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2022 Enquiry Experience Tracker
Summary of results for Example University
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The Enquiry Experience Tracker is a global research 
programme designed to help universities 
understand how well they respond to enquiries from 
prospects.

Posing as prospective home and international students, we 
place course enquiries through your key channels and 
analyse the responses.

We score and benchmark the experience against local and 
global competitors so you can better understand your 
performance.

2022 Enquiry
Experience Tracker

107
Universities

6
Student
Personas

5
Enquiry
Channels

41
Assessment
Criteria
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The Enquiry Experience Tracker is 
reassuringly powered by education 
experts Edified and informed by the 
latest student behaviour and conversion 
insights from UniQuest.

Edified is a specialist research, consulting 
and delivery company focused exclusively 
on the education industry. We are dedicated 
to assisting education providers and 
promoters globally to dramatically improve 
results in student acquisition, student 
retention, student experience and student 
success.

Our partners each have 20+ years of 
experience working within education 
providers, government and service providers 
to the education sector. We are results 
oriented, using our expertise, energy and 
partnerships with curated service providers 
to help our clients gain ground quickly.

UniQuest partners with higher education 
institutions to bring all the capabilities 
needed to deliver personalised student 
engagement journeys at scale and without 
interruption, no matter what.

Acting as an extension of your team, we 
apply the insights, an expert team, and the 
technology to deliver proactive and 
personalised student engagement and 
support. Our proven approach maximises 
the enrolment and retention of students, 
starting from the first point of enquiry 
through to admissions and onto study.

uni-quest.co.ukedified.com.au

Delivered by education 
industry experts

https://www.uni-quest.co.uk/
https://www.edified.com.au/
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Your Enquiry 
Experience Score

UK average Global average

All scores are out of 100.

UKSummary of overall results

71
n=107

51
n=38

52

Results are based on a small sample and are indicative only Example University 2022

In the wake of the disruption caused by COVID-19, global 
demand for higher education has resurged along with 
significant competition among education providers. 

Students have access to an overwhelming choice of possible 
courses, institutions and study destinations, making it incredibly 
difficult for institutions to stand out and be noticed.

Enquiries give institutions an opportunity to connect directly with 
their prospects and influence them. If managed well, the 
enquiry experience can set students on a path to conversion.

Generally, UK universities are competitive on a global scale, 
performing slightly above the global average. The average 
Enquiry Experience Score across the UK is 52 out of 100.

Example University has achieved an Enquiry Experience Score 
of 71 out of 100, indicating they are performing better than 
many other UK universities. The score suggests that Example 
University is doing well to meet student needs but still has an 
opportunity to improve and deliver excellence in all aspects of 
the enquiry experience. 
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Your score in 2022

All scores are out of 100.

Your score in 2021

Summary of overall results — a comparison with 2021

5971

compared to last year
+12

Results are based on a small sample and are indicative only Example University 2022

In 2022, Example University achieved an Enquiry Experience Score 
that is 12 points higher than in 2021. 

The university has improved performance in most criteria, with the 
biggest gains in responsiveness and communication quality.

We hope that this annual mystery shopping exercise 
remains a valuable tool and provides insights that help you 
continue to improve each year. 
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Research methodology
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Scope

The Enquiry Experience Tracker is a syndicated 
research programme involving mystery 
shopping and benchmarking.
The 2022 research round included a total of 107 universities. 38 of 
these institutions are located in the UK, representing approximately 
one quarter of all UK universities.

The sample has a broad geographic spread and includes 
institutions of different sizes and areas of specialisation, and from 
various university groupings.

Refer to the Appendix for a list of participating institutions.

20

England

UK

8

Wales

8

Scotland

2

Northern
Ireland

Research methodology
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Mystery shopping
Research methodology UK

Mystery shopping was conducted globally 
between April and June 2022 using six 
prospective student personas.

Enquiries were placed using key enquiry 
channels, including web form, phone, live 
chat, peer-to-peer and WeChat.

Mystery shoppers were allocated a student 
persona and list of universities. They posed 
as the student and made an enquiry to each 
institution, following scripts and guidelines 
provided by Edified to evaluate the process. 
These evaluations were compiled, validated 
and moderated by Edified.

Refer to the Appendix for further detail
on personas and enquiries.
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Scoring

Mystery shopping outputs have been analysed and 
assessed against 41 criteria including findability, 
responsiveness, clarity and personalisation. 

