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Executive Summary 
 

The University of Strathclyde has set out new targets relating to the number of PhD researchers/ 

students currently enrolled in studies across all departments. There is a need for differentiation to 

competitors in order to attract students to apply for their PhD program at Strathclyde University.  

This report conducts an extensive situational analysis of the current marketing activities by 

department, and finds a clear allocation of tasks between the SBS (Strathclyde Business School) 

Marketing Department and the RIO (Recruitment & International Office). This led to analysis of the 

digital environment surrounding the marketing of PhD study. Search Engine Results Page (SERP) 

analysis highlighted that search marketing would be an ineffective allocation of marketing spend due 

to differing behaviour of searchers using a variety of different search terms. Further research 

highlighted benefits of utilizing directory websites as a platform to promote both specific PhD 

projects and general opportunities within the university due to high SERP ranking across most 

searches. Analysis of university websites uncovered a range of usability issues, where content was 

not easily reached using navigation tools. Additionally, some universities presented content in a 

confusing manner, requiring deep search to find all data required. Strathclyde performs generally 

well in the subjective usability grading awarded to each website. However, more clarification of the 

journey to attaining a PhD is required. Social media data for each university was then analysed and 

regression of post type by engagement rate highlighted that video content on Facebook influenced 

engagement rate to some extent. On YouTube, the organic discovery facility presents opportunities 

for the university to develop and grow a brand identity surrounding PhD study through the 

publication of meaningful content. Survey of the current cohort of PhD students unearthed the 

methods of discovering the PhD program at Strathclyde whilst providing reasoning for selecting the 

university to begin study at. This highlighted that university selection was a very personal decision 

with motivating factors such as staff-student relationships and relevant expertise of staff. 

These findings formed the basis of a proposed marketing campaign with four key aims centred 

around: Increasing applications by implementing an IMC campaign and content marketing strategy; 

Product clarification through a rebrand and communication of the pathway from undergraduate to 

PhD; Facilitating relationships by using a CRM system and hosting relevant events and increasing 

application efficiency through implementation of a clear process flow.   
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Introduction 

 

Digital marketing communications play a vital role in creating and maintaining successful brands. 

Similar to commercial organizations, Universities also operate in highly competitive environments in 

attracting Doctoral students, academic staff and research funding 

The University of Strathclyde has set out new targets relating to the number of PhD 

researchers/students currently enrolled in studies across all departments.  

In order to achieve this, research centers must continually differentiate themselves from rivals and 

convey a coherent brand message to their internal and external stakeholders. Alongside the 

traditional offline communication channels and methods, digital marketing tools such as web pages, 

social media feeds and other tools are increasingly important. 

This report will examine the application of digital marketing in the communication of the research 

activities and opportunities – with a key focus on select UK and International Business Schools in 

their attempts to attract Doctoral Students, Research Funding and Knowledge Exchange Activities 

through a range of analytical frameworks. This will be supported by a proposed Integrated 

Marketing Communications (IMC) campaign to be undertaken by the SBS Marketing Team and 

outline the need for implementation of a CRM model to support applicants. 
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Situational Analysis 

Current Marketing Activities 

Understanding the current marketing activities undertaken by the university in pursuit of 

prospective PhD students is crucial in determining the effectiveness of such tactics and contrasting 

with those identified as direct competitors to the University of Strathclyde. The promotion of PG 

Research at Strathclyde Business School is handled primarily by two departments within the 

university: the Business School Marketing Department and the Recruitment and International Office 

(RIO). 

There is evident distinction in the marketing activity of each department which aligns with McLean's 

(2018) ASEC Model.  

 

The model highlights that the RIO handles for international PG recruitment: 

• Attract – focuses on the awareness of University of Strathclyde as a brand, and highlighting 

the products offered (Undergraduate, PG Taught and PG Research etc.) to prospective 

students at a range of touchpoints. This includes exhibitions in the foreign and domestic 

territories and building of partnerships with foreign agents and government sponsors in 

order to appear on ‘approved lists’. 

• Stick – The RIO will encourage interactions between the prospective student and a range of 

application material both in print form and online. This stage is crucial in prompting an 

application to begin. Other parties, such as IT, will be involved at this stage from a technical 

perspective to ensure the website is ‘sticky’ and intuitive in order to reduce bounce rates. 
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Subsequently, there will be a handover to the individual faculty’s marketing and admissions team to: 

• Engage – The team will aim to develop a relationship with those who have submitted an 

initial application and aim to provide communications regarding the progress of the 

application, whether that be the stage of supervisor selection or final offers of places at the 

university. 

• Convert – The team will then aim to ensure that the student opts to accept the offer made 

by the University of Strathclyde and subsequently provide support in the steps which must 

be undertaken prior to beginning study. This can include support regarding VISA applications 

and establishing contact with accommodation services. 

It would appear that a clear ecosystem has been developed for this application process when 

applied within the ASEC model. However, in practice, a concern emerges relating to individual 

traceability of applications and monitoring the stages in which applications will be abandoned or 

failed conversions occur. It is vitally important to track each student’s application individually, and 

when taking cultural factors into consideration – that there is clear communication to the student of 

how their application is being handled, with a swift decision made. 
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Identification of Key Competitors 

The following universities were selected as direct competitors to the University of Strathclyde and 

Strathclyde Business School based on a range of considerations including ranking, research output 

and standing of academic staff. 

• University of Strathclyde (Business School)     (GBR) 

• Lancaster University (Management School)    (GBR) 

• University of Manchester (Alliance Manchester Business School)  (GBR) 

• University of Glasgow (Adam Smith Business School)   (GBR) 

• University of Edinburgh (Business School)    (GBR) 

• Warwick University (Business School)     (GBR) 

• Nottingham University (Business School)    (GBR) 

• London School of Economics      (GBR) 

• University of Bath (School of Management)    (GBR) 

• University of Cambridge (Judge Business School)    (GBR) 

• Leeds University (Business School)     (GBR) 

• Harvard University (Business School)     (USA) 

• Bilkent University (Faculty of Business Administration)   (TUR) 

• Stockholm School of Economics      (SWE) 

• HEC Paris        (FRA) 

• University of Queensland (Business School)    (AUS) 

• Nanyang Technological University (Business School)   (SGP) 

• University of Singapore (NUS Business School)    (SGP) 

• Northwestern University (Kellogg School of Management)  (USA) 

• University of Pennsylvania (Wharton School)    (USA) 

• Hong Kong Baptist University (School of Business)   (HKG) 

• University of Melbourne (Business School)    (AUS) 

• Maastricht University (School of Business and Economics)  (NED) 

• Monash University (Business School)     (USA) 
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Market Research 

SERP Analysis 

It would be expected that a majority of users will begin their information search using a search 

engine (Klein and Ford, 2003). Google, as long-run market leader (Richter, 2013),will be used to 

provide insight relating to Search Engine Results Pages (SERPs). Simple strings of keywords were 

analyzed to establish a preliminary understanding. 

• PhD 

• Marketing PhD 

• Business PhD 

• PhD UK 

• PhD Scotland 

The analysis output (Appendix 1) presents a number of key findings. Namely: 

• Find a PhD (www.findaphd.com) ranks #1 in 4 of 5 strings, and #4 for ‘Business PhD’. It is 

apparent that this dedicated website directory commands a high level of authority due to 

site content, but not necessarily from the number of backlinks which contribute to a Domain 

Authority (DA) score of 52 on a logarithmic scale of 0-100.  

• Directory services account for a large share of First-Page results due to the general nature of 

the strings and paid keyword bidding. 

• The directory service pages presented adapt depending on the additional terms within the 

string. (e.g. PhD Scotland refines the directory criteria to Scotland prior to visiting the site) 

• There are varying levels of difficulty for increasing page rank per search term, with the more 

generic strings displaying the need for webpages to bid in order to be featured. 
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A number of universities appear in the First-page Ranking on Google for specific strings, as 

displayed in Table 1. 

String University Rank 

Marketing PhD London Business School 3 

 University of Birmingham 4 

 University of Kent 5 

 Newcastle University 6 

 Lancaster University 8 

PhD Scotland University of Stirling 5 

 University of Edinburgh* 6 

 University of Edinburgh* 7 

 University of Dundee 8 

PhD University of Exeter 6 

 University of Sussex 9 

PhD UK University of Manchester* 9 

Business PhD University of Nottingham 1 

 University of Manchester* 2 

 Imperial College London 3 

 University of Edinburgh* 5 

 London Business School 6 

 University of Surrey 7 

 Durham University 8 

 Birmingham Business School 9 

Table 1 

* denotes a university previously identified as a key competitor of the University of Strathclyde 

The majority of institutions ranking on SERPs are not direct competitors with the University of 

Strathclyde. It should be noted that both University of Exeter and University of Sussex present very 

high Domain Authority (DA), a performance indicator of the entire website, but lower Page Authority 

(PA), a performance indicator of the individual page. Whilst the correlation between DA is stronger 

with SERP ranking (Jones, 2019), this would convey that both university’s rankings are due to other 

areas of the site generating strong backlinks as opposed to the PhD content. 
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The domain strath.ac.uk achieves a DA score of 70, however other optimization features may limit 

‘relevance’ to search strings based around PhD content. 

As the general user will not deviate below the top 5 results (Chaffey, 2018), it is generally vitally 

important to rank within this page. However, consideration should be made to the search volume 

for each string, summarized in Table 2. 

 

String Search Volume (monthly) Organic CTR 

PhD 30301-70800 38% 

PhD UK 501-850 64% 

PhD Scotland 101-200 64% 

Marketing PhD 11-50 64% 

Business PhD 11-50 64% 

Table 2 

‘PhD’ is the only significant search string in attracting large volumes of traffic. With a majority of 

results for this term being directory services boosting specific keywords (Appendix 1.1), it will prove 

very difficult to organically achieve a high ranking on this page. However, even when a page achieves 

high ranking, it is faced with a dilution of Organic Click-thru Rate (CTR) due to other feature snippets 

presented on the page such as AdWords or ‘People also search for…’ (Giuliari, 2017).  

At this stage, further strings were identified to examine the language used by searchers.  

String Search Volume (monthly) Organic CTR 

Doctorate 2901-4300 64% 

Marketing Doctorate 0-10 64% 

Business Doctoral Study Zero 64% 

When contrasting ‘PhD’ strings with ‘Doctoral’ search strings, it is apparent that the former is 

preferred. There is significantly lower search traffic for the ‘Doctoral’ language however the SERP 

results (Appendix 1.6 – 1.8) show a different set of universities ranking which reinforces the variance 

in search terms and ineffectiveness of keyword bidding. 
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Keyword Analysis 

Based on the initial strings, a list of related keyword combinations were identified by the Moz 

Keyword Explorer program. Abbreviated output consisting of the most frequently searched terms is 

displayed in Appendix 2. Some key findings (Table 3) reveal a number of considerations which must 

be made when implementing SEO tactics. 

