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+15%
on 2023

+13%
on 2023

-8%
on 2023

-16%
on 2023
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And 36% of students 
researched the 
university they where 
placed in via Clearing 
before the end of 
January
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▪ By 9:30am on Results Day, same 
number of apps by day end 
previous year

▪ Top searched university on 
Results Day (Google)

▪ Doubled email leads, but not at 
the expense of engagement

▪ Greater range of traffic sources 
than ever before

▪ 406 applications. 343 accepted

▪ Exceeded Clearing recruitment 
target

▪ Greater trust in marketing from 
academic and recruitment 
colleagues

▪ Business case for increased 
budget leads to better ROI

▪ Increased apatite for a strategic, 
data-led approach to marketing
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And an additional 
20% were 
considering it 
depending on 
their grades
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▪ 48% preferred the location

▪ 47% preferred the course

▪ 36% better reputation (up from 31% in 2023)

▪ 30% closer to home

▪ 26% better graduate prospects 

▪ Year-round reinforcement of messaging - 
Clearing is just about “a change”

▪ Be clear. Not clever

▪ Be helpful and supportive (detail about Clearing 
process)

▪ Frame Clearing as an opportunity
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TikTok, CTR: 0.37%

Display, 105,553 Impressions

Snapchat, CTR 0.70%

Results Day Email: 
Open rate, 61%
Click rate, 6.4%
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▪ 15% of those who matriculated via Clearing were 
present on the Register Your Interest list
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▪ Why: 14% on list a 
parent or family member

▪ Run specific ads for 
parents and carers

▪ Target specific webinars 
to parents about 
Clearing

▪ Separate nurture track 
or parents (ask on 
”register your interest 
form”)
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Feb – Initial planning

June – Launch ad campaigns 
(in house and third party)

April and May – Campaign 
planning, content creation, 
other prep work

Mid-May –
Open RYI form,
launch email funnel

14 August – Peak 
activity. 20 marketing 
staff actively working on 
the campaign during the 
week of results day

Early August – 
Activity increases, 
marketing team 
focus is mostly on 
Clearing

15 August – 
Monitoring of activity 
and applications with 
Admissions

March – Stakeholder buy in

July – Release 
early Clearing 
courses, nurture 
comms and 
awareness ads

19 August – Turn off ads and stop 
posting about Clearing on social. 
Welcome new students 
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• Clearing Inventory will be shared next week.

• 2024 Clearing Report available by the end of the month.

• Bookings open. Be quick—it's first-come, first-served.

• Clearing bookings officially close.
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