The scoring methodology has been informed by data from 
more than 1.2 million journeys managed by UniQuest and 
reflects today's standard for effective student engagement.

Scores for each criterion are weighted according to the 
model on the right, and are indexed to 100 to provide an 
overall Enquiry Experience Score for each institution.

Research methodology

The scores in this report are based on the experiences of 
the mystery shoppers, who report what happened as it 
happened. It may not reflect the typical or intended 
enquiry experience at each institution.

Mystery shopping is an effective tool to better understand 
your enquiry management approach and gain insight into 
the student perspective. It is recommended that this report 
is used in conjunction with other information such as 
student satisfaction surveys, interaction rates and internal 
quality assurance to fully evaluate your performance.

Research methodology

Refer to the Appendix for definitions 
and our assumptions.
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Benchmarking
Research methodology

Our standard of excellence

The overall Enquiry Experience Score ranges from 0 to 100. The maximum score of 100 
indicates an optimal enquiry experience is being delivered for prospective students.

This standard is a measure informed by Edified's expertise in student communication 
and insights from UniQuest’s conversion and student satisfaction data.

UK 

UK average
This is the primary benchmark 
used in this report. It represents 
the mean Enquiry Experience 
Score of all UK-based institutions 
included in the sample. 

Group average
This benchmark is included when it
is relevant to show the performance 
of a group of institutions. It 
represents the mean Enquiry 
Experience Score of the institutions 
that are members of each group.

Country average
This benchmark is included when it 
is relevant to show the performance 
of a particular country. It represents 
the mean Enquiry Experience Score 
of the institutions that are located in 
a given country.

Global average
This benchmark represents the 
mean Enquiry Experience Score of 
all institutions in the sample.

0 100

Poor
A poor enquiry experience is 
being delivered to prospective 
students. There are many 
areas for improvement.

Good
A good enquiry experience is being 
delivered to prospective students. There 
are some areas for improvement.

Excellent
An excellent enquiry experience is 
being delivered to prospective 
students. Continued focus will help 
sustain this level of performance.

The Enquiry Experience Tracker includes benchmarking so that institutions 
can understand their performance compared to the sector and our standard 
of excellence.
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Overall results
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Your results by criteria

Key findingsThe overall Enquiry Experience Score is out 
of 100. It is a total of the scores achieved
in each of the criteria assessed: enquiry 
channels, responsiveness, communication 
quality, follow-up and impact.

71

7

4

40

• A high score was achieved for
communication quality, meaning your 
responses were generally warm, helpful 
and personalised.

• One of the lowest scoring areas was 
follow-up, indicating that not all 
prospects are receiving timely lead 
nurture communications.

• There is an opportunity to improve your 
score for enquiry channels by making 
contact details easier to find on your
website.

Example University scored average or better in 
all categories. From the student perspective, the 
university’s enquiry function appears to be 
operating effectively and delivers a good 
experience across the enquiry process. 12

8

Results are based on a small sample and are indicative only Example University 2022

Scores are rounded to the nearest whole number



13

Your results by persona

UK — School leaver
Enquiry form

UK — Recent
University Graduate
Phone

Nigeria — Final Year 
University Student
Enquiry form

Malaysia — Foundation 
Studies Student
Peer-to-peer

China — School Leaver
WeChat

India — Professional
Live chat

UK

Note: the persona scores do not include the channel availability rating but have been indexed to 100 for comparative purposes.

71 44 75

69 67 87

Below are the scores Example University has achieved for each persona. 

Results are based on a small sample and are indicative only Example University 2022
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UK – School leaver
Enquiry form 

UK – Recent
University Graduate
Phone

Below are the scores Example University has achieved for each persona compared to the UK and global averages. 

How your results compare

Results are based on a small sample and are indicative only Example University 2022

0 100

71

61

61

Your Score

UK Average

UKI Average

UK n=38 | UKI n=46 0 100

44

37

33

Your Score

UK Average

UKI Average

UK n=38 | UKI n=46

Nigeria — Final Year 
University Student
Enquiry form

Malaysia — Foundation 
Studies Student
Peer-to-peer

China — School Leaver
WeChat

India — Professional
Live chat

0 100

75

66

59

Your Score

UK Average

Global Average

UK n=38 | Global n=81

0 100

69

50

51

Your Score

UK Average

Global Average

UK n=33 | Global n=61 0 100

67

25

27

Your Score

UK Average

Global Average

UK n=28 | Global n=65 0 100

87

52

62

Your Score

UK Average

Global Average

UK n=24 | Global n=46
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Your score for enquiry channels

Poor Good Excellent

0 10

How your enquiry channel score compares
This criteria measures the availability and findability
of prospective student enquiry channels. 

