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We can't believe this year’'s awards night is already done and dusted.
The happy memories, the heart-warming moments, the heroic wins.
Hands down, this was one incredible event with an incredible lineup.
And what better way to commemorate the evening’s highlights than to list
them all in a shiny brochure? Let's recap on the award categories, take an
iN-depth look at our winning entries and read what our judges thought of

the projects they loved the most. This is education marketing at its hottest.

Dive In and re-live the fun.

Use our interactive anchors to explore.
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The categories

Have a browse through our
award categories and click to
see our Gold, Silver, Bronze and
Highly Commended entries.

1.

2.
3.
4.
S.
6.
7.

8.
9.

Best Undergraduate Student Recruitment Campaign >>
Best Postgraduate Student Recruitment Campaign >>
Best International Campaign or Initiative >>

Best Use of Content >>

Most Effective Use of Digital or Social >>

Best Brand/Reputation Campaign >>

Best Event Experience >>

Best Widening Participation Initiative >>

Best Use of Data, Insight or Marketing Research >>

. Best Community/Business Engagement Campaign or Initiative >>

Best Student or Alumni Engagement Initiative >>

. Best Low Budget Initiative (under £15k) >>

. Best Prospective Student Journey/Experience >>
. Rising Star Award >>

. Marketing Team of the Year >>




Best Undergraduate Student
Recruitment Campaign

Sponsored by

.. The
Student
o

Handed to the best campaign that attracts
undergraduate students to apply and enrol for courses.

GOLD




Gold Award

Best Undergraduate Student Recruitment Campaign

Leeds Beckett University
Defining moments

This campaign celebrated the moments at Leeds Beckett that make

a difference to students. Moments that are personal, and that would
resonate with future students. Leeds Beckett partnered with current
students to bring its core proposition to life and deliver a campaign with
real impact.

|
{ DEFINING 92 .
- HOHENTS | | Let's hear from the judges

| “"With a great mix of off and online activity, this was an incredible
| COMFORT ZON ; campaign and excellent submission. A really different way to
MHOCERLLENGED showcase the student voice, all while delivering on the ambition to
. : motivate others to become part of the Beckett story in an impactful
| and motivating way.”

IT'S PUT ME OUT OF MY




Best Postgraduate Student
Recruitment Campaign

Sponsored by

Find @) University

Handed to the best campaign that attracts
postgraduate students to apply and enrol for courses.

GOLD | SILVER | BRONZE




Gold Award

Best Postgraduate Student Recruitment Campaign

Royal College of Art

World’s number one

The aim of this campaign was to deliver a comprehensive,
Multifaceted, brand and recruitment experience which would exceed
targets at a challenging time. The Royal College of Art's marketing
team, working with supporting agencies, did just that. Blending eye-
catching creative with insightful media, the team came together to
attract the world’s most talented postgrad art and design students.

Let's hear from the judges

R Ya. “Based on strong data and insight, this was a bold and vibrant global

. campaign that delivered impressive results. A huge well done to a
Postgraduate Art & Design great team effort”




Best Postgraduate Student Recruitment Campaign

Silver Award

Manchester Metropolitan University
Your journey. Their future.

Amidst perceptions of teaching as a challenging career and concerns about affordability,
Manchester Met's campaign emphasised the rewards of teaching — showcasing its meaningful
impact on young lives. With objectives to increase applications and the propensity for leads to apply,
"Your journey. Their future.’ surpassed expectations with remarkable outcomes.

Let's hear from the judges

“This was a well-executed campaign from start to finish. We loved the clear brand identity used
consistently throughout, the strong strapline and the great outcomes that were delivered.”

Your Journey. Their Future.

A wtep-byatop guide
ko the application
PPGCESS

Bronze Award

University of Bristol and psLondon
Bringing life to...

Running from July to December 2023, University of Bristol's ‘Bringing life to..." PG recruitment
campaign gave a new lease of life to the teaching sector. Aimed at enhancing the university’s global
reputation, raising the profile of the research and teaching course, as well as boosting PG student
applications, the team had strong ambitions. They targeted final year undergrad students and recent
graduates in the UK and core international markets — with results that had future teachers in awe.

