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Brief and objectives: 

Bonjoro is  a low cost solution to providing a personalised sentiment to potential students. 

This project came from the need to ensure conversion with our offer holders during Clearing 

by improving the way we communicate with them.  

In 2016 our clearing campaign delivered increased web traffic, phone calls  and offers, 

however due to the intensely competitive nature of Clearing we had to work harder than ever 

to ensure that our offer holders accepted their place. 

The challenge was to develop a robust communications campaign that was both innovative 

and engaging, but also worked within a small budget. 

 

Rationale behind campaign, including research and planning: 

The University hasn’t engaged in the unconditional offer making strategies of other 

universities that are looking to grow their recruitment with a bulk approach. Instead our 

messaging has focused on our individual offers, with the promise of an alternative, such as a 

Foundation Year for those students who don’t meet the conditions of their offer. 

This approach had followed through to clearing.  In previous clearing campaigns, academics 

had phoned offer holders for a quick chat about anything they wanted to know about their 

course, which gave them the chance to ask questions and speak to the academic they would 

be taught by if they accepted their offer.  This personalised approach had worked well, but 

we thought that in a market where potential students were being bombarded by push 

messaging that we could do more to show that we take an interest in each individual 

student. 

We were entering clearing with a target of 800 undergraduate students.  We had planned a 

comprehensive clearing campaign, of which Bonjoro was just one element, but was crucial in 

completing the engagement with the student. 

 



Strategy and tactics, including creativity and innovation: 

Our agency recommended Bonjoro, a low-cost tool that enables personalised video 

messages to be sent direct to the offer holder’s inbox. Using an app the marketing team 

preloaded offer holder email addresses onto ipads which were given to academics to use to 

record and send video messages. 

Putting a face to a name is also a great way for an offer holder to get to know the University 

a little better. For those who had not attended an open day or interview they were meeting 

their course leader for the first time, albeit digitally 

A personalised video message from an academic was delivered straight to the inbox of 

those holding an offer with the University.  The marketing and recruitment teams gave 

academics guidance on how to approach the messaging, but they were unscripted to ensure 

a natural and authentic message.  As 97% of our target audience own a mobile, we had to 

ensure they could be opened on mobile to give the student direct, instant access.   

“Have a great holiday”. 

 

Implementation of tactics: 

As the tool was easy to use and pre-loaded onto iPads for academics, the videos were easy 

to make with minimal disruption to the existing workload during the Clearing process. The 

low-cost nature of the tool was an enabling factor in helping us achieve our goals and the 

immediate nature of the tool meant we could meet our objectives within the timeframe set. 

The video messages lasted no longer than 30 seconds and were from the academic they 

had previously spoken with on the phone. The videos were a follow up from the traditional 

phone call and not a replacement, and so this meant the academic already had some 

knowledge of each individual. This information was useful and meant academics ended 

videos with lines such as “Have a great holiday”. 

Once an offer holder received a Bonjoro, they could also reply to, or like their video. 

Responses included “Thanks for the video, can’t wait to join Uni of Beds now”. 

 

Measurement and evaluation:  

The University of Bedfordshire was the only university to utilise this tool and to take this 

approach in Clearing 2017.  The specific goal for using this new innovative app was to 

engage students to accept their offer with the University.  Without engagement the potential 

risk was from ‘poaching’ behavior by other universities. 

We measured the response by cross checking acceptances with the email addresses of 

those who received a Bonjoro video.  

During clearing 2017 we made 1613 offers  as a pilot 672 Bonjoro videos were sent via 

email to offer holders Off those 534 recipients opened their emails; an open rate of 74%.  Of 

those who opened the videos 316 were watched; that is a 47% watch rate and off those who 

watched 288 accepted their offer with the University, which is 91%.  The offer to accept rate 



was maintained and we achieved our target for 2017-18 recruitment.  Given the change in 

market conditions we were satisfied with this outcome. 

We were equally happy with emotional benefits of Bonjoro with which to create and distribute 

personalised content.  It can be really hard to excite academics when it comes clearing but 

by pitching this to them as a new, innovative product aimed at increasing conversion, they 

soon got on board like it was a new toy in the room.  

With the buy-in from academics  it created a buzz around the clearing room, and gave the 

University the opportunity to land authentic, personalised content into offer holder’s inboxes. 

 
 

Budget and cost effectiveness: 

The cost for a 12 month Bonjoro license was £3,000 + VAT. The 288 undergraduate offers 

that we accepted after receiving a Bonjoro would, after completing a three-year 

undergraduate degree, have generated £2.5m revenue for the University. 

Purchasing a product for £3,000 is still a risk to Bedfordshire when that budget could be 

allocated on channels that are tried and tested.  We now consider it an essential part of our 

integrated campaign in an age when student engagement has never been more important. 

 

 


