –
university caterers can really set the bar
and help shape future food habits.
If you’d like to find out more about
TUCO, its study tours or recruitment
frameworks, please visit www.tuco.
ac.uk or contact info@tuco.ac.uk. UB
@ U B _ U K | www.universitybusiness.co.uk | 5 3

ROUNDTABLE

HE news from across the globe

MA: University Alliance called for the

dramatic fall in mature and part-time
students. Any government serious about
creating a strong economy and fair society
must enable people to take up higher
education throughout their lives.

Updates from all the leading

TD: We’re very optimistic about fast-track

Q. What do you make of the
government’s plans to introduce
fast-track, two-year degrees – and
allow universities to charge the full
three-year tuition price for these?

associations in higher education

MA: It’s likely that the majority of students,
particularly those coming to university
straight from school, will continue to want
traditional three- and four-year degrees.
Nevertheless, accelerated degrees can be a
really attractive option for mature students
and those looking to reskill quickly.
We believe that greater flexibility
on fees will allow universities to run
more accelerated courses and in more
subjects, spurring innovative ways of
delivering degrees which fit around
students’ lives, including those with
caring or work commitments. Alliance
universities are already delivering successful
accelerated degrees, with interest from
non-traditional learners who often
begin their study later in the year.
The greater intensity can be a challenge,
and student support is vital to success.
This change alone won’t reverse the

TECHNOLOGY

degrees, though they clearly won’t suit
everyone. Our research shows that current
students put in significantly more study
hours than those from a decade ago.
In addition, many are working part-time
jobs to try to cover increasing living
expenses and build work experience.
The opportunity to work hard, reduce
student living costs by a year, and enter
the workplace a year ahead of their
peers is appealing to many students.
With accelerated degree programmes
in place, institutions also have the
potential to offer three-year courses
including a sandwich year in industry
– that could be a real game changer.

Q. The Institute for Fiscal Studies
estimates that, for those starting
university in 2015–16, the government
will contribute £10,500 per student
once future loan repayments are
factored in – and more if the decision
to lift the cap on undergraduates
means that significantly more
students enter the system. Do you
see problems on the horizon here?

THE BIG
ISSUES

Edtech innovations, online learning, ICT
developments and much more

cap on student numbers to be lifted
because, in any system of rationing, it is
students from disadvantaged backgrounds
who miss out. Since the cap was lifted
in 2012, the number of people going to
university from disadvantaged groups
has risen. The IFS has also found that the
graduate premium has held up, despite
the increase in the number of graduates.
The horizon is not, however,
entirely clear. We are beginning to
see a fall in applications to university
as the number of 18-year-olds in the
population declines, alongside a drop
in applications from mature learners.
This, coupled with a potential squeeze
on international students, may mean
thatROUNDTABLE
the UK produces too few graduates
in the future, rather than too many.
TD: I’ll leave others to comment more:

I would just underline that there were
political as well as economic objectives
to the changed student funding model,
and as dramatic as some may say this has
been, we’re only beginning to see the
start of the long-term changes in how
higher education will be delivered and
consumed. One thing we know is that
these projections will be wrong – but
by how much and in what direction?

Q. The Higher Education Policy Institute
estimates that the Home Office’s
tougher stance towards overseas
students at British universities could
cost the country up to £2bn a year.
Again, do you predict problems here?
MA: For the UK to succeed, we need

to be open to the world: international
students make a huge contribution to

The panel

From accelerated degrees to lifelong learning, and from
Brexit to budgets, Steve Wright quizzes a panel of university
experts about some current live issues within HE

Maddalaine Ansell

Judith Lamie, Pro

Stephen

the UK economy, as well as enriching
the cultural and social life of our
universities. A system that seeks – overtly
or covertly – to discourage them from
coming is not in Britain’s best interests.
A learning environment where UK students
get to study alongside individuals from
other countries is also crucial to our young
people’s success in the global economy.
As the UK leaves the EU, removing
overseas students from the net migration
target would send the right message
about Britain being open for business.

in fees, it’s more about their ability to
access loans to support their studying
in the UK. Fees will inevitably increase
with infl ation which I imagine will be the
same across the board for all institutions.
However, what we will have is a much
more strategic set of scholarships that will
be available for international students.
The message the UK is giving out is
that we aren’t particularly welcoming to
international students. We have to do
something to reinforce the message that
we absolutely value international students

GW: Yes – EU and overseas students are

“WITH ACCELERATED DEGREE PROGRAMMES
IN PLACE, INSTITUTIONS ALSO HAVE THE
POTENTIAL TO OFFER THREE-YEAR COURSES
INCLUDING A SANDWICH YEAR IN INDUSTRY
– THAT COULD BE A REAL GAME CHANGER"

clearly getting a message from the UK
government that they are not welcome here.
EU student numbers to the UK declined by
7% over the past year. Students are receiving
the message that working while studying
will be hard, and that they will be forced to
leave the country not long after graduating.
There is plenty of competition for overseas
students, after all. Canada and Australia, in
particular, have very benign visa regimes.
Even non-Anglophone countries are
getting in on the act – Holland is competing
actively by offering thousands of English
medium higher education degrees. For UK
plc, the loss to the HE sector of unregulated
tuition fees is compounded by the wider
adverse impact on local economies –
accommodation, shops, cafes, taxis etcetera.

