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Bio
Nadio Granata MCIM, FHEA, PGCE, AIRP is a chartered marketer,
published author and a Teaching Fellow with experience in the UK
and Hong Kong. With over 5,000 LinkedIn connections and 4,000
followers on Twitter, Nadio is a long-term user of social media both
as an academic and marketing expert. Bridging the knowledge gap
between academics and practitioners, Nadio brings a pragmatic but
distinctive view to the future challenges of marketing FE and HE in
the UK and beyond.

Background
I became a ‘reluctant’ academic after several years running
companies and ultimately attending night school two evenings per
week to gain a Masters in Marketing Management from the
University of Huddersfield. Gaining a degree had a huge effect on my
life, enabling me to pursue new career choices and reaching a social
status beyond anything my predecessors had previously achieved. A
healthy background in business, coupled with a passion for
marketing, resulted in my becoming a Senior Lecturer and Head of
Year at one of the UK’s fastest growing universities.
A varied and expansive role within my first university exposed me to
a wide range of academic challenges such as:
● writing new courses
● recruiting students and staff
● redesigning pathways
● exporting degree courses into Hong Kong
● developing e-formative assessment strategies
● engagement strategies for recruitment and retention
Future academic experiences have led to my becoming a Teaching
Fellow at the award-winning University of Leeds Business School and
a Fellow of the Higher Education Academy.
I am currently the Brand Director at Make Positive Limited, a multicloud Salesforce platinum partner and recent winners of the global
Partner Innovation Award … and so it was with great interest and no
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small amount of serendipity that I accepted, on behalf of Make
Positive Limited, an invitation to speak at the Connected Campus
2017 Event, Birmingham UK.
The following is a personal reflection of the event featuring lessons I
have learnt and key discussion points going forward.

Context
This paper aims to provide a synopsis of the items discussed at the
Connected Campus 2017 (Birmingham, UK) conference within the
context of the prevalent challenges facing the UK education sector,
specifically but not exclusively the HE sector. At the point of writing, it
is clear that the UK government is preparing for some significant
challenges as it announces (and is subsequently criticised for
allegedly poor selection), the appointment of a new higher
education regulator, the Office for Students, charged with ensuring
value for money.
Education is universally seen as a ‘political talking-point’, not least
here in the UK where subsequent governments have grappled with
increasing alacrity the complex and evolving issues around providing
a world class education for all within a global, free trade society. This
paper attempts to avoid any political bias but merely reports a
personal observation from the perspective of:
1. a former lecturer and Teaching Fellow
2. a professional within the cloud CRM tech sector
3. a father of two graduates and one current student

Key Points (1): The UK landscape
“It’s been a bad year for universities” … BBC News, 1st January 2018.
The following is a short-list of the prevailing factors currently
discussed in the UK general media as well as in the conversations I
have subsequently engaged in with educationists, students and
parents:
● Vice-Chancellor Pay Row - freedom-of-information requests
by the popular media have resulted in an unprecedented
public awareness of the intimate details of the payments made
to academic heads in a time of public cutbacks and pay freezes.
A recent report highlights the findings of a survey conducted by
The Sunday Times, citing salaries of up to ‘three times more
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than the Prime Minister”.
(http://www.dailymail.co.uk/news/article-5224813/Vicechancellors-pay-Britains-worst-universities.html)
Tuition Fees - currently ‘frozen’ at £9,250, raising concerns
about viability from the institutions’ point of view as well as a
question of ‘value for money’ from the student’s point of view.
Early indications show a propensity to ‘cull’ courses which are
deemed to be ‘unviable’, further raising concerns about
customer service for those students who have already selected
courses now proposed to be culled or ‘blended’ with others in
the interests of delivery efficiency.
Social Mobility - a relatively under-discussed concern within
the public press but nonetheless a major consideration for the
newly formed Office for Students as they grapple with the
impact of the recent resignation of board of the Social Mobility
Commission. Ongoing and somewhat increasing concerns over
the North-South divide combined with significant socioeconomic changes expected due to Brexit, the HS2 rail
proposal and other external ‘uncontrollables’ will impact on
social mobility unlike anything seen in the UK since the
industrial revolution.
Student Debt - issues such as the scale of personal debt, rates
of repayment, government selling of the debt, interest rates
(already beginning to rise) and the abolishment of
maintenance grants are all coming under increased scrutiny as
the wind of change heightens.
Recruitment Limits - introduction of a ‘demand-driven’ system
in 2015-2016 similar to the Australian model may need to be
revoked as funding pressures increase, less popular institutions
are overlooked and student demands for increased ROI are
dealt with. A ‘free market’ in the university sector has lead to
concerns about a ‘dog-eat-dog’ culture with massive subsidies
going to private providers. On the plus side, there has been a
significant increase in European (up by circa 40%) and
International recruitment, although both markets are expected
to reduce with the impact of Brexit-related changes.
Brexit - at the time of writing, there is still no certainty about
the impact expected from Brexit. There does, however, seem to
be widespread acceptance with the suggestion in June 2016 of
the director-general of the highly respected Russell Group,
that £500m worth of research and education funding will
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disappear, with little evidence of any replacement funds
coming from Whitehall. With 23% of European Research
Council funding previously won by UK universities, the potential
loss of any amount of funding is likely to affect our world
ranking as research funding forms a significant factor in the
ranking algorithm.