Let's hear from the judges

“Built upon clear data and student insights, this was a visually stunning and impactful campaign that
changed people’'s mindsets and perceptions. We were impressed by the ambitious goals and the

ways in which the team went about achieving them.”

University of
BRISTOL




Best International
Campaign or Initiative

Sponsored by

m

studyporktals

Handed to the best campaign or initiative that
connects with students, alumni or staff on a global stage.

GOLD | SILVER | BRONZE




Gold Award

Best International Campaign or Initiative

Leeds Beckett University

You are welcome here
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By putting personalisation and the user experience at the heart of their
marketing strategy, Leeds Beckett were able to grow international
student numbers despite the Nigerian currency crisis and UK
government policy changes.

Let's hear from the judges

“A well-thought-out, multi-faceted campaign that put the student voice
at the heart of it. We loved the personal approach, and the way data
was used throughout the campaign.”




Best International Campaign or Initiative

Silver Award Bronze Award

Royal College of Art Anglia Ruskin University
Welcome to the world’s number one IDP + Anglia Ruskin University International Office

Royal College of Art's campaign is a two-year international strategy, devised to diversify markets Pakistan was targeted as Anglia Ruskin University’'s secondary South Asia market, with an aim
and drive growth following significant change to its product offer. This data-driven campaign was to increase recruitment by 100% for 23/24. Working efficiently to grow the brand in Pakistan at

based on global market analysis identifying territories of greatest opportunity. Inclusive insights led the top of the funnel for long term success, Anglia Ruskin used its position to drive applications
to a new messaging framework that resonated with different markets for maximum effect. and enrolments for September 2023.

Let's hear from the judges Let's hear from the judges

“This was a bold campaign with a simple but confident message. Its global nature and significant “A highly focused and targeted campaign, this work delivered impressive numbers and
ROl demonstrated real impact in a very challenging market. Well done.” a very strong impact.”

ARGLIA BUSKIN UNIVERSITY X IDP

Best International
Campaign or
Initiative 2024

« £3.9346 million generated in extra

fee income
Yal «» 866% growth in undergraduate

. enralments from Pakistan.
Postgraduate Art & Design

Eeturn on investment = increase in fea
income -cost/cost x 100/ = 12,085%




Best Use of Content

Sponsored by

Q uni compare

Handed to the campaign that shows the
best use of innovation and creative thinking.

GOLD | SILVER | BRONZE | HIGHLY COMMENDED




Gold Award

Best Use of Content

Manchester Metropolitan University
Manchester Met, 200 years

For Manchester Met, a big milestone created an even bigger
opportunity. In celebration of the university’s 200-year anniversary, the
team developed a unique campaign. Crafted with creativity in mind,
the campaign aimed to raise awareness of the Manchester Met brand
— showcasing its personality like never before.

Let's hear from the judges

“This entry absolutely wowed us! Presenting students, staff and
the campus in a wonderful light, Manchester Met utilised the Wes
Anderson trend in a fresh and completely compelling way. We were
iIncredibly impressed by the highly engaging and authentic content
delivered — so much fun to watch.”




Best Use of Content

Silver Award

Staffordshire University
Level of detail vodcast

The ‘Level of detail’ vodcast was created by Staffordshire University to engage young gamersin a
language they could understand. This content series cemented the university’s position as a sector

leader in games development. Incorporating gameplay and expert perspectives, it offers a fresh
format with high-quality production on a minimal budget.

Let's hear from the judges
“Innovative, unigue, engaging — and a perfect example of how academics can be a fantastic asset.

This was a very ambitious project, but a really fun approach to content marketing that ultimately
achieved amazing results.”
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Bronze Award

The University of Manchester
Manchester’s revision, exam and wellbeing toolkit

The University of Manchester’s ‘Revision toolkit” uniquely supported prospective undergraduate
students with their first set of traditional exams post-pandemic. Insight-driven and sustainably
delivered, the toolkit brought together expert advice with peer support to successfully enhance

student readiness, community engagement and wellbeing at a critical time for A-level and
equivalent students.