Keyword 

Min 

Volume 

Max 

Volume 

phd 30301 70800 

find a phd 9301 11500 

phd uk 501 850 

marketing 11501 30300 

coventry university 30301 70800 

loughborough university 30301 70800 

university of sheffield 11501 30300 

brunel university 11501 30300 

university of nottingham* 11501 30300 

sheffield hallam university 11501 30300 

Middlesex university 11501 30300 

cranfield university 11501 30300 

aston university 11501 30300 

university of liverpool 11501 30300 

university of southampton 11501 30300 

nottingham university* 11501 30300 

university of glasgow* 11501 30300 

strathclyde university 11501 30300 

strathclyde 11501 30300 

university of strathclyde business school 51 100 

strathclyde marketing 11 50 

strathclyde university marketing 11 50 

strathclyde msc marketing 0 10 

strathclyde university 11501 30300 

Table 3 * denotes a university previously identified as a key competitor of the University of Strathclyde 
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There are very few searches for specific strings relating to the Business faculty at Strathclyde, 

suggesting most searches will begin with a broad stance and opting for a term such as ‘phd’ or 

‘marketing’. However, it is also found that a number of universities rank greater than Strathclyde 

University by search frequency with Coventry and Loughborough attracting the most search traffic.  

The results also show that paid promotion of specific keyword would have limited effect in 

improving visibility on the SERP pages due to the expense in ranking on less specific terms. This 

would increase cost per conversion (CPC) considerably and is therefore not viable. 

The key competitors to Strathclyde University are not the most frequently searched institutions on 

Google. This would indicate that there is a more specific referral pathway to these institutions as 

opposed to converting those conducting a broad information search. 
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Directory Service Analysis 

A key finding from the analysis of SERP pages is the abundance of directory service websites 

achieving a top ranking for the most commonly searched terms relating to PhD and doctoral study in 

the UK for business subject areas.  

Therefore, in order to assess the application of digital marketing in a higher education context, 

consideration must be made towards these directory services due to the volume of targeted traffic 

which they attract.  

The key websites were identified as Find a PhD (www.findaphd.com) and Prospects 

(www.prospects.ac.uk). Table 4 distinguishes the category of listing for each university active on the 

platform with key competitors denoted in bold. 

University # of 
Listings 

Category 

Anglia Ruskin University Faculty of Science & Engineering 4 Specific Listing 
Cardiff University 1 Submit Proposal 
Durham University 1 Submit Proposal 
King’s College London King’s Business School 1 Submit Proposal 
Loughborough University London 1 Submit Proposal 
Manchester Metropolitan University 1 Specific Listing 
Northumbria University Faculty of Business and Law 3 Specific Listing 
Queen Mary University of London School of Business and 
Management 1 Submit Proposal 

Ulster University 1 Submit Proposal 
University of Birmingham (Birmingham Business School) 1 Submit Proposal 
University of Kent (Kent Business School) 1 Submit Proposal 
University of Reading Henley Business School 5 Submit Proposal 
University of Reading School of Psychology & Clinical Language 
Sciences 1 Specific Listing 

University of Sheffield Management School 4 Specific Listing 
University of Strathclyde Centre for Doctoral Training in Socially 
Progressive Innovation and Entrepreneurship 2 Specific Listing 

University of York The York Management School 1 Submit Proposal 
Table 4 

 

Whilst Find a PhD offers an array of specific proposal listings which can be applied for on the core 

website alongside general department listings where a student’s own proposal would be required; 

Prospects primarily offers a list of departments and forwards users to the university webpage to find 

additional information and apply. The output from a search on Prospects is displayed in Table 5. 
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University Subject Area/Listing Title 
Lancaster University Marketing (PhD) 
The University of Manchester* Fashion Management and Marketing 
Bangor University Accounting, Banking, Economics, Finance, 

Management Studies 
Bournemouth University Doctor of Philosophy - Faculty of Management 
Edge Hill University Doctor of Philosophy 
University of Portsmouth Operations and Systems Management 
University of Portsmouth 
 

Organization Studies and Human Resource 
Management 

University of Portsmouth Marketing and Sales 
University of Bedfordshire Research Degrees in the Business and 

Management Research Institute 
London School of Economics and Political 
Science (LSE)* 

Management (Marketing) 

London South Bank University Management, Marketing and People 
Cardiff University Marketing and Strategy 
Cardiff University Business Studies 
Open University Marketing 
Open University Social Marketing 
University of Birmingham Marketing 
Newcastle University Agriculture 
Open University Markets, Consumption and Cultural Economy 
University of Kent Marketing 
Aberystwyth University Management and Business 
Goldsmiths, University of London Management 
Newcastle University Marketing (London campus) 
Newcastle University Marketing 
University of Exeter Management (including tourism) 
Table 5 * denotes a university previously identified as a key competitor of the University of Strathclyde 

 

This highlights very few universities considered as direct competitors to University of Strathclyde as 

listing on the platform. Notably, the University of Strathclyde is not listed when a search for 

marketing PhD programs is executed.  

Depending on search behavior when interpreting the SERP page, users may be drawn to either of 

these directory sites in order to facilitate a systematic comparison of courses on offer. Failure to list 

on all key directory services may be detrimental in the development of a strong brand image of the 

university’s PhD program. Reduced brand awareness will induce a reduced level of credibility (Wang 

and Yang, 2010) when users conduct an information search based on a lack of authoritative 

reference sources. 

It should be noted that the above analysis was conducted in June 2019, and listings may vary due to 

seasonality.  
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Competitor Analysis 

An in-depth analysis of competitor’s online channels was conducted in order to benchmark the 

University of Strathclyde’s current application of digital marketing for the recruitment of PGR 

students.  

Websites 

The full dataset is available in Appendix 3. 

Analysis of competitor websites was conducted to assess a number of criteria which can be 

categorized by usability and ease of finding Information on the page; in addition to evaluation of the 

actual information communicated. 

Websites tend to follow similar patterns within the UK Higher Education sector. There is an almost-

standardized pathway to find the desired information. Therefore, differentiation occurs to a greater 

extent in the structure of the webpages. For example, where the University of Glasgow takes a 

modular approach and will repeat general information on all subject-specific pages (i.e. Tuition Fees, 

Entry Requirements, Funding Available) which allows all information to be found in a single location; 

whilst the University of Bath presents this information centrally, which requires deeper navigation 

and back-clicks to find all information required from a number of areas on the site. Some websites, 

such as University of Nottingham, fail to readily display vital information when selecting a university 

to apply for PGR roles.  

A usability grade was assigned to each webpage evaluated, from 0 being lowest, to 5 being highest. 

This numerical value was subjectively assessed based on essential criteria: ease of finding the 

required page, number of navigation steps to find all vital information, intuitiveness of the website, 

browsing experience and consistency. On this scale, University of Glasgow and HEC Paris achieved a 

5-ranking due to information being sequential and accessible, whilst the University of Strathclyde 

follows closely with a ranking of 4 due to its modularity, however, is lacking in a clear description of 

the PGR pathway and application process. 
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Analyzing the information displayed on each website, it is clear that there is a standard set of entry 

requirements for applicants to achieve in most cases. This would consist of a 2:1 Bachelor’s Degree 

for MRes or MPhil entry pathway, or a Master’s Degree with Merit for direct entry. International 

institutions generally require a GMAT or GRE exam score and where English is not the primarily 

language of the applicant, an IELTS or TOEFL score is required (with other forms of language test 

generally accepted). University of Strathclyde requires an SELT language test or equivalent. 

Exceptions to this include the University of Cambridge’s requirement of 1st Class Honors. A 

noticeable discrepancy on a number of webpages, including HEC Paris, are the requirements for 

each specific entry pathway. Students are generally able to apply for a PGR course via the MRes or 

MPhil course from an undergraduate program, or directly to the PhD program when a Master’s 

Degree with merit is held. Communication of this to students is very poor across all webpages, 

including the University of Strathclyde, and the difference is not explicitly stated. 

A key element of the application process within the UK is the submission of a research proposal. This 

is less frequently observed in the US, where a research topic will be devised during the doctoral 

program (usually at the end of the second year). However, in the UK, it is common for a 1500 – 

3000-word submission to be attached to the application process. No university site instructs 

applicants to the desired contents of such proposal, which is a potential drop-off point in the 

applicant’s journey.  

All universities support online applications, except from Maastricht University in Holland, which 

required prospective students to email and request information about the PGR programs, and then 

to subsequently apply. 

Universities in the US and Hong Kong often charge an application fee which varies depending on the 

institution. This is not practiced in the UK. 
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Facebook 

The Facebook pages of each university business faculty were evaluated to establish frequency of 

posting PGR-related content and the types of general content published, to determine whether this 

correlated with the engagement rate. The full dataset appears in Appendix 4. 

A successful Facebook campaign is not necessarily measured by the number of followers a page has, 

but instead the number of active users interacting with the content – which is measured as the 

engagement rate (Escobedo, 2017). 

This dataset formed the basis of a regression analysis which would identify any relationships 

between post type and the engagement rate.  

The initial regression output (Model 1) identifies the variables (post types) which are most significant 

in determining the dependent variable (EngagementRate) 

 

Model 1: OLS, using observations 1-23 
Dependent variable: Engagement 

 
  Coefficient Std. Error t-ratio p-value  
const 0.00155637 0.000736557 2.113 0.0507 * 
Followers −1.78673e-09 4.48431e-09 −0.3984 0.6956  
PostPGR 0.000106599 0.000230399 0.4627 0.6498  
PostVideo 0.000280863 0.000102515 2.740 0.0145 ** 
PostPhoto −0.000187074 9.01652e-05 −2.075 0.0545 * 
PostAcBlog −4.16172e-05 0.000113804 −0.3657 0.7194  
PostOther −1.47740e-05 4.59429e-05 −0.3216 0.7519  

 

Mean dependent var  0.001043  S.D. dependent var  0.002074 
Sum squared resid  0.000053  S.E. of regression  0.001822 
R-squared  0.438473  Adjusted R-squared  0.227900 
F(6, 16)  2.082287  P-value(F)  0.112974 
Log-likelihood  116.6164  Akaike criterion −219.2327 
Schwarz criterion −211.2843  Hannan-Quinn −217.2337 

 

 

The output omits the variable PostTotal as an explanatory variable due to collinearity occurring with 

the other variables. PostVideo caries significance to a 5% level and PostPhoto to a 10% level, 

therefore, are somewhat significant in explaining the dependent variable. This will form the basis of 

a refined model where other post types are omitted. 

 



 15 

Test on Model 1: 

Null hypothesis: the regression parameters are zero for the variables 

Followers, PostPGR, PostAcBlog, PostOther 

Test statistic: F(4, 16) = 0.534997, p-value 0.712046 

Omitting variables improved 3 of 3 information criteria. 

 

Model 2: OLS, using observations 1-23 
Dependent variable: Engagement 

 
  Coefficient Std. Error t-ratio p-value  
const 0.00133281 0.000639979 2.083 0.0503 * 
PostVideo 0.000279418 9.58325e-05 2.916 0.0085 *** 
PostPhoto −0.000192013 7.18626e-05 −2.672 0.0146 ** 

 

Mean dependent var  0.001043  S.D. dependent var  0.002074 
Sum squared resid  0.000060  S.E. of regression  0.001735 
R-squared  0.363369  Adjusted R-squared  0.299706 
F(2, 20)  5.707685  P-value(F)  0.010936 
Log-likelihood  115.1728  Akaike criterion −224.3455 
Schwarz criterion −220.9391  Hannan-Quinn −223.4888 

 

The refined model (Model 2) highlights that video posts are significant to a 1% level in explaining 

engagement rate, whilst photos are also significant to a 5% level. With this model accounting for 

29.9% of the variability in engagement rate, there is still a distinct level of variance in determining 

engagement rate overall with other factors taken into consideration. However, the regression 

highlights a positive correlation between frequency of posting video content (multimedia elements 

accompanied by text) and engagement rate.  
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This can be depicted from 

Graph 1 for video content.  