Key findings

Consideration was given to the range of enquiry channels 
offered by the institution: email, web forms, phone, live 
chat, peer–to–peer channels, social media and options 
for mobile messaging. 

Mystery shoppers were asked to indicate how easy it was 
to find enquiry contact details on each institution's 
website and scored on whether they were able to locate 
the correct details or not.

“A public account 
would actually be 
more official than just 
giving the staff’s 
personal WeChat 
account on the 
website.”

– China mystery shopper

Your score Score range

7

UK scores
n=38

Global scores
n=107

Results are based on a small sample and are indicative only Example University 2022

• Peer-to-peer enquiry channels are now ubiquitous in the UK, 
with tools such as Unibuddy and The Ambassador Platform 
offered by almost 90% of UK universities. This is ahead of the 
global average, particularly North America which has been 
slower to adopt these tools. Only around half of Canadian and 
US institutions offer a peer-to-peer enquiry option.

• Globally, mobile messaging platforms are the least common 
enquiry channel offered. Approximately 30% of institutions in 
the sample offer a channel such as WhatsApp, Line or Viber. 
These channels are typically serviced by individual staff 
members and are not promoted widely. 

• Very few institutions appear to have invested in business-level 
WhatsApp accounts, despite it being the most popular global 
messaging platform and one commonly used by students. 

• Example University scored well for enquiry channels and is mid-
range compared to the UK and the global sample.

• Enquiry channels are not always easy to find. Some are easily 
accessible from the homepage, but WeChat and Unibuddy are 
hidden in lower-level pages and cannot be found via the Contact 
Us page. Despite this, every mystery shopper was able to find the 
appropriate contact details without error. 

• Example University services most major communication channels 
and outlines the options, service hours and expected response 
times in an exemplary way on its website. 

• The university’s WeChat appears to be a personal account rather 
than an official public account. This setup lacks credibility and 
makes it hard for students to find you via search within WeChat.
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Poor Good Excellent

0 20

How your responsiveness score compares

Your score for responsiveness

Key findings

This criteria measures how quickly your university 
responds to enquiries from prospective students. 

Mystery shoppers were asked to record the time taken 
between the enquiry being initiated and being connected 
with someone who could help with their enquiry (i.e. an 
actual response, not an automated reply). 

Maximum points were awarded for instant connection for 
live channels (e.g. live chat) and responses within four 
hours for asynchronous communication channels (e.g. 
email and WeChat). 

12

“An automatic reply is 
sent in the chat with 
additional contact 
information, if no one 
is available to assist.”
– India mystery shopper

UK scores
n=38

Global scores
n=107

Your score Score range

Results are based on a small sample and are indicative only Example University 2022

• Across the UK, responsiveness has not improved since 2021.  
Around 1 in 4 prospective student enquiries did not receive a 
response within the maximum timeframe allowed by this 
research (3 weeks for email and webform or 15 minutes for 
phone and live chat). A huge lost opportunity remains for UK 
universities to connect with and ultimately convert their leads.

• Globally, WeChat had one of the lowest response rates. Just 
over half of WeChat enquiries went unanswered. In some 
cases, mystery shoppers received auto-replies directing them 
to make contact through another channel like email. Students 
find it frustrating to be diverted to other channels, especially for 
Chinese students who strongly prefer to stay on WeChat.

• Example University scored more than half of the available points for 
responsiveness which was on par with the global average and 
better than many in the UK.

• Every enquiry received a response, and most were timely. One 
mystery shopper received an email response within 24 hours, which 
was viewed extremely positively. 

• The wait time for live chat was over 3 minutes, but the mystery 
shopper reported receiving automatic messages in the chat to 
update them of waiting times. This is a good way to keep prospects 
warm and manage expectations during busy periods.
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Poor Good Excellent

0 50

Your score for communication quality

How your communication quality score compares

Key findings

This criteria measures the standard of the content 
in your communications. 
Consideration was given to the clarity, relevance, 
personalisation, persuasiveness and mobile friendliness 
of each communication.
Mystery shoppers assessed how easy communications 
were to understand, along with how relevant and 
personalised the information was to their context and 
enquiry. We evaluated tone of voice and how well each 
institution communicated their key selling points. 