Let's hear from the judges

“An absolutely wonderful and necessary campaign that delivered fantastic impact on a shoestring.

This was innovative, thoughtful and genuinely helpful content that directly answered a number of
concerns young people have when preparing for exams and university. Bravo!”

¥  SUPPORTING YU
THROUBH EXAMS
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Best Use of Content

Highly Commended

The University of Glasgow
Jamie’s graduation story

The University of Glasgow delivered a campaign featuring Jamie Dalgoutte’s graduation. Aimed The University of Leeds developed two immersive, student-led city and campus films with
at inspiring care-experienced people and those from disadvantaged backgrounds, the campaign

accessibility in mind. Aimed at highlighting inclusivity, these films resonated with students all over
showcased the university’s inclusive environment and the transformative power of education.

the world, with all kinds of backgrounds and needs. Thousands of prospective students watched
Through authentic storytelling and collaboration, Jamie’s story reached over half a million views - and were able to get an authentic feel for the university from home.
and counting.

Highly Commended

University of Leeds
Accessible city and campus videos

Let's hear from the judges
Let's hear from the judges

“This was an exciting entry that brought the city of Leeds to life. It made all our judges want to visit!
“A compelling, emotive and inspiring submission, this was an incredible way to showcase one Beautifully executed videos and strong results, this was truly impressive work.”
student’s triumph over adversity. Massively impactful work that will inspire so many future students.”




NMost Effective Use
of Digital or Social

Sponsored by

Zeldp connect

Handed to the best campaign that uses digital
platforms to attract and engage potential students.

GOLD | SILVER | BRONZE | HIGHLY COMMENDED




Gold Award

Most Effective Use of Digital or Social

Morley College London

E-commerce for short course enrolments

Morley College London’s e-commerce project makes innovative use
of digital technologies by building a WooCommerce-powered system
designed to increase enrolments on short courses. It aimed to offer
i a more accessible enrolment system to customers, leveraging data
2 and links to other cutting-edge systems and analytics tools the Woo
Equality and diversfl oo infrastructure could offer.

Hioww wromgid ol Dol s ) Eeil yi0eis
ghhnic ouiigin

Let's hear from the judges

“An absolute standout in this category! The adoption of the
e-commerce approach has yielded fantastic results for Morley
College. Innovative, original, and impressive work!”




Most Effective Use of Digital or Social

Silver Award Bronze Award

University of Leicester University of East London
Chancellor Barbie UEL x Mob Kitchen

The same week as the Barbie film hit cinemas, University of Leicester’'s Chancellor (AKA the This campaign used digital and social media in a completely uniqgue way for the sector. With the

official Barbie Role Model) was receiving her own personalised Barbie doll in her own inauguration aim of building organic reach and reaching new audiences, the branded content series exceeded

ceremony. This was one opportunity too good for the university to pass up. Hi, Barbie. Hi, Ken. Hi, targets and gave the University of East London a platform to speak to new audiences in an engaging
great social media engagement. Say hello to a campaign driven by impeccable timing. and authentic way.

Let's hear from the judges Let's hear from the judges

“A perfect combination of reactive and planned activity. Fun without being silly and a masterclass in “An interesting use of influencers and a very different content approach - this was a brilliant

how to tap into bigger trends and make them both university-specific and super relatable to target collaboration which increased university visibility and delivered good ROI.”
audiences. Absolutely brilliant!”

UNIVERSITY OF
LEICES® ER




Most Effective Use of Digital or Social

Highly Commended

University of East Anglia & Infinite Form
UEA's virtual open day & applicant hub platform

UEA wanted an online platform that could do more to help increase conversions throughout the
recruitment cycle - offering an ongoing, engaging and community-based virtual experience for
prospects both before, and after, they apply. The reimagined platform had to be different and had to
stand out.

Let's hear from the judges

“A strong submission that shows a very well-developed, all-encompassing project for prospective
students. This is a really strong platform, and we loved the personalisation of both the applicant and
enquirer process. We look forward to seeing the platform deliver further impact in the future.”