Q. HEPI also found that UK higher
education could increase revenue from
higher fees for foreign students after
Britain leaves the EU. How might our
overseas (non-EU) student numbers
hold up over the coming years?
MA: Even before the Brexit decision, we
were seeing a sharp decline in students
from India choosing to study here.
It is likely that higher fees will deter EU
students from studying in the UK.
A persistent decline in overseas students
coming to Britain will have serious
consequences. To prevent this, we need to
see an overhaul of the student immigration
system coupled with a strong message
that international students are valued.

and their immense cultural value to UK
institutions. We had this situation a few
years ago with UK higher education
when post-study work was stopped and
the impact that had, particularly in the
Indian market, was quite dramatic. Will
Brexit have that same kind of impact?
GW: The numbers will fall dramatically

unless the government changes its tone and
attitude to student visas. To my mind, the
issue is more related to UK immigration
policy than Brexit per se. There appears
to be a dangerously arrogant assumption
that ‘everyone wants a UK education’ and
will pay through the nose to receive one.
In reality there are many other options
– Australia, Canada, USA, Holland,
France, Sweden. People will vote with
their feet, especially if the current rhetoric
on government visas doesn’t change.

recent international student
polling reveals that both EU and
non-EU students have some serious
concerns about the impact of Brexit.
Nevertheless, there is some room for
optimism, with a majority of students
still believing in the value of a UK
degree. A majority of international
(non-EU) students also believe that they
would still choose the UK even after
Brexit and that student numbers from
their home country will either remain
the same or increase in the future.

What we don’t yet know is whether,
long term, some institutional brands
continue to succeed in attracting overseas
students while others lose out. To assess
the recruitment risk fully, individual
universities will need to know their
recruitment profi le well – but also
understand the strength and independence
of their own international brands in relation
to the UK as a general HE destination.

TD: It is a mixed picture in terms

of international students. Our

JL: In terms of fees for EU students, the
problem is actually less about the increase

Darren Watson

Steve Hill External

Tim Daplyn

Geoff Webster

Chief Executive,

V-C for External

McDonald

Policy Adviser,

Engagement

Managing

Managing

University
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Subjects and

Director, The Open

Director, Red
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of Derby

HEFCE
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Brick Research
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Features list & deadlines
JANUARY

THE COMMERCIAL
ISSUE
EDITORIAL DEADLINE:
23 NOVEMBER

WHAT LIES AHEAD:
Roundtable: what are the challenges across the sector for the upcoming year,
and how can we best prepare for them?
A CLASS ACT: from furniture and design to fixtures and fittings, a look at how
the modern-day classroom is boosting the teaching and learning experience
MARKETING MASTERCLASS: the latest developments in digital and off-line
marketing across universities. How is HE competing to win new students?
BETT: a look at what’s to come at the UK’s biggest edtech show
EVENT DISTRIBUTION: Bett, ISE Europe

FEBRUARY

THE RECRUITMENT
ISSUE
EDITORIAL DEADLINE:
15 DECEMBER

FIRST IMPRESSIONS: how striking campus and building design can
attract new students, both at home and abroad
STUDENT RECRUITMENT AND RETENTION: how can universities join
up digital recruitment drives with successful student retention?
VIRTUAL OPEN DAYS: Are VLDs the future of university recruitment?
UCISA: a look at what’s coming up at the premier IT event for higher
and further education
EVENT DISTRIBUTION: ISE Europe

MARCH

THE EDTECH ISSUE
EDITORIAL DEADLINE:
19 JANUARY

LIBRARIES: how university libraries are adapting to the modern world
and ever-demanding students
ASRA ANNUAL CONFERENCE: a look at what the largest student
accommodation conference in Europe has to offer this year’s delegates
BETT: highlights from this year’s biggest education technology show
THE EDTECH GLOSSARY: Do you know a MOOC from a VLE,
or VR from AR? Here’s our round-up of the latest tech trends
transforming HE
EVENT DISTRIBUTION: UCISA annual conference, Naace

APRIL

THE ESTATES ISSUE
EDITORIAL DEADLINE:
16 FEBRUARY

LEARNING SPACES UNCOVERED: innovation in design and
architecture in university learning spaces, lecture halls and libraries
ESTATES OVERVIEW: master-planning and future proofing the campus
– a highlight of the latest projects across the sector
A VIRTUAL VIEW: the advantages of virtual learning environments
(VLEs) for higher education
EVENT DISTRIBUTION: ASRA Annual Conference

