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‘Pixar would
die to get our
animators’
Vice-chancellor Paul Thompson credits the
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students from diverse backgrounds
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WE WORK IN PARTNERSHIP WITH LEADING ASSOCIATIONS AND EVENTS ACROSS THE SECTOR

At the heart of
higher education
University Business (UB) remains a central resource for
professionals working within the university commercial
and management sectors.
Launched in 2005, UB has reported on some significant changes
in the UK HE sector, and is today recognised as the valued voice
within higher education.
UB will continue to bring the latest news, appointments, features
and expert opinion throughout the year ahead in HE.
We will also continue to cover updates from the leading
UK HE organisations and events, including: Bett, EAUC,
CUBO and ASRA, to name a few.
universitybusiness.co.uk is updated every day with the very
latest news, features and blogs, as well as previews and
reviews of the leading HE events. So why not pay it a visit?
If you’ve got a story or want to be involved, get in touch.
We are always keen to hear your views.
PADDY SMITH | EDITOR

paddy.smith@wildfirecomms.co.uk | 0117 300 5526
Follow us @UB_UK

Like us /ubmag

universitybusiness.co.uk
RETURN TO CONTENTS

Softcat found University Business
to be a direct and valuable conduit
to our higher education audience.
Its Account Managers epitomise a
real ‘can do’ attitude and deliver
on promises, which counts for a lot
in the business world
ANDY BRUEN, PUBLIC SECTOR
FRAMEWORKS MANAGER, SOFTCAT LTD
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Magazine facts
Frequency

Monthly

Print circulation

5,500

Monthly readership

13,750

Bonus event copies

20,000+

Events

Presence at over
100 key events

Digital facts
Users

Approx 10,000 monthly

E-Newsletter

Fortnightly email communication
to 5000 subscribers

Find us on:
Social media
RETURN TO CONTENTS

twitter.com/UB_UK

facebook.com/ubmag
youtube.com/user/WildfireCommsUK

Twitter followers: 4,470
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Spending Power
AVERAGE ANNUAL SPEND PER JOB TITLE

Up to £1 million

£5 million–£10 million

● Faculty Finance Manager

● Director of Computing

● Assistant Registrar

● Accommodation Manager
● Facilities Manager

● Director of Commercial Services
● Systems & Services

Procurement Manager

● IT Manager

● Marketing Communications

Manager
● Procurement Officer

£2 million–£5 million

Over £15 million

● Director of Estates and Facilities

● Pro Vice-Chancellor

● Business Development Manager
● Director of Residential Services

● Vice-Chancellor

● Principal/Vice-Principal

● Director of Human Resources
● Director of IT Services

Audience
PROFESSIONAL MAKE UP OF NEW SUBSCRIBERS IN JUNE 2017

30%

32%

Key Decision Makers

Decision Makers

(VC, Dept Directors, Heads of
Department, Senior Management,
Associates, Principals)
RETURN TO CONTENTS

(Managers, Deputy Heads
of Dept, Deputy Registrars)

38%
Other Influencers

(Teachers, Assistants,
Officers, Professors)
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In every issue

news & current affairs

news & current affairs

‘Sim City’ gap year students creating
Hereford’s future university
A search for up to 75 ambitious
young adults has been launched
by NMiTE the future
engineering university being
created in Hereford, to spend
their gap year creating an
innovative student experience.
The Design Cohort scheme
is open to anyone aged 18 or

Latest news, appointments and
opinions from leading figures
in higher education

over who is currently planning
a gap year before university
or after graduating. They
will be helping co-create
everything from the facilities
to the student experience.
The New Model In
Technology & Engineering
(NMITE), launched in 2015, is

Online course scholarships
announced for refugees

T

he National Institute
for Digital Learning, at
Dublin City University
(DCU), and FutureLearn, the
global leader in online social
learning, have announced
30 refugee scholarships.
The co-sponsorship is part
of a joint DCU FutureLearn
scholarship initiative, and will
enable refugees and asylum
seekers to pursue certificates
of completion from a wide
range of courses offered on
FutureLearn’s online platform.
FutureLearn boasts eight

CAMPUS SERVICES

million learners globally and
partners with almost 150
universities, institutions,
professional bodies and
businesses around the world.
Among the courses offered
on the FutureLearn platform
is DCU’s ‘Irish 101’, a Massive

“The scholarships mark
an exciting new chapter
to help enrich the lives
and opportunities
of Ireland’s refugee
community”

Open Online Course (MOOC)
launched earlier this year, and
one of the first of its kind to
offer Irish language learning
globally. ‘Irish 101’ is cofunded by the Department
of Culture, Heritage and the
Gaeltacht as part of the 20year Strategy For The Irish
Language 2010–2030, supported
by the National Lottery.
“As Ireland’s first ‘University
of Sanctuary’, our partnership
with FutureLearn builds
on our existing scholarships
established last year to support

Irish asylum seekers and
refugees to complete online
degrees through DCU
Connected,” said Prof.
Mark Brown, Director of
the National Institute for
Digital Learning at DCU.
“The latest DCU
FutureLearn Scholarships
are further evidence of our
ongoing commitment to
fostering a culture of inclusion.
They mark an exciting new
chapter to help enrich the lives
and opportunities of Ireland’s
refugee community,” he added.

Student suicide rates revealed

Leading construction, refurbishment and
facilities management news

The Office of National
Statistics has, for the first
time, revealed suicide rates for
higher education students.
The figures show 95 recorded
university student suicides for
the 12 months to July 2017
in England and Wales.
There were more than two
million students studying at
a university in England or
Wales in the 12 months up
to July 2017, meaning the
suicide rate was 4.7 deaths
per 100,000 students. Suicide

rates were higher among young
men than young women.
The new data highlights
that the suicide rate among
university students in England
and Wales was higher in the
last few years than about a
decade ago (2.6 deaths per
100,000 students in 2007–08).
An Institute of Public Policy
Research report published
last year showed the numbers
of students disclosing mental
health problems had increased
fivefold in a decade.