Best Brand/Reputation
Campaign

Sponsored by

vepple by s

Handed to the campaign that shows the best
creative brand reputation development.

GOLD | SILVER | BRONZE | HIGHLY COMMENDED




Gold Award
Best Brand/Reputation Campaign

University of Bristol & psLondon
Bringing Life To...

Running from July to December 2023, University of Bristol’s ‘Bringing
life to..." PG recruitment campaign gave a new lease of life to the
teaching sector. Aimed at enhancing the university’s global reputation,
raising the profile of the research and teaching course, as well boosting
| PG student applications, the team had strong ambitions. They targeted
LRETo final year undergrad students and recent graduates in the UK and core
iInternational markets — with results that had future teachers in awe.

Let's hear from the judges

“This absolutely met the objectives of the entry - to the letter. Excellent
focus on inclusivity, moving away from ‘elite’ perceptions. And the
Improvement in brand metrics and sentiment was impressive, backed

by great visuals!”




Best Brand/Reputation Campaign

Silver Award Bronze Award

University of Aberdeen Nottingham Trent University
Beyond boundaries Nottingham School of Art and Design

In order to stand out in an ever-evolving market, the University of Aberdeen set about on a unique To launch the new name and brand identity for NTU’s Nottingham School of Art & Design, and to
rebrand. The university crafted a brand that more confidently represented the university’s inclusive raise awareness of the school’s new Design and Digital Arts portfolio and building, the team created
and multi-faceted location, as well as its interdisciplinary approach. Launching the rebrand, the a hero video and four student spotlights. Each would re-establish NTU’s reputation as a leading art
university delivered two back-to-back campaigns: ‘Go beyond boundaries’ for prospective students, and design institution.

and "Together we break boundaries’ for research audiences. Both proved successful in boosting the ]
university’s stance. Let's hear from the judges

“A great submission, well designed and articulated. It proved to be a prime example of SMART

Let’s hear from the judges objectives driving clarity of purpose to deliver positive impact and ROL.”

“The very small team delivered something Hugely impressive visually and with multifaceted
elements. The visuals and aurora link on ‘true north’ looked and felt great!”

Go Beyond 3
Boundaries = Nottinghan

» — School of
Trl:ll'l LUMNIVERSITY OF - - ! Art & E]E!Elgﬂ
YABERDEEN




Best Brand/Reputation Campaign

Highly Commended

Queen’s University Belfast & Net Natives
Research to reality

Following on from groundbreaking activity in the previous year's campaign, Queen’s University
Belfast stepped things up a notch with ‘Research to reality’. The team had updated goals on how
they would communicate to global academics the real-world impact their research was making.

And used these to activate their scalable campaign.

Let's hear from the judges

“Very impressive movement in reputation scores via QS and THE as a result of this campaign.
This shows the importance of an exec lead working with marketing colleagues to deliver results.”

T4 QUEEN'S
L )wd] UNIVERSITY
i  BELFAST

EHAPING
A BETTER
WORLD

SINCE 1#-1:7




Best Event Experience

Sponsored by

Handed to the event experience that best stands
out from the crowd and enhances brand reputation.

GOLD | SILVER | BRONZE




Gold Award

Best Event Experience

University of Gloucestershire
Get uni ready

The University of Gloucestershire’s entry showcases a pioneering
event that prioritises innovation, creativity, and inclusivity. Aligned
with their values, it nurtures students, fosters curiosity, and promotes
sustainability. By inspiring prospective students and addressing their
needs, the team demonstrated its commitment to enhancing the
student experience and driving positive change within the sector.

Let's hear from the judges

“"We were impressed with how the university addressed a big
sector challenge around converting offer holders. They truly put
their audience at the front of their experience design and engaged
the wider community in a really smart way. Well done University of
Gloucestershire — huge congrats!”