Key points (2): Connected Campus

“Everyone who wants to change the world should have the tools and
technology to do so” (www.salesforce.org).
The following is a review of the topics covered at the Connected
Campus 2017 conference (Birmingham, UK) including some
additional insights provided by recent graduate Katerina Kokkoni.

My session title: The New 3 R's of Education: Recruitment,
Retention and Recurrence
Session description: A business-focused session that introduced best
practice in cloud technologies to drive recruitment, improve
retention and deliver lifelong value through recurring engagement.
The presentation, featured current case studies on how market
leaders are using cross-cloud CRM solutions to deliver highly
satisfied customers for less per capita cost over longer timelines.
Examples included solutions designed to enable the education
provider to engage with the student from cradle-to-grave through
direct marketing communications using a 360-degree interface.
Date: 28th November 2017
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Time: 9:00am to 5:30pm
Location: Crowne Plaza NEC Birmingham
Audience: Prospects and customers from HED, Business Schools and
FE sectors - mainly from the UK
Format: Duel tracks (HED and FE) with Keynote and closing Keynote
Target Attendees: 50+
Event Theme: The Art of the Possible
Thread: Educating the attendees (not sales pitches of Apps or
Services)
Interest Focus: Student Recruitment, Marketing, Student Success,
Connected Campus, Process improvement etc.

Presentation topics: the 30-minute presentation introduced an
alternative to the traditional ‘3R’s of Education’ in the context of
modern teaching methods, changing student behaviour and
increasing employer demands. The following is a summary of the
main slides:
● Recruitment:
○ Huddersfield University (West Yorkshire): the challenges
faced by course leaders to recruit to mid-table institutions
situated in provincial locations outside of London.
Marketing focus placed on student testimonials, employer
engagement ratings and teaching quality
○ Huddersfield University (Hong Kong): the challenges of
launching a new suit of (business) courses in an entirely
new marketplace. Marketing focus placed on delivery by
UK resident staff and opportunity to engage with Sir
Patrick Stewart (Chancellor at the time).
● Retention:
○ Huddersfield University and University of Leeds: the
specific challenges faced by the individual educator
dependant on job role and KPI’s. For example - a subject
leader is less likely to be concerned about dropout rates
than a course leader due to the pressures placed on all
institutions to minimise dropout rates (recorded at 6% in
March 2016 by HESA and published in Times Higher
Education March 23, 2016).
○ Huddersfield University and University of Leeds:
disciplinary options available to academics and
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management when seeking to punish inappropriate
student behaviour and/or attendance. Issues around
student rights as a paying consumer.
○ All: the geo-demographic variances of retention rates
across the UK. Historically high levels of circa 19% at
London Metropolitan University down to circa 1% at
Cambridge, Durham and Bath with a propensity for higher
drop out amongst ‘disadvantaged’ students.
○ All: the different student experiences from the
perspective of local versus regional versus European
versus International students highlighting the challenges
faced with maintaining high engagement rates especially
amongst full-time local undergraduates. Issues around
attendance rates associated with students living at home
versus overseas students with a tendency to seek a higher
ROI through greater access of resources BUT within
shorter term times due to preferences to revise at home
and avoid peaks in international travel costs.
● Recurrence: All educational establishments: an increasing
requirement to extract lifetime benefits from the student
population for mutual gain.
○ Employer engagement: the increasing demand from
government to provide ALL students with more ‘workplace
experience’. FE colleges are especially under pressure to
provide an increasing number of work experience days
per learner (45-60). Sandwich courses and
apprenticeship requirements.
○ Graduate USP’s: the challenges faced by current
graduates to differentiate amongst their peers.
○ Lifetime learners: more learners are studying over longer
lifetimes which is resulting in an extended exposure to
their teaching institutions thereby providing new and
additional recurring engagement (income) opportunities.
○ Alumni development: a growing trend for UK institutions
to follow the USA lead in engaging and thereby extracting
more value from their alumni. Examples include, but are
not restricted to; course sponsorships, guest lectures and
workshops, scholarships and joint-ventures
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Keynote Speaker - killer slides
The following two slides are merely extracts from the highly
informative keynote presented by Jim Levi, RVP Education. In
context with this review, I think these two slides especially highlight
the changing market conditions which are impacting on the sector
and are likely to continue to radically change the education sector
beyond recognition. Most importantly, the second slide confirms the
impact that Salesforce is already having in the industry thereby
providing irrefutable evidence of a sustainable solution.
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Additional content: rudimentary or adopted models were presented