RETURN TO CONTENTS
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Features list & deadlines
MAY

FEES AND LOANS:
Roundtable: looking at the latest developments in fees and loans
and the impact on UK HE

EDITORIAL DEADLINE:
23 MARCH

PRICE WARS: a look at the very best catering facilities and services on campus
versus local amenities and the high street

THE MONEY ISSUE

THE COST OF ICT: Can universities reduce their edtech costs while boosting
services to students and staff?
EVENT DISTRIBUTION: Talis Insight

JUNE

THE FACILITIES ISSUE
EDITORIAL DEADLINE:
20 APRIL

FUNCTION AND FORM: a look at specialist facilities on campus
SAFETY FIRST: making campuses safe and secure for students and staff
CUBO: a look at the association’s summer conference and awards
ADMIN ADVICE: digital innovations transforming university back-offices
EVENT DISTRIBUTION: Facilities Show

JULY

THE FUTURE
PROOFING ISSUE
EDITORIAL DEADLINE:
25 MAY

HE ROUNDTABLE: how Unis use the summer down-time for a revamp
GREEN CAMPUSES: a look at sustainability across campus from green
buildings to new facilities
SOCIALLY SPEAKING: using social media to stay in touch over the summer
break and into the new term
HEALTH & WELLBEING: tackling one of the biggest issues in HE
EVENT DISTRIBUTION: Cubo Conference, UCISA Support Services

AUGUST

THE RECAP ISSUE
EDITORIAL DEADLINE:
22 JUNE

GREAT ESTATES: the priorities and challenges facing university estates
managers - and a round-up of the best estates improvements this year
SUSTAINABILITY PART 2: Thinking green: initiatives promoting sustainable
living to students and staff
CUBO: we reveal the full conference and awards review from the College and
University Business Officers’ annual event
A WHO’S WHO OF HE: the new faces joining UK HE for the start of the
academic year
THE EDTECH EVOLUTION: the latest edtech innovations enhancing teaching
and learning across campus

RETURN TO CONTENTS

10

Features list & deadlines
SEPTEMBER

THE BACK TO UNI ISSUE
EDITORIAL DEADLINE:
20 JULY

HE ROUNDTABLE: a first look at the key challenges facing
universities and colleges this academic year
REVAMP TIME: maintenance, procurement and purchasing,
where do the priorities lie?
A TECHNICAL BOOST: how super digital classrooms are the future
CATERING TRENDS: fresh food trends for the new year

OCTOBER

THE STUDENT
EXPERIENCE ISSUE
EDITORIAL DEADLINE:
24 AUGUST

HE ROUNDTABLE: the focus on student experience goes from
strength to strength
LET’S GO OUTSIDE: latest innovations in outdoor furniture, landscaping
and refuse/recycling
A SPORTING CHANCE: the very best sporting facilities across the
global HE stage
EDUCATION ESTATES PREVIEW
AV A LOOK: how audio-visual developments are transforming universities
EVENT DISTRIBUTION: HE Show, Education Estates, UCISA IG

NOVEMBER

THE PROPERTY ISSUE
EDITORIAL DEADLINE:
21 SEPTEMBER

ESTATE OF PLAY: from top-notch halls to cutting-edge classrooms; a look at
the most impressive HE estates helping UK universities stay competitive
STUDENT ACCOMMODATION: a preview of this year’s event, offering the
latest advice on the changing dynamics of student accommodation
WEBSITE TRENDS: how the university homepage is more than just
a shop window; why engaging content and consistent branding are vital
to HE’s success
SUPPLIER SPECIAL: how to work efficiently with suppliers and boost your
offering while saving costs
EVENT DISTRIBUTION: Education Facilities Forum

DECEMBER

THE REVIEW ISSUE
EDITORIAL DEADLINE:
26 OCTOBER

REVIEW OF THE YEAR:
Roundtable: we look back at and ask if it was successful year for the sector?
STUDENT LIVING TRENDS: what do students really want from their
accommodation and how is this changing?
THE BRING YOUR OWN REVOLUTION: when it comes to BYOD, what issues
do universities face and how are they tackling the challenges head on?
EVENT DISTRIBUTION: Student Accommodation, Bett, ISE Europe
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EVENT COVERAGE AND
MEDIA PARTNERSHIPS
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We are media partners at…
We and the other EdQuarter media portfolios will be promoting, supporting, distributing and
providing print and digital advertising opportunities / coverage at the following events…

JANUARY

› Bett Show

FEBRUARY

› ISE

MARCH

› UCISA Annual Conference

› BSA Annual Conference

› Jisc Digifest
› Education Show
› Bett Academies
› International Higher Education Forum
› International e-Assessment Awards
› EAUC Conference
› MAT Formation
› Next Generation Learning Spaces