Students need clearer information on fees
According to the survey
of students, there is a lot of
information available on the
fees and student loan system
in England, but it is often
inaccessible and unclear.
The survey revealed that
many students are not aware
that the graduate contributions
system differs to conventional
‘debt’. Focus groups found
that students were not always
aware, for example, that the
amount graduates pay back each
month for their student loan
depends on what they earn, not
on how much is borrowed.
According to analysis from the
Institute for Fiscal Studies (IFS),
only 17% of graduates – those in
the highest-earning jobs – will
have fully repaid their loans
by the time they are written
off 30 years after graduation
(under the new starting salary
threshold of £25,000). Students
are not aware generally that
the vast majority of student
loans receive a considerable,
taxpayer-funded subsidy.
The survey and focus groups

– conducted for Universities
UK by the National Education
Opportunities Network
(NEON) and Portland
Communications – suggested
also that students want more
information about how
universities spend the income
they receive from tuition fees.
Universities UK has said
that a ‘postcode lottery’ has
developed in terms of the
financial advice available to
prospective university students,
with provision differing from
one school and area to the
next. Many of the myths and
misunderstandings around the
fees system, it said, risks putting
people off due to unfounded
concerns around costs and ‘debt’.
UUK is recommending
that the Government works
in partnership with schools,
universities and campaign
groups to simplify the
information on fees and loans
and to ensure it is accessible
to all prospective students
Concerns around the student
funding system in England, and

its fairness and sustainability,
have led to a review of post18 education and funding,
launched in February, and due
to conclude in early 2019.
“It is evident also that students
need better information on what
they will get for their graduate
contribution, including how
tuition fee income is spent,”
Professor Dame Janet Beer,
President of Universities UK.
“Individual universities
are increasingly including
information on their websites
to explain to students how
this income is spent. But the

06 | www.universitybusiness.co.uk | @UB_UK

SUSTAINABILITY

experience in Britain.”
Prof Rogers added: “NMiTE
is about to become a reality
and we want to continue being
led by the needs of students
and employers. They will be
helping us design the structure
of the courses and answering
important questions such as
what technology we should
have, how we should promote
engineering, and what our
campus should look like.
“Also, they will help
with creating the whole
student living experience.
For instance, what should
our student accommodation
feel like, what sports and
leisure facilities should
we provide, what pastoral
support should be offered?”

Britain’s first new ‘greenfield’
university in 40 years. NMiTE
will open its doors to a Pioneer
Cohort in September 2019.
By 2020, it’s expected that
350 students will be based at
a purpose-built city centre
campus in Hereford.
Professor Helen Rogers,
Design Cohort lead at NMiTE,
said: “NMiTE is effectively
offering 75 young adults the
unique opportunity to play
Sim City in real life, with
university facilities being
designed and built around them
based on their ideas, research
and input. We are looking for
the brightest, most talented,
opinionated, diverse individuals
to help us create the richest
and most rewarding learning

information must become
more accessible to students, and
explain how fee income covers
a range of areas such as libraries,
sports facilities, careers advice,
and counselling services.
“Whatever people’s views
on the current tuition fee
and student loans system, it
is clear that its structure has
allowed many myths and
misunderstandings to develop.
It is high time these were
addressed, or we risk seeing
prospective students being put
off university due to misguided
concerns about costs and ‘debt’.”
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News, developments on campus
and innovations
interview with

Theo is also
known for his many
TV appearances,
including most notably
nine series on the
BBC's Dragons' Den

SPORTS
Top facilities, sporting achievements and
association news

In 2010 Theo was
awarded Honorary
Doctor of Business and
went on to support
Solent's students with
entrepreneurial advice
through his regular visits
to the University

CATERING AND HOSPITALITY

He’s in!

Food industry news and views, recipes and
contract catering developments

UB Editor Rebecca Paddick talks to Dragons’ Den star
and retail magnate Theo Paphitis, about his new role as
Solent University’s Chancellor
Rebecca Paddick: Congratulations on
becoming Solent’s new chancellor. What
made you want to take on the role?
Theo Paphitis: It just felt right. The
University stands for so many of the things
I stand for. University life is very much
about learning your chosen subject, but
it is also a lot to do with understanding
what the real world is about. That, for
me, is the most brilliant part. And I feel
that Solent is very in-tune with this.
I’m not an academic, I’ve got a Scottish

FINANCE AND LEGAL

How many times will our
graduates be faced with this
question, ‘you’ve got a degree,
so what?’

Advice, comment and
legislation updates

certificate in colouring-in maps, that’s about
my total qualifications in life! Talking to
students about the real world never fails
to excite me, and them, it seems. Every
time I’ve given a speech at the University
or held a class, it’s never failed to give me
a buzz. The enthusiasm of the students,
their natural interest, is infectious.
My daughters went to Solent, so I’ve
also had a personal connection with the
institution for some time. I was very flattered
when Graham [Graham Baldwin, ViceChancellor, Solent University] initially asked
me, but I did warn him that I’m a typical
backseat driver. I told him that I’ll likely get
involved in much more than I should, and
that he should be careful what he wished for!

RP: What do you hope students will get
out of their university experience today?
TP: I often wonder, is it really just achieving

“Theo is a long-time supporter of
Solent and is highly regarded for his
significant achievements in business. The
University is one of the top 10 for student
business start-ups, so an enterprising
and entrepreneurial figurehead is most
appropriate.” Professor Graham Baldwin,
Vice-Chancellor, Solent University.

Cypriot-born Theo Paphitis has a business
empire that spans retail, property and
finance. He has bought and revived the
fortunes of Ryman and Robert Dyas, and
also launched global lingerie brand Boux
Avenue in 2011.

those massively high, aspirational academic
results? Then will graduates be fine? Or is
it about going to university where you can
create a world of life opportunities? How
many times will our graduates be faced
with this question, ‘you’ve got a degree, so
what?’ So I think it is our duty to prepare
them for that. I want to ask our students,
how is the world of work going to treat you?
What’s going to be expected of you? How
are you going to be successful? How are
you going to convert your knowledge into

I’m not an academic, I’ve got a Scottish certificate in
colouring-in maps, that’s about my total qualifications in life
further achievement in your chosen field?
And I think for me that’s the exciting thing
about Solent, because they’ve already got
that ethos, my ethos, and we share that.

RP: That’s a significant investment of
your time. Is teaching a bit of a hidden
passion then?

