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LEAVE NO 
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an omni-channel 
international student 
conversion guide 

Featuring benchmarks from the 2021-2022 international student recruitment cycle
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Introduction 
Since the pandemic, digital communication seems to have 
taken over our lives. Global lockdowns accelerated a shift 
towards instant, digital enquiry channels that we were already 
seeing over the past couple of years from students. But, our 
data	shows	that	prospective	students	still	significantly	use	
traditional communication channels to contact universities. 
In fact, our university partners have so far had a 46% year-on-
year	increase	in	inbound	phone	calls	from	international	offer	
holders during the 2021-2022 student recruitment cycle. 

UniQuest nurtures students at all stages of the recruitment 
journey on behalf of university partners. Since 2013, we’ve 
engaged 1.2M students and managed 25M communications 
that have driven 110K enrolments. 

This guide shares trends we’ve seen from 1.5M inbound and 
outbound	international	offer	holder	communications	we’ve	
managed during the 2021-2022 recruitment cycle across one-
to-one and one-to-many channels. Analysing this data, we’ve 
identified	the	channels	students	choose	to	communicate	
with universities most and tactics for increasing engagement 
through an omni-channel approach. 

In this omni-channel international student conversion guide, 
you’ll learn:

• Top	offer	holder	enquiry	channels	across	key	international	
markets 

• The channels that have the greatest impact on international 
student conversion

• How	to	generate	more	engagement	with	offer	holders	to	
build	affinity	and	increase	enrolment
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International offer holder inbound communication trends
Email is far from dead 

Key findings:
It	may	not	be	the	cool	new	tech,	but	international	offer	holders	
still choose email more than any other channel to contact 
universities. 

Inbound communications via live chat and WhatsApp have 
increased 47% year-on-year across the 2021-2022 recruitment 
cycle to date, making instant messaging the second most 
popular communication medium. Live chat is especially popular 
among Indian students, making up over 1/5th of inbound 
communications	from	offer	holders.	

Although channels like phone calls are a much smaller portion 
of the pie when it comes to inbound communications, there 
are still thousands of students who use these methods to get 
in	touch.	It’s	important	that	recruitment	teams	assign	staff	and	
resources to manage demand across all channels continuously 
throughout the recruitment cycle. Leave no channel behind! 
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Top channels for international offer holder conversion 
September 2020 enrolment analysis 

Engaging international students via live 
chat improves offer to enrol conversion

336%
 

Top tips for optimising live chat engagement 

Signpost to your live chat on every international recruitment web page. 

Prepare your team with a repository of answers to FAQs to resolve 
enquiries as quickly as possible within this real-time engagement 
channel.

Establish protocols for how and when you’ll respond to enquiries 
submitted via live chat after hours. Deliver automated out-of-hours 
messaging to students to inform them when and how they can expect 
your reply.

Webinar attendance improves 
conversion from offer to enrol

143%

Top tips for optimising webinar conversion

Review trends in student FAQs to inform a relevant calendar of events. 
UniQuest data shows the highest conversion rates are for programme-
specific	topics.		

Be	responsive	to	current	affairs.	Across	the	UniQuest	partner	
group, Q&A webinars performed strongly following major COVID-19 
government announcements.

Avoid hosting webinars on Fridays, the least attended day of the week 
for webinars. 
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“
The challenge:

We commissioned UniQuest to support us with our conversion efforts as 
much of the feedback we had from students and other stakeholders was 
that meeting conditions of offers was challenging and there was a great 
deal of anxiety about the safety of the UK as a study destination and how 
teaching would be delivered.

UniQuest were able to rapidly implement a campaign which was highly 
successful in terms of the volume of contacts and the success rate in 
reaching our offer-holders. This had a significant positive impact on 
conversion and we estimate that conversion amongst the contacted group 
was more than double that of students at similar stages of the application 
journey who were not contacted.

Furthermore, the insight that we got from the campaign was important 
feedback that informed our admissions and onboarding planning.

Charlie Pybus
Head of International Student Recruitment, University of Bristol

University of Bristol case study
Going omni-channel to improve Chinese offer holder conversion 

”

Omni-channel methodology 
An omni-channel approach engages students 
across	digital	and	offline	channels	in	an	integrated	
way such that students have a joined-up and 
seamless experience between the channels they 
use.

Omni-channel engagement is the strategy we 
deliver for our partners because we know from 
decades of international student conversion 
experience that cohesive, personalised 
engagement is critical to conversion rate 
optimisation.

Under a siloed multi-channel approach, it’s 
particularly	difficult	to	get	students	from	China	
to respond to email and phone calls. But, omni-
channel communication planning and delivery 
significantly	increases	engagement	and	is	
especially critical in increasing Chinese student 
conversion.
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University of Bristol case study
Delivering an omni-channel strategy tailored to the local market

A local approach 
Chinese students can be very sceptical of phone calls 
from unrecognised phone numbers, so the UniQuest 
team built trust through localised email messaging in 
advance of calling campaigns. Emails sharing plans to 
call students and promoting the University of Bristol’s 
WeChat account nurtured trust and created anticipation.

Emails were written in Mandarin and English to improve 
engagement with the content of the email. Subject lines 
and the sender email address were localised to Mandarin 
to optimise open rates, which reached as high as 74%.
A common technical barrier to reaching Chinese students 
by phone is that China often blocks foreign numbers. To 
avoid being blocked, the UniQuest technical solutions 
team set up a regional phone number for the University. 
Understanding the importance of authenticity and 
University branding, we used features in the UniQuest 
telephony system enabling a vanity number so that the 
regional phone number appeared as the University’s 
UK phone number on students’ phones. In other words, 
from the government’s perspective the phone number 
was Chinese but from students’ perspectives, the 
number was a UK phone number.