In contrast, posting 

frequency of photos has a 

negative correlation with 

engagement rate. However, 

the correlation is not strong 

enough for graphical 

depiction when relating to 

photo content, as 

highlighted on Graph 2.  

Therefore, it is sensible to 

conclude that video content 

will have a positive impact on 

engagement rate, in the 

context of higher education 

Facebook pages, but the 

extent to which cannot be 

measured without 

interpretation of complex 

Facebook algorithms which 

are not publicly available. 
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YouTube 

Analysis of each institution’s YouTube presence was split between the university channel and also 

the business faculty’s dedicated channel to improve comparability. 

The criteria selected for analysis were overall subscriber count, total number of videos uploaded and 

30-day video views. An additional relative benchmark criterion was included: SocialBlade’s Total 

Grade. SocialBlade (2019) measures several metrics from a channel, such as subscribers, average 

views count and a variety of data provided by YouTube's API and utilize these to rank the channel 

against their entire database. Therefore, the Total Grade visualizes how influential a channel is on 

YouTube. Higher views, watch time, comments, likes, dislikes and the more active people start 

engaging with the channel, the higher the Total Grade will be (SocialBlade, 2019).  

The full analysis is presented in Appendix 5. 

SocialBlade (2019) offers the recommendation that the “A” banding, and in both “A+” and “A-“ 

gradations, represent highly influential channels. None of the higher education institutions analyzed 

met this grade. It is important to note that the Total Grade refers to a wide variety of content, 

therefore should be used in relative terms when applied to a higher education context. 

 The best performing university channels on this scale are Harvard University; the University of 

Cambridge; the University of Edinburgh; the University of Pennsylvania; Bilkent University and the 

University of Queensland. These six institutions meet the ‘B minus’ grade.  

However, business school dedicated channels consistently perform poorer than the official 

university page. The highest grade achieved for these channels was ‘C+’ by the Wharton School at 

University of Pennsylvania and Harvard Business School. 

Making deeper analysis into the type of content uploaded to both Wharton School and Harvard 

Business School unearths a number of observations. 
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Analysis of the Wharton School at University of Pennsylvania 

Figure 1 highlights the most recent posts on the Wharton School YouTube channel: 

 

There is a significant information dump to prospective MBA students, and those looking to 

undertake a PG Study entrance exam. There are a series of webinars relating to admissions, in 

addition to short clips addressing current student’s experiences at the school. There are varying 

numbers of views on each video, however the upload frequency ensures that the content remains 

fresh and a majority of the videos uploaded can be categorized at Hygiene Content level (McLean, 

2018; YouTube, 2019). The MBA admissions information has a relatively long shelf-life and can be 

referred to throughout the year by those seeking to enroll in future cohorts.  

Progressing through the levels of a content strategy, it is reasonable to 

classify general guest keynote presentations as Hub Content, due to a 

spike in viewership (Figure 2) which would indicate more interest in the 

topic of the upload. This may not be directly related to study options at the 

university but contributes to the viewer’s perceived reputation. 

Figure 3 shows the top 6 uploads to the channel. Notably, these are up to 8 years old, yet still form 

the most popular uploads. These can be characterized as Hero Content. They are highly relevant 

topics and clearly continue to be relevant – they generate a ‘buzz’ and have provided the Wharton 

School with significant level of brand exposure. 

 

Figure 1 

Figure 2 

Figure 3 
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Analysis of Harvard Business School 

Figure 4 presents the most recent uploads to the channel. 

 

Similarly, specific content featuring distinguished speakers attract spikes in viewership, with 

graduations generating the most ‘hype’ due to the sentimental nature of the content. Other 

lectures, more frequently posted and appearing to form part of a series, embody the Hygiene 

Content characterization whilst the more personal videos which allow formation of emotional 

attachment fit the criteria for Hub Content.  

 

Figure 5 displays the most popular uploads and again, these videos age to around 10 years old in 

some cases. The popularity they have amassed over this time has resulted once more in significant 

brand exposure for Harvard Business School. 

The pattern generally observed in these most popular posts, is that they feature an iconic figure – a 

celebrity of the academic world or the most distinguished figure in their field of expertise. 

  

Figure 4 

Figure 5 
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Discussion 

Reasonable conclusions to be drawn from analysis of YouTube content is that, those universities 

which follow the guidelines of the YouTube Playbook (YouTube, 2019) and post frequent hygiene 

content to remain active, hub content on a regular basis and the occasional hero upload will improve 

brand awareness and exposure to a wider audience through YouTube’s algorithms which will place 

the videos on the feed of those who would be most interested. 

The benefits of using YouTube stem from the organic growth ability of the platform: meaningful 

content will be displayed to those it is relevant to, whether they follow the channel or not. Opposing 

this is Facebook which has not been designed for this purpose and would require paid boosted posts 

to gain similar levels of exposure out with the following already established. 
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Current PhD Student Survey 

A random selection from the current cohort of PhD students enrolled in the Strathclyde Business 

School were asked to respond to two questions regarding their decision to study a PhD at 

Strathclyde.  

“How did you become aware of the University of Strathclyde and its PhD study opportunities?” 

– Question 1 

“What made you opt to study at the University of Strathclyde as opposed to other HE institutions?” 

– Question 2 

The full set of responses (Appendix 6) uncover an array of selection criteria and referral channels 

amongst those surveyed. It is apparent that there is a lack of digital driving forces in influencing a 

decision to study at Strathclyde, or even discovering the university – with Respondents 9 and 17 

making a web search only following a W-o-M Professor recommendation. There were a number of 

other referrals to the university from Professor recommendations at other institutions, some of 

which are overseas (Respondents 10, 11, 12, 13, 14, 17 and 18). A number of students had 

completed prior study with the university and returned due to positive experiences during these 

periods (Respondents 7, 10, 12 and 19). Also highlighted from Respondent 15 is the use of agents in 

overseas territories to point prospective students in the direction of Strathclyde. 

The use of Find a PhD’s online directory service is proven by Respondent 20 and Respondents 2 and 

3 initially conducted an information search through the university website. An interesting 

observation is the direct web search of specific project areas or researcher names which then 

directed Respondents 5 and 16 to the university webpage. 

The responses from this survey demonstrate that making the decision to study a PhD is a very long 

and developed thought process, a very personal decision and each student will have their own 

motivations and have been influenced by a number of factors to arrive at their decision to study at 

the University of Strathclyde, or another institution. Conversions rarely stem purely from exposure 

to digital media and it is often the interactions between staff members and the prospective student 

which will be the main decision-making factor (Respondents 1, 3, 5, 6, 7, 10, 11, 12, 14 and 18). 

There may also be political motivations regarding Visa requirements, as exemplified through 

Respondent 19.  

Taking summary from the responses to Question 2, the key deciding factors are the relevance of the 

prospective student’s research interests, and the building of a relationship between the supervisor 

and the applicant. 
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Discussion 

From the detailed analysis above, a number of observations have been made regarding the current 

application of digital marketing in a higher education context. The critical notes are as follows: 

• Within the higher education context, paid search marketing efforts such as pay-per-click 

(PPC) and Keyword Bidding would prove an inefficient allocation of marketing resources due 

to the diverse array and combination of keywords which would require bids. The student 

survey shows that highly specific terms such as the name of a researcher or the specific 

university are generally used which would organically output Strathclyde University results. 

Furthermore, the survey highlighted that search engines are not the initial referral source 

and are used for evaluation of alternatives (Dewey, 2007). The keyword analysis also 

highlights that search volume is relatively low for a majority of terms, with only a few 

attracting significant traffic levels, which would then require higher budget allocation with 

less qualified leads obtained. 

• Find A PhD acts as a primary traffic source for those who do not have a predefined 

preference of institution or supervisor. Tools allow for comparison of listed universities and 

filtering to provide the best match for the specific applicant. As a dedicated platform which 

consistently ranks within a majority of the top 5 SERP results, Find A PhD is an effective 

alternative to search marketing. The site lists a variety of specific research projects and 

general application pathways where the applicant would be required to submit their own 

proposal.  

• Prospects is a less frequently used directory for PhD traffic (based on the student surveys 

and SERP rankings). However, no Strathclyde Business School presence could potentially 

indicate a lost opportunity in reaching prospective students. 

• For websites of UK-based universities, a general template is observed which is usually 

efficient for presenting Undergraduate or Postgraduate Taught courses but is less effective 

for Postgraduate Research due to a lack of standardized information regarding funding, 

course content, the application process, and research topics. 

• Deep level navigation is currently required on a number of sites to find the essential 

information and this will have a detrimental impact on customer experience (CX) and would 

theoretically increase bounce/drop-off rate prior to application submission (McLean, 2018). 

• The University of Strathclyde website has a relatively user-friendly, intuitive interface with 

only minor tweaks required, for example, greater consistency in the portrayal of the 

Strathclyde Doctoral School amongst departments. 
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• Analysis of the website content finds that there is a general standard of entry for a majority 

of institutions (2:1 bachelor’s degree for MPhil/MRes entry and an IELTS or TOEFL score if 

English is not a native language) with a few exceptions. Strathclyde is on-par with this 

standard. Overseas institutions may charge an application fee, but this is not practiced 

domestically. 

• Website comparison presents confusion with regards to the entry requirements based upon 

MPhil/MRes entry or Direct entry. This is not clearly differentiated on all sites and there is no 

pathway to PhD study defined on a majority of websites.  

• Websites lack clarity in the desired contents of a research proposal; there are no guides for 

writing this critical piece of a PGR application which could deter a number of candidates. 

• Analysis of the Facebook pages allowed for OLS regression of the content types and 

highlighted that more frequent video uploads provide greater levels of engagement, to a 

certain extent. 

• Facebook content mainly targets those who are already ‘followers’ and would require paid 

promotion to reach a wider audience. 

• YouTube is an ideal environment for presenting video content which will increase brand 

exposure at hub and hero levels. This is due to YouTube’s ‘explore’ feed which promotes 

high quality, highly engaged content to the most relevant audiences (YouTube, 2019). 

• YouTube also allows for some degree of brand reinforcement to subscribers through regular 

and consistent posting of hygiene content and brand exposure from hub and hero content. 

• The student survey reinforces that there is no single traffic source for PhD applicants. 

• Online media improves awareness and has some influence in an applicant’s decision to study 

at Strathclyde but is not a method of conversion. This is a very personal decision and 

generally based on the relationship that a prospective student builds with their potential 

supervisor. 
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Proposed Marketing Campaign 

Aims & Objectives 

• Increase Applications: To attract an 8% increase in PhD/PGR applications to the Strathclyde 

Business School by the end of the 2021 application window through an integrated marketing 

communications campaign beginning during the 2020 application window. 

• Product Clarification: To present a new USP of applying to study a PhD at Strathclyde 

Business School – a product with varying levels of customization and clear requirements. 

This will aim to make the application phase less daunting thus improving CTR from PhD 

landing page to the application page by 10% in the 2021 application window. 

• Student-Supervisor Relationships: To facilitate relationship-building and networking 

throughout the application period whilst maintaining regular communication with applicants 

to target a reduction in applicant drop-out rate (prior to receipt of a decision) of 25% by the 

end of the 2021 application window. 

• Application Efficiency: To improve the application turnaround speed to 3 days for initial 

contact and lead qualification; 30 working days for pairing with prospective supervisors, 

aiming to convert 6% more applicants to accept offers in the 2021 window. 
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Strategy 

• Increase Applications: Develop and implement an Integrated Marketing Communications 

(IMC) campaign which will be focused around increasing brand exposure and awareness of 

the study options on offer at Strathclyde Business School to relevant and targeted 

audiences. 