APRIL

› ASRA Conference (UB)
› AUDE
› ISPEC (Independent Schools PE Conference) (IE)
› Higher Education Estates Forum (B4E and UB)
› The Academies Show London
› Talis Insight Europe

MAY

› BSA Annual Conference for Heads

JUNE

› STEM Gender Equality Congress
› Future Edtech
› EdTechXEurope
› Facilities Show
› Festival of Education
› CUBO Summer Conference
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SEPTEMBER

› Lunch!
› Education Estates and Facilities Conference
› New Scientist Live
› UCISA IG

OCTOBER

› HMC Annual Conference
› Higher Education Real Estate and Infrastructure
› EduTech Show
› Higher Education Conference
› Academic Venue Showcase
› UK Construction Week (B4E)
› The Education Building Forum
› MATs Summit
› Education for the Soul
› Simo Educacion

NOVEMBER

› Education Estates
› WIRED Next Generation
› UCISA CISG-PCMG
› InnovateEdTech Conference
› Green Gown Awards
› University & Healthcare Estates & Innovation
› Class Conference
› Education Forum
› GSA Annual Conference for Heads
› Academic Venue Awards
› Education Buildings Scotland
› Scotland Build Expo
› EdtechUK Global Summit

DECEMBER
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› Effective financial management in uncertain times
› Student Accommodation Awards and Conference
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ANNUAL CAMPAIGNS
INTEGRATED CAMPAIGN
DIGITAL CAMPAIGN
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Annual Campaigns

INTEGRATED CAMPAIGN

Each edition (Monthly) our partner
receives over a 12 month duration…
› x1 full page of editorial in the mag
› x1 full page advert in the mag
(opposite or separate to the editorial)
› The above pages included in the digital
magazine (2K reads per edition)
› x1 blog hosted by www.universitybusiness.co.uk
(use magazine editorial – 10K unique visits p/m).
› Leaderboard on homepage
› Blog to receive social media support
from UB (5K followers)
› x1 newsletter sponsored story
(sent to 5K opt in subscribers)
› Enhanced marketplace listing in applicable
category (active all year)

SAVE

50%

OFF
RATE CARD

› Partners preferentially approached to contribute
on in-house articles as industry experts
› Further ad placements across all publications to
receive 20% discount for the duration of the year.

Annual partner rate per edition:
£1,600+VAT per edition. RRP £4,000 per edition
Per annum: £19,200+VAT

Click here
to read the
latest issue
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Annual Campaigns

DIGITAL CAMPAIGN ONLY

› x12 blogs / online news stories
(one per month – 10K unique visits p/m).
› Blog used as sponsored story in each months
UB’s newsletter (5K opt ins)
› Sponsor button in each months UB’s newsletter
› Social media support each month for your
blog (5K followers)
› Leader board on www.universitybusiness.co.uk
homepage for the duration of the year.
› x6 solus mail shot to UB’s database of subscribers
(every other month) sent to 5K opt in subscribers.
› 12 month enhanced marketplace
› Exclusive sponsor of relevant news category and the
landing page of that news site (pop up banner and
leader banner respectively – for category selection
options see categories that drop down when
‘stories tab’ is hovered over on homepage).
› x2 targeted Facebook ads to the demographic,
regions, professions of your choice.
› Partners preferentially approached to contribute
on in-house articles as industry experts

SAVE

30%

FROM
RATE CARD

› Further ad placements across all platforms to
receive 20% discount for the duration of the year.

Annual partner rate per month:
£750 RRP £1,329 per month
Per annum: £9,000

RETURN TO CONTENTS
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PRINT ADVERTISING
RATE CARD
PRINT RATE CARD

19

CREATIVE OPTIONS:

20

MAGAZINE SPONSORSHIP

21

Gatefolds, Belly Bands & Wraps
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Print Rate Card
SIZE

1 ISSUE

3 ISSUES

6 ISSUES

12 ISSUES

Quarter page

£540

£486

£432

£378

Third page

£720

£648

£576

£504

Half page

£1,080

£972

£864

£756

Full page

£1,500

£1,350

£1,200

£1,050

Double page spread

£2,400

£2,160

£1,920

£1,680

Ist double page spread

£3,168

£2,376

£2,112

£1,848

Inside front cover

£2,040

£1,836

£1,632

£1,428

Inside back cover

£1,800

£1,620

£1,400

£1,260

Outside back cover

£2,040

£1,836

£1,632

£1,428

Ist right-hand page

£1,620

£1,458

£1,296

£1,134

False front cover

£3,000

£2,700

£2,400

£2,100

DISPLAY

SPECIAL POSITIONS

FEATURE SPONSORSHIP
Sponsor sandwich (2 x full page adverts either side of article, column, logo throughout article)

£1,920

Centre Pillar (1 x full page advert in central position of a double page spread)

£1,440

Feature Bookends (2 x half page vertical adverts on outside edges of a double page spread)

£1,440

Tower Bookends (2 x quarter page vertical adverts on outside edges of a double page spread)

£1,200

Fireplace (1 x half page horizontal advert in bottom centre of double page spread)

£1,200
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Creative Options
THROW OUTS

Throw out

THROW OUT INSIDE FRONT OR INSIDE BACK COVER 3 PAGES

The inside front cover has the ability to throw out from the magazine into an eye catching double page spread
where you get three pages of coverage to use for adverts, advertorials or a combination of the two. It’s very high
impact and a great way to make a splash!