to help illustrate key points:
1. Effective versus Efficiency Model explained:
“being effective is about doing the right things whilst being
efficient is about doing things right”.
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In the context of educational establishments and specifically
their marketing capabilities, the above model can be used to
assess the relative marketing savviness of comparable
institutions. For illustration: those operators who are highly
effective marketers operating efficiently … will thrive whilst the
opposite is true of poorly performing institutions in an
increasingly competitive market.
2. The Engagement vs Revenue Matrix explained:
In the context of educational establishments and specifically
their data management capabilities, the following model can
be used to assess the relative savviness of comparable
institutions. For illustration: High levels of engagement with
industry leaders (for example via alumni) should, when applied
strategically, result in production of high quality thought
leadership content which can be leveraged to produce
increased research outputs and therefore higher league
positioning. Similarly, a high level of employer engagement
can result in lifetime educational experiences delivered
through highly profitable Executive Education programmes.
(model still in development stage).

3. The student decision-making process explained:
Conventional marketing theories suggest that purchasing decisions
tend (but not always) to follow regular patterns. Deciding whether to
go to University, College, employment or perhaps travelling are all
familiar choices available to the modern student. The following
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model attempts to explain the decision-making process of a typical
16-18 year old UK student. The challenge facing the marketer is to
effectively AND efficiently communicate with the student prospect
through these distinct but not always obvious decision-making
stages. Clearly, the model highlights the need for precise
segmentation, targeting and positioning strategies and therefore the
absolute need to depend on multi-relational database management
systems configured specifically for purpose. Warning! A ‘student’ is a
‘customer’ and therefore has a right to switch or cancel so postpurchase dissonance must be avoided.

4. Student engagement touchpoints explained: the marketer will
be very familiar with tactical approaches commonly applied by
most educational establishments. It is not the purpose of this
paper to question or indeed recommend alternatives but
instead, to emphasise a typical approach and moreover the
dependence of the marketer to successfully create and apply
efficient data management systems to recruit, retain and gain
recurring engagement with its target audiences.
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5. The student legacy model explained: the challenge for all
relational marketers is to identify, engage and cherish the
target client for as long as is required to extract requisite value.
Put simply, a marketing strategy that delivers a profitable lifelong relationship between student and provider is the ultimate
goal. If one considers a ‘student’ in the same manner that one
might consider a ‘sponsored asset’, then it becomes clearer to
visualise the need to extend the relationship and therefore
extract more value over an extended period much in the way
that a sponsor would seek to extract legacy value from a
potential sponsor.

12

Concluding comments

● Change is required - educational providers of ALL types will
need to change if they are to adapt to the socio-economictechnical climate that is engulfing the sector.
● Legislation and other controls introduced by the CMA and
other bodies such as GDPR and COPR will force changes in
data management
● Only the best will survive - the internet of things will continue
to demolish boundaries with increasing rapidity as the diffusion
of innovation takes effect on this traditionally risk-averse
sector.
● Shift in power - as has already happened within the retail
versus manufacturing sector, a paradigm shift is in process with
the student customer taking control. No longer is the power
with the ‘manufacturer’ but instead it lies with the consumer, in
this case, the student.
● The education sector is out of sync with its market - Baby
Boomers are nothing like Millennials … and Millennials are
nothing like Generation Zeds! Traditional marketing methods
communicated in conventional methods are falling on deaf
ears as opportunities are being lost by technical luddites who
fail to engage with their super-savvy digitally astute audiences.
● HE and FE are different - target markets, communications
strategies and product offerings vary considerably between FE
and HE providers. The subtle nuances of these distinctly
different operators cannot and should not be ignored when
looking to engage with them.
Note: Toby Young Resigns
(https://www.theguardian.com/media/2018/jan/09/toby-youngresigns-office-for-students)
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