• Product Clarification: Package the PhD program by developing a recognizable brand identity 

and presenting a clear range of pathway options with the ability to select optional taught 

electives whilst communicating course information intuitively on the website. 

• Student-Supervisor Relationships: Implement a combination of automated CRM systems to 

support progress updates and application tracking whilst hosting a variety of networking 

events and discussions for supervisors and applicants, both physically within the business 

school and remotely online. 

• Application Efficiency: Streamline a number of processes critical to the application process 

where delays generally occur; matching students to supervisors; processing and qualifying 

leads and securing funding.  

  



 26 

Marketing Mix 

Product 

Product Levels & Differentiation 

At the core level, the product is a pathway, completion of which will culminate in the award of a 

PhD. In the actual level, the product is a study program generally lasting three years, aimed at 

supporting the student throughout their research thesis and defense. However, the analysis of a 

range of competitor institutions highlighted that there was little differentiation/augmentation in the 

methods used to present this product to prospective students. 

Strathclyde should systematically and intuitively present their product, allowing a visible pathway to 

be realized by those making an application decision. 

Figure 7 highlights the array of pathways which can be undertaken by those who have completed a 

bachelor’s degree to the required standard, the target market. From this, two clear entry pathways 

emerge: Entry via MPhil and Direct Entry. 

 

 

There has been a move to integrate all faculties into the Strathclyde Doctoral School. This will allow 

for a streamlined experience allowing an applicant to select several areas of interest or research 

clusters across a number of faculties or disciplines. 

  

Figure 7 
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Applicants will be presented with new options to tailor the PhD to their requirements in addition to 

those previously offered. Customization options will be: 

• Full Time // Part Time Study 

• Select Research Question // Develop Research Proposal // Apply to Subject 

• Apply for MPhil to PhD // Apply for MPhil // Apply for PhD 

The ability to decide whether to submit a research proposal or select a pre-defined research 

question or simply apply to study a PhD in a specific discipline is a vital adaption which caters to a 

number of applicants who wish to discuss interests and develop their proposal as the application 

process progresses. Otherwise, this particular segment may have been inclined to undertake the 

doctoral study offered by institutions in the US which consists of a 2-year broad education phase 

prior to development of a thesis. Other faculties within the university are already providing research 

topics therefore this would be a natural progression for the Business School. 
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Brand Visuals 

Figure 8 presents a draft logotype and variances, which adheres to the University of Strathclyde 

Brand Guide which places relatively restricted regulations on sub-branding exercises. 

 

Simplistic and corporate, whilst maintaining the Strathclyde ‘look and feel’ will reinforce the brand of 

the university, whilst providing a distinct visual reference of the doctoral school and a sense that this 

is a key pillar of the university. 

Price 

The annual fee for PhD study at Strathclyde is in-line with that of institutions in the UK with similar 

ranking. To remain competitive, price adjustments should only be made if market conditions are 

altered. 

Figure 8 
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Promotion 

Integrated Marketing Communications (IMC) Campaign – The Communications Mix 

An Integrated Marketing Communications (IMC) plan will be implemented to facilitate the effective 

promotion of PhD study at Strathclyde. This allows for presentation of a consistent message across a 

range of promotional mechanisms (Kitchen and Burgmann, 2010) allowing reinforcement of the 

brand identity to potential consumers. 

The Gantt Chart (Appendix 7) highlights the full array of traditional and digital tactics which will be 

employed throughout this campaign, the mix allowing the full target segment to be reached 

(McLean, 2018). 

Digital tactics will consist of: 

• Online PR Activity: Releases to international press and media outlets will instill further 

credibility in the Strathclyde PhD brand, both within the UK academic network, and those 

overseas. The added benefit of building relationships with these firms introduces a new USP 

to those considering PGR study at Strathclyde as they will have direct access for submission 

of findings, leading to media coverage of their research which will improve their standing in 

the academic and corporate spheres. The university should also aim to generate a greater 

level of discussion and ‘hype’ upon publication of a journal article by PhD candidates. Every 

element of research output contributes to the reputation of the university and the candidate 

and this form of publicity must be harnessed effectively in order to attract candidates of the 

highest quality. 

• Content Marketing Strategy: expanded below. 

• Online Directory Listing: Purchase listings on Find A PhD for the main specific research 

questions in addition to proposal submission listings. These should be refreshed on a regular 

basis to ensure Strathclyde appears in a majority of searches. This platform will be the main 

focus however an SBS presence should be introduced to Prospects to ensure exposure to a 

majority of the target market. Maintain some level of presence throughout the year with 

seasonal peaks. 

• Email Newsletter/Prompts: Email will be directed to existing students, SBS events attendees 

and the students of partner universities; in addition to relevant mailing lists held by the 

university. The standard ‘open rate’ and ‘click rate’ of email newsletters in the Higher 

Education sector is exceptionally low (Mailchimp, 2019), therefore content must pique 

interest from the subject line, and employ clickbait tactics such as sensationalized headings 

and intriguing content to maximize impact of this tactic. 
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It is important that a marketing communications campaign consists of a mix of traditional promotion 

activities in addition to those occurring digitally in order to maximize exposure to the desired target 

market. Offline communications will be facilitated through: 

• Overseas Agents: A bank of primary referral agents will be compiled to allow for allocation 

of support resources to the agents who bring the greatest numbers of PGR students to the 

university. By providing essential training to the agents and strengthening the university’s 

relationship with these partners, they will be motivated to promote Strathclyde over 

competitors. 

• Government / Firm Sponsors: Strathclyde already attracts a number of students who are 

funded by corporations in their home country, or their home government. In order to 

receive these students, the university must be placed on an approved list. By conducting 

analysis of countries with greatest potential for new students, resources should be allocated 

to promoting the university to a number of government bodies across several countries in 

order to facilitate promotion via their approval lists. 

• Offline PR & News Outlets: The online publications will be supported by advertising through 

broadsheet newspapers popular in the selected target territories. These publications should 

be informing of the meaningful work being undertaken by current PhD students. 

  



 31 

Content Marketing Strategy 
 

Marketing communications have shifted away from pushing consumers towards product; and now 

aim to attract/pull them, through the generation of meaningful content which they will want to 

consume (McLean, 2018). Content will be the main pillar of the communications mix and will be 

featured across three main platforms: Facebook; YouTube and Instagram. Video content will be a 

key focus on all platforms, with additional support content such as photos and blog posts being 

utilized on Facebook and Instagram.  

These posts should be categorized using hashtags preceding the content. For example, #phdNEWS 

#phdAPPLY with contrasting tags for other courses/products, #undergradNEWS #mbaAPPLY.  

An extensive content plan and calendar should be developed subsequently, based around the 

framework of  

• INSPIRE the audience with emotional and relatable stories  

• EDUCATE the audience with useful information  

• ENTERTAIN the audience by making them laugh or sharing spectacular content  

(YouTube, 2019) 

Based on best-usage guidelines for the YouTube platform, considerations should be made to ensure 

that video content is highly shareable and engages discussion both on the platform and through the 

normal university communication channels. 

Facebook content will consist of hub and hero video reposting, alongside text and photo posts 

specifically related to a PhD on a weekly basis. 

Instagram photos relating to PhD travel opportunities, and the ‘fun’ side of study will complement 

the above and be posted in real-time with the activities. This will allow an informal level of 

communication and highlight the benefits of PhD study. The university stance at present is that this 

platform is too informal for communications of PGR – however the large audience of undergraduate 

students presents a fantastic exposure opportunity.  
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Figures 9-11 present samples of a YouTube web series which will feature content about applying for 

PhD study, and life as a PhD student in general. Instead of specifically relating the content to 

Strathclyde, branding will subliminally reinforce the university brand identity and prompt further 

research.  

  

Figure 10 

Figure 9 

Figure 11 
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Customer Relationship Management (CRM) 

Events & Networking 

 

    

 

A selection of events will take place throughout the academic year, inviting speakers from the 

academic and corporate worlds to deliver a keynote presentation, followed by a discussion session 

and informal networking drinks. 

The events will provide further enhancements to the digital content strategy, by providing materials 

to be shared online; in addition to linking the business school with reputable firms and academics. 

Furthermore, the keynote presentations will be livestreamed online as webinars and a comms 

window will remain open to facilitate discussion on the digital platform. 
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Application Process Revisions 

In order to reduce applicant drop-off rate during the application process, which is currently very 

time-consuming; a set of progress points will be communicated to the applicant upon submission. 

Timeframe 

 
 

Candidates will submit their application using the online form. 
Research proposal submission is optional at this stage. Day 0 

 
 

An information pack will be distributed electronically or by 
post to the applicant detailing information about the next 
steps and what to expect from studying at Strathclyde. 

Electronically 
– Day 0 

 
Postal 

 – Day 2 

 
 

A member of the recruitment team will call the candidate to 
discuss their application in more detail and answer any 
questions that they may have. 

Day 5 

 
 

During the phone call, a pre-defined set of questions will be 
put to the applicant. Sample questions are available in 
Appendix 8. 

Day 5 

 
 

This will allow the recruitment team to qualify the application 
based on the pre-defined criteria and they can classify the 
lead on a scale of ‘Hot or Cold’. Hot leads will be prioritized 
but if criteria met, all applications will be carried forward. 

Day 5 

 

Those who meet the required criteria will be made a pre-
offer, subject to finding a supervisor. Day 7 
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The team will utilize the research interests database to 
compile a list of prospective supervisors and facilitate initial 
communication between applicant and academic. 

Day 10 

 
 

The applicant will be invited to a range of networking events 
hosted by the university. Both physical and online events will 
be available to allow informal networking with potential 
supervisors. 

Ongoing 

 
 

Final selection of supervisor will be made mutually by the 
university, the academic and the applicant. Day 28 

 
 

The final offer will be made to the applicant, alongside a start 
date. Day 31 

 

Recruitment teams will assist the student in securing funding, 
if this has not already been completed. Ongoing 

 

Depending on the timing of networking events, the aim would be to confirm an application within 1 

calendar month. Due to the level of work involved in processing an application, this is a realistic 

target and will strike balance between speed and ensuring the needs of the student will be met. 
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CRM Systems 

To complement the revisions to the application process, a tracking system will be developed to 

ensure timeframes at each distinct phase are adhered to, in addition to providing automated 

response updates to the applicant as their application progresses.  

There is no complex system requirement for gathering data on an applicant as all necessary data will 

be provided through the online form and follow-up call, and no requirement to manage CLV; the 

CRM focus will be purely on building relationships to drive conversion and acceptance of offers to 

study at Strathclyde. 

This will allow for real-time tracking of application drop-offs and facilitate pro-active response to 

potentially rescue a lost application. As data is gathered, it will allow the continual reshaping of the 

application process depending on where most users will abandon their application. 

Furthermore, the system will allow for real-time segmentation of applicants which will allow the 

digital content strategy to be altered depending on the demographics of current live applicants. 

Similarly, to the above, the university will be able to determine which segments will be more likely to 

abandon their application and at which stage. This could be due to a cultural trait which would 

prompt action to be taken to cater for the specific segment.  
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Controls & KPI’s 

The following controls will be implemented to measure the success of the marketing efforts. Data 

will be fed from the CRM tracking systems. 