Cost: £2750 + VAT
THE WRAP 8 PAGE THROW OUT

The front cover is designed to fit with the style and feel of the magazine, the outside back cover to be striking
and image-lead. The inside front and inside back cover have the ability to fold out from the magazine into an eye
catching double page spread giving you six pages of coverage to use for adverts, advertorials or a combination
of the two. It’s very high impact and a great way to make a splash!

Cost: £4995 + VAT

BELLY BAND
Belly band

Attached to centre spread

A belly band is a furnished paper outsert with your message on it that is wrapped around the magazine. Readers
will see your piece as it will have to be removed before they can read their issue. The belly band is attached to
the centrespread which you also get as part of the package. We recommend you run a large brand ad or DPS of
advertorial to maximise the page views the belly band delivers to this specific section of the magazine.

Cost: £3,500 + VAT
RETURN TO CONTENTS
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Magazine Sponsorship
PLATINUM
› 8 page magazine wrap plus outside cover (False cover (front and back) with
inside front and inside back cover 3 page throw outs/gatefolds).
› Logo on front cover of magazine
› Logo on all independent pages
› All print activity duplicated in digital mag
› Homepage takeover for a month
› Site upload of native editorial/advertorial.
› x2 Solus mail shots
› Newsletter inclusion of native editorial/advertorial
› Newsletter sponsor button
› Social media support

Cost: £8999 + VAT

GOLD

› Standard magazine wrap (False front and outside back cover ad)
› Logo on front cover of magazine
› Logo on all independent pages
› Centre spread DPS of native editorial/advertorial
› All print activity duplicated in digital mag
› Homepage takeover for a month (branding on all banners
on the same rotation)
› Site upload of native editorial/advertorial
› Solus mail shot
› Newsletter inclusion of native editorial/advertorial
› Newsletter sponsor button
› Social media support

Cost: £6999 + VAT
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Magazine Sponsorship
SILVER
› Premium brand sandwich: inside front cover 3 page throw out/gatefold and
outside back cover
› Logo on front cover of magazine
› Logo on all independent pages
› All print activity duplicated in digital mag
› Homepage reskin for a month
› Site upload of native editorial/advertorial.
› Solus mail shot
› Newsletter inclusion of native editorial/advertorial
› Newsletter sponsor button
› Social media support

Cost: £5999 + VAT

BRONZE
› Branded belly band around every copy of the magazine.
Belly band fixed to your content submission.
› Full page of native editorial/advertorial located next to relevant feature
› All print activity duplicated in digital mag (excluding belly band)
› Newsletter inclusion of native editorial/advertorial
› Site upload of native editorial/advertorial
› Solus promoting native editorial/advertorial feature and
linking through to article
› Homepage masthead for a month
› Newsletter sponsor button
› Social media support

Cost: £3999 + VAT
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PRINT ADVERTISING
& EDITORIAL SPECS
PRINT AD SPECIFICATIONS

FEATURE SPONSORSHIP SPECIFICATIONS
ADVERTORIAL SPECIFICATIONS
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Magazine Artwork Specifications
Double page
+ bleed

Full page
+ bleed

Half page
horizontal

Half page
vertical

Quarter
page

Double page: 420mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Full page: 210mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Half page horizontal: 180mm(w) x 128mm(h)
Half page vertical: 88mm(w) x 262mm(h)
Quarter page: 88mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:

Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
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Feature Sponsorship Specifications
Sponsor sandwich

Center pillar*

+

Feature bookends

Tower bookends

Fireplace*

Sponsor sandwich: 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts and
keep all text 15mm away from the page edges.
Center pillar:* 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Feature bookends: 88mm(w) x 262mm(h)
Tower bookends: 43.75mm(w) x 262mm(h)
Fireplace:* 205mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:

Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
* For fireplace and center pillar adverts, please allow for center fold break when designing artwork.
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Advertorial Specifications
Double page

Full page

Half page

Quarter page

1,000 - 2,000 words
4-5 images

500 - 650 words
3-4 images

300 - 350 words
2-3 images

140 - 160 words
1-2 images

› Avoid hyperlinks, underline, italics, bold font – copy should be as clean as possible.
› Copy submitted should be the final version approved by all parties involved.
› Copy should be submitted as a word attachment, rather than in the main body of the email.
› Any additional notes to the editor should be made clear in this word document,
rather than in the body of the email.
› Please start the article with an introductory sentence of 20-30 words, introducing who has written the
piece and giving an overview of what the piece is about: e.g. Paul Jagger, partner at Farrell and Clark, offers
advice on the changing dynamics of student accommodation.
› Please include all contact information you would like to be included in the article.

