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GREAT – Overview 

• The ‘GREAT Britain’ campaign (“GREAT”) is a strategic 

international marketing programme designed to promote the UK 

to business, tourism and student markets worldwide in order to 

enhance the country’s global reputation and deliver long-term 

economic benefits.  

• Announced by the Prime Minister in New York in September 

2011, GREAT was officially launched in February 2012.  

• The main delivery partners are: UKTI (trade and investment), 

British Council (education promotion), Visit Britain (tourism).  

FCO coordinate at post and Cabinet Office/No 10 lead overall 

campaign from UK. 

• Information on campaign at www.greatbritaincampaign.com  

 

http://www.greatbritaincampaign.com/


3 

Campaign forward look 

• Campaign funding agreed through to end of 2015/16 financial 

year 

•  GREAT Festival of Creativity in March 2015 in Shanghai 

• VisitBritain marketing campaign around Paddington film – 

December 2014 – March 2015 

• Shakespeare anniversary – mass participation digital campaign 

from Jan-April 2016 

• Heatherwick exhibition East Asia tour – Singapore March 2015 

then China, Hong Kong and beyond 

• Milan Expo – 1st May – 31st  October 2015 

• Clipper Round the World Yacht Race – departure July 2015 

• Guadalajara Book Festival – November 2015 
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GREAT – Education promotion 

• Target markets in 2014/15:  China, Hong Kong, India, USA, Brazil, 

Indonesia, South Korea, and Turkey – total budget of £3m. 

• Pending overall funding decisions will extend number of markets in 

2015/16 to include Mexico and others 

• GREAT funding is being used for generic marketing activity and 

complements existing British Council activity 

• GREAT is overarching brand to promote the UK 

• Education UK remains the British Council’s primary vehicle through 

which potential students find out about UK education offer 

• GREAT campaign helps to stimulate interest in the UK 

• Also highlights the breadth of the UK offer to prospective students 

(Culture, Heritage etc) in addition to the strengths of UK education 
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GREAT – campaigns 

In target markets GREAT funds used for major ongoing 

campaigns – so a range of F2F, digital and media marketing – 

drawing on GREAT branding and imagery. Activities include: 

• Lectures 

• Outreach events to schools and colleges 

• Digital and social media campaigns 

• PR activity – press events 

• Competitions 

• Scholarships 

• Production and dissemination of materials 

 

In non-target markets GREAT collateral used at SIEM events 
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Examples of activity 

• In India focus on HE: GREAT scholarships, major PR campaign 

and digital campaigns supporting exhibitions and events, outreach 

work in tier 2 cities, GREAT career guide. 

• In USA focus on undergraduate and study abroad and exchange 

(SAE): presence at all major fairs, digital campaign, counsellor 

guides 

• In China focus on boarding schools and HE: boarding schools 

Mission, publications, video materials, education expos, video and 

digital campaign with focus on mobiles, alumni campaign, 

professional networking and development events 

• In Korea promotion of UK HE: series of lectures, video 

competition, UK alumni career nights, art and design roadshow. 
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Examples of activity 

• In Turkey focus on HE and EL : HE days, promotional materials, 

online competition with English UK (with short course prizes in 

UK), digital and social media campaign with alumni, college 

counsellors to UK 

• In Indonesia focus on HE: promotion of exhibitions, networking 

events, advertising. 

• In Brazil focus on HE: agents mission to UK, GREAT guides for 

students, Experience UK Now competition, digital marketing 

• In Hong Kong major promotion on Hong Kong Metro at time of 

exhibitions 

• GREAT collateral globally at education exhibitions 
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GREAT in Action Hanoi 11 October 2014 
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Belo Horizonte 12 November 2014 
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China Business Morning News November 2014 

 

 

 

 

 

 

 





“What gets measured gets 

managed” 

 
Peter Drucker – Management guru 

Why is an impact focus important? 



“If you don’t know where you are 

going, chances are you will end up 

somewhere else” 

 
Yogi Berra – US baseball player and sage 

Why is an impact focus important? 