TP: I’ve got to be honest, I’m an incredibly
selfish person sometimes. Every time I go
to the University and give a talk I can’t tell
TP: Part of my first year is
you how invigorated I personally get. In
to give each school
those two or three hours I’ve spent there,
within the university some dedicated
and even in the car on the way back, it’s a
time. So, they get me,
great buzz. I’ve told the students
exclusively. I can spend time
this and I’m sure they don’t
with them, understand
believe me, but I am envious
exactly what they’re
of them. The fact they’re
His twin daughters
doing, and get to know
starting their careers now,
graduated from
the expectations of
and the things they’ve
Solent, and in 2017
the students, and how
got to look forward
he opened the Spark
I can help. Not only
to, and if they play it
– Solent’s state-of-thejust with my own skill
right and concentrate
art teaching and
set, but with contacts
on it, understand where
learning building
and people I know who
they’re travelling to, and
have skills I haven’t got.
how they want to get there.

RP: So what will your role involve?
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sponsored by
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Updates from all the leading
associations in higher education

TP: It’s not just been interesting, it’s been
exhilarating. From the new buildings that
have appeared, to the plans for further
expansion, the amount of work and
effort that has gone into creating a solid
institution is staggering. It’s exciting to
know that lots and lots of people are going
to get an amazing benefit. And to be
involved in that in any way, is fantastic.
There has never been a more interesting or
challenging time to be part of the university
sector and I am relishing the opportunity
to help place Solent firmly on the map.

Theo will be inaugurated as Chancellor
in October.

feature
COLLA

ome universities, most
notably Northampton, have
embraced blended learning
where home study time,
often using technology for
‘input’, is combined with in-university
contact time. These ‘flipped’ approaches
have seen growing interest across the
sector in recent years. Students engage
with a range of activities and tasks in

RP: As you’ve said, you’ve had a
connection with the University
for various reasons, for some
time now. What’s it been like to
watch Solent grow and evolve?

@UB_UK | www.universitybusiness.co.uk | 17

feature

HE news from across the globe

He is also patrons
to several charitie
and his businesses
have raised over
£4m for Comic
Relief and
Sport Relief

their self-study time, including reading,
reviewing videos and podcasts, and then
formulate their own arguments on a
given topic. They then use what would
have been the traditional ‘lecture’ time
for discussion, groupwork and review of
their emerging ideas with the lecturer.
Vice-Chancellor of the University of
Northampton, Nick Petford, has been
quoted as saying that sitting in a lecture

sponsored by

CLP

theatre being “spouted at” does not offer
value for money for students paying
£9,250 a year in tuition fees. As a result the
University’s new Waterside Campus has
done away with lecture theatres in favour of
more interactive-style spaces. It’s likely that
other universities will follow suit given time
to experiment with smaller pilot studies.
Although individuals may be using
technology to drive improvements in their

feature
COLLA

CLP

teaching, Jisc’s head of higher education
and student experience, Sarah Davies,
doesn’t think that technology has changed
the fundamental pedagogy that much.
So although virtual reality, augmented
reality and simulations offer students the
opportunity to interact with various
situations and to learn through these
experiences, Davies said: “While these
have great potential, they have yet to
reach widespread adoption, possibly
because many of the simulated and virtual
environments are necessarily subject-specific
and so tailored ones are needed for different
topics and subjects. In our tracker survey,
58% of higher education students said
they’d never used an educational simulation
or game to support their learning.”
At many universities, lecture capture
enables students to catch up on missed
lectures and revise their content. Davies said:
“We know from our 2017 student digital
experience tracker results that students
value the convenience and flexibility
which technology use brings – such as
having access to lecture notes and online
resources anytime, anywhere, and being
able to review recorded lectures in the
run-up to exam time.” A study at Queen’s
University Belfast recently revealed that
students are more likely to see recorded
lectures as something that reinforces,
rather than replaces, class teaching.
Davies pointed to lots of other positives for
students in today’s tech-savvy universities.
“The availability of digitised collections
of primary resources or historical archives

TECHNOLOGY
Edtech innovations, online learning, ICT
developments and much more
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means that students can carry out research
on resources they would never previously
have had access to, and thereby build
a deeper understanding of the process
of knowledge creation. Some lecturers
set assessments which enable learners to
practise and showcase their digital skills,
and begin to share and discuss their work
with audiences beyond the University.

through.” She looks to lecture capture as
an example. While now quite ubiquitous
across the universities sector, Davies noted
that: “Many places are still working through
what it’s really most useful to ‘capture’,
from short podcasts or slidecasts to full
audio and video of an hour-long lecture.”
Some universities have driven change
by making strategic decisions, but often

Many places are still working through what it’s really most
useful to ‘capture’, from short podcasts or slidecasts to full audio
and video of an hour-long lecture
And many lecture theatres are being
refitted to support more active learning in
lectures, with seats arranged to better allow
discussion, to allow students to project
their own devices onto the main display,
and to answer poll-type questions in class
to help reflect on their understanding.
Together with staff development and/or
discussion about how teaching approaches
can be flexed to make the most of the
potential for active learning, this can be a
way of prompting pedagogical change.”
Reflecting on the pace of change, Davies
added: “I think sometimes individual
technologies can be taken up very rapidly,
particularly on the back of student voice
– this is what has happened with lecture
capture – but the changes in practice
around that can take a long time to work

it’s about grassroots innovation driven by
individual lecturers or departments. Davies
suggests that the place to start is in building
the skills and confidence of your staff with
digital technology. Last year’s Jisc survey
of 1,001 learners at Scottish universities
found that 63% of Scottish students think
staff need to improve their digital skills to
keep up. But, Davies said: “It’s inevitably
an ongoing process of exploration, trying
out and reflection, and as such takes time.”
With a programme of support building a
framework from the ground up, though,
advances in teaching look set to continue,
for the benefit of tomorrow’s students.
Nowhere did people think that technology
might widen access and help with student
recruitment more than in the field of
massively open online courses or MOOCs.
@UB_UK | www.universitybusiness.co.uk | 67

Can technology

change

Graphics © freepix.com

teaching?

New technology is common, new thinking is rare. So said the English pop
artist Sir Peter Blake. When it comes to education technology, though, the
focus on the student experience is meaning that real progress in thinking
is being made. Nicola Yeeles explores the effects of technology use across
universities and whether they are driving true change.

