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Connecting Students with 
Opportunities

Who Are IDP?



Who we are: 
IDP Education
Shaping the future of higher education

We understand the unique challenges of our clients 
and sector partners. By working closely with their 
teams, we offer tailored data, consultancy, marketing, 
and in-country solutions to meet their specific needs. 

Our global scale and expertise drive international 
recruitment solutions. Using advanced data analytics, 
we connect partners with the right students, 
supporting them throughout their journey to ensure 
successful outcomes.



Whatuni

An unrivalled source of institution and course 
information

Fully comprehensive

180,000 student reviews

Advice sections, articles, videos and blogs.

Unique search algorithm only matches relevant 
students with courses and institutions.

Used by more than 5 million users annually



Complete University Guide

Used by students and key influencers (parents, 
guardians, and teachers)

Respected and independent league table, including 
subject-specific rankings

Search algorithm matches students with relevant 
courses and institutions allowing ranking-based 
filtering.

Provides content-focused, trusted and agnostic 
advice and support for users.

Used by more than 10.5 million users annually



We partner with 85%* of all UK 
universities across our 3 websites 
and all major UK media agencies.

Our clients span all of the 
institutional groups including 
Russell Group, MillionPlus and Post 
92.

*110 of the 130 universities in the CUG league tables

Trusted partner 



Policy Roulette

Navigating the Changing UK 
Education Landscape



Context is Important
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In the News…
2024 in Headlines



That was just one year???



Clicks and Concerns

What’s Guiding Student Curiosity?



Top Articles on Complete University Guide in 2024
Source: IDP Google Analytics



Top Articles on Whatuni in 2024
Source: IDP Google Analytics



Home or Away?

Mapping Shifts in Student Location 
Preferences



Where are prospects researching?
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Who’s staying local?
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Where are you going?
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Summary
Demand by Region

Region Origin Shift from 2023 Staying Local Destination

Greater London 29.1% +1.9% 36.8% 27.1%

South East England 14.3% -1.0% 30.3% 20.8%

North West England 9.0% -0.6% 32.4% 15.8%

Eastern England 8.7% -0.3% 18.3% 11.3%

West Midlands 8.5% +0.0% 27.8% 14.7%

Yorkshire and Humber 7.2% +0.3% 27.0% 13.8%

South West England 6.9% -0.1% 31.4% 18.9%

Scotland 6.3% +0.1% 43.2% 14.8%

East Midlands 6.2% -0.1% 28.0% 15.7%

Wales 4.0% +0.5% 21.1% 14.7%

North East England 2.4% -0.1% 22.6% 8.2%

Northern Ireland 1.9% +0.2% 18.7% 2.1%



Degrees of Interest

Tracking the Shifts in Student 
Interests



Subject Demand Trends
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Top 10 Sub-Disciplines of 2024
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Top 10 Courses of 2024
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024
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Subject Demand by Mission Group
Source: IQ Demand+ | 01 Jan 2024 – 31 Dec 2024

Mission Group
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Subjects Social Studies and Media Computing and 

Mathematical Sciences
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When Dreams Take 
Shape

Timing Student Recruitment 
Strategies



Intended Year of Entry 2024
Source: IDP Google Analytics | 01 Jan 2024 – 31 Dec 2024
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Intended Year of Entry 2024
Source: IDP Google Analytics | 01 Jan 2024 – 31 Dec 2024
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Intended Year of Entry Trends
Source: IDP Google Analytics | 01 Jan 2022 – 31 Dec 2024
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Intended Year of Entry Trends – Same Year Trends
Source: IDP Google Analytics | 01 Jan 2022 – 31 Dec 2024
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Intended Year of Entry Trends – Next Year Trends
Source: IDP Google Analytics | 01 Jan 2022 – 31 Dec 2024
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Intended Year of Entry Trends – Future Year Trends
Source: IDP Google Analytics | 01 Jan 2022 – 31 Dec 2024
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In Their Words

What Students Love (and Not So 
Much)
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Whatuni Review Collection
The only Higher Education awards voted for exclusively by students 

Annual Review 
Cycle

Minimum review 
threshold based 

on institution 
size

Verified real 
student reviews

Data collected 
across multiple 

categories

Full 
transparency 

with institutions



ChatGPT analysis of real student 
reviews between Mar 2024 – Dec 2024

What are they 
saying?



University Ratings

Universities with high overall ratings are 
often praised for excellent teaching, diverse 
extracurricular opportunities, and strong 
career support.