GREAT Education 

A context of increasing competition for the UK 

Did you consider studying internationally in any of the following countries? 
First Year International students starting in UK Sept./Oct .2014  

Source: British Council UK First Year International Higher Education Survey 2014 – interim data 

Base: 336 (All International students starting their course in the UK in Sep/Oct 2014)  
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Impact focus 

• Positive change in perceptions of the UK offer  

 

• Strong, stable, long-term relationships 

 

• Improved cross-cultural understanding 

 

• Monetary Return on Investment (ROI) 

 

- 15 - 



% Net agreement with statement (7 country average*) 

Base: Those who have not had / had contact with GREAT and rank UK as one of their Top 3 overseas destinations 

(1085, 866) 

*Average is arithmetic average of  results in each of the seven countries 

Source: British Council Education Intelligence - online survey respondents March 2014 

Base: Overseas HE considerers - 2604 respondents; Brazil – 300; Hong Kong – 301; India  - 501; Indonesia – 301; Russia – 400; South Korea – 301; USA – 500 

Respondents were recruited to be considering study in one or more of UK, USA, Australia, Canada, New Zealand and recruited in  locations where  the GREAT education campaign as been active 
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GREAT Education 

Positive perceptions of the UK offer 



GREAT Education 

Monetary Return on Investment (ROI) 

• Spend of IHE students coming to study in UK 

 

• Spend of international pupils coming to UK schools 

 

• Cascade influence on future generations of 

international students 

 

• Tourism impact through friends and family visits 

 

- 17 - 



GREAT Education 

Monetary Return on Investment (ROI) 

• Spend of IHE students coming to study in UK 

 

• Spend of international pupils coming to UK schools 

 

• Cascade influence on future generations of international 

students 

 

• Tourism impact through friends and family visits 

 

• Alumni involvement 

 

• Long-term trade and investment with UK 
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GREAT Education 

Some key metrics 
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• Audience engagement through GREAT projects and programmes 

 

• Audience engagement with UK offer 

 

• UK applications/acceptances 

 

• Visa applications/acceptances 

 

• UK First Year student arrivals 

 

• Typical average spend of students in UK 

 

 

 



GREAT Education 

An impact focus driving programme planning   

Programme 

Planning 

Impact   

Evaluation 



Considering study abroad 

Engagement with UK 

offer  

Engagement with      

UK Institutions   

Application 

process 

Visa 

process 
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UK 

Arrival 

GREAT Education 

Planning through the marketing funnel 



GREAT Education 

Influencing a long decision-making process 

Approximately how far in advance did you start 

thinking seriously about studying internationally? 
First Year International students starting in UK Sept./Oct 2014  

Source: British Council  UK First Year International Higher Education Survey 2014 – interim data 

Base: 336 (All Overseas students starting their course in the UK in Sep/Oct 2014)  
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• Employers 

• Teachers and counsellors 

• Education Agents 

• International Education Exhibitions 

• Social media 

• Online 

• Education UK 

• Word-of-mouth 

 

 

 

GREAT Education 

Influencing multiple touch points 



24 GREAT Education 

Tools for impact assessment  
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• Ongoing programme tracking 
 Activities, Outputs, Audiences 

 

• Specific programme evaluations 
 eg GREAT scholarships (India) 

 

• Student surveys 
 International HE considerers (Pre-decision) 

 First year IHE students in UK (Post-decision) 

 Parents of new international students at UK ISC Schools (Post-decision) 

 

• Feedback from agents and counsellors 

 

• HESA outcome data 
 Historic trends and future estimates 

 

 

 

 

 

 

 



% of IHE overseas considerers ranking UK number 1 most likely study destination 

Base: (Those who have not had / had contact with GREAT) 

*NB. Results from USA are influenced by having only 4 countries to choose from as study abroad destination 

Source: British Council Education Intelligence - online survey respondents March 2014 

Base: Overseas HE considerers - 2604 respondents; Brazil – 300; Hong Kong – 301; India  - 501; Indonesia – 301; Russia – 400; South Korea – 301; USA – 500 

Respondents were recruited to be considering study in one or more of UK, USA, Australia, Canada, New Zealand and recruited in  locations where  the GREAT education campaign has been active 
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GREAT Education 

Preliminary evidence of positive impact 