Best Event Experience

Silver Award Bronze Award

Leeds Beckett University University of Central Lancashire (UCLan)
Graduation 2023 Create your future event — Creativity Matters Exhibition

Leeds Beckett University’'s graduation ceremonies in 2023 were something special. Achieving a The UCAS ‘Create your future’ event presented the perfect opportunity for University of Central
phenomenal level of student satisfaction and widespread exposure for the university both locally Lancashire to bring its ‘Creativity Matters’ campaign to life through an outstanding event experience
and globally, the graduation events of this year really hit the mark. They also set a new precedent, that achieved exceptional results. Through innovative initiatives, the team was able to position the
with the university providing gowns and two free guest tickets to support students during the cost- university as the ultimate destination for studying the arts.
of-living crisis.
Let's hear from the judges
Let’s hear from the judges “This was an impactful, creative and strategic event with clear objectives and RO, driving both
“A very impressive entry from Leeds Beckett University. Putting students at the heart of the awareness and growth.”
experience, Beckett used these graduation ceremonies as a highlight of the year. Based on a clear
feedback loop, the events created positive impact for the students, their families and the city, with
strong engagement all round.”
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Best Widening Participation
INnrtiative

Handed to the most innovative marketing project or activity
that promotes diversity, encourages those from non-traditional
backgrounds to apply, or reaches new audiences.

GOLD | SILVER | BRONZE




Gold Award

Best Widening Participation Initiative

University of Bedfordshire
Maths Mastery

Economically and socially deprived pupils who struggle with maths
can't afford the private maths tuition that would help them achieve
their target grade. University of Bedfordshire’s ‘'Maths Mastery’ project
opened educational opportunities for such year 11 pupils, offering free
online tuition and support to help them attain GCSE grade 4.

University of |
i, Let's hear from the judges
Bedfo rd S h I re “"We loved this simple yet effective and truly heart-warming entry.

It made a real difference to pupil outcomes and lives and built lasting
relationships with local schools in what is a very deprived area. It can
(and should) be used as a long-term strategy.”




Best Widening Participation Initiative

Silver Award Bronze Award

Swansea University Anglia Ruskin University
Global STEM outreach

This campaign was a pioneering effort to redefine traditional recruitment practices, specifically
focussing on promoting diversity, inspiring and empowering students from non-traditional
backgrounds in Nigeria to envision a future in STEM disciplines. The project targeted female
sixth form students, challenging preconceived career paths and expanding horizons.

Amplify your summer Y12 residential experiences

Anglia Ruskin’s ‘Amplify your summer Y12 residential experiences’ offer free Medicine and
Character Design programmes to widening participation (WP) students. This initiative, informed
by ARU'’s values and vision, represents a ‘whole system’ approach aimed at boosting HE access
for post-16 WP students and enhancing outcomes for current ARU WP students.

Let's hear from the judges Let's hear from the judges
“This was an innovative international project, tackling a number of areas of under-representation in

“"This was an impactful submission with clear results, ROl and format. The ‘whole system’ approach
Nigeria, with very positive outcomes for minimal budget and potential long-term partnerships in the engaged students and parents in an innovative way.”
STEM field.”

a . r- u ° ﬁ:i?;ﬂrﬁinél}fsmn

Summer School




Best Use of Data, Insight
or Marketing Research

Sponsored by

UCAS

Handed to the most innovative marketing activity
routed in data-driven customer and market insight.

GOLD | SILVER




Gold Award

Best Use of Data, Insight or Marketing Research

University of Southampton
Does Al-generated content outperform human-generated content?

The University of Southampton student recruitment marketing team
@ sUniversit? of o VoA B have been testing the use of generative Al in content generation

outhampton across a broad spectrum of content and media types. The team tested
whether Al delivers efficiencies in content generation, and whether Al-
R ) generated content performs better than human-generated content.

GLOBAL TOP ' -SSR GLOBAL TOP =SS
100 UNIVERSITY" S Yios 100 URIVERSITY" S
= . i = | -

Let's hear from the judges

"This was a highly impressive and innovative entry. Simple yet topical,
It demonstrates a real understanding of where marketing could be
headed in a few short years. With smart use of AB testing, first mover
advantage shown and cost effective too, there was no denying this
was the winner of the category. Here's to the future.”