@UB_UK | www.universitybusiness.co.uk | 65
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Features list & deadlines*
SEPTEMBER 2019
ACCESSIBILITY

ROUNDTABLE – ACCESSIBILITY: what progress has been made on behalf of
accessibility provision for disabled students? How much more is left to do?
CATERING SPECIAL: the latest trends for restaurants, food, buildings
and payments
MENTAL HEALTH: the influx of new students means keeping tabs on those who
are struggling to transition to university life. We share the most up-to-date ways
to monitor and intervene

OCTOBER 2019

STUDENT EXPERIENCE

STUDENT LIVING TRENDS: how is accommodation and lifestyle provision
adapting to the needs of the modern student?
ROUNDTABLE – SPORTS FACILITIES: what, when and where should you build
sports facilities, and how are they most efficiently managed?
OUTDOOR: latest innovations in outdoor furniture, landscaping and
refuse/recycling
Audio-visual developments in HE

NOVEMBER 2019
MARKETING

ROUNDTABLE – PROCUREMENT: from architects to fruit and veg, what’s the
right model for procurement? Frameworks, or a bespoke model?
STUDENT ACCOMMODATION: the trends and dynamics of modern student
accommodation
THE HE WEBSITE – it’s the first point of contact most people will have with a
university, so it’s crucial to get it right. We explore the essentials in this everchanging marketing channel
ESTATES: old and new, your buildings are a chance to sell your university in the
flesh. So how do you make them appeal to the modern student?

DECEMBER 2019
YEAR IN REVIEW

THE 2020 REVIEW: a round-up of the best advice, wisdom and guidance from
our profiles, roundtables and features
ROUNDTABLE – YEAR IN REVIEW: we pick up with roundtable participants from
various sectors to see what changed and what was learned
NEWS REVIEW: a digest of the year’s major news stories and how they changed
the shape of HE in 2020

RETURN TO CONTENTS
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Features list & deadlines
JANUARY 2020

YEAR IN PROSPECT

ROUNDTABLE – YEAR IN PROSPECT: what are the challenges
and opportunities
MARKETING: the latest developments in digital and offline marketing across
universities. How is HE competing to win new students?
CONFIGURING THE LEARNING ENVIRONMENT: from furniture and design to
fixtures and fittings, a look at how the modern-day classroom is boosting the
teaching and learning experience

FEBRUARY 2020
RECRUITMENT
AND RETENTION

BUILDING THE FUTURE: how striking campus and building design can attract
new students, both at home and abroad
ROUNDTABLE – VIRTUAL RECRUITMENT: what’s new, what’s changed, and
what are the developing trends in attracting students via the internet?
RETENTION: a look at what higher education needs to address, improve and
build on to improve retention rates

MARCH 2020
EDTECH

DIGITAL LIBRARIES: how are learning resources shifting to an online world, and
where do we go from here?
ROUNDTABLE – DATA MANAGEMENT: an exploration of trends in data
collection, interpretation, protection and management
THE EDTECH GLOSSARY: do you know a MOOC from a VLE, or VR from AR?
Here’s our round-up of the latest tech trends transforming HE

APRIL 2020
ESTATES

ROUNDTABLE – RUNNING COMPLEX ESTATES: we talk to the
estate management stakeholders wrestling with multiple campuses
and competing demands
BIG BUILDS: showcase of the biggest building projects in HE
CATERING TO CHANGE: architecture and design in HE catering facilities

MAY 2020
MONEY

ROUNDTABLE – COST OF ICT: how can universities keep a tight rein on their
ICT expenses while still offering students the best digital experience possible?
MODERN GOVERNANCE: how to navigate the changing role of governors in an
environment of increasing regulatory and policy shift
PLANNING FINANCIAL FUTURES: Financial and market security has become
a priority for VCs, so how do they plan for their universities future in a climate of
uncertainty?
PAYMENT PROCESSING: what are the new trends in processing payments, from
tuition fees to lunch money?

RETURN TO CONTENTS
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Features list & deadlines
JUNE 2020
FACILITIES

CAMPUS SECURITY: from the physical to the digital, the battle for campus
security now has to be fought on multiple levels
ROUNDTABLE – FACILITIES MANAGEMENT: what are the key challenges and
opportunities facing FM teams?
STUDENT ACCOMMODATION: what are the trends shaping student
accommodation provision?

JULY 2020

SUSTAINABILITY

ROUNDTABLE – SUSTAINABILITY: how is the sector addressing today’s major
sustainability challenges?
JOINED-UP TECHNOLOGY: exploring the increasingly essential quest to deliver
a seamless personalised student and staff experience
SUMMER CASH: how universities are making money from their facilities over the
summer months

AUGUST 2020
CLEARING

ROUNDTABLE – CLEARING: how effective is today’s clearing system, for both
universities and students?
EDTECH: pedagogy is riding in the slipstream of technological capability and
changing lifestyles. Can institutions and teachers keep up?
ESTATE MANAGEMENT SOLUTIONS: what are the challenges being faced by
estate management, and how can they be solved?

SEPTEMBER 2020
ACCESSIBILITY

ROUNDTABLE – ACCESSIBILITY: what progress has been made on behalf of
accessibility provision for disabled students? How much more is left to do?
CATERING SPECIAL: the latest trends for restaurants, food, buildings
and payments
MENTAL HEALTH: the influx of new students means keeping tabs on those who
are struggling to transition to university life. We share the most up-to-date ways
to monitor and intervene

OCTOBER 2020

STUDENT EXPERIENCE

STUDENT LIVING TRENDS: how is accommodation and lifestyle provision
adapting to the needs of the modern student?
ROUNDTABLE – SPORTS FACILITIES: what, when and where should you build
sports facilities, and how are they most efficiently managed?
OUTDOOR: latest innovations in outdoor furniture, landscaping and
refuse/recycling
Audio-visual developments in HE

RETURN TO CONTENTS
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Features list & deadlines
NOVEMBER 2020
MARKETING

ROUNDTABLE – PROCUREMENT: from architects to fruit and veg, what’s the
right model for procurement? Frameworks, or a more bespoke model?
STUDENT ACCOMMODATION: the trends and dynamics of modern
student accommodation
THE HE WEBSITE – it’s the first point of contact most people will have with a
university, so it’s crucial to get it right. We explore the essentials in this everchanging marketing channel
ESTATES: old and new, your buildings are a chance to sell your university in the
flesh. So how do you make them appeal to the modern student?

