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SMRS IN NUMBERS
We operate out of offices in London and Manchester

82
Staff across 2 offices 
offering a full marketing 
service

£21m
Of media billings annually

32
University clients

£1.2b
Trading power through 
dentsu aegis 

20%
Of our work is 
international

82%
Of our work is 
digital

350k
Goal conversions 
in last 2 years

200
Years of 
education 
experience in the 
team



D E L I V E R

• Campaign strategy, research, planning, buying 
and implementation 

• Content and Conversion Marketing
• Across all media channels – Bought, Earned, 

Owned
• Channel and audience insight
• Measurement, analysis, tracking & reporting
• Creative services
• Web Development

• Who? – Understand target audiences 
(customers!) – data analysis, segmentation, 
persona development

• What? – Portfolio Development and competitor 
analysis

• Where? – Identify market opportunities, BEO 
analytics, customer journey mapping, outreach 
and CRM strategies

• How? - Brand definition and development, 
content marketing 

A D V I S E

W H A T  W E  D O



Introduction

• What is customer experience?

• Why is it important?

• Where to start?

Workshop

• Get to know your persona

• Plot their journey

Institution case study

• University of Wolverhampton

Questions?

TODAY’S SESSION



WHAT  IS 
CUSTOMER 

EXPERIENCE? 



THE CUSTOMER’S PERCEPTIONS AND RELATED FEELINGS 
CAUSED BY THE ONE-OFF AND CUMULATIVE EFFECT 
OF INTERACTIONS WITH A UNIVERSITY’S 
STAFF, STUDENTS, SYSTEMS, CHANNELS OR PRODUCTS.



THE CUSTOMER’S PERCEPTIONS AND RELATED FEELINGS 
CAUSED BY THE ONE-OFF AND CUMULATIVE EFFECT 
OF INTERACTIONS WITH A UNIVERSITY’S 
STAFF, STUDENTS, SYSTEMS, CHANNELS OR PRODUCTS.



P E R C E P T I O N S

• Reputation

• Rankings

• Third parties and influencers

• Advertising

• Press

At different phases of the student journey

• Digital, web, CRM

• Offline

• Direct contact

• Third party

• Rational / irrational decision-making

At different phases of the student journey

I N T E R A C T I O N S

WHAT IS CUSTOMER EXPERIENCE?



P E R C E P T I O N S

• Reputation 

• Rankings

• Third parties and influencers

• Advertising

• Press

At different phases of the student journey

• Digital, web, CRM

• Offline

• Direct contact

• Third party

• Rational / irrational decision-making

At different phases of the student journey

I N T E R A C T I O N S

WHAT IS CUSTOMER EXPERIENCE?

CUSTOMER EXPERIENCE MANAGEMENT HAS TO 
FOCUS ON ALL OF THESE



WHY IS IT 
IMPORTANT?



WHY IS CX IMPORTANT?

89% OF COMPANIES 
EXPECT TO COMPETE 
MOSTLY ON THE BASIS 
OF CUSTOMER 
EXPERIENCE, VS 36% 
FOUR YEARS AGO

20182014

Source: Gartner



WHY IS CX IMPORTANT?

ENGAGED AND LOYAL CUSTOMERS ARE…

to re-purchase to try a new offering to refer

5x
MORE 
LIKELY

7x
MORE 
LIKELY

4x
MORE 
LIKELY

Various sources: collated from Customer Thermometer –
Customer Service stats 2019



R E V I E W S  M A T T E R

Told UCAS that reviews were 
important to their firm reply choice.
Source: UCAS End of cycle survey (2017 entry)

Final year students believe reviews 
should be important to others
UCAS Finalist survey 2017

Most important factor in ‘reply’ 
decision
UCAS Track survey (2017 entry)

92%

89%

3rd



SECOND PERSON WORD OF MOUTH

Gen Z
48%

Source: convinceandconvert.com

Millennials
41% Gen x

38%



WHERE 
TO START?