Best Use of Data, Insight or Marketing Research

Silver Award

University of East London
Brand on the Run

The UEL ‘Brand Tracker’ represents a significant investment in market research and insights,
demonstrating commitment to understanding and meeting the stakeholders needs. Through
this initiative, UEL has gained invaluable insights that have informed strategic decision-making,

strengthened the brand positioning, and contributed to ongoing success in the higher education
landscape.

Let's hear from the judges

“This was very impressive work delivered on a low budget. We were impressed with the strong

SMART objectives and the notable improvement to scores in a crowded market — clearly making
this a good and worthwhile project.”

BRAND ON THE RUN

e e e PP Dol e e o LILE




Best Community/Business
Engagement Campaign or Initiative

Sponsored by

Michael
Page

Handed to the best initiative or campaign that engages with the
local community, local businesses or the corporate community.

GOLD | SILVER | BRONZE




Gold Award

Best Community/Business Engagement Campaign or Initiative

University of Bristol
A state-of-the-art Dental School for Bristol

" Bristol Dental School moved to a purpose-designed, state-of-the-
Ll University of art building in Bristol City Centre during Autumn 2023. The location
! BRISTOL % IS strategically important as part of the university’s civic mission.
Brnal DRntat Sehool i The team launched the building with three tailored events for the

B ' community and introduced public art thanks to a partnership with
Aardman Animations.

Let's hear from the judges

“This was an incredibly innovative and creative campaign with a lasting
community legacy. Opening a new dental school building was not
the easiest sell, but the team managed to create a highly integrated,
Inclusive, fun and engaging campaign with great results. Bristol, you've
AARDMAN hit this one out of the park!”




Best Community/Business Engagement Campaign or Initiative

Silver Award Bronze Award

Swansea University University of East Anglia
Swansea half marathon, making strides for mental health Learning leaders

‘Making Strides for Mental Health' is a community fundraising initiative, addressing the need for A long-term partnership with UEA and Great Yarmouth Primary Academy, ‘Learning leaders’ pairs
enhanced student mental health support. Collaborating with the Swansea Half Marathon, it raises current UEA students with young people in the local community to stimulate joy through reading
awareness of the university’s charitable status raising money for projects that will improve the lives and increased attainment. A win-win project that supports those most in need.

of people suffering with mental health issues. ]
Let's hear from the judges

Let’s hear from the judges “This was a meaningful initiative with impressive and long-term impact for all parties.
“This was an emotive and well-executed campaign, aligned to the university’s values - The campaign defined its audience very clearly to make the most of its limited budget.”
tackling a very current issue. It had a clear call-to-action that was inclusive to all audiences.”

S e | SWANSEA
ME;, swansea | K@ Marathon

Unmversiy | qaksEs MARATEON ABESTANE

e [TUTUTTTEETT U MAKING STRIDES FOR
: MENTAL HEALTH




Best Student or
AluMmni Engagement Initiative

Handed to the best campaign or initiative addressing
an identifiable challenge or objective.

GOLD | SILVER | BRONZE




Gold Award

Best Student or Alumni Engagement Initiative

University of Arts London
LGBTQ+ hero campaign

When the ‘war-on-woke' is a government priority, our diverse
community becomes collateral damage. UALs research found
LGBTQ+ students rightly fearful of hate crime. The university’s
campus-wide commitment showed that UAL values, respects and
protects its queer community. Uniquely, the campaign lit up life for
students who often feel cast aside.

Let's hear from the judges

“This was a really powerful entry full of passion, that went beyond

'marketing’. With support from the Vice Chancellor and across
the university, it's a wonderful campaign that promotes an
Inclusive community.”




Best Student or Alumni Engagement Initiative

Silver Award Bronze Award

University of Central Lancashire (UCLan)
Into ARU

"When it feels wrong, it's wrong”
‘When it feels wrong, it's wrong’ explores important messaging around sexual abuse, domestic |dentifying a problem with a significant section of new students not engaging with their courses and
violence and harassment — empowering and educating students, while offering support to Student digital resources soon enough, ARU developed a fresh initiative: 'Into ARU’. This was an innovative,
gamified, non-linear course which has significantly improved student engagement and student

Services. Outlining key behavioural red flags, this campaign exceeded all objectives and played a
vital role in promoting a respectful and supportive learning environment. satisfaction compared to previous onboarding approaches.