• Increase Applications: 

 

o Percentage change in PhD Applications y-o-y 

 

!"#$%	'ℎ)	*++%,-$#,"./	(12$3	4 + 1) − !"#$%	'ℎ)	*++%,-$#,"./	(12$3	4)
!"#$%	'ℎ)	*++%,-$#,"./	(12$3	4)

	× 	100 

 

o Percentage change in application success rate y-o-y 

!"#$%	'ℎ)	*++%,-$#,"./	(12$3	4 + 1)
;<--2//=<%	'ℎ)	*++%,-$#,"./	(12$3	4 + 1)

−	
!"#$%	'ℎ)	*++%,-$#,"./	(12$3	4)

;<--2//=<%	'ℎ)	*++%,-$#,"./	(12$3	4)
	× 	100 

 

To be calculated for all applications; and then splits by faculty; and splits by 

department 

 

 

• Product Clarification:  

o CTR Ratio (Rate) 

!"#$%	'ℎ)	>,#/
!"#$%	*-#,".	?<##".	@%,-A/

	(× 	100) 

 

To be monitored with monthly splits 
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• Student-Supervisor Relationships:  

o Drop-off rate at supervisor pairing phase 

 

*-#,B2	*++%,-$.#/	(+ℎ$/2	C) − *-#,B2	*++%,-$.#/	(+ℎ$/2	4)
*-#,B2	*++%,-$.#/	(12$3	4)

	× 	100 

Where phase z is the subsequent phase from supervisor pairing and x is the phase 

prior to supervisor pairing 

 

To be monitored monthly and reported annually 

 

 

• Application Efficiency:  

o Successful Application Uptake Rate (Conversion Rate) 

 

D<EF23	"=	D2G	H.#31	;#<I2.#/
;<--2//=<%	'ℎ)	*++%,-$#,"./	

	× 100 
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Conclusions 

 

In summary, the project aim of examining the application of digital marketing within the Higher 

Education context has been realized through a lack of current digital promotion activities being 

undertaken across all institutions determined as key competitors to the University of Strathclyde.  

This is primarily due to prioritization of PGT courses, which bring higher levels of income and can 

therefore justify greater marketing spend. However, this is counterintuitive to a university-wide KPI 

which aims to increase the number of PhD students on campus. 

The lack of active promotion presents an opportunity to Strathclyde, to establish a recognizable 

brand identity around the new Strathclyde Doctoral School and through a collection of meaningful 

marketing tactics, both digitally and via traditional methods.  

It is advised that digital marketing should play a vital role in establishing a highly reputable brand 

and raising awareness of the university and opportunities available for PGR study. However, the 

drive to apply and subsequently take a place at the university (i.e. increasing conversion) will stem 

from the user-friendly nature of the application form, the streamlined nature of the application 

process and supervisor pairing activity. Ultimately, the decision to undertake a PhD at Strathclyde 

will be due to a number of personal factors however an effective digital marketing campaign can act 

as an initial catalyst spurring interest in the programs offered by the University of Strathclyde. 
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Appendix 1 – SERP Analysis Output 
Appendix 1.1 – PhD 
 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic 
https://www.findaphd.com/advice/finding/what-is-a-
phd.aspx 

What is a PhD? - An Introduction to Doctoral Research | 
FindAPhD.com 43 72 52 4758 

2 Organic https://www.findaphd.com/phds/ PhD Search - Find A PhD 37 84 52 4758 

3 Organic 
https://www.findaphd.com/phds/international-phd-
programs/?0202 International PhD Programs - Find A PhD 28 0 52 4758 

4 Organic https://en.wikipedia.org/wiki/Doctor_of_Philosophy Doctor of Philosophy - Wikipedia 78 5127 98 5039852 

5 Organic https://www.jobs.ac.uk/phd Find PhDs | PhD Programs | Scholarships - jobs.ac.uk 47 135 60 9726 

6 Organic 
https://www.exeter.ac.uk/pg-
research/degrees/typesofdegree/ 

Types of degree | Postgraduate Study - PhD and Research 
Degrees ... 35 2 81 43886 

7 Organic https://www.phdmedia.com/ 
PHD Media Worldwide - PHD is a global communications 
planning ... 44 439 52 1545 

8 Organic 
https://www.prospects.ac.uk/postgraduate-study/phd-
study/what-is-a-phd What is a PhD? | Prospects.ac.uk 46 89 63 11089 

9 Organic https://www.sussex.ac.uk/study/phd/apply 
How to apply for a PhD : PhD : Study with us : University of 
Sussex 50 94 74 35081 
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Appendix 1.2 – Marketing PhD 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic https://www.findaphd.com/phds/marketing/?20goE0 
Marketing PhD Projects, Programs & Scholarships - 28 PhDs 
Listed 28 0 52 4758 

2 Organic 
https://www.findaphd.com/phds/united-
kingdom/marketing/?i0goEC0 Marketing PhD Projects, Programs & Scholarships in the UK 28 0 52 4758 

3 Organic 
https://www.london.edu/faculty-and-research/subject-
areas/marketing/marketing-phd-programme Marketing PhD Program | London Business School 42 25 68 11691 

4 Organic 
https://www.birmingham.ac.uk/postgraduate/courses/res
earch/business/marketing.aspx 

PhD in Marketing - The University of Birmingham - University 
of ... 45 28 77 31902 

5 Organic 
https://www.kent.ac.uk/courses/postgraduate/317/market
ing 

Marketing - PhD - Canterbury and Medway - The University 
of Kent 46 25 72 32729 

6 Organic 
https://www.ncl.ac.uk/postgraduate/courses/degrees/mar
keting-london-phd/ 

Marketing PhD (London campus) - Postgraduate - Newcastle 
University 48 29 83 50355 

7 Organic 
https://www.postgraduatesearch.com/pgs/search?course=
marketing&qualification=phd PhD Marketing Postgraduate Degree (19 courses) 24 0 43 1218 

8 Organic 
https://www.lancaster.ac.uk/study/postgraduate/postgrad
uate-courses/marketing-phd/ Marketing PhD | Lancaster University 43 24 71 27464 
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Appendix 1.3 – Business PhD 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic 
https://www.nottingham.ac.uk/pgstudy/courses/business/
business-phd.aspx Business PhD - The University of Nottingham 47 28 78 48184 

2 Organic 

https://www.manchester.ac.uk/study/postgraduate-
research/programmes/list/08080/phd-business-and-
management/ 

PhD Business and Management (2019 entry) | The University 
of ... 48 28 83 61935 

3 Organic 
https://www.imperial.ac.uk/business-
school/programmes/doctoral-degree/ 

PhD in Business | Doctoral Program | Imperial College ... - 
London 47 32 84 51765 

4 Organic 
https://www.findaphd.com/phds/united-
kingdom/business-and-management/?i0gsCC0 

Business & Management PhD Projects, Programs & 
Scholarships in ... 28 0 52 4758 

5 Organic https://www.business-school.ed.ac.uk/phd PhD – University of Edinburgh Business School 50 28 85 98413 

6 Organic https://www.london.edu/phd PhD | London Business School 38 78 68 11691 

7 Organic 
https://www.surrey.ac.uk/postgraduate/management-and-
business-phd 

Management and Business PHD research course | University 
of Surrey 46 23 78 37205 

8 Organic https://www.dur.ac.uk/business/programmes/phd/ 
Durham University Business School : PhD - Durham 
University 45 16 74 38832 

9 Organic 
https://www.birmingham.ac.uk/schools/business/courses/
dr/index.aspx 

Doctoral Research - Birmingham Business School - University 
of ... 39 6 77 31902 
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Appendix 1.4 – PhD UK 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic 
https://www.findaphd.com/phds/united-
kingdom/?g0w900 PhD Projects, Programs & Scholarships in the UK - Find A PhD 31 2 52 4758 

2 Organic https://www.findaphd.com/ PhD Programs, Research Projects & Studentships in the ... 53 2072 52 4758 

3 Organic 
https://www.findaphd.com/phds/phd-
opportunities/united-kingdom/?g2w9I0 PhD Opportunities in the UK - Find A PhD 28 0 52 4758 

4 Organic https://www.jobs.ac.uk/phd Find PhDs | PhD Programs | Scholarships - jobs.ac.uk 47 135 60 9726 

5 Organic 
https://www.prospects.ac.uk/postgraduate-study/phd-
study/what-is-a-phd What is a PhD? | Prospects.ac.uk 46 89 63 11089 

6 Organic http://www.studyin-uk.com/study-options/research/ Studying a PhD in the UK - SI-UK 32 7 44 2449 

7 Organic 
https://www.phdportal.com/countries/30/united-
kingdom.html PhDs in United Kingdom - PhDportal.com 25 7 42 1343 

8 Organic https://www.phdmedia.com/london/ PHD UK – Media Agency | PHD Media London 35 124 52 1545 

9 Organic 
https://www.manchester.ac.uk/study/postgraduate-
research/programmes/list/02980/phd-education/ PhD Education (2019 entry) | The University of Manchester 48 31 83 61935 
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Appendix 1.5 – PhD Scotland 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic https://www.findaphd.com/phds/scotland/?M0w9c510 
PhD Projects, Programs & Scholarships in Scotland - Find A 
PhD 28 0 52 4758 

2 Organic 
https://www.findaphd.com/phds/scotland/?M0w9c510&K
eywords=fully+funded 

fully funded PhD Projects, Programs & Scholarships in 
Scotland 28 0 52 4758 

3 Organic 
https://www.findaphd.com/phds/phd-
opportunities/scotland/?M2w9c51m00 PhD Opportunities in Scotland - Find A PhD 28 0 52 4758 

4 Organic 
https://www.postgraduatesearch.com/pgs/search?qualific
ation=phd&location=scotland PhD Postgraduate Degrees Scotland (387 Courses) 24 0 43 1218 

5 Organic https://www.stir.ac.uk/scholarships/phd/ 
PhD funding opportunities | Scholarships | University of 
Stirling 38 3 70 19399 

6 Organic 

https://www.ed.ac.uk/literatures-languages-
cultures/graduate-school/fees-and-funding/funding/phd-
students PhD students | The University of Edinburgh 38 1 85 98413 

7 Organic 
https://www.ed.ac.uk/studying/postgraduate/applying/res
earch Research degrees | The University of Edinburgh 43 8 85 98413 

8 Organic https://www.dundee.ac.uk/study/pg/phds/research-areas/ 
Research areas and PhD opportunities : Study : University of 
Dundee 42 11 70 25132 

9 Organic 
https://www.indeed.co.uk/PhD-Studentship-jobs-in-
Scotland PhD Studentship Jobs in Scotland - July 2019 | Indeed.co.uk 32 0 66 14102 
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Appendix 1.6 – Doctorate 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic https://en.wikipedia.org/wiki/Doctorate Doctorate - Wikipedia 76 2228 98 5052509 

2 Organic 
https://www.prospects.ac.uk/postgraduate-study/phd-
study/4-routes-to-getting-a-doctorate 4 routes to getting a Doctorate | Prospects.ac.uk 36 3 63 11102 

3 Organic 
https://www.vitae.ac.uk/doing-research/are-you-thinking-
of-doing-a-phd/why-do-a-doctoral-degree Why do a doctoral degree? — Vitae Website 27 0 51 2875 

4 Organic 
https://www.vitae.ac.uk/doing-research/are-you-thinking-
of-doing-a-phd/what-is-a-doctorate-1 What is a doctorate? — Vitae Website 29 1 51 2875 

5 Organic https://www.findaphd.com/advice/phd-types/ 
PhD Types - Understanding Different Doctoral Degrees | 
FindAPhD.com 36 11 52 4838 