H O W  T O  U N D E R S T A N D  C U S T O M E R  E X P E R I E N C E

Four important aspects to understand:

• Touchpoints applicants have with you

• Importance of each touchpoint on applicant decision-making

• Applicants expectations at each touchpoint

• Applicants experience at each touchpoint

All from the customer’s perspective.



WORKSHOP



PERSONAS



EXAMPLE PEROSNAS

• Profile
• Description
• Reasons for choosing University
• Challenges
• Comms Preferences
• Contact
• Attitudinal statements



G E T T I N G  T O  K N O W  Y O U R  P E R S O N A S

In your groups, spend 5 minutes:

• Reviewing the persona you have been given
• Consider their attributes
• What is their back story?
• What type of person are they?
• What are their challenges and worries?
• What are their motivations to study?
• Which touchpoints did they experience in the journey and how do you think they may 

have felt at these moments?



P L O T  T H E  J O U R N E Y



P L O T  T H E  J O U R N E Y

On your journey map, spend 10 minutes:

• Considering the experience from your persona’s perspective

• Chart the journey with dots on each touchpoint

• Where are the high and low points

• Identify the key moments that matter

All from the student’s perspective.

Come together as a wider group to feedback on findings.



CUSTOMER 
EXPERIENCE 
PROJECT S



E X A M P L E  P E R S O N A S



E X A M P L E  J O U R N E Y  M A P

Stage Awareness Arrival week
Touchpoint UCAS Website HE fair Oxford Brookes website Request a prospectus Received an email Received a prospectus Registered for an open day Attended an open day Received general information 

in the post
Attended an applicant day Accommodation application Social media Arrival week Choosing modules Availability of academic 

support
Quality of academic support Feedback on assessments Availability of student support Quality of student support Availability of careers advice 

and guidance
Quality of careers advice and 
guidance

Opportunities for work 
experience

University operated 
accommodation

Studying with people from 
other cultures

The learning technology 
(PCs, networking etc.)

Providing feedback about my 
experience being taken 
seriously and acted upon

Privately rented 
accommodation

Social opportunities Sports and fitness Clubs and societies Oxford Brookes content seen 
on social media

Email communications 
received

Receiving a phone call from a 
current student

Invites to events

Phase summary

Story Ellie first heard about Oxford 
Brookes from the UCAS 
website. She went on to 
conduct further online 
research. 

Ellie's first direct contact with 
Oxford Brookes was at a 
Higher Education fair, one 
year before enrolment.

She used the Oxford Brookes 
website to look for course 
information. This is an 
important touchpoint for her 
however she couldn't find 
the specific information she 
required.

Ellie had looked at a 
prospectus at the higher 
education fair, but she still 
went on to request one via 
the website.
 
 

She didn't actively engage 
with Oxford Brookes via email 
but was pretty happy with the 
information she had received.

Although she didn't pay as 
much attention to the 
prospectus as she did the 
website she was happy with 
the content.

Ellie wanted to find out more, 
so she went to the website to 
register for an open day in the 
October before the course 
start date.  
 
 

The open day had a huge 
influence over Ellie's decision 
to choose Brookes. She 
thought it was well organised 
and the communications gave 
her everything she needed.

The amount and content of 
information received through 
the post was as she 
expected. There was some 
useful information. Some felt 
personal and some didn't. 
Ellie placed more importance 
on the website and open 
day.  
 
 

The applicant day felt fairly 
similar to the open day but 
both helped Ellie get a real 
feel for what it would be like to 
study at Brookes.

Ellie found the 
accommodation application 
fairly 
straightforward however she 
wished she'd been told the 
location of her lectures 
so she could have made a 
more informed decision. 

Ellie liked being able to view  
content and interact with 
Oxford Brookes and fellow 
students via social media just 
before and during arrival.  It 
helped her feel more 
connected. 

Being able to select the right 
modules was a high priority 
for Ellie and she was quite 
happy with this experience.
 
 

Ellie was proactive when it 
came to academic support.  
She was happy that she 
could talk to her lecturers 
if she needed to.

The quality of academic 
support also met Ellie's high 
expectations.