Anglia Ruskin University

Let's hear from the judges Let's hear from the judges
“This was a really important and brave campaign which had meaningful impact. The judges were “This was a brilliant and exciting initiative that made use of gamification to increase engagement.

incredibly impressed with this work and the outcomes it has achieved.”

n
!

Really fantastic work
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Best Low Budget Initiative
(under £15k)

Sponsored by

HAVAS People

A Havas Company

Handed to the best campaign that showcases real value for money -
based on a maximum budget of £15k including staff costs.

GOLD | SILVER | BRONZE




Gold Award
Best Low Budget Initiative (under £15k)

Aston University
The Aston Enterprise Scholarship

"The Aston Enterprise Scholarship’ is a competition designed to attract
entrepreneurial students to Aston University whilst telling Aston’s story.
The target audience was international students, particularly those

IN new markets. The competition engaged students with authentic

storytelling, resourceful tactics, and a blended paid and organic social
media campaign.

Let's hear from the judges

“A brilliant entry which met clear objectives in non-volume markets
and reflected values around entrepreneurship and social impact.

Impressive work and an excellent ROl delivered. Hands down,
a true winner.”




Best Low Budget Initiative (under £15k)

Silver Award Bronze Award

University College London University of East London
Tackling the global challenge of dementia UEL x Woodland Tribe

University College London’s campaign showcases how UCL is tackling the global challenge of The University of East London’s approach to widening participation is distinctive from standard
dementia and how its pioneering research is transforming people’s lives. The team engaged the practice in the sector, highlighting the team’s creative and innovative execution. The initiative
community, partners and audiences during World Alzheimer’s Month to tell the story of how UCL generated greater than 10x ROI through a truly unigue, integrated and engaging collaboration.

has been at the forefront of neuroscience for over three decades. ]
Let's hear from the judges

Let’s hear from the judges “"We loved this initiative, one that engaged the whole community. It's amazing that a university is
“A worthy campaign that touches on an important and emotional topic that will have resonated with thinking as far in advance as gen alpha. A truly fantastic project.”

many audiences. This is impressive and creative content delivered by a small inhouse team which

achieved demonstratable results. Well done.”

How UCL is tackling

the global challenge , o YA - L |
of damantia [l E e F NG University of East London

X
Woodland Tribe

World Alzheimer's Month 2023




Best Prospective
Student Journey/Experience

Sponsored by

HAYHURST
&Co

Handed to the best institution that offers an outstanding,
consistent, and distinctive experience for every student,
from engagement through to application and offer or decline.

GOLD | SILVER




Gold Award

Best Prospective Student Journey/Experience

Leeds Beckett University
Creating a space to be your authentic self

‘Creating a space to be your authentic self’ put the needs and
concerns of Leeds Beckett University’'s applicants first. Focusing on
four key content pillars to achieve their objectives — a community
= group, blogs, TikTok and video - the team’s multi-platforrmn campaign
. P had serious impact. Audience engagement was fantastic and drove
CREATING A SPACE A g great enrolment.
TO BE YOUR " .- B

Lk LRt s BT - . Let's hear from the judges
2K E 1 .

n - “An entry we were jealous of! Leeds Beckett have done a great job
b B S g of fostering a community and sense of impact and belonging to get
R R I R = g their prospective students excited. There’s no denying the results
are brilliant.”




Best Prospective Student Journey/Experience

Silver Award eathy "‘““\\Y‘
k \\!
Queen Mary Malta & Hunterlodge Advertising L N

Best of both worlds

The Queen Mary Malta ‘Best of both worlds’ campaign aimed to boost enrolment by targeting global
medical students. It surpassed goals with 65 enrolments, achieving a 52% increase in web traffic

and a 50% surge in applications. The campaign’s ROl underscores its effectiveness, supported by
innovative content and data-driven decisions.