DECEMBER 2020
YEAR IN REVIEW

THE 2020 REVIEW: a round-up of the best advice, wisdom and guidance from
our profiles, roundtables and features
ROUNDTABLE – YEAR IN REVIEW: we pick up with roundtable participants from
various sectors to see what changed and what was learned
NEWS REVIEW: a digest of the year’s major news stories and how they changed
the shape of HE in 2020

*All content subject to change without notice, including issue themes, regular content and specific feature plans.
Our regular content includes profile interviews with senior leadership figures, international trend reporting and in-depth news analysis. These are driven by current affairs and cannot
be planned in advance. However, we are happy to provide details nearer the time.
If you would like to sponsor a regular feature, please speak to our sales team. To enquire about editorial opportunities, please contact the editor.

RETURN TO CONTENTS
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We are media partners at…
We and the other EdQuarter media portfolios will be promoting, supporting, distributing and providing
print and digital advertising opportunities / coverage at the following events…

JANUARY

●B
 ett Show

FEBRUARY

● ISE

MARCH

● UCISA Annual Conference

● BSA Annual Conference

● Jisc Digifest
●E
 ducation Show
● Bett Academies
● International Higher Education Forum
● International e-Assessment Awards
● EAUC Conference
●M
 AT Formation
● Next Generation Learning Spaces

APRIL

● ASRA Conference (UB)
● AUDE
● ISPEC (Independent Schools PE Conference) (IE)
●H
 igher Education Estates Forum (B4E and UB)
●T
 he Academies Show London
● Talis Insight Europe

MAY

● BSA Annual Conference for Heads

JUNE

● STEM Gender Equality Congress
● Future Edtech
● EdTechXEurope
● Facilities Show
●F
 estival of Education
● CUBO Summer Conference
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SEPTEMBER

● Lunch!
● Education Estates and Facilities Conference
● New Scientist Live
● UCISA IG

OCTOBER

● HMC Annual Conference
●H
 igher Education Real Estate and Infrastructure
● EduTech Show
● Higher Education Conference
● Academic Venue Showcase
●U
 K Construction Week (B4E)
● The Education Building Forum
● MATs Summit
● Education for the Soul
●S
 imo Educacion

NOVEMBER

●E
 ducation Estates
● WIRED Next Generation
●U
 CISA CISG-PCMG
● InnovateEdTech Conference
● Green Gown Awards
● University & Healthcare Estates & Innovation
● Class Conference
●E
 ducation Forum
● GSA Annual Conference for Heads
● Academic Venue Awards
● Education Buildings Scotland
● Scotland Build Expo
●E
 dtechUK Global Summit

DECEMBER
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ANNUAL CAMPAIGNS
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INTEGRATED CAMPAIGN
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DIGITAL CAMPAIGN
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Annual Campaigns
INTEGRATED CAMPAIGN
Each edition (Monthly) our partner
receives over a 12 month duration…
● x1 full page of editorial in the mag
● x1 full page advert in the mag

(opposite or separate to the editorial)

● The above pages included in the digital

magazine (2K reads per edition)

● x1 blog hosted by www.universitybusiness.co.uk

(use magazine editorial – 10K unique visits p/m).

●L
 eaderboard on homepage
● Blog to receive social media support

from UB (5K followers)

● x1
 newsletter sponsored story

(sent to 5K opt in subscribers)

● Enhanced marketplace listing in applicable

category (active all year)

50%
SAVE

OFF
RATE CARD

● Partners preferentially approached to contribute

on in-house articles as industry experts

● Further ad placements across all publications to

receive 20% discount for the duration of the year.

Annual partner rate per edition:
£1,600+VAT per edition. RRP £4,000 per edition
Per annum: £19,200+VAT

Click here
to read the
latest issue
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Annual Campaigns
DIGITAL CAMPAIGN ONLY
● x12 blogs / online news stories

(one per month – 10K unique visits p/m).

●B
 log used as sponsored story in each months

UB’s newsletter (5K opt ins)

●S
 ponsor button in each months UB’s newsletter
● Social media support each month for your

blog (5K followers)

● Leader board on www.universitybusiness.co.uk

homepage for the duration of the year.

● x6 solus mail shot to UB’s database of subscribers

(every other month) sent to 5K opt in subscribers.

● 12 month enhanced marketplace
●E
 xclusive sponsor of relevant news category and the

landing page of that news site (pop up banner and leader
banner respectively – for category selection options see
categories that drop down when
‘stories tab’ is hovered over on homepage).

● x2 targeted Facebook ads to the demographic,

regions, professions of your choice.

● Partners preferentially approached to contribute

on in-house articles as industry experts

30%
SAVE

FROM
RATE CARD

● Further ad placements across all platforms to

receive 20% discount for the duration of the year.

Annual partner rate per month:
£750 RRP £1,329 per month
Per annum: £9,000
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PRINT ADVERTISING
RATE CARD
PRINT RATE CARD

20

CREATIVE OPTIONS:

21

Gatefolds, Belly Bands & Wraps

MAGAZINE SPONSORSHIP
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Print Rate Card
SIZE

1 ISSUE

3 ISSUES

6 ISSUES

12 ISSUES

Quarter page

£540

£486

£432

£378

Third page

£720

£648

£576

£504

Half page

£1,080

£972

£864

£756

Full page

£1,500

£1,350

£1,200

£1,050

Double page spread

£2,400

£2,160

£1,920

£1,680

Ist double page spread

£3,168

£2,376

£2,112

£1,848

Inside front cover

£2,040

£1,836

£1,632

£1,428

Inside back cover

£1,800

£1,620

£1,400

£1,260

Outside back cover

£2,040

£1,836

£1,632

£1,428

Ist right-hand page

£1,620

£1,458

£1,296

£1,134

False front cover

£3,000

£2,700

£2,400

£2,100

DISPLAY

SPECIAL POSITIONS

FEATURE SPONSORSHIP
Sponsor sandwich (2 x full page adverts either side of article, column, logo throughout article)

£1,920

Centre Pillar (1 x full page advert in central position of a double page spread)

£1,440

Feature Bookends (2 x half page vertical adverts on outside edges of a double page spread)

£1,440

Tower Bookends (2 x quarter page vertical adverts on outside edges of a double page spread)

£1,200

Fireplace (1 x half page horizontal advert in bottom centre of double page spread)

£1,200
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Creative Options
THROW OUTS
THROW OUT

THROW OUT INSIDE FRONT OR INSIDE BACK COVER 3 PAGES
The inside front cover has the ability to throw out from the magazine into an eye catching double page spread where
you get three pages of coverage to use for adverts, advertorials or a combination of the two. It’s very high impact and
a great way to make a splash!

