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Brief and objectives: 
Manchester Metropolitan University is part of the UK’s most popular student city and 
receives the third highest number of student applications in the UK. 
 
Met Magazine is a hiqh-quality printed magazine introduced in Spring 2016 as a new 
initiative from Vice-Chancellor Malcom Press to engage with key stakeholders, influencers 
and potential advocates. 
 
It has a print distribution of 27,000 copies and is also distributed digitally. Copies are 
distributed to alumni and senior stakeholders (business leaders, MPs, governors) and placed 
on stands across campus. 
 
Following the publication of the first edition, Intelligent Conversation was commissioned to 
work with the University’s press office in further developing Met Magazine. The scope of 
review comprised: design and layout; ensuring content matches strategic marketing goals; 
identifying stakeholder engagement opportunities; expanding distribution to business 
readers. 
 
Intelligent Conversation worked alongside the University’s in-house press office and design 
team on the 2016 autumn/winter and 2017 spring/summer editions of Met Magazine. 
 

Rationale behind campaign, including research and planning: 
In the increasingly competitive Higher Education market, Vice-Chancellor Malcolm Press 
recognised the need for the University to improve communication with stakeholders and 
potential ambassadors at regional, national and international level. 
 
In an overcrowded world of digital communication, the aim of Met Magazine is to provide a 
memorable and high quality read, giving insight into what makes Manchester Metropolitan a 
world-class institution. In order to compete for attention, its central principle is never to 
compromise on great storytelling. 
 
Running to 68 pages of full colour print, Met Magazine mirrors the aesthetics and editorial 
standards of a quality consumer title while also delivering strategic marketing messages. 
Content reflects the University’s five brand pillars: ambition, sustainability, place, community 
and partnership. Some content is ‘repackaged’ for PR use with third party media following 
publication. 



Reader research provides positive feedback for the approach taken (See measurement and 
evaluation). 
 

Strategy and tactics, including creativity and innovation: 
Great storytelling is the central principle behind Met Magazine; its success depends on the 
strength of the journalism and PR skills of its editorial team, who harness their expertise to 
produce compelling brand journalism that will hold the attention of a time-pressed target 
audience. 
 
Ongoing design and editorial changes have improved the reader experience. Met Magazine 
is now perfect bound, increasing the feel of a quality publication. Cover art is selected to 
increase the visual impact and appeal of the magazine. Research and planning sessions 
ensure that content delivers against PR objectives. 
 
Compelling content and stunning design is Met Magazine’s strength: 
 

 Game Of Thrones actor John Bradley is cover star of the Spring/Summer 2017 issue 
– weeks before the world’s most popular TV programme airs 

 Three of the UK’s top poets, all Manchester Writing School staff, were interviewed 

 A fake news feature highlights Professor Keith Still’s role in assessing crowd 
numbers at the Trump inauguration 

 Met Magazine provides opportunities to engage with senior influencers, with opinion 
articles written by members of the broader community, including Greater Manchester 
Police Chief Constable Ian Hopkins, Manchester International Festival Creative 
Director and CEO John McGrath and Dr Jon Lamonte, Chief Executive of Transport 
for Greater Manchester. 

 
The magazine’s budget includes the commissioning of original artwork to illustrate articles, 
alongside quality photography taken by in-house photographers. 
 
Met Magazine is also used as a platform for key PR initiatives, ensuring that it is fully 
integrated with the University’s wider marketing and communications activity. It launched a 
major new initiative from the Vice-Chancellor, the First Generation scheme to support school 
leavers in becoming the first from their families to go to university. Met Magazine also 
celebrated the success of the University’s annual Manchester Writing Competition by 
publishing the winning short story and a selection of winning poems. 
 

Implementation of tactics: 
By following the global news agenda and incorporating the University’s PR goals, Met 
Magazine delivers content that will be compelling throughout its six-month shelf life. 
 
It competes for attention in crowded spaces and its bold and attractive design reflects the 
University’s brand values. 
 
Contributed content (op ed articles) enable the University to forge closer links with partners 
and supporters. 
 

Content and design ideas are continually refined, with executive-level review. 

 



Measurement and evaluation, including engagement of target readers: 

Qualitative and quantitative research (November 2016 alumni reader survey – 649 

respondents) demonstrates Met Magazine’s success. 

 32% recommended Manchester Metropolitan to a potential student or family member 
after reading Met Magazine 

 28% looked at postgraduate courses 

 71% said that the magazine strengthens their connection with the University 

 32% visited the University's website 

 2% made a donation to the University 

 6.3% volunteered for an activity such as mentoring or speaking 
 
Following a strategic review of distribution, 4,000 copies are now distributed to strategic 
points across Greater Manchester by MEN Media, including airport business lounges, 
central Manchester business districts and public buildings. 
 
First Generation campaign – the focus of issue two – has already raised more than £100,000 
towards the £1m target. 
 
Anecdotal feedback at a senior influencer level is highly positive. The reader survey 
concluded "Alumni act as brand ambassadors for the University as a result of receiving the 
magazine".  
 

Budget and cost effectiveness: 
The total budget for production of each edition of Met Magazine is approximately £20,000, 
including fees for external support from Intelligent Conversation. 
 
Professor Malcolm Press, Vice-Chancellor of Manchester Metropolitan University, said: 
“The magazine is fantastic and has been extremely well received. It provides us with a 
significant return on investment in terms of incredibly positive PR and sentiment towards the 
University. 
 
“It is one of the very best magazines of its type that I have ever experienced in the Higher 
Education sector. I feel proud to be associated with it." 
 