Lower ratings frequently cite issues with 
responsiveness to student concerns and 
perceived gaps in the quality of certain 
services or facilities.



Cost of Living

Affordable universities located in smaller 
cities or towns are praised for their 
manageable living costs. Students also 
appreciate clear financial support or 
bursaries.

High costs of accommodation and overall 
expenses in major cities are a common 
complaint. Many students feel that tuition 
fees and living expenses aren’t matched by 
the value they receive.



Value for Money

Students in universities that offer robust 
career opportunities and excellent teaching 
feel they’re receiving good value for their 
investment.

A recurring theme is dissatisfaction with high 
tuition fees and a sense that the education 
provided doesn’t justify the cost.



Student Halls

Students appreciate clean, well-maintained 
halls with modern facilities and good 
proximity to the campus. Social opportunities 
and a strong sense of community within halls 
are also frequently praised.

Complaints often center around high costs, 
limited availability of halls, and issues with 
heating, plumbing, or noise. Some students 
find the allocation process unclear or feel 
their preferences were not considered.



Property 
Management

Prompt responses to maintenance requests 
and helpful property management teams are 
highly valued by students. Universities that 
actively communicate about issues and 
resolve them quickly receive praise.

Students commonly criticise delayed repairs, 
lack of transparency in handling issues, and 
insufficient communication about changes to 
contracts or policies. High fees for minimal 
support also receive negative feedback.



Internet / WiFi

Universities with reliable and fast WiFi are 
highly appreciated, especially those with 
strong connectivity across all campus areas.

Complaints center around inconsistent 
coverage, slow speeds during peak times, 
and lack of reliable connectivity in 
accommodation.



Facilities

Modern libraries, well-equipped labs, and 
clean, aesthetic campuses receive positive 
feedback. Students value spaces designed 
for both individual and group study.

A few students raised concerns about 
outdated equipment or facilities, 
overcrowding in study spaces, and 
maintenance issues in older buildings.



Career Prospects

Many students appreciate the availability of 
work placements, internships, and career-
focused workshops, which they find helpful in 
preparing for the job market. Universities 
offering strong links to industry partners are 
particularly praised.

Some students feel career support services 
could be more proactive, with better 
guidance on finding opportunities and clearer 
communication about available resources.



Student Support

Positive feedback highlights accessible, 
understanding, and proactive support 
services. Students value mental health 
support, academic advisors, and initiatives 
aimed at improving well-being.

Some students feel support services are 
understaffed, making it difficult to get timely 
help. Others report a lack of follow-up or 
inadequate support for international students 
or those with specific needs.



Mental Health

Students appreciate accessible mental health 
services, such as counseling, therapy, and 
peer support programs. Universities with clear 
communication about available resources and 
trained staff who offer empathetic and 
practical help are particularly praised.

Students often highlight long waiting times for 
appointments and lack of sufficient staff to 
handle demand. Criticism of limited awareness 
campaigns, with some students feeling unsure 
about how to access services or finding them 
stigmatised within the campus culture.



Overall Sentiment

Students generally enjoy the social and 
academic environment at universities. They 
value community-driven experiences, 
opportunities for personal growth, and 
supportive lecturers.

A small percentage of reviews reflect 
dissatisfaction with administrative efficiency 
and communication from university staff.



What We’ve 
Learned

Key Takeaways for Navigating 
2025 and Beyond



Key Takeaways

Government Policy 
over the last year 

has impacted 
demand from both 
international and 

domestic students 
and has had a 

disproportionate 
impact on 

institutions across 
the board.

Students remain 
uncertain about 

choices, but trends 
show that students 
are trying to inform 
themselves to be 
aware of all their 

opportunities. The 
linear “traditional” 
path is no longer 

the only option for 
students.

While students in 
most regions do 
prioritise local 
institutions, 
majority of 

students have been 
keener this year 

than years prior to 
migrate away from 
home for university.

As cost-of-living 
eases, students are 

straying from 
subjects with 
“clear” post-

graduate routes 
and are more open 

to alternative 
subjects in line with 
their preferences.

Users are increasingly 
taking longer to 

finalise their choices 
for university, 

reflecting uncertainty 
in the sector. Future 

generations are 
starting to research 
their choices earlier 
indicating that the 
conversion cycle is 
getting extended.

Factors like cost-
of-living, student 

support, facilities, & 
accommodation 

have been 
important for 

student satisfaction 
and investment in 

these will be key in 
making institutions 

attractive.



Questions?
ukclientpartnerships@idp.com
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