6 Organic 
http://www.differencebetween.net/miscellaneous/career-
education/difference-between-doctorate-and-ph-d/ 

Difference Between Doctorate and Ph.D. | Difference 
Between 39 6 71 14913 

7 Organic 
https://www.reading.ac.uk/graduateschool/choose-
reading/gs-types-of-doctoral-degree.aspx Types of doctoral degree – University of Reading 34 4 76 30788 

8 Organic 
https://www2.mmu.ac.uk/study/postgraduate/research/d
egrees/doctoral-degrees/ 

Types of doctoral degree · Manchester Metropolitan 
University 33 0 68 20736 

9 Organic 
http://www.open.ac.uk/postgraduate/research-
degrees/degrees-we-offer/professional_doctorates 

Professional Doctorates | Research Degrees | Open 
University 36 0 78 47049 
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Appendix 1.7 – Business Doctoral Study 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic https://www.london.edu/phd PhD | London Business School 38 90 68 11817 

2 Organic 
https://www.birmingham.ac.uk/schools/business/courses/
dr/index.aspx 

Doctoral Research - Birmingham Business School - University 
of ... 39 6 78 31894 

3 Organic 
https://www.findaphd.com/phds/business-and-
management/?20gsC0 

Business & Management PhD Projects, Programs & 
Scholarships ... 29 0 52 4838 

4 Organic 
https://www.imperial.ac.uk/business-
school/programmes/doctoral-degree/ 

PhD in Business | Doctoral Programme | Imperial College 
Business ... 47 33 84 52319 

5 Organic 
https://www.henley.ac.uk/postgraduate-
research/course/doctor-of-business-administration 

Doctor of Business Administration (DBA) | Henley Business 
School 35 14 55 2412 

6 Organic https://www.hbs.edu/doctoral Doctoral Programs - Doctoral - Harvard Business School 47 21 82 62354 

7 Organic https://www.mbs.ac.uk/study/phd/ 
PhD Degree | Alliance MBS - Alliance Manchester Business 
School 39 45 60 5596 

8 Organic 
https://www.cardiff.ac.uk/study/postgraduate/research/pr
ogrammes/programme/business-studies Business Studies - Study - Cardiff University 45 24 76 29220 

9 Organic https://www.wbs.ac.uk/courses/doctoral/phd/ 
PhD Programme | Doctoral Programme | Warwick Business 
School 40 43 63 4769 
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Appendix 1.8 – Marketing Doctorate 
 

 

 

Rank Type URL Title PA 
Referring 
Domains to 
Page 

DA 
Referring 
Domains to 
Domain 

1 Organic 
https://www.london.edu/faculty-and-research/subject-
areas/marketing/marketing-phd-programme Marketing PhD Programme | London Business School 42 25 68 11817 

2 Organic 
https://www.birmingham.ac.uk/postgraduate/courses/res
earch/business/marketing.aspx 

PhD in Marketing - The University of Birmingham - University 
of ... 45 29 78 31894 

3 Organic 
https://www.postgraduatesearch.com/pgs/search?course=
marketing&qualification=phd PhD Marketing Postgraduate Degree (19 courses) 24 0 43 1237 

4 Organic 
https://www.phdportal.com/study-
options/268927064/marketing-united-kingdom.html 

9 Marketing PhD programmes in United Kingdom 2019 - 
PhDportal.com 23 2 42 1354 

5 Organic https://www.findaphd.com/phds/marketing/?20goE0 
Marketing PhD Projects, Programs & Scholarships - 29 PhDs 
Listed 29 0 52 4838 

6 Organic 
https://www.findaphd.com/phds/united-
kingdom/marketing/?i0goEC0 Marketing PhD Projects, Programs & Scholarships in the UK 29 0 52 4838 

7 Organic 
http://www.lse.ac.uk/study-at-lse/Graduate/Degree-
programmes-2019/MResPhD-Management-Marketing MRes/PhD Management (Marketing) - LSE 48 23 84 74397 

8 Organic 
https://www.ncl.ac.uk/postgraduate/courses/degrees/mar
keting-london-phd/ 

Marketing PhD (London campus) - Postgraduate - Newcastle 
University 48 31 83 50173 

9 Organic https://www.marketing-schools.org/phd-marketing.html Why a PhD in Marketing? | Marketing-Schools.org 34 11 46 2177 
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Appendix 2 – Abbreviated 
Keyword Suggestion 
 

Keyword Min 
Volume 

Max 
Volume 

coventry university 30301 70800 

loughborough university 30301 70800 

phd 30301 70800 

university of birmingham 30301 70800 

marketing 11501 30300 

university of sheffield 11501 30300 

brunel university 11501 30300 

university of nottingham 11501 30300 

sheffield hallam university 11501 30300 

middlesex university 11501 30300 

cranfield university 11501 30300 

aston university 11501 30300 

university of liverpool 11501 30300 

university of southampton 11501 30300 

nottingham university 11501 30300 

marketing 11501 30300 

strathclyde university 11501 30300 

university of glasgow 11501 30300 

strathclyde 11501 30300 

glasgow university 11501 30300 

glasgow caledonian 
university 

11501 30300 

university of liverpool 11501 30300 

university of edinburgh 11501 30300 

university of sheffield 11501 30300 

university of nottingham 11501 30300 

university of bath 11501 30300 

university of manchester 11501 30300 

university of leeds 11501 30300 

university of surrey 11501 30300 

university of exeter 11501 30300 

aston university 11501 30300 

university of essex 11501 30300 

london metropolitan 
university 

11501 30300 

bangor university 11501 30300 

manchester metropolitan 
university 

11501 30300 

birmingham city university 11501 30300 

university of westminster 11501 30300 

university of hertfordshire 11501 30300 

de montfort university 11501 30300 

mba 11501 30300 

dsa 11501 30300 

couchsurfing 11501 30300 

find a phd 9301 11500 

university of portsmouth 9301 11500 

stirling university 9301 11500 

dundee university 9301 11500 

university of greenwich 9301 11500 

university of strathclyde 6501 9300 

queen margaret university 6501 9300 

napier university 6501 9300 

edinburgh napier university 6501 9300 

university of aberdeen 6501 9300 

university of dundee 6501 9300 

heriot watt university 6501 9300 

abertay university 6501 9300 

university of salford 6501 9300 

university of huddersfield 6501 9300 

bradford university 6501 9300 

university of hull 6501 9300 

university of st andrews 4301 6500 

university of stirling 4301 6500 

robert gordon university 4301 6500 

university of plymouth 4301 6500 

university of central 
lancashire 

4301 6500 

university of sunderland 4301 6500 

gmat 4301 6500 

dba 4301 6500 

consultancy 2901 4300 

city university london 2901 4300 

aecc 2901 4300 

skat 2901 4300 

human resource 
management 

1701 2900 

warwick business school 1701 2900 

insead 1701 2900 

business management 1701 2900 

supply chain management 1701 2900 
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management consulting 1701 2900 

business management 1701 2900 

human resource 
management 

1701 2900 

glasgow uni 1701 2900 

telford college 1701 2900 

university of durham 1701 2900 

university of wales 1701 2900 

harvard business school 1701 2900 

international business 851 1700 

operations management 851 1700 

strategic management 851 1700 

business finance 851 1700 

cranfield school of 
management 

851 1700 

the university of sheffield 851 1700 

regulatory affairs 851 1700 

master of science 851 1700 

operations management 851 1700 

strategic management 851 1700 

strathclyde university jobs 851 1700 

strath 851 1700 

universities in scotland 851 1700 

heriot-watt university 851 1700 

mba meaning 851 1700 

mba degree 851 1700 

dbarc 851 1700 

database administrator 851 1700 

fire alarm sound 851 1700 

cranfield school of 
management 

851 1700 

boatshop24 851 1700 

packaging design 851 1700 

downtown song 851 1700 

vortex optics 851 1700 

limited liability partnership 851 1700 

krak 851 1700 

rejseplanen 851 1700 

business marketing 501 850 

business analytics 501 850 

postgraduate diploma 501 850 

management consultancy 501 850 

talent management 501 850 

corporate strategy 501 850 

phd uk 501 850 

internet marketing 501 850 

organisational behaviour 501 850 

health economics 501 850 

business marketing 501 850 

strathclyde uni 501 850 

strath nemo 501 850 

nemo strath 501 850 

university glasgow 501 850 

uni of glasgow 501 850 

university of glasgow 
address 

501 850 

number 16 glasgow 501 850 

my campus glasgow 501 850 

online mba 501 850 

mba london 501 850 

mba rankings 501 850 

what is an mba 501 850 

dbangz 501 850 

diamond blackfan anemia 501 850 

bbva compass 501 850 

fotografia 501 850 

legal zoom 501 850 

ddb 501 850 

kbb 501 850 

phd scholarships 201 500 

international marketing 201 500 

brand management 201 500 

international management 201 500 

marketing communications 201 500 

marketing management 201 500 

brand development 201 500 

strategic marketing 201 500 

healthcare management 201 500 

sports marketing 201 500 

corporate communications 201 500 

global marketing 201 500 

human resources 
management 

201 500 

management information 
systems 

201 500 

sales training 201 500 

business economics 201 500 

management science 201 500 

development studies 201 500 
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brand marketing 201 500 

new product development 201 500 

marketing research 201 500 

business information 
systems 

201 500 

product marketing 201 500 

how long is a phd uk 201 500 

how to get a phd uk 201 500 

brand management 201 500 

human resources 
management 

201 500 

international marketing 201 500 

management information 
systems 

201 500 

marketing communications 201 500 

marketing management 201 500 

university of strathclyde 
address 

201 500 

university of strathclyde 
ranking 

201 500 

university of strathclyde jobs 201 500 

strathclyde university 
courses 

201 500 

strathclyde university open 
day 

201 500 

strathclyde university 
ranking 

201 500 

university strathclyde 201 500 

universities in glasgow 201 500 

glasgow universities 201 500 

strathclyde email 201 500 

strath email 201 500 

glasgow university address 201 500 

university in scotland 201 500 

no 16 glasgow 201 500 

university of glasgow logo 201 500 

glasgow postcodes 201 500 

glasgow g1 201 500 

library strathclyde 201 500 

glasgow uni gym opening 
times 

201 500 

strathclyde graduation 201 500 

jordanhill college 201 500 

mba courses 201 500 

master of business 
administration 

201 500 

mba uk 201 500 

mba jobs 201 500 

what is mba 201 500 

masters in business 
administration 

201 500 

oxford mba 201 500 

dba meaning 201 500 

guloggratis 201 500 

dbase 201 500 

danske spil 201 500 

cranfield university ranking 201 500 

nt news 201 500 

dba.dk 201 500 

ntfl 201 500 

design council 201 500 

sound pressure level 201 500 

masters in marketing 101 200 

design management 101 200 

finance management 101 200 

applied economics 101 200 

business consulting 101 200 

engineering management 101 200 

innovation management 101 200 

phd in uk 101 200 

strategic communications 101 200 

production engineering 101 200 

production management 101 200 

business management 
masters 

101 200 

marketing dissertation 
topics 

101 200 

marketing masters 101 200 

masters in marketing 101 200 

msc marketing 101 200 

university of strathclyde 
glasgow 

101 200 

university of strathclyde 
library 

101 200 

university of strathclyde logo 101 200 

strathclyde university 
address 

101 200 

strathclyde university library 101 200 

uni of strathclyde 101 200 

strathclyde uni open day 101 200 

strathclyde open day 101 200 

glasgow university postcode 101 200 

glasgow university webmail 101 200 

glasgow uni login 101 200 

universidad de glasgow 101 200 
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university of glasgow 
glasgow 