IMAGES

› Hi res jpegs are the favoured option (minimum 500kb).
› Images from websites, or embedded into word documents, are generally no good.
› Please put clear captions on images.
› If there are a number of large pictures, please send via WeTransfer or Dropbox.

FEATURE HINTS

Aside from good pics, there are plenty of ways to enliven a feature, making it more readable/digestible.
Some suggestions:
› Box outs. Take one element of the feature, and run it as separate piece, ideally with its own image.
› Timelines. Works well if there’s a linear story to tell (eg a construction case study)
Easy to read and looks great, especially over a double page spread or longer.
› Lists/bullet points/charts/graphs.

PROOFS

Wildfire Comms operates a two-proof policy. A PDF proof of the set article will be provided.
A further proof will then be provided to clarify and approve any amendments.
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DIGITAL ADVERTISING,
RATE CARDS & SPECS
USE OUR WEBSITE

28

USE OUR DATABASE

NEWSLETTER SPONSORSHIP

E-SHOTS

CONTENT MARKETING SERVICES

LEAD GENERATION, ROUNDTABLES & WEBINARS
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Use our Website

DIGITAL RATE CARD & SPECS FOR BANNERS,
MARKETPLACE PROFILES ETC
POSITION

RATE (PCM)

DIMENSIONS (W X H)

Enhanced profile in marketplace

£83

Contact the team

MPU

£200

260 x 217

Leaderboard

£400

728 x 90

Super leaderboard

£500

980 x 90, 980 x 100

Half page portrait

£500

300 x 600

Skyscrapers (l/r)

£700

90 x 480

Reskin (Skyscrapers & Super leaderboard)

£1000

See individual dimensions

Super Leaderboard

Leaderboard

MPU

Half Page
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Use our Database
DIGITAL RATE CARD & SPECS FOR
E-SHOTS, & NEWSLETTERS ETC
POSITION

RATE

DIMENSIONS (W X H)

E-newsletter sponsor button

£75

265 x 90

E-newsletter text-panel entry

£170

Contact the team

E-newsletter leader banner

£400

540 x 60

Bespoke email shots

£800

See e-shot guidelines

PREMIUM NEWSLETTER SPONSORSHIP
› Leader Banner on 3 consecutive monthly newsletters (per quarter)
› Sponsor Button on 3 consecutive monthly newsletters (per quarter)
› A text panel / news story in 3 consecutive monthly newsletters (per quarter)
› News story uploaded to our site each month over the quarter
› Social media support of news story each month for the quarter

Total: £1,199 + VAT (discounted from rate card)

STANDARD NEWSLETTER SPONSORSHIP
› Sponsor Button on 3 consecutive monthly newsletters (per quarter)
› A text panel / news story in 3 consecutive monthly newsletters (per quarter)
› News story uploaded to our site each month over the quarter
› Social media support of news story each month for the quarter

Total: £699 + VAT (discounted from rate card)
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E-shot

E-SHOT GUIDELINES
WHAT ARE YOU AIMING TO ACHIEVE?
Do you want to...

› drive traffic to your website?
› build brand awareness?
› increase sales?
› grow your database?
It’s vital to define clear objectives and expectations from the outset.

GRAB YOUR AUDIENCE

› Use an engaging and informative subject headline, to encourage readers to click through.
› Avoid clichés or jargon which could turn readers off.

CALL TO ACTION

› This is your key message and should be clear and punchy. Keep it simple, yet enticing.
› Consider the positioning of your call to action, as well as the font type, size, and tools for the reader to click
through and find out more.

CONTENT
› Be clear and concise; too much content can put off readers and your e-shot will lose impact.
› Images; make them a key part of your design.
› Be creative; include any rich media to drive traffic to your site.
› Encourage contact; include as many ways as possible to get in touch (web, social media feeds, email, phone).
› Incentivise; consider including discounts, promotions and prizes with a short expiry date.

TECHNICAL GUIDELINES

› If you’ve never designed an email before visit: http://bit.ly/1DPsosA
› If you have experience designing emails, please ensure it’s maximum 600px width and images are in RGB with
at least 72dpi (GIFs are suitable). Remember to put important information in the first frame of animated images
(some email clients only display the first frame).
› For more information on building email templates in HTML go to http://bit.ly/1NTufiN
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E-shot submission checklist
WHEN TO SUBMIT:

Please submit your HTML ready solus one week before the agreed send date.

FORMAT FOR SUBMISSION:

HTML ready in a zipped file with all design complete. No VML maps.
No data URLs in the images.