She found assessment 
feedback could be variable 
but most lecturers follow a 
framework which she found 
helpful.

Ellie was aware student 
services were there if she 
needed them. 

She had a fairly positive experience 
when she used the support services. 

Careers advice and guidance 
wasn't hugely important to 
Ellie but she found they were 
available when she needed 
them. 

Ellie was more concerned 
with the quality of careers 
advice and reported a fairly 
positive experience.  

She would have liked to have 
seen more  opportunities for 
work experience that were 
specifically relevant to them 
and their course. Although 
this wasn't an important part 
of her overall  experience. 

She had a positive 
experience in university 
operated halls.

Studying with people from 
other cultures was an 
important factor for Ellie and 
she found her experience and 
Oxford Brookes to be 
overwhelmingly positive. 

Ellie was pleased with the 
technology itself but slightly 
frustrated by  its lack of 
availability at exam time.  
Moodle and PIP were also  a 
point of frustration.

Having her feedback taken 
seriously was important to 
her and she's has had 
variable experience with this. 

On the whole Ellie's had a 
fairly positive experience with 
private accommodation but 
she's aware that some of her 
peers haven't. 

Having opportunities to 
socialise was a very 
important factor in her overall 
experience. Although  she 
was happy with some events 
she was quite disappointed 
with the lack of activity at the 
Student Union and her own 
campus. 

Sports and fitness were really 
not an important factor in 
Ellie's overall experience.  
She felt neither positive or 
negative about the 
experiences she had. 

Clubs and societies played a 
much more important role in 
the quality of Ellie's 
experience but,  like the other 
extracurricular activities, her 
experience was neutral. 

Post-graduation it was 
important for Ellie to stay 
connected with Brookes via 
social media and she was 
happy with the experience

Emails are just as important 
to her and she mostly enjoys 
the content although 
sometimes feels there could 
be less copy. 

Receiving a call from a 
current student was not at all 
important to her but she did 
have a positive experience. 

Receiving invites to events  
was as important to Ellie as 
social media and emails, yet 
her experience was less 
positive when she failed to 
receive an invite for a local 
event. 

Experience rating 2 -1 -1 1 2 -1 2 0 2 0 1 1 2 2 1 1 1 1 1 0 1 2 0 0 1 0 0 0 1 1 1 0
Importance in decision-making 3 5 3 4 4 3 5 4 5 5 3 5 5 5 4 5 5 3 4 2 4 4 3 4 4 5 1 5 4 4 1 4
Quotes "I went on to a site, where 

you put your predicted 
grades in as I already had 
them. It then came up with 
uni’s and their league table 
position and I went and 
looked at a few other uni’s – 
Brighton, Bournemouth and 
East Anglia."

"I thought information was 
difficult to find on specific 
access courses."

"The email communications 
were thorough and gave me 
everything I needed."

"No response or very 
delayed responses to my 
questions."
 
"Emails from the 
University/Tutors were very 
informative but also friendly 
and personal, made you feel 
like they really wanted you at 
the uni and wanted to help 
you with any questions/ 
queries."

"I received another 
prospectus that I didn't order 
or request."

"A member of staff was 
incredibly rude to one of my 
parents when they 
accidentally drove into a 
wrong entrance at the 
university on our first visit 
there."
 
"The day could have been 
more busy."

What I liked about this open 
day is we did a sample 
lecture which left me feeling 
inspired and wanting more. 
The tour guides and staff 
were lovely and offered to 
walk me everywhere... I do 
think buildings have an effect. 
It felt more positive on this 
campus.'
 
"I didn't like the self structured 
open day."
 
"The teachers when I met 
them at the Brookes open 
day. Very helpful, and gave 
good information. Gave a 
good impression of the 
University and course."

"Brookes sent me a well done 
letter, and something from 
Harry Melt as the Leader of 
History of Arts. It felt 
personal, even if it wasn’t."
 
"I applied to study geography 
but the information pack that 
was initially sent to me was 
for international relations and 
politics."

"I can't remember which one 
was which but I liked them 
both."