101 200 

university of glasgow sports 101 200 

glasgow university news 101 200 

glasgow metropolitan 
college 

101 200 

university of scotland 101 200 

university of dundee address 101 200 

elite private plates uk 101 200 

andrew ure hall 101 200 

strathclyde careers 101 200 

strathclyde uni jobs 101 200 

strathclyde key dates 101 200 

strathclyde jobs 101 200 

strathclyde university 
accommodation 

101 200 

heriot-watt 101 200 

school of english 101 200 

mba stands for 101 200 

mba online 101 200 

business masters 101 200 

what is a mba 101 200 

mba degree uk 101 200 

mba qualification 101 200 

whats an mba 101 200 

what is an mba degree 101 200 

dba uk 101 200 

gul og gratis 101 200 

design business association 101 200 

lauritz 101 200 

database administrator 
salary 

101 200 

database administrator jobs 101 200 

bruun rasmussen 101 200 

scanbot 101 200 

dbam o zdrowie 101 200 

d banj 101 200 

midwayusa 101 200 

graphic design companies 101 200 

nordea netbank 101 200 

consumer marketing 51 100 

corporate communication 51 100 

ebusiness 51 100 

sales management 51 100 

international economics 51 100 

the university of plymouth 51 100 

global business 51 100 

business research 51 100 

arts management 51 100 

sport management 51 100 

general management 51 100 

business communications 51 100 

global management 51 100 

phd jobs uk 51 100 

phd length uk 51 100 

phd fees uk 51 100 

marketing masters london 51 100 

computer science phd 51 100 

marketing teacher 51 100 

university of strathclyde 
business school 

51 100 

university of strathclyde 
business school 

51 100 

university of strathclyde 
acceptance rate 

51 100 

strathclyde university 
pegasus 

51 100 

strathclyde scotland 51 100 

strathclyde university logo 51 100 

strathclyde university gym 51 100 

strathclyde university access 
course 

51 100 

strathclyde university 
graduation 

51 100 

university of strathclyde 
graduation dates 2018 

51 100 

strathclyde university 
postgraduate 

51 100 

strathclyde university 
engineering 

51 100 

strathclyde university 
summer school 

51 100 

university of strathclyde 
graduation lists 

51 100 

strathclyde glasgow 51 100 

glasgow strathclyde 51 100 

strathclyde engineering 51 100 

strathclyde uni gym 51 100 

strathclyde alumni 51 100 

strathclyde logo 51 100 

strathclyde nemo 51 100 

nemo strathclyde 51 100 

glasgow university it services 51 100 

university of glasgow phone 
number 

51 100 
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glasgow university contact 51 100 

glasgow university campus 51 100 

uni glasgow 51 100 

glasgow university sport 51 100 

university of the west of 
scotland notable alumni 

51 100 

college in glasgow 51 100 

dundee university address 51 100 

university of glasgow 
courses 

51 100 

edinburgh uni email 51 100 

university of glasgow 
notable alumni 

51 100 

edinburgh university address 51 100 

royal college building 
strathclyde 

51 100 

strathclyde hospital 51 100 

strathclyde courses 51 100 

university of glasgow gift 
shop 

51 100 

strathclyde careers service 51 100 

strath careers 51 100 

strathclyde gym 
membership 

51 100 

strathclyde law school 51 100 

outlook strath 51 100 

strathclyde phd 51 100 

the robert gordon university 51 100 

mba salary 51 100 

mba degree requirements 51 100 

what is mba all about 51 100 

what is a mba degree 51 100 

mba program 51 100 

master mba 51 100 

master in business 
administration 

51 100 

mba syllabus 51 100 

oxford mba fees 51 100 

mba wiki 51 100 

what is dba 51 100 

what is a dba 51 100 

dba sound 51 100 

doctor of business 
administration 

51 100 

oracle dba 51 100 

soyb 51 100 

autouncle 51 100 

dba jobs 51 100 

oracle dba jobs 51 100 

den blå avis 51 100 

dbassist 51 100 

construction noise 51 100 

bukowskis 51 100 

ford forums 51 100 

eagle optics 51 100 

oracle database 
administrator 

51 100 

chartered society of 
designers 

51 100 
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By the end of their third 
year, all students are 
required to obtain 
approval of their 
dissertation proposal by 
their Dissertation Chair 

Online or 
Outreach Event + 
$105 application 
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All incoming students, regardless of 
need and background, are awarded a 
fellowship which includes tuition, 
single-person health fees, and a living 
stipend ($41,700 for 2018-2019) 
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Business marketing 
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find the required 
info. 
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Economic and Social Science Research 
Council (ESRC); Gates Cambridge 
Scholarships 
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pages and search is 
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All information is 
very spread out - 
difficult to find and 
requires several 
clicks and back 
clicks to find the 
full information set 
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students beginning their PhD 
program in September 2019 are now 
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 Food marketing and consumption 
Services marketing and consumption 
Consumption, life course and family 
life cycle transitions 
Marketing strategies and practices 

Info not available 
from root, but from 
Google search easy 
to navigate 
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A personal statement of 
no more than 1000 
words 

Online form 

 RTP Fee-offset scholarship you need 
to be an Australian citizen, 
permanent resident, permanent 
humanitarian visa holder or New 
Zealand citizen. Commonwealth 
Supported Place (CSP) tuition fees are 
subsidized by the Australian 
Government. You pay a student 
contribution amount determined 
each year by the Australian 
Government and the subjects you 
enroll in, not the overall course 
you're studying. 
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Advertising and communications 
Consumer behaviour 
Corporate social responsibility 
Entrepreneurial marketing and new 
product development 
Marketing management and strategy 
Services and relationship marketing 

No direct 
navigation route on 
site - either search 
on site or google to 
find required 
information. 
However, website 
is well informed 
with success stories 
and all information 
easy to find 
together 
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Personal statement 
motivating your choice 
of pursuing a PhD  

application fee of 
€50 
Online Form 

HEC Paris and the HEC Foundation 
offer Excellence Scholarships to all 
PhD student. Each PhD student 
admitted to the program receives a 
full tuition waiver, an annual cost of 
living scholarship as well as financial 
support for conference presentations, 
research visiting positions and job 
market events. 
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Quantitative Modeling 
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Very intuitive, easy 
to use site with all 
information very 
accessible 
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motivating your choice 
of pursuing a PhD  

Online Form + 
$80 Application 
Fee 

All admitted Wharton doctoral 
students receive a fellowship that 
covers the cost of tuition and health 
insurance and provides a stipend. 
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Very easy to find 
PhD information - 
but subject-specific 
info is slightly more 
difficult 
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Variety of funding opportunities, 
some internal, some external, varying 
nationalities 
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 consumer behaviour, online and 
omnichannel retailing, social media 
marketing, supply chain management 
and sustainability 

Only appears to be 
fashion marketing. 
Additional clicks 
required to find 
funding 
information 
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3,000 Words Research 
Proposal 

Contact 
supervisor, then 
Online form 

We offer competitive PhD 
Scholarships to exceptional applicants 
and these cover full tuition fees, living 
allowance, research support and 
conference budget.  + ESRC Funded 
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 marketing; strategic management; 
international business and enterprise; 
organisational behaviour and human 
resource management; operations 
management. 

Very smooth flow, 
all information is 
sequentially 
available 
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Application fee 
for online or 
paper-based 
application is at 
S$50.00 (inclusive 
of GST) 

President's Graduate Fellowship 
NUS Research Scholarship 
NUS Research Scholarship - Centre for 
Family and Population Research 
(CFPR) 
Yale-NUS Research Scholarship 
FASS Scholarship in Buddhist Studies 
Commonwealth Scholarship 
Harvard-Yenching Institute (HYI)-NUS 
Joint Scholarship Program 
Tuition Fee Allowance 
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All admitted MS/PhD students are 
awarded with a full tuition 
scholarship. Continuation of the 
tuition scholarship depends on the 
student’s progress in the program. 
In addition to tuition scholarships, 
MS/PhD students may receive a 
monthly stipend in exchange for 
academic duties such as research 
assistance, teaching assistance and 
exam proctoring. 
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 consumer culture theory, consumer 
decision making, marketing strategy 
or social marketing. 

Info hard from 
root, easy from 
google 
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 locate your 
research and 
prepare a 
research 
proposal, then 
online form 

The Prospects website provides 
information about funding 
postgraduate study in the UK. Some 
schools at the University offer their 
own scholarships so you should 
contact them directly to check 
whether they offer any funding not 
included in the database. 
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Global and Strategic Marketing 
Consumer Behaviour, Branding and 
Communications 

All general 
information 
presented before 
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not overly intuitive 
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S$53.50 

The University provides research 
scholarships to candidates with 
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enable them to pursue Doctor of 
Philosophy (PhD) programs by 
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consumer behaviour and empirical 
and game theoretic modelling 

No subject-specific 
on root site but 
general 
information easy to 
find and Subject 
info easy to find 
from google. There 
is a discount 
internationally for 
service obligation 

2 

Un
iv

er
si t

y o
f B

at
h 

9 1 

2:
1 

Ba
ch

el
or

 D
eg

re
e  

N
O

 

IE
LT

S  

Apply to join a pre-
defined research 
project or develop your 
own proposal. You must 
find an academic that 
will be able to supervise 
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profile.  

Online form 
Supervisor 
Contact 

variety of funding opportunities, 
some internal, some external, varying 
nationalities 
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List of professors and their interest 
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Very difficult to 
find the required 
info, easy to get 
lost, although the 
fun facts are ideal 
for finding the 
information once 
page is located 
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Research Proposal Online form 
Variety of funding opportunities, 
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nationalities 
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doctoral school 
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 Online Form + 
HK$180 

Hong Kong PhD Fellowship Scheme 
(HKPFS), which was established by 
the Research Grants Council (RGC) of 
Hong Kong to attract the best and 
brightest students in the world to 
pursue their PhD studies in Hong 
Kong's institutions. 
 
The Fellowship provides the awardee 
with a monthly stipend of HK$25,100 
(~USD3,220) and a conference travel 
allowance of HK$12,600 (~USD1,600) 
per year for a maximum period of 
three years. The Fellowship awardees 
will also receive an Excellent Research 
Award of HK$40,000 (~US$5,000) in 
the first year of study. 
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page 
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Kellogg provides financial support to 
admitted PhD students, including 
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Fellowship stipend 
Teaching and research assistantships 
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coverage in the Northwestern 
Student Health Insurance Plan as a 
full-time registered and funded 
graduate student. 
Subsidy for purchase of a computer 

U
S
D 18

68
9.

00
 

18
68

9.
00

 

brand management; competitive 
advantage; data analytics and 
analysis; pricing and promotion; 
channel management; statistical 
learning; digital marketing; 
uncertainty, motivation, and 
consumer identity characteristics; 
judgment and decision making; trust 
and deception in market exchanges; 
neuro-marketing. 

 3 



 61 

Un
iv

er
sit

y 
of

 Q
ue

en
sla

nd
 

1 1 

2:
1 

Ba
ch

el
or

 D
eg

re
e 

or
 M

er
it

 
M

as
te

rs
 

N
O

 

IE
LT

S 
TO

EF
L  

 Online form 

As an international student, you 
might be eligible for financial aid – 
either from your home country, or 
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Appendix 4 – Extended Facebook Analysis 
The following data is accurate as of July 1st and documents the figures from June 1st to June 31st. 