To deliver a cohesive student experience across all 
channels,	we	offered	the	same	multi-lingual	options	
on phone and WeChat that had resonated over email. 
UniQuest	Enrolment	Advisers	fluent	in	Mandarin	
managed all phone outreach and enquiries received over 
the University’s WeChat account.

The results
As	part	of	a	broader	campaign	targeting	overseas	conditional	offer	holders,	
UniQuest and the University of Bristol achieved a successful phone contact 
rate	of	60%	with	6,000	Chinese	offer	holders	by	tailoring	outreach	to	local	
customs and developing a cohesive communication journey across key 
channels – email, phone and WeChat.

Multi-channel

Omni-channel
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How you can generate international student engagement and 
maximise enrolment

Be accessible through all communication 
channels – even the old-fashioned ones 
Creating a dialogue with students means meeting them where 
they	are	–	online	or	offline.	Allocate	team	members	and	
resource to cover the range of channels students use to get to 
know a university. 

This includes:

• Phone 
• Email
• Live chat 
• Instant messaging apps like WhatsApp,  

WeChat and Facebook Messenger 
• Video conferencing
• Digital forms on the website 
• Events 

Be clear about how students can get in touch
Make it obvious how students can reach you across the various 
channels you have open to them. Signpost your relevant phone 
numbers, email addresses, digital enquiry forms, live chat etc. 
As part of our onboarding process, we perform a website audit 
for	our	partners	and	so	often	we	find	that	the	full	breadth	of	
opportunities to enquire are hidden. It should be a no-brainer 
for international students to understand how they can contact 
you from the relevant pages of your University website.

reciprocal 
engagement 
increases 
international offer 
conversion by 26%

Be personal and GDPR/PECR 
compliant
There is both a legal and strategic imperative 
to contacting students in line with their 
communication channel preferences. Ensure 
every outbound communication you send 
is relevant to the student’s concerns and 
interests. Capture communication channel 
preferences	at	the	point	of	first	enquiry	
and on an ongoing basis in your follow-up 
communications as preferences evolve over 
time. Continuously manage consent not only 
to comply with GDPR and PECR regulations but 
also to avoid wasting your time in channels 
where the student doesn’t want to engage. 
See our blog for tips on managing GDPR 
compliance in student recruitment. 

Be proactive! 
If you want great relationships with your 
students, you can’t just wait for them to come 
to you. Responding to all enquiries in a timely 
manner is just part of the puzzle. Consistent, 
proactive outreach to nurture student interest 
is absolutely essential to fostering two-way 
conversations and ultimately increasing your 
offer	conversion	rates.	Our	2020	enrolment	data	
shows that generating reciprocal engagement 
– i.e. two-way communication with students – 
increases	international	offer	conversion	by	26%.82% 

of students expect 
a response to their 

enquiry within 
24 hours.

Get in touch on the channels below

Live chat

Facebook

WhatsApp

Email

Speak to a student

* UniQuest channel choice menu

“

https://www.uni-quest.co.uk/student-engagement-insights/imperatives-to-manage-ongoing-gdpr-compliance-in-student-recruitment/
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Want to grow or diversify your international 
enrolments? We can help!
Working as an extension of your University’s recruitment and 
admissions teams, we build and manage omni-channel engagement 
journeys that increase international offer conversion and enrolment.

Transform student engagement
In harmony with intelligent automation powered 
by the UQ Platform, UQ Enrolment Advisers 
engage	international	UG	and	PG	offer	holders	
one to one, providing information, advice and 
reassurance	to	nurture	interest	from	offer	all	the	
way through to enrolment.

One-to-one support includes:

• Three rounds of proactive phone calls from the 
point	of	offer

• Focused, targeted outreach campaigns to 
maximise	firm	acceptances,	deposits	and	
enrolments

• Personal email messaging

• Invitations and follow-up to university events

• Instant messaging via popular tools like 
WhatsApp and WeChat

Access benchmarked insights
Qualitative and quantitative analyses at an 
institutional level alongside benchmarks from 
the UniQuest partner group give you a greater 
strategic understanding of performance both in-
cycle and against year-on-year metrics.

Insights include:

• Decision-making reasons and feedback from 
students	accepting	offers	elsewhere

•	 Marketing	channel	efficacy	and	ROI

• FAQs

•	 Student	profiling	by	market,	study	level	and	
behaviours

• Student satisfaction and expectations

Gain capacity to optimise conversion 
In weeks instead of years, gain a robust, 
scalable and proactive outbound operation that 
complements internal teams. We handle the 
day-to-day operations to deliver an exceptional 
student experience, so your recruitment and 
admissions teams have time back to focus on 
their strategic priorities.
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Chat	with	Peter	about	improving	international	offer	
conversion at your institution.

Let’s discuss conversion strategies

Peter Lynch
Commercial Director

Peter@uni-quest.co.uk

Call on 07944 843569

Book time in Peter’s calendar

mailto:Peter%40uni-quest.co.uk?subject=
https://calendly.com/studentconversion/60min?utm_source=Website+&utm_medium=PDF&utm_campaign=International+omni-channel+Guide  

