
 

 

Category: Outstanding In-House Public Relations Team 

Company: University of Sheffield 

 

 
Number of staff employed - including executive / support staff - and annual 
public relations budget, showing areas directly under the control of the in 
house team: 
Eight PR Professionals (one Head of Media & PR, one Media Relations Manager, one 
External Relations Manager, four Media Relations Officers and a Media and PR apprentice) 
 
Figures for 2016/17: 
 
Total Budget £337,000 

 In-house staff costs £275k 

 International PR support in China and India: £17k 

 Media monitoring £45k 
 

Business objectives and analysis of performance against budget over the past 
three years: 

 Raise the profile of the University of Sheffield among key stakeholders, positioning us 
as a leading research and teaching institution offering a top student experience 

 Safeguard the University’s reputation 

 Support strategic business activities such as student and staff recruitment 

 Act as a pathway to impact for academics within the Research Excellence 
Framework (REF) 

 
The team has a direct impact on student recruitment (average yearly student fee income of 
£273.9million) and research funding, (average yearly research income totalling 
£168.5million). 
 
The team’s media work to promote research played a key role in providing academics 
pathways to demonstrating the impact of their work ahead of the 2014 Research Excellence 
Framework (REF), in which 99 per cent of research at Sheffield was assessed as 
internationally recognised or better. 
 

A brief overview of business / team strategy: 
The PR strategy is to achieve positive media coverage in a wide range of media to enable 
prospective students, funders and leading academics to see what the University has to offer 
by: 
 

 Working in newsroom environment with daily news-scanning and story-planning 
meetings bi-weekly 



 Identifying opportunities for University experts to comment in the media 

 Placing student case studies with relevant media with the best reach to prospective 
students 

 Utilising digital and social media to engage with journalists/promote our news 

 Running a rolling programme of internal/external media training with relevant 
spokespeople to ensure we can proactively promote them but also respond quickly 
and efficiently to media enquiries 

 Close working with the marketing/digital team to ensure our media efforts 
complement paid online promotion tools, SEO and social media to maximise the ROI. 

 

A summary of commitment to CPD and professionalism: 
 CIPR membership across the team 

 Annual Staff Review and Development Scheme (SRDS) including personal objective 
setting 

 Regular attendance at external PR/pitching/writing training workshops 

 Several members have shadowed key PR agencies to share best practice 

 Four team members have completed the CIPR PR Diploma 

 One of the only universities to take on a Media/PR Apprentice enabling them to 
achieve a Level 4 Diploma in Public Relations 

 

A summary of recent outstanding achievements: 
 Awarded Best Media Relations in CIPR awards for Clearing campaign and shortlisted 

for Best Social Media 

 Consistent improvements in quality and quantity of media coverage year-on-year: 
4,387 pieces of media coverage between June 2015-July 2016 – a 79 per cent 
increase from the year before and an overall sentiment score much higher than that 
of our key competitors 

 Generated media coverage in more than 88 countries between June 2014 - June 
2017 with significant exposure in key markets, including: China, India and the US 

 University in top 10 list of universities by readership in The Conversation since UK 
site launched 

 Widespread media work on key research projects since 2014 has led to: changing 
NICE guidelines regarding prescribing antibiotics before invasive dental treatments to 
patients at risk of heart disease - potentially helping to save 35 lives in the UK each 
month; supermarkets changing the way they advertise unhealthy snacks to children 
at the checkout; Transport for London launching a working group to explore potential 
uses of bomb proof bag technology developed at Sheffield 

 Organising and facilitating a major launch event for McLaren Automotive to open 
purpose-built production facility collaborating with the University’s Advanced 
Manufacturing Research Centre 

 Hosting VIP visits including George Osbourne, Sajid Javid, Nicola Sturgeon and 
Duke of York 

 
Recent project highlights include: 
 

 National Apprenticeship Week 2017 - 11 pieces of coverage with online readership of 
162 million, 59 social shares and 276k radio listeners. Training centre summer 
camps for pre-apprenticeship age were fully booked within weeks and a pilot scheme 
of 26 apprenticeship positions at the University were filled due to communications 

 Raising the profile of our academics on the world stage at the UN Climate Change 
Conference for the first time, leading to a number of new collaborations and funding 



opportunities including the Environment Agency asking for advice on their new flood 
defence strategy. 

 

A summary of a campaign you are particularly proud of, including details of 
the brief, objectives, strategy, tactics, outputs, outcomes and budget: 
Clearing and Adjustment (C&A) Campaign: 
 
Brief, Objectives and Budget: 

 Raise awareness of the opportunity to come to the University through C&A by turning 
it on its head; C&A is an opportunity, not a disappointment 

 Encourage potential students to register for C&A between 1– 22 August 2016, 
including pre-registration 

 Present Sheffield as a destination for students who had done better than expected 
and want to attend a top university 

 Budget was simply the time of the in-house Media Relations Manager 
 
Strategy, Tactics and Outputs: 
 

 Ensure Sheffield was the choice destination for students wanting to trade-up by 
putting us front of mind in target publications – including national student-focused 
webpages and those read by influencers e.g. Netmums. 

 
Three stages of PR: 
 
Pre- A Level results day: Proactively offered interviews, briefings, stats and expert comment 
from our Head of Admissions to key outlets. Offered case studies of students who had 
successfully upgraded through adjustment, giving the campaign credibility, showcasing 
Sheffield as a destination for high achievers and encouraging pre-registration. 
 
On A-level Results day: Coordinated national broadcasters we had invited to our call centre 
to demonstrate C&A is an easy process and an opportunity, not a disappointment, and sent 
out stats/comment to print press. 
 
Post A-Level results day: Pitched explainers to media from our Head of Admissions and 
provided final stats of clearing take-up. 
 
Outcomes, Measurement and Evaluation: 
 
The University featured in all UK national news titles -19 separate pieces with estimated 
views of over 1.8 million in print and online. ITV national news broadcasted from the C&A 
call centre on A-Level results day and BBC Look North. 
 
 
Media coverage had a direct impact. The University recorded the largest clearing intake on 
record, recruiting 881 students - 17.7 per cent of our undergraduate intake - compared to 
615 in 2015. The message to ‘Transform your Future’ and register interest resulted in nearly 
300 early interest applications through the pre-registration system. The reassurance of our 
message that we are a top-flight university also enabled us to hold onto students who had 
already applied and confirmed their place with us. 
 
A brief statement on what makes you special as a public relations team: 
 

 Consistently recognised as leaders in our sector by internal and external sources 



 Consistently overachieving on objectives and targets –media coverage high and 
increasing year-on-year 

 Seen as ‘go-to’ contacts for news and comment for all media, with calls daily from 
regional and national contacts 

 Meeting new challenges in the sector head-on, with outstanding results positioning 
the firm at the forefront of the industry 

 