Cost: £2750 + VAT
THE WRAP 8 PAGE THROW OUT
The front cover is designed to fit with the style and feel of the magazine, the outside back cover to be striking and
image-lead. The inside front and inside back cover have the ability to fold out from the magazine into an eye catching
double page spread giving you six pages of coverage to use for adverts, advertorials or a combination of the two. It’s
very high impact and a great way to make a splash!

Cost: £4995 + VAT

BELLY BAND
BELLY BAND

ATTACHED TO CENTRE SPREAD

A belly band is a furnished paper outsert with your message on it that is wrapped around the magazine. Readers
will see your piece as it will have to be removed before they can read their issue. The belly band is attached to
the centrespread which you also get as part of the package. We recommend you run a large brand ad or DPS of
advertorial to maximise the page views the belly band delivers to this specific section of the magazine.

Cost: £3,500 + VAT
RETURN TO CONTENTS
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Magazine Sponsorship
PLATINUM

● 8 page magazine wrap plus outside cover (False cover (front and back) with

inside front and inside back cover 3 page throw outs/gatefolds).

● Logo on front cover of magazine
●L
 ogo on all independent pages
● All print activity duplicated in digital mag
● Homepage takeover for a month
●S
 ite upload of native editorial/advertorial.
● x2 Solus mail shots
●N
 ewsletter inclusion of native editorial/advertorial
●N
 ewsletter sponsor button
● Social media support

Cost: £8999 + VAT

GOLD

● Standard magazine wrap (False front and outside back cover ad)
● Logo on front cover of magazine
●L
 ogo on all independent pages
●C
 entre spread DPS of native editorial/advertorial
● All print activity duplicated in digital mag
● Homepage takeover for a month (branding on all banners

on the same rotation)

●S
 ite upload of native editorial/advertorial
● Solus mail shot
●N
 ewsletter inclusion of native editorial/advertorial
●N
 ewsletter sponsor button
● Social media support

Cost: £6999 + VAT
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Magazine Sponsorship
SILVER
● Premium

brand sandwich: inside front cover 3 page throw out/gatefold and

outside back cover

● Logo on front cover of magazine
●L
 ogo on all independent pages
● All print activity duplicated in digital mag
● Homepage reskin for a month
●S
 ite upload of native editorial/advertorial.
●Solus mail shot
●N
 ewsletter inclusion of native editorial/advertorial
●N
 ewsletter sponsor button
● Social media support

Cost: £5999 + VAT

BRONZE
● Branded belly band around every copy of the magazine.

Belly band fixed to your content submission.

●F
 ull page of native editorial/advertorial located next to relevant feature
● All print activity duplicated in digital mag (excluding belly band)
●N
 ewsletter inclusion of native editorial/advertorial
●S
 ite upload of native editorial/advertorial
●S
 olus promoting native editorial/advertorial feature and

linking through to article

●H
 omepage masthead for a month
●N
 ewsletter sponsor button
● Social media support

Cost: £3999 + VAT
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PRINT ADVERTISING
& EDITORIAL SPECS
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PRINT AD SPECIFICATIONS

25

FEATURE SPONSORSHIP SPECIFICATIONS
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ADVERTORIAL SPECIFICATIONS

27
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Magazine Artwork Specifications
DOUBLE PAGE
+ BLEED

FULL PAGE
+ BLEED

HALF PAGE
HORIZONTAL

HALF PAGE
VERTICAL

QUARTER
PAGE

Double page: 420mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Full page: 210mm(w) x 297mm(h) Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Half page horizontal: 180mm(w) x 128mm(h)
Half page vertical: 88mm(w) x 262mm(h)
Quarter page: 88mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:
Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
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Feature Sponsorship Specifications
SPONSOR SANDWICH

CENTER PILLAR*

+

FEATURE BOOKENDS

TOWER BOOKENDS

FIREPLACE*

Sponsor sandwich: 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts and
keep all text 15mm away from the page edges.
Center pillar:* 420mm(w) x 297mm(h). Please add 3mm bleed on all full page adverts
and keep all text 15mm away from the page edges.
Feature bookends: 88mm(w) x 262mm(h)
Tower bookends: 43.75mm(w) x 262mm(h)
Fireplace:* 205mm(w) x 128mm(h)

FILE FORMATS SUPPORTED:
Adobe InDesign CC or below (please include all images and fonts)
Adobe Illustrator CC or below (please include all images and fonts)
Adobe Photoshop CC or below (please flatten all layers)
Standard File Formats:
A PDF file is preferred but we do accept the following file formats; TIFF, JPEG and EPS.
All files and images must be converted to CMYK otherwise colours may change when printed.
Resolution: 300 DPI resolution at actual size.
Supplying artwork can be either emailed or sent via a file transfer site such as WeTransfer.
You can also put it onto our Dropbox account, please contact us for the details.
*F
 or fireplace and center pillar adverts, please allow for center fold break when designing artwork.
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Advertorial Specifications
DOUBLE PAGE

FULL PAGE

HALF PAGE

QUARTER PAGE

1,000 - 2,000 words
4-5 images

500 - 650 words
3-4 images

300 - 350 words
2-3 images

140 - 160 words
1-2 images

● Avoid hyperlinks, underline, italics, bold font – copy should be as clean as possible.
● Copy submitted should be the final version approved by all parties involved.
● Copy should be submitted as a word attachment, rather than in the main body of the email.
● Any additional notes to the editor should be made clear in this word document,

rather than in the body of the email.

● Please start the article with an introductory sentence of 20-30 words, introducing who has written the

piece and giving an overview of what the piece is about: e.g. Paul Jagger, partner at Farrell and Clark, offers advice
on the changing dynamics of student accommodation.

● Please include all contact information you would like to be included in the article.

IMAGES
● Hi res jpegs are the favoured option (minimum 500kb).
● Images from websites, or embedded into word documents, are generally no good.
● Please put clear captions on images.
● If there are a number of large pictures, please send via WeTransfer or Dropbox.

FEATURE HINTS
Aside from good pics, there are plenty of ways to enliven a feature, making it more readable/digestible.
Some suggestions:
● Box outs. Take one element of the feature, and run it as separate piece, ideally with its own image.
● Timelines. Works well if there’s a linear story to tell (eg a construction case study)

Easy to read and looks great, especially over a double page spread or longer.