"Accommodation information 
was step by step – it didn’t 
feel like I was being 
bombarded. I was being 
talked through the process."
 
"I emailed the university about 
which campus my course 
was on. When I arrived I 
found out that my course was 
on a different campus." 
 
"The admissions office as 
they kept me abreast with 
any developments that had to 
do with my application." 
 

"I followed OB on all social 
channels – Facebook, 
Instagram and snapchat. I got 
really excited when I first 
started. It was my uni now 
and I wanted to know about 
them."
 
 

"Parking issues and realising 
that cars are not allowed in 
first year. Its ridiculous to not 
expect students to have a 
car, especially living as far as 
cowley."
 
"Before fresher's week, I had 
no idea what/when anything 
was happening."

"Unable to take modules I had 
requested to."
 
"Availability of modules was 
very good."
 

"Very fast responses 
whenever I have needed 
help, especially surrounding 
the general pastoral side."

"The way seminars and 
lectures are performed are 
very impersonal, I've had the 
same lecturer for 2 years and 
he is yet to learn my name 
and just refers to me as 'you', 
which is just plain impolite. 
The institution as whole just 
lacks a sense of community 
and direction."

"Long queues at student 
central and IT desk give me 
panic attacks."

"I'm a transfer student, I found that when 
needing help student central were 
incredibly unhelpful and unsympathetic 
towards me."
 
"Where to start! When my grandmother 
died this year the University was very 
unforgiving about it and treated the 
ordeal like a joke. I submitted mitigating 
circumstances as I generally asked for 
more time on my assignments. I was 
only given two weeks for this. When I 
should of been given 5 weeks which is 
the maximum. Which meant I had to 
rush all my work. I 100% blame Oxford 
Brookes University in making me stay at 
the university longer as not only am I 
wasting another year of my life I am 
wasting money by being here to. If I had 
the extra 3 weeks of the extension I am 
sure that things would be different. I 
believe that the panel lack common 
sense when making decisions regarding 
mitigating circumstances. I will never 
forgive this University for the way they 
treated me throughout the whole 
process. When I leave this University I 
do not want to hear from this institution 
ever again."
 

"It was very helpful when 
looking for a job."

"There's never anywhere to 
work at exam time."

"The Student Union was the 
third worst in the UK – there 
needs to be more events and 
activities, it’s not happening 
and I haven’t seen it 
improve...There’s an unused 
huge sports hall behind the 
SU – this could be used for 
so much!"

 "It would be good to have a 
bar. I get invited to socials, 
but the bars are not on my 
campus – the SU is always 
empty I would much rather go 
to town. If they put socials on 
this campus it would be so 
much better."

"The sports centre/gym has 
been really good at listening 
and taking action and feeding 
back. They do listen to you!"

 
VIDEO 3- Email content and 
still feel attached to the 
uni: Q3. What do you think 
about the email 
communications you have 
received from Oxford 
Brookes University since 
your graduation? And what 
kind of information do you like 
to receive?
 

"Would have liked more 
opportunities to 
socialise/network with 
alumni."

Observations Positive NET 82%
Negative NET 0%

Positive NET 75%
Negative NET 4%

Positive NET 87%
Negative NET 3%

Positive NET 78%
Negative NET 0%

Positive NET 86%
Negative NET 0%

Positive NET 83%
Negative NET 3%

Positive NET 94%
Negative NET 2%

Positive NET 74%
Negative NET 4%

Positive NET 90%
Negative NET 0%

Positive NET 71%
Negative NET 3%

Positive NET 100%
Negative NET 0%

Positive NET 60%
Negative NET 17%

Positive NET 67%
Negative NET 15%

Positive NET 71%
Negative NET 12%

Positive NET 75%
Negative NET 12%

Positive NET 69%
Negative NET 10%

Positive NET 62%
Negative NET 13%

Positive NET 54%
Negative NET 15%

Positive NET 54%
Negative NET 17%

Positive NET 44%
Negative NET 19%

Positive NET 46%
Negative NET 13%

Positive NET 69%
Negative NET 4%

Positive NET 60%
Negative NET 8%

Positive NET 37%
Negative NET 15%

Positive NET 40%
Negative NET 45%

Positive NET 58%
Negative NET 15%

Positive NET 38%
Negative NET 4%

Positive NET 38%
Negative NET 13%

Positive NET 54%
Negative NET 0%
 

Positive NET 69%
Negative NET 8%

Positive NET 19%
Negative NET 4%

Positive NET 47%
Negative NET 0%

Moments that matter

People

Admissions
Comms/Recruitment
Faculty marketing

Wellbeing
Student support
Academic Advisors
Student central
Panel MITC's
Module leaders