Let's hear from the judges

“Evocative and imaginative, this was a strong campaign that utilised an omni-channel approach and

delivered really strong results. The relevant content and segmentation for each stage of the student
journey was brilliant.”




CIM Higher and Further Education
Rising Star Award

Sponsored by

CIM

Handed out in recognition of the best emerging
talent in the industry, celebrating those who go
above and beyond in their professional role.

GOLD | SILVER | BRONZE




Gold Award
CIM Higher and Further Education Rising Star Award

Royal College of Art

Jeroen van Dijk

From joining the Royal College of Art with little knowledge of HE,
Jeroen van Dijk runs some of the team’s most significant and
successful student recruitment activities — constantly looking for ways
to improve or innovate to help engage audiences. His impact has
transformed the way the RCA engages with prospective students.

Let's hear from the judges

R Ya. “It's great to see talent from outside the sector coming in and
making a difference so quickly and with such impact. Jeroen clearly

Postgraduate Art& Design understands the importance of the full application, conversion
and enrolment cycle and has made huge improvements in each
of these areas for the college. The judges are excited to see what

he will do next.”




CIM Higher and Further Education Rising Star Award

Silver Award Bronze Award

Swansea University Leeds Beckett University
Hannah Champion Ben Housam

Hannah Champion joined the Market Intelligence team during a pivotal time when they were tasked Ben definitely fits the bill for the Rising Star Award. He has seamlessly adapted to the complexities
with delivering several new qualitative market insights to inform the university’s growth plans. of higher education, building strong cross-departmental relationships, and excelling in video
Hannah has been instrumental in the team realising the expectations placed onitand, ina production, demonstrating initiative, professionalism, and a proactive approach to meeting diverse
short time, has shown substantial growth. project needs - all while maintaining high-quality standards.

Let's hear from the judges Let's hear from the judges

“Hannah has an impressive can-do attitude and has played a pivotal role in transforming how market “Ben has clearly utilised his skills to go above and beyond in his role, both within the team and outside
research and insights are used and respected by the university. Hannah clearly has an appetite for of his immediate team. His creativity and enthusiasm has played a key part in engaging others and
challenge and greater responsibility, and the judges are sure she will go far in her HE career.” has enabled the building of strong networks.”

Davelapng & oD guide
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Marketing Team of the Year

Sponsored by

HAVAS People

A Havas Company

Handed to the best overall FE or HE Marketing Team.

GOLD | SILVER




Gold Award

Marketing Team of the Year

University of East London

The major investment in this team, and the huge culture change that
they have enacted, puts into practice the University of East London'’s
INspiring principles of inclusivity, passion and courage — daring to
reinvent itself, caring about each other and the community, and
believing in a mission that's for the public good.

Let's hear from the judges

“This was a well-developed, outstanding submission that clearly
demonstrated how the institution’s values align with the team’s
culture of innovation and creativity — something that is consistently

seen in their assets and clearly helps them to achieve their stretching
objectives. Huge congratulations, team UEL!"




Marketing Team of the Year

Silver Award
Royal College of Art

A small team with big ambitions and even more talent. Following a change in PG programme
duration, the Royal College of Art's Marketing Team were tasked with both attracting substantially

more PG art, design, architecture and communication students, whilst simultaneously increasing
geodiversity. What followed was a masterclass in master’'s marketing.

Let's hear from the judges

“A small team who have produced impressive results and numbers, we noted their adaptability,

resilience, and collaborative spirit, which has helped them to deliver a wide range of impactful
projects in a challenging market.”

College of Art

Postgraduate Art & Design




1|
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That's all, folks.

Well done to all our 2024 winners!

We'll be back in 2025 to celebrate the next best in education marketing.
until then, thank you and goodbye for now.

Questions? If you'd like to know more about Heist
or have questions about the awards, we'd love to chat.

Email us at heistawards@havaspeople.com

Brought to you by

HAVAS People

www.heistawards.com (0) X @heistawards
A Havas Company



https://www.heistawards.com
https://x.com/heistawards
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