● Lists/bullet points/charts/graphs.

PROOFS
Wildfire Comms operates a two-proof policy. A PDF proof of the set article will be provided.
A further proof will then be provided to clarify and approve any amendments.
RETURN TO CONTENTS
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DIGITAL ADVERTISING,
RATE CARDS & SPECS
USE OUR WEBSITE
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USE OUR DATABASE
NEWSLETTER SPONSORSHIP
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E-SHOTS
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LEAD GENERATION, ROUNDTABLES & WEBINARS
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Use our Website

DIGITAL RATE CARD & SPECS FOR BANNERS,
MARKETPLACE PROFILES ETC
POSITION

RATE (PCM)

DIMENSIONS (W X H)

Enhanced profile in marketplace

£83

Contact the team

MPU

£200

260 x 217

Leaderboard

£400

728 x 90

Super leaderboard

£500

980 x 90, 980 x 100

Half page portrait

£500

300 x 600

Skyscrapers (l/r)

£700

90 x 480

Reskin (Skyscrapers & Super leaderboard)

£1000

See individual dimensions

SUPER LEADERBOARD

LEADERBOARD

MPU

HALF PAGE
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Use our Database
DIGITAL RATE CARD & SPECS FOR
E-SHOTS, & NEWSLETTERS ETC
POSITION

RATE

DIMENSIONS (W X H)

E-newsletter sponsor button

£75

265 x 90

E-newsletter text-panel entry

£170

Contact the team

E-newsletter leader banner

£400

540 x 60

Bespoke email shots

£800

See e-shot guidelines

PREMIUM NEWSLETTER SPONSORSHIP
● Leader Banner on 3 consecutive monthly newsletters (per quarter)
● Sponsor Button on 3 consecutive monthly newsletters (per quarter)
● A text panel / news story in 3 consecutive monthly newsletters (per quarter)
● News story uploaded to our site each month over the quarter
● Social media support of news story each month for the quarter

Total: £1,199 + VAT (discounted from rate card)

STANDARD NEWSLETTER SPONSORSHIP
● Sponsor Button on 3 consecutive monthly newsletters (per quarter)
● A text panel / news story in 3 consecutive monthly newsletters (per quarter)
● News story uploaded to our site each month over the quarter
● Social media support of news story each month for the quarter

Total: £699 + VAT (discounted from rate card)
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E-shot
E-SHOT GUIDELINES
WHAT ARE YOU AIMING TO ACHIEVE? DO YOU WANT TO…
● Drive traffic to your website? 		

● Build brand awareness?

● Increase sales? 			

● Grow your database?

It’s vital to define clear objectives and expectations from the outset.

GRAB YOUR AUDIENCE
● Use an engaging, informative and clear subject line to encourage readers

to click through. Ensure that it is relatable to our audience.

● Avoid clichés or jargon which wouldn’t appeal to our readers.

CONTENT
● Keep your message concise. Don’t overload your e-shot with too much text.

If your e-shot is too text heavy readers will lose interest.

● Use your image logo or other relevant images to give the reader immediate insight

into what your email is about.

● Be creative – think about how you can differentiate your email to ensure it will make an impact and stand out.
● Make your content relevant to our reader base. E.g. If you are advertising a product, include how

it can help our specific audience. How can it benefit the education sector? Can you include
an endorsement from someone in the industry?

● Offer an incentive – also make this industry specific. E.g. Mention that you are offer a 10% discount

for any education professionals, higher education institutions.

● Encourage contact, include various ways for the reader to get in touch (web, email, phone).
● Include social media icons to highlight that they can connect via social if relevant.

CALL TO ACTION
● Include a clear Call To Action in the top third of your e-shot so that it is seen in the first instance

when the email is opened.

● Include further CTAs within your e-shot but ensure your main aim is the focus.

Don’t confuse the reader by telling them to do too much.

TECHNICAL GUIDELINES
● If you’ve never designed an email before visit: http://bit.ly/1DPsosA
● If you have experience designing emails, please ensure it’s maximum 600px width and images are in

RGB with at least 72dpi (GIFs are suitable). Remember to put important information in the first frame of animated
images (some email clients only display the first frame).
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E-shot submission checklist
WHEN TO SUBMIT:
Please submit you HTML ready e-shot one week before the agreed send date. This
deadline will ensure that we can upload your content to our mailing system and
schedule the send date in good time.

FORMAT FOR SUBMISSION:
HTML ready in a zipped file with all design complete.

WHAT DO WE MEAN BY ‘ALL DESIGN COMPLETE’
All images embedded in to the mail shot, all links checked, no text amends necessary.
I.E. for all intents and purposes we can drop what you’ve supplied into our mailing
system straight away and send on without any issues.

SUBJECT LINE:
To ensure that your email reaches as many of our contacts as possible, it’s imperative
that you supply a subject line that is attractive and conveys a clear message. Please
submit this at the same point you provide the e-shot itself.

BEST PRACTICE:
If you are unsure on how best to put together your HTML you can create a free
Mailchimp account, where you can build the email with ease. MailChimp has a
campaign builder (no code needed) with a Word-like interface, so it’s really userfriendly. The advantage is that it constructs the email code to a very high standard
– and we won’t experience any errors when we gather the preview email campaigns
from you.
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Lead generation,
Roundtable & Webinars
LEAD GENERATION
Our education lead generation solution is built bespoke and is dependent on the requirements of our vendors partners.
We have the scope to utilise all digital solutions across our portfolio titles and social media.
The campaign can be launched on one or many of our leading educational sites, included in the relevant newsletters and
delivered to the newsfeeds or educational professionals through highly targeted and sophisticated audience analysis on
social media. All leads are prequalified and filtered through an online form which is designed to confirm the key criteria
and job function.

We require that our vendor partners supply the following:
●A
 call to action (previously we have successfully run competitions to encourage engagement)
●L
 ead qualification (job titles, brand location, industry segment)
● Duration of campaign.
● Total campaign budget

The cost of running a campaign is as follows:
One off administration and set up fee £350 + VAT
Cost per lead generated £85 + VAT

DIGITAL ROUNDTABLE EVENTS
An invite only, webinar style, recorded roundtable event between our client and up to 6 subscribers that
match the job title preferences you supply.
● We source participants according to your brief and arrange a date and time for the roundtable.
● Wildfire and their client decide on roundtable topic
● All participants including the supplier get a question each that’s opened up to the group for discussion.