WHAT DO WE MEAN BY ‘ALL DESIGN COMPLETE’

All images embedded in to the mail shot, all links checked, no text amends
necessary. I.E. for all intents and purposes we can drop what you’ve supplied into
our mailing system straight away and send on without any issues.

SUBJECT LINE:

It’s imperative that you supply a subject line that also acts as a strong call to open
the message. Please submit this at the same point you provide the solus itself.

EASY ALTERNATIVE:

We create free MailChimp accounts for our clients, so they can create standardised
emails that we can turn around quicker. MailChimp has a campaign builder (no
code needed) with a Word-like interface, so it’s really user-friendly. The advantage
is that it constructs the email code to a very high standard – and we won’t
experience any errors when we gather the preview email campaigns from you.
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Content Marketing Services
REGULAR

Content uploaded to website indefinitely and initially featured on homepage:
› Content to receive social media push via twitter
› Content to be used as a featured story in newsletter
› Read stats for hosted article provided

Cost: Single Activity: £320 + VAT per upload
Annual Content Partnership: £118p/m (12 uploads over 12 months) totalling £1,420 +VAT
Specifications: 300 - 600 words & a high res image
PREMIUM

› Tailored social media campaign targeting a specific audience as dictated by you
(job titles, location, age, education sector etc)
› Pre-campaign guarantee of the minimum number of clicks we will attract to your content
from a chosen audience.
› Full analytic breakdown of campaign upon conclusion
› Content uploaded to website and initially featured on homepage
› Content to be used as a featured story in newsletter.
› Read stats for hosted article also provided

Cost: Single Premium Activity: £550 + VAT for 500 guaranteed clicks. Plus an additional £250
for every additional 500 clicks we guarantee (we will inform you of maximum click amount
that we’ll guarantee according to the content brief you supply).
Annual Premium Content Partnership: £350/m (12 uploads over 12 months) totalling
£4,200 +VAT. Plus an additional £250 for every additional 500 clicks we guarantee
(we will inform you of maximum click amount that we’ll guarantee according to the
content brief you supply).
Specifications: 3
 00 - 600 words & a high res images
x1 hi-res image at 1200 x 1200px
for social media images
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Lead generation,
Roundtable & Webinars
LEAD GENERATION

Our education lead generation solution is built bespoke and is dependent on the requirements of our vendors
partners. We have the scope to utilise all digital solutions across our portfolio titles and social media.
The campaign can be launched on one or many of our leading educational sites, included in the relevant newsletters
and delivered to the newsfeeds or educational professionals through highly targeted and sophisticated audience
analysis on social media. All leads are prequalified and filtered through an online form which is designed to confirm
the key criteria and job function.
We require that our vendor partners supply the following:
› A call to action (previously we have successfully run competitions to encourage engagement)
› Lead qualification (job titles, brand location, industry segment)
› Duration of campaign.
› Total campaign budget

The cost of running a campaign is as follows:
One off administration and set up fee £350 + VAT
Cost per lead generated £85 + VAT

DIGITAL ROUNDTABLE EVENTS

An invite only, webinar style, recorded roundtable event between our client and up to 6 subscribers
that match the job title preferences you supply.
› We source participants according to your brief and arrange a date and time for the roundtable.
› Wildfire and their client decide on roundtable topic
› All participants including the supplier get a question each that’s opened up to the group for
discussion. Wildfire to chair.
› Contact details of all participants shared with our client
› Recording provided to client for reference and their use
› Suitable for market research, networking and new business generation

Cost: £750 + VAT per sourced participant
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Lead generation,
Roundtable & Webinars
WEBINAR

Wildfire will host, produce, record and edit your own bespoke webinar at their offices.
This will include full digital promotion to job titles that you identify and additional support
through our various outlets including:
› E-shots the opt in digital subscribers of all relevant databases
› Social media support
› Option to include external links
› Full reporting
› Editorial direction and input on content creation
› Marketing creative and design
› Data capture
› 6 months hosting on our relevant sites
› Full page post event review in print magazines
› Event listing across our relevant portfolio of publication titles
› Web banners across our relevant portfolio of publication titles

Cost: £5,500 + VAT per webinar

UB
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Commending
Clinton
Former US Secretary of State
visits Swansea University to
receive honorary doctorate
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VIDEO CREATION,
PRODUCTION & EDITING
CORPORATE AND PROMOTIONAL VIDEOS

SOCIAL MEDIA VIDEO CREATION & MARKETING
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Corporate Video Production
PRODUCT
REVIEW

Cost: £1,250 + VAT

› Filmed at our office location
› We will source reviewers i.e: students or customer/client
› Will feature the Wildfire publication branding along with commercial
partner branding
› All products should be delivered to the office location
› Video duration will be up to 3 mins
› Promoted via the edquarter platforms and supported
with social media