  

 
University 

No. 
Followers 

No. PhD-
Related 

Posts 

No. 
Video 

No. 
Photo 

No 
Academic 

Blog 

No. Other 

(Text, Event, 
External 

Article) 

Total 
No. 

Posts  

Engagement 
Rate 

Harvard Business 
School 567270 4 3 9 16 47 75 0.004% 

University of 
Cambridge 

 Judge Business 
School 

9000 1 0 4 6 12 22 0.056% 

LSE 458644 1 7 5 19 24 55 0.005% 
University of 

Edinburgh 20455 5 4 8 1 1 14 0.093% 

Nottingham 
University 2541 0 0 0 0 3 3 0.079% 

University of 
Melbourne 25691 0 0 0 0 0 0 0.019% 

HEC Paris 143553 3 12 8 4 5 29 0.017% 
The Wharton 

School University of 
Pennsylvania 

143088 1 1 7 7 18 33 0.014% 

University of 
Manchester 31689 8 12 23 9 33 77 0.003% 

University of 
Glasgow 11320 2 12 2 0 0 14 1.016% 

University of 
Singapore (NUS) 43384 1 5 12 1 23 41 0.093% 

Bilkent University        0  

Leeds University 12525 2 3 4 11 13 31 0.120% 
Nanyang 

Technological 
University 

110467 2 1 4 0 2 7 0.008% 

University of Bath 5644 2 7 6 1 5 19 0.177% 
Warwick University 19978 4 3 9 1 19 32 0.085% 

Maastricht 
University 17092 3 2 4 2 11 19 0.211% 

Lancaster 
University  42304 2 5 17 0 25 47 0.005% 

Hong Kong Baptist 
University 7671 0 1 4 0 4 9 0.124% 

University of 
Strathclyde 7,679 4 0 10 10 6 26 0.039% 

Stockholm School 
of Economics 21395 7 1 4 5 39 49 0.030% 

Kellogg School of 
Management 48687 2 1 16 5 7 29 0.010% 

University of 
Queensland 8661 0 11 10 3 17 41 0.058% 

Monash University 6772 2 2 4 0 6 12 0.134% 
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Appendix 5 – Extended YouTube Analysis 
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Harvard Business School 945925 3335 B- 2208120 172587 886 C+ 57540  

University of Cambridge 
 Judge Business School 165139 1019 B- 127920 5808 517 C 3330  

LSE 132235 2733 C+ 110610       
University of Edinburgh 50489 708 B- 129060 1592 139 C 2160  

Nottingham University 37230 2672 C+ 172740       
University of Melbourne 30930 1624 C+ 213090 1397 244 C 6180  

HEC Paris 26807 748 C+ 79710       
The Wharton School University of 

Pennsylvania 24191 537 B- 395760 51168 584 C+ 142740  

University of Manchester 17938 614 C+ 53820 2354 688 C 780  

University of Glasgow 13335 315 C+ 29190 450 155 C 2300  

University of Singapore (NUS) 12967 847 C+ 20820       
Bilkent University 11208 671 B- 194820       
Leeds University 8533 1036 C+ 38130 1094 177 C 5250  

Nanyang Technological University 8066 327 C+ 48840 808 163  0  
University of Bath 7019 6008 C+ 37050 1204 132 C 8340  

Warwick University 6974 634 C+ 33030 2807 260 C 14370  

Maastricht University 5693 1484 C+ 30480 1858 136 TBD 0  

Lancaster University  5106 727 C+ 3930 1782 508 D- 4440  

Hong Kong Baptist University 4131 245 C 8580       
University of Strathclyde 2,926 163 C 8040 1,403 209 C 6360  

Stockholm School of Economics 1036 62 C 3090       
Kellogg School of Management 424 6 D+ 600       

University of Queensland   408 B- 105540 869 305 C 1710  

Monash University   384 C+ 108660 4680 240 D- 180060  
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Appendix 6 – Full Survey Responses 
 

Each respondent was asked the following questions: 

1. How did you become aware of the University of Strathclyde and its PhD study opportunities? 
2. What made you opt to study at the University of Strathclyde as opposed to other HE institutions? 

Respondent 1 

1. “I found out about PhD study at Strathclyde University from my husband when he was applying 
for MSc programs. He was in communication with Eleanor Shaw regarding his application to 
Strathclyde and she recommended he pursue a fully funded PhD instead. This swayed him 
towards choosing Strathclyde over other schools like Edinburgh. After living in Glasgow during his 
PhD, learning from his experience at Strathclyde and becoming engaged with the Strathclyde 
community, I decided to follow his example and complete my PhD here, too.” 

2. “I decided to attend Strathclyde, because I was impressed by the supervision my husband 
received at the Hunter Centre and wanted to complete my PhD under the supervision of Sara 
Carter, my current supervisor. I also really liked the community of the Hunter Centre and 
Strathclyde University as a whole.” 

Respondent 2 

1. “University's internet site” 
2. “Academics with an interest in the area of my work and the part time option” 

Respondent 3 

1. “Through the website.” 
2. “I had completed a Master of Science in Economic Management and Policy in 2010 at Strathclyde. 

It was a very positive experience and Roger Perman who was directing the program is my current 
PhD supervisor.” 

Respondent 4 

1. “Previously worked at CMAC based in the TIC here at Strathclyde aware of the business school.” 
2. “It's association with CMAC, my previous work connection with Strathclyde, and because it is the 

highest ranked business school in Scotland.” 

Respondent 5 

1. “Through a search online for the institution that do researcher in Project area.” 
2. “Because I located the right Supervisor.” 

Respondent 6 

1. “I was aware of Strathclyde’s standing in the academic community whilst working with business 
schools across the UK. However, the differentiator for me was an initial discussion with Eleanor 
Shaw followed by an introduction to Niall MacKenzie, Tricia Findlay and Colin Lindsay.” 

2. “The debate and guidance from Niall, and ultimately Tricia and Colin, was invaluable to me and 
was the primary driver for pursuing my PhD at Strathclyde. I talked with several universities and 
no other university debated and guided in such a friendly proactive manner.” 

Respondent 7 

1. “I found out through a friend who had studied his MSc with me at Strathclyde and now works in 
the Department of Marketing.  He knew the department was looking for candidates and 
suggested I apply.” 

2. “I had studied my MSc at Strathclyde so felt comfortable with the facilities and the staff.  Also, it 
was convenient to where I lived.” 
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Respondent 8 

1. “It was simply the name of my department and its prominence in our field. That's why when I 
heard that there are plans in the faculty to merge departments, I was disappointed. “ 

2. “The Hunter Centre for Entrepreneurship is well recognized worldwide for 
entrepreneurship scholars. It is a brand on its own that the university should build on and utilize 
wisely.” 

Respondent 9 

1. “I looked up online at the uni’s website and came across funded PhD that was related to my 
interest and background. I found this under Research Opportunities.” 

2. “I was already living in Glasgow and wanted to study a PhD in Glasgow, so my options were either 
Glasgow Uni or Strathclyde. The PhD topic related to my background and interest was available / 
offered by Strathclyde at the time only.” 

Respondent 10 

1. “I had previously studied both my undergrad (SIPBS) and masters (SBS) degrees here and at the 
end of my masters was offered a PhD by my dissertation supervisor. I decided to take a break 
from uni and then came back after 6 months and accepted his offer.” 

2. “I had already built a good relationship with my supervisor and our interests aligned well. I felt no 
benefit to studying at another university” 

Respondent 11 

1. “I worked at Stirling University and did my MRes there. There is a well-established path between 
Stirling and Strathclyde with staff changing institutions often. I used my contacts and previous 
networking experience at academic events to identify a potential supervisor at Strathclyde. I 
secured my place and he helped me apply for a scholarship here whilst I also applied for funding 
through my previous supervisor at Stirling. The first year neither Stirling or Strathclyde were 
successful, but I had places at both and deferred for a year allowing me to apply for a second try 
at funding. The second year I applied for a scholarship at Strathclyde again (through the 
prompting of my supervisor) and was successful.” 

2. “Mainly the support of potential supervisor, commuting distance (I have a young family and can 
get here within 2 hours), the reputation of the Business School and of course the financial 
support of a full scholarship for my project. I had to give up a good full-time job to do this!” 
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Respondent 12 

1. “I found out via my supervisor when I was doing an undergraduate. He encouraged me to apply 
for a scholarship that means I could miss out on Masters and catch up on additional classes 
during my PhD. He guided me through the process and put me in touch with people who have 
gone through the application and were currently studying. A lot of my information then came 
from these researchers that were able to share the reality of doing a PhD.” 

2. “The University has a good reputation and I knew I wanted to keep working with the same 
supervisor. He was enthusiastic, knowledgeable about my area and very motivating. Also, for 
business students there are a lot of opportunities and I knew I would have a different chance 
throughout.” 

Respondent 14 

1. “I was finishing up my MSc at Warwick, hoping to do my PhD there. But then funding was cut, and 
my supervisor said a colleague of his, George, was offering a fully funded PhD position in the SBS 
and was having trouble filling the spot.” 

2. “They were looking for a particular type of researcher. I fit the bill and George and I hit it off really 
well, so I was offered the spot and I took it.” 

Respondent 15 

1. “I applied for a specific project through an agent and found out about the uni afterwards” 
2. “Strathclyde is the only uni to offer this project” 

Respondent 16 

1. “A web search for the name of the supervisor I wanted” 
2. “The Hunter Centre were familiar with my chosen topic” 

Respondent 17 

1. “A Professor at my undergraduate course recommended Strathclyde, so I searched online” 
2. “There is similar research to my interests” 

Respondent 18 

1. “I was approached by teaching staff during my MSc course at Strathclyde” 
2. “I was awarded a scholarship and the support from the staff in drafting my proposal was 

invaluable” 

Respondent 19 

1. “I had previously completed an MSc at Strathclyde” 
2. “T4 Visa means you must meet your sponsor and it saved time to stay at Strathclyde where I 

already knew the teaching staff” 

Respondent 20 

1. “Find a PhD” 
2. “Not too much of a transition from Edinburgh and closer to friends” 

Respondent 21 

1. “A Professor in the Czech Republic recommended that I study at Strathclyde” 
2. “I study Economics and also Engineering and can combine in the business school” 

  



 67 

Appendix 7 – IMC Gannt Chart 
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Marketing Tactics                                                     
Online PR Activity                                                     
International Press Releases (digital)                                                     
Domestic Press Releases (digital)                                                     
Offline PR Activity                                                     
Broadsheet submissions (domestic)                                                     
Broadsheet submissions (international)                                                     
Agents/Governments/Sponsors                                                     
Communications with Agents                                                     
Agents Facilitate Promotion to Students                                                     
Online Directory Listings                                                     
General Opportunities (Find a PhD)                                                     
Specific Listings (Find a PhD) as required 
Email Newsletters                                                     
General Interest Story                                                     
Application Prompts                                                     
Content Marketing                                                     
YouTube Hygiene                                                     
YouTube Hub                                                     
YouTube Hero                                                     
Facebook Video                                                     
Facebook Photo / Blog / Text Content                                                     
Instagram Photo & Text                                                     
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Appendix 8 – Sample Lead Clarification 
 

• Current Degree Level 

• Academic Experience / Publications 

• Industry Experience 

• Motivations for pursuing PhD 

• Funding method (grant, self-funded, corporate etc.) 

• Research Interests 

• Primary Department 

• Specific Supervisor 

• Proposed Start Date 