SU
Course staff
Halls
Societies
Support groups
Friends

Systems 

CRM
Manual process
Fragmented
Poor process - understand 
who does what

Online form - problems
Late, late, late process
Evidence
Review of MITC
Relates to SSR
IT
People - individuals

Comms appropriateness
SU - no CRM
Limited budgets
Space/buildings to 
accommodate
Diverse events?

Persona needs 
Not to be bombarded
Relevant comms

Cost
Personal circumstances
Right support at right time
Right people to support and move on

Social life
Oxford life

New experiences

Simplified and clear student centered 
process
Support during process wherever 
raised, and appropriately
Clear/accurate referral process
Ensure training for all first points of 
contact

Recognise what's needed - 
resources etc.
Culture change
Bigger budgets
Recognition by the University 
of the importance to students
Review facilities
Suitable environments 
needed
Involve other agencies not 
just the SU
More coordinated approach

Impact

More supported experience
Move on from issue quicker
More positive relationship with the 
university

More fun for students
Feel more connected
Achieve main motivation of 
this persona 

Post-graduation 

Attending the Applicant day and the accommodation application were the most important 
factors for Ellie during the Application phase. She had a very positive experience at the 
Applicant day but her experience with the accommodation application wasn't so positive.

As a graduate, they generally feel that they are not informed of opportunities available to them or changes that impact them. 
When they are communicated with it is generally relevant and of high quality but not always useful.
 
Social media, email communication and invites to events are quite important to Ellie.  She's had a good experience with 
social media and emails but not so much with event invites. 
 
Small numbers engaged with:

Enquiry

The Oxford Brookes website and open day were the most important touchpoints for Ellie.  She really enjoyed the open day but had negative experiences with the website, requesting a prospectus and registering for an open day. 

Application Study

While studying, they generally feel positive around being informed of opportunities and communicated with relevant information. However they are less happy with how they are kept up-to-date on changes that impact them and the quality and usefulness of communications. 
 
Academic factors, student support, social opportunities and clubs/societies were some of the most important factors for Ellie's experience.  She had her most positive experiences with academic support and studying with people from other cultures.   Her experiences with opportunities to socialise and clubs/societies were some of the least positive. 

• Experience
• Importance
• Story
• Net negative and 

positive ratings

• Quotes
• Moments that matter
• Processes, people, 

systems, needs



CASE STUDY



T H E  U N I V E R S I T Y  O F  W O L V E R H A M P T O N

• A diverse student body

• Lots of activity, in lots of areas

• No activity, in lots of areas

• Knowledge of our students was 
largely data driven, and patchy

• Little joined up analysis throughout 
the whole student journey

• What are we doing well, what are we 
doing wrong, what are we not doing?

• Where to grow.

THE 
CHALLENGES

THE 
PROCESS

THE 
PLAN

• Data (so much data)

• Segmentation of our student body-
developing our personas

• Surveys and feedback

• Segmentation workshop with key 
stakeholders

• Focus groups and open days

• The report

• Segmentation and propensity 
mapping

LET’S DO BETTER:

• Stop, start and grow

• Persona segmentation (comms, 
events, activities).

ROOM TO GROW:

- Propensity data vs university 
objectives. Where do we go from 
here? 

- Saying ‘no’ and this is why.



QUESTIONS?



Manchester : Express Networks 2 • 3 George Leigh Street • M4 6BD

London : 5th Floor • 6-7 St Cross Street • EC1N 8UA

THANK YOU