PRODUCT
DEMO

Cost: £1,750 + VAT

› Filmed at our offices or commercial partners location
› Commercial partner required to arrange location if not at our offices
› Will feature Wildfire publication branding along with commercial
partner branding
› Viewers will see product in action
› Video duration will be up to 5 mins
› Promoted via the edquarter platforms and supported
with social media

EVENT
EXHIBITION
PROMO

› Filmed at the event
› Will feature commercial partners branding and products
› Script and time will be agreed beforehand

Cost: £999 + VAT

› Video duration will be up to 2 mins

TALKING
HEADS VIDEO

› Filmed at our offices or commercial partners location (travel cost
to be factored in for site visits)

Cost: £999 + VAT

+ site visit travel costs
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› Promoted via the edquarter platforms and supported
with social media

› Script, time and general style to be agreed beforehand
› Video duration will be up to 2 mins
› Promoted via the edquarter platforms and supported with
social media

36

Corporate Video Production
INITIAL
BRIEFING

Chat over phone or email to define the needs of the project

PROPOSAL

We will put together a full proposal for the project. Including outlines,
needs and accurate costings. This can be supplied by post or email

APPROVAL

Once you’re 100% happy with our proposal we’ll book you in and work
your project into our internal timetable.

PRE-PRODUCTION

We’ll agree a full schedule, finialise the script, scope out locations and
generally discuss the style and how your final project will look.

PRODUCTION

Our onsite film crew and editor will be with you and your team and
working with you on your project

POST PRODUCTION

Our in house team will take all footage from production and begin
to produce the project to its final standard. At this point you will see
a final preview of the film.

SIGN OFF

Final tweaks and amends, it’s then formatted and ready to use.
The product will then be supplied to you.

REVIEW

We take the time to take a step back and evaluate your project from
start to finish. Was it successful? Where could improvements be
made? Did it answer the original brief?

For our examples of our work please click the following links:
http://edtechnology.co.uk/Article/canvas-discusses-the-future-of-education-technology-at-bett
https://www.youtube.com/watch?v=ai5Wpqfc5js
https://youtu.be/Rlbks9f7cSQ
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Social Media Video Creation
& Marketing Support
SPECIALISTS IN TELLING YOUR STORY
AND GETTING IT HEARD ON SOCIAL MEDIA

Our award winning videos connect you directly with your audience.
Content is king in video marketing - we are experts in optimising and
marketing video content with audiences at the forefront of our minds.

STATS AND VIDEO EFFECTIVENESS

Video is now the best way to advertise and market to your audience.
› 4x as many consumers would prefer to watch a video about a product
than to read about it.

OUR LAST TWO
SOCIAL MEDIA
VIDEOS REACHED

1.3 million
PEOPLE

› Cisco projects that global internet traffic from videos will make up 80%
of all internet traffic by 2019

UB SOCIAL MEDIA STATS
TWITTER FOLLOWERS

4,500

TWEET IMPRESSIONS

107k p/m

VIDEOS ON UB SITE

20k
unique visits
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Social Media Video Creation
& Marketing Support
SOCIAL MEDIA PLATFORMS

These are some of the most popular sites that we work on. These
numbers are still growing - The era of social media is just beginning...

32 million users in the UK

314 million UK

19 million UK

20 million UK

1.65 billion worldwide

500 million worldwide

467 million worldwide

1.3 billion worldwide

We design and optimise video content that speaks to and engages your audience. Using organic,
paid, and seeding we enable reach and views. Our arresting video content with copy and
photography places your brand in the conversation and at the forefront of audience’s minds.

REACH AND ENGAGEMENT
Our videos have reached millions of people online. Working with diverse brands and needs such
as Inked Media, iTunes and Save the Children we concentrate on great videos and their impact.
When marketing your product or service remember:
› Video viewers and customers are 64%
more likely to buy than non-viewers
› 70% of B2B buyers and researchers watch videos
throughout their path to purchase

Your message

£
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CONTACT US
CONTACT US

OUR OTHER TITLES
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Contact us

Ed Brown

Rob Bertels

ed.brown@wildfirecomms.co.uk

rob.bertels@wildfirecomms.co.uk

KEY ACCOUNT DIRECTOR

SENIOR ACCOUNT MANAGER

Joe Lawson-West

Emily Gingell

joseph.lawson-west@wildfirecomms.co.uk

emily.gingell@wildfirecomms.co.uk

SALES DIRECTOR

MARKETING ASSISTANT

Wildfire Comms Ltd, Unit 2.4, Paintworks, Bristol, BS4 3EH
Tel: 0117 300 5526  | Visit: universitybusiness.co.uk | Twitter: @UB_UK | Facebook: /ubmag
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Our Other Titles

edtechnology.co.uk

ie-today.co.uk

ie-today.co.uk/iSS-Magazine

b4ed.com

academytoday.co.uk
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