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1. The power of your website content and how to use it differently at 
every single stage of the student recruitment process 

2. Personalised content to create a data-informed dialogue
3. Use engagement data to show applicants that you truly get them

3 key takeaways



What is Vepple?



Virtual

Single event Virtual open dayVirtual event Live webinars

Always on Virtual tour Evergreen contentOn demand

VS



Single event Virtual open dayVirtual event Live webinars

Focus of Virtual Experiences over the past ~4 years
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Always-on experiences



96% of 
Year 11s 

want 
information 

from you



Make it visually appealing!

http://www.youtube.com/watch?v=Fnsir2kJ3vs


Don’t confuse users!

http://www.youtube.com/watch?v=7ePAeaIN0tg


Get them into CRM early

Capturing over 320 qualified leads 
per month

Entirely gated experience
12% sign-up rate

Partially gated experience



Online Events



Virtual open days higher more or lower less appropriate than physical open days?

http://drive.google.com/file/d/1wdpE0ul4fdwwI43MdNJx-lCeAZ8tuCMD/view
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Which of the following are 
important when choosing 
universities to apply to?

70% 

Course Content

62%

University Atmosphere

Student Satisfaction

61%

58%

Accommodation 
Offered

53%

Achievable Entry 
Requirements



“By restricting their opportunity to explore the different potential 
environments, they have reduced the option available to them 

before they even apply”

Attended fewer 
open days due to 

costs

39%

Did not attend 
any

5%



Virtual vs Physical



Case Study: UCLan’s “Wrap around” experience

12 month (2022) average session times:

Average session duration

6min 29secs

3min 43secsuclan.ac.uk



Source
:

Google Analytics:
UCLan Vepple

Perio
d:

15 days surrounding 
October open day

Summary:

● Email dispatched 5 days prior 
to the event pushing to Vepple 
“explore student life”

● 700% increase against 
baseline page views

● Significant increase from 2 
days before until 2 days after -
peaking at 450%

● Baseline mobile usage 47% 
(desktop 51%, tablet 2%), on 
day of event mobile usage 
soared to 79%.

UCLan: Cumulative increase in page views by topic



● Before:

○ Building anticipation

○ Practical tips for the open day including mapping

○ Traffic driven by direct e-comms

● During:

○ QR codes for closed/busy areas

○ Supported by social media channels, with Vepple as a follow-up

○ Mapping tool to showcase users current location and nearby relevant content

○ FUTURE DEVELOPMENT - Open day checklist - sign up for updates on our 

website

● After:

○ Thanks for coming - consolidate online

○ We’re sorry we missed you - relive it online

○ Student life content works well here

Case Study: UCLan’s “Wrap around” experience



The Power of 
Personalisation

Personal not transactional



40%

Struggle to link to data-related 

technologies

34%

Struggle with poor 
data quality

78%

Struggle with ‘data 
debt’

Data from Experian



76% of consumers are 

more likely to 
purchase from brands 

that personalise

78% of consumers are 

more likely to refer 
friends and family to 

companies that 
personalise

78% of consumers are 

more likely to make 
repeat purchases 

from brands that 
personalise

Personalisation is the default standard for 
engagement



Personalisation on Vepple

http://www.youtube.com/watch?v=ijPShrdc4SI


And here is what we see from Vepple

Google Analytics data extracted from 14 Vepple platforms, covering 65,000 user sessions over a 120-day period - 18th October 2022 - 14th February 2023.

7.3x
more likely to 

click to register & 

share name/email

5.5x
more likely to consent 

to email marketing

3.6x
more likely to 

click on one of 

the main CTAs

3.5x
on average session 
durations are this 

much longer



1. Understand what students want
2. Create better content
3. Humanise your university and create connections.



User visits a Vepple-powered site

User personalises their experience and 
shows interest in Nursing

User explores relevant content

User registers for the platform to access 
some gated content

Users browsing behaviour is stored in 
their profile

Vepple data is synced with CRM



User visits a Vepple-powered site

User personalises their experience and 
shows interest in Nursing

User explores relevant content

User registers for the platform to access 
some gated content

Users browsing behaviour is stored in 
their profile

Vepple data is synced with CRM

Nursing applications are down

Relevant students  are contacted

User receives the email and clicks the link to Vepple
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User visits a Vepple-powered site

User personalises their experience and 
selects their course and study level

User explores relevant content

User registers for the platform to access 
some gated content

Users browsing behaviour is stored in 
their profile

Vepple data is synced with CRM

Marketing want to ensure future students can picture 
themselves in the university community

Users who looked at 360s of the all-weather pitch 
are contacted

The email contains a link to view the hockey 
society’s web page and follow them on Instagram.



Applicants
● Pushing to Vepple from CRM when new, relevant content is added

● Use Vepple to deliver Applicant/Offer Holder Visit Days

● Help with practical next steps like applying for accommodation.

● Used to keep excitement during “quiet time”

“…everything was amazing and I’m keen and set to study at Kingston”



“Improving the communication we deliver to prospective 2023 entry students is essential if 
we are to minimise the indirect influence the cost of living is having on their decisions….

Many students could not recall seeing any cost-of-living related information in 

communications from chosen universities, but as we enter the conversion 
period there’s an opportunity to share information that helps students to 

prepare and allay their fears and concerns over a ‘missed’ student experience.”

Jo Richards, Senior Insight Lead at UCAS



Case Study: Salford Start Smart
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Vepple traffic over Clearing

1st Aug 2022 31st Aug 20225th Aug 2022 10th Aug 2022 15th Aug 2022 20th Aug 2022 25th Aug 2022

Data from Google Analytics from a recruiting university’s Vepple-powered experience
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A lot to cram in!



Future students through the Clearing process:

Potentially haven’t 
visited in-person 
nor will they

Don’t have time to 
be digging for 
information

Are likely more emotional 
than they typically would 
be and hence very visual, 
easily digested content 
with which they can relate 
is key
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Case Study: Salford Start Smart



Case Study: Salford Start Smart



1. The power of your website content and how to use it differently at every 
single stage of the student recruitment process 

2. Personalised content to create a data-informed dialogue
3. Use engagement data to show applicants that you truly get them 

Recap of takeaways



Mission Complete
For more information visit vepple.co.uk or come 
see us on the stand!


