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In 2004, the New Vice-Chancellor Wanted to 
Change Everything – Straight Away! 
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In 2004, the New Vice-Chancellor Wanted to 
Change Everything – Straight Away! 

• Half of his Strategic Platforms – change programmes – were core 

marketing issues: 

1. A Course Portfolio that Meets our Mission 

2. The Application of Market Intelligence 

3. Freedom to Invest and Innovate 

4. A Resource Structure to Drive the Business  

5. Gold Standard Customer Service 

6. Strengthening Organic Growth by Collaboration, 

Partnerships and Acquisitions  
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2004: Everyone Loved Doing Marketing & 
Professional Marketers Didn’t Have a Say 

• Often: 

• Academics and administrators did their own marketing. 

• Courses were developed on the basis of academics’ special 

interests - without market research. 

• New courses cannibalised courses in other faculties. 

• Academics designed and produced their own marketing 

materials and web pages. 
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2004: Everyone Loved Doing Marketing & 
Professional Marketers Didn’t Have a Say 

• Marketing expertise was in an under-resourced central 

service – their role was to help when asked. 

• Marketing department was mainly limited to communications. 

• Limited international student recruitment. 

• No consistent university brand identity. 
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Was NTU Perceived as One Organisation? 
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Did We Communicate a Consistent Message? 
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Did We Communicate the Right Message to 
Potential Applicants? 
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So Professional Tasks Needed to be 
Transferred to the Professionals 

• Academics 

• Teaching and Learning 

• Research 

• Scholarship 

• Marketing 

• Web 

• Academic Administration 

 

• Professional Services 

• Marketing 

• Web 

• Academic Administration 



Marketing Needed to Be at Core of Course 
Development and the Student Experience 
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College Structure 
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A Partnership of 
Equals 

• Course development 
based on real teamwork – 
and dialogue - between 
marketers & academics 
 

• E.g. drawing on market 
research findings, a new 
course portfolio was 
developed for Business 
and undergraduate 
applications increased by 
33% for 2008 entry. 



Second Revolution:  
We Centralised Admissions! 
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Admissions 
Processing 

• Centralised paperless 

system. 

• Admissions officers and 

academics working in 

partnership. 

• Dynamic system – 

audit management and 

tracking system. 

• Transparency. 

• Easy access to view by 

School or individual 

applicant. 
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Role of Commercial Director 
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Marketing Services & Digital Marketing 
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Recruitment and Brand Management 
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Marketing Now Shapes the Whole of the 
Student Journey 
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A Consistent Brand  
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Today NTU is Run Like a Business for the 
Benefit of Students, Employers and Society 

• First university to use 

Quarterly College 

Business Reviews 

(QBRs) to improve 

performance and 

deliver value for 

money. 

• Strength in 

forecasting and 

delivering student 

numbers accurately. 



The Entire Course Portfolio Is Continuously 
Reviewed & Refreshed 
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NTU - First University to Make Strategic 
Commitment to Gold Standard Customer Service  

• Our teaching, examinations 

and assessments are 

designed to challenge and 

stretch students.   

• All other interactions 

between student and NTU 

are governed by principles of 

customer service.  

• E.g mechanisms through 

which a student enrols at the 

University; selects modules; 

rents accommodation; buys 

catering and uses library 

facilities.  



Highest Growth in Undergraduate Demand 2008, 
and 61% Growth in Applications Between 04 and 11 
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International Body Has Grown by 140% 2004 to 2010 
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NTU – Leading Professionals 
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