Wildfire to chair.

● Contact details of all participants shared with our client
● Recording provided to client for reference and their use
● Suitable for market research, networking and new business generation

Cost: £750 + VAT per sourced participant
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Lead generation,
Roundtable & Webinars
WEBINAR
Wildfire will host, produce, record and edit your own bespoke webinar at their offices. This will
include full digital promotion to job titles that you identify and additional support through our
various outlets including:
● E-shots the opt in digital subscribers of all relevant databases
● Social media support
● Option to include external links
● Full reporting
●E
 ditorial direction and input on content creation
●M
 arketing creative and design
● Data capture
●6
 months hosting on our relevant sites
● Full page post event review in print magazines
● Event listing across our relevant portfolio of publication titles
● Web banners across our relevant portfolio of publication titles

Cost: £5,500 + VAT per webinar
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VIDEO CREATION,
PRODUCTION & EDITING

RETURN TO CONTENTS

CORPORATE AND PROMOTIONAL VIDEOS

36

SOCIAL MEDIA VIDEO CREATION & MARKETING
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Corporate Video Production
PRODUCT
REVIEW

Cost: £1,250 + VAT

● Filmed at our office location
● We will source reviewers i.e: students or customer/client
●W
 ill feature the Wildfire publication branding along with commercial

partner branding

● All products should be delivered to the office location
● Video duration will be up to 3 mins
●P
 romoted via the edquarter platforms and supported

with social media

PRODUCT
DEMO

Cost: £1,750 + VAT

●F
 ilmed at our offices or commercial partners location
● Commercial partner required to arrange location if not at our offices
●W
 ill feature Wildfire publication branding along with commercial

partner branding

● Viewers will see product in action
● Video duration will be up to 5 mins
●P
 romoted via the edquarter platforms and supported

with social media

EVENT
EXHIBITION
PROMO

Cost: £999 + VAT

● Filmed at the event
● Will feature commercial partners branding and products
●S
 cript and time will be agreed beforehand
● Video duration will be up to 2 mins
●P
 romoted via the edquarter platforms and supported

with social media

TALKING
HEADS VIDEO
Cost: £999 + VAT

+ site visit travel costs

●F
 ilmed at our offices or commercial partners location (travel cost

to be factored in for site visits)

●S
 cript, time and general style to be agreed beforehand
● Video duration will be up to 2 mins
●P
 romoted via the edquarter platforms and supported with

social media

RETURN TO CONTENTS

36

Corporate Video Production
INITIAL
BRIEFING

Chat over phone or email to define the needs of the project

PROPOSAL

We will put together a full proposal for the project. Including outlines,
needs and accurate costings. This can be supplied by post or email

APPROVAL

Once you’re 100% happy with our proposal we’ll book you in and work
your project into our internal timetable.

PRE-PRODUCTION

We’ll agree a full schedule, finialise the script, scope out locations and
generally discuss the style and how your final project will look.

PRODUCTION

Our onsite film crew and editor will be with you and your team and
working with you on your project

POST PRODUCTION

Our in house team will take all footage from production and begin
to produce the project to its final standard. At this point you will see
a final preview of the film.

SIGN OFF

Final tweaks and amends, it’s then formatted and ready to use.
The product will then be supplied to you.

REVIEW

We take the time to take a step back and evaluate your project from start
to finish. Was it successful? Where could improvements be made? Did it
answer the original brief?

For our examples of our work please click the following links:
http://edtechnology.co.uk/Article/canvas-discusses-the-future-of-education-technology-at-bett
https://www.youtube.com/watch?v=ai5Wpqfc5js
https://youtu.be/Rlbks9f7cSQ
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Social Media Video Creation
& Marketing Support
SPECIALISTS IN TELLING YOUR STORY
AND GETTING IT HEARD ON SOCIAL MEDIA

Our award winning videos connect you directly with your audience.
Content is king in video marketing - we are experts in optimising and
marketing video content with audiences at the forefront of our minds.

STATS AND VIDEO EFFECTIVENESS

Video is now the best way to advertise and market to your audience.

OUR LAST TWO
SOCIAL MEDIA
VIDEOS REACHED

1.3 million
PEOPLE

● 4x as many consumers would prefer to watch a video about a product

than to read about it.

● Cisco projects that global internet traffic from videos will make up 80% of

all internet traffic by 2019

UB SOCIAL MEDIA STATS
TWITTER FOLLOWERS

4,500

TWEET IMPRESSIONS

107k p/m

VIDEOS ON UB SITE

20k
unique visits
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Social Media Video Creation
& Marketing Support
SOCIAL MEDIA PLATFORMS
These are some of the most popular sites that we work on. These numbers
are still growing - The era of social media is just beginning...

32 million users in the UK

314 million UK

19 million UK

20 million UK

1.65 billion worldwide

500 million worldwide

467 million worldwide

1.3 billion worldwide

We design and optimise video content that speaks to and engages your audience. Using organic, paid,
and seeding we enable reach and views. Our arresting video content with copy and photography places
your brand in the conversation and at the forefront of audience’s minds.

REACH AND ENGAGEMENT
Our videos have reached millions of people online. Working with diverse brands and needs such as
Inked Media, iTunes and Save the Children we concentrate on great videos and their impact.
When marketing your product or service remember:
● Video viewers and customers are 64%

more likely to buy than non-viewers

● 70% of B2B buyers and researchers watch videos

Your message

throughout their path to purchase

£
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CONTACT US
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OUR OTHER TITLES
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Contact us

JOE LAWSON-WEST

JESSICA SPEIRS

joseph.lawson-west@wildfirecomms.
co.uk

jessica.speirs@wildfirecomms.co.uk

KEY ACCOUNT DIRECTOR

KEY ACCOUNT MANAGER

SOPHIE POSTMA

MARKETING MANAGER

sophie.postma@wildfirecomms.co.uk

Wildfire Comms Ltd, Unit 2.4, Paintworks, Bristol, BS4 3EH
Tel: 0117 300 5526 | Visit: universitybusiness.co.uk | Twitter: @UB_UK | Facebook: /ubmag
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Our Other Titles

edtechnology.co.uk

ie-today.co.uk

ie-today.co.uk/iSS-Magazine

b4ed.com

academytoday.co.uk
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