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 Strategy  

 

 Northumbria University’s strategic communications goal has been to convey to an 

audience of senior stakeholders (politicians, business leaders, senior executives in the 

innovation, regeneration, digital and design industries) the strength of the institution’s 

mission to sustain economic, social and cultural well-being. 

 For many years Northumbria University has performed strongly in Learning and 

Teaching, attracting high numbers of applicants to its undergraduate and postgraduate 

programmes. It has come to be recognised as one of the leading universities 

established after 1992, but much of this recognition has related to its taught 

programmes and exceptional student experience in both campus and city. 

 However, numerous aspects of the University’s everyday life story were, in recent years, 

being kept in the shade: research, innovation, global impact and the ability to work 

with businesses and organisations, to transform their fortunes, were key amongst 

them. 

 The goal of this magazine was to reassert balance and capture the attention of 

influential partners, Government and media, staff, students and the public. It sought to 

ensure the broadest possible appreciation of Northumbria University as a research-

engaged, business-focussed University, excellent not just in learning and teaching, but 

in a whole array of contexts. 



 

 Implementation Step-by-Step 

1. Concept work booked with Northumbria University in-house designers. September 

2009. 

2. Three designers looking at alternative styles for the front end, clusters and profiles. 

3. Publications Team researched and benchmarked other sector and commercial 

magazines. December 2009. 

4. Survey seeking stakeholder opinions on content, style, imagery. December 2009. 

5. First concepts in. Met with University-wide staff from Corporate Communications, 

Design, Marketing, Schools Marketing, International Office, Student Services, Return 

to Learning, the Students’ Union and Sport Northumbria to gather feedback. 

6. Vice-Chancellor and Chief Executive with Executive Group and Director, Corporate 

Communications agree final concept. January 2010. 

7. Initial work presented to Executive. January 2010. 

8. Commissioning and staging photography. February 2010. 

9. Copywriting. March/May 2010. 

10. First proof stage. April/June 2010. 

11. Sign off. March (edition 1)/June (edition 2) 2010. 

12. Delivery. March (edition 1/June (edition 2) 2010. 

 



 

   

 

 Creativity – what makes the campaign stand out?  

1. The core values of respect for, and sense of serving, the audience.  

2. Consistent promotion of a sense of discovery and challenging orthodoxy about 

Northumbria.  

3. The use of more sophisticated typography, imagery and mature tone-of-voice 

(not used in previous, successful campaigns which stressed Learning and 

Teaching for the 18-21 year old audience alone.) 

4. Friendly, sincere and professional copywriting style.  

5. Desire to demonstrate that clarity of concept runs through the entirety of the 

University’s PR and Communications output.  

6. Big pictures, in order to present the big picture. 

7. Personable and accessible case-studies. 

 

 

 

 

 

 

 

 



 Evaluation and Measurement, Cost-Effectiveness and Final Results against Objectives 

 

 

 

1. Exponential growth in web traffic and excellent qualitative feedback from influential 

stakeholders (examples below).  

 

2. Northumbria was invited – and accepted the opportunity – to become principal 

sponsor and communications champion of the CBI Regional Dinner and North East 

Economic Forum. Events included Rt Hon The Lord Mandelson, Richard Lambert CBE, 

Rt Hon Ken Clarke QC MP. 

 

3. Sustained growth in applications - Northumbria University remains in the UK     Top 

10 (with greater than 3000 applications) for application growth and is a UK Top Ten 

recruiter from outside of the European Union and recruitment of high quality staff to 

new research and innovation posts. 

 

 

4. Increasing media and stakeholder recognition for Northumbria Research and 

Innovation. (Adfero plc media monitoring and evaluation undertaken monthly.) 

Examples from 2010: 

 “A more immediate peril is the “domino effect”: a quarter of corporate 
insolvencies are triggered by another company’s insolvency. The latest Northumbria 
University Business Barometer of north east companies showed 23.7 per cent of 
respondents – up from 9 per cent last September – identified this as the greatest current 
risk to their business.” 
 



 “Small research stars deploy RAE gains to shine brighter” 

“Partly as a result of its success in RAE 2008, Northumbria has already advertised 40 new posts 

this academic year and is planning to create more next year. One of its targets is to double the 

number of staff it submits to the forthcoming research excellence framework.” 

 

  
 

 

 
 



 
 

The costs of IMPACT have been reduced by limiting hard copy publication and relying on 

electronic circulation to the University’s 3500 staff and 35000 students. 

Hard copies are provided to the principal audience, honorary graduates and in the 

University’s waiting and meeting areas of greatest footfall. 
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