40

“It felt like they really 
were happy to be 
talking to me. The 
conversation made 
me feel like I’d really 
be welcomed there!”

– UK mystery shopper

UK scores
n=38

Global scores
n=107

Results are based on a small sample and are indicative only Example University 2022

Score rangeYour score

• UK universities generally scored well for clarity and relevance. 
Around 90% of responses were assessed as helpful but the 
majority stopped short of building a personal connection. Less 
than a quarter of communications included questions to 
encourage a reply from the student. Only half included an 
invitation to contact the institution again for further help.  

• Globally, around a third of communications were rated as 
‘excellent’ against our standard. The highest scoring areas 
were clarity and mobile responsiveness. The weakest area for 
almost every institution was persuasiveness. Communications 
tended to be factual and focused on transferring information 
about requirements, dates and process. The majority missed 
the chance to engage students with ‘value-add’ content or  
explain the benefits of studying with the institution. 

• Example University was a leader in the UK for communication 
quality and well within the ‘excellent’ range on our standard of 
excellence. The university’s score is among the best in the world.

• Mystery shoppers typically rated communication with Example 
University as warm, approachable and engaging. Mystery shoppers 
felt that answers were comprehensive, and that staff tried to answer 
all their questions. 

• Email and phone mystery shoppers reported that they were not 
given the name of the person who assisted with their enquiry. This 
detracted from the experience and made those interactions feel 
less personal.
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Your score for communication quality

How effective were your communications?

Key findings

Your sub-scores for communication quality
These scores represent the average results for responses that were received. 

Distribution of communication quality scores by enquiry

Excellent 

Average 

Poor 

No response received

• None of Example University’s communications were rated as 
‘poor’. Five out of 6 were rated as ‘excellent’.

• The biggest opportunity is to increase persuasiveness. 

“She was so friendly and encouraged me. The 
emoticons made it more natural for me.”

– Malaysia mystery shopper

10

8
9

6

8

0

5

10

Clarity Relevance Personalisation Persuasiveness Mobile
responsiveness

83%

17%

n = 6 n = 6

Results are based on a small sample and are indicative only Example University 2022

“The response mentioned a country specific 
support page and a link to the regional offices, 
which I found really useful.”

– Nigeria mystery shopper

Values are rounded to the nearest whole number Values are rounded to the nearest whole number
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Your score for follow-up

Poor Good Excellent

0 10

How your follow-up score compares

Key findings

This criteria measures whether institutions follow up 
on prospects in a timely way. 
Mystery shoppers record whether any further contact was 
made by the institution in the week after the initial reply. 
Too often enquiries are viewed as tasks to be completed, 
rather than as potential students with whom a 
relationship can be built. The criteria seeks to understand 
if institutions are capitalising on the opportunity of a new 
lead and are taking proactive steps to further a 
relationship with potential students.

“I was glad to know 
about their upcoming 
events as I hadn’t 
noticed that on the 
website. It’s a good 
way to find out more 
about the uni.”

– UK mystery shopper

4

Your score Score range

UK scores
n=38

Global scores
n=107

Results are based on a small sample and are indicative only Example University 2022

• Practices for enquiry follow-up appear to vary widely across 
the UK and the world. Mystery shoppers received follow-up 
communications around 25% of the time. Australian institutions 
were the best at follow-up – around half of students received a 
proactive communication a few days after the initial response 
to share further information. 

• Mystery shoppers sometimes reported receiving campaign or 
promotional emails before they had received a reply to their 
actual enquiry. This creates a jarring and sometimes confusing 
experience. Email marketing can be an effective way to 
maintain engagement with prospective students, but a careful 
balance must be struck between automated and personal 
communication to ensure a smooth student journey.

• Only two of the mystery shoppers recorded a follow-up 
communication from Example University:

• The UK – Phone mystery shopper received a marketing email 
with a survey. This was visually attractive and the beginning 
of a series of nurture communications. Example University 
was one of the few universities who asked for mystery 
shopper contact details over the phone and sent an email 
follow-up after the call.

• The UK – Email mystery shopper received a thank you 
message and invitation to a virtual Open Day approximately 
2 days after their enquiry was resolved. This demonstrates 
effective processes and systems that are working well.
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Your score for impact

Poor Good Excellent

0 10

How your impact score compares

Key findings

This criteria measures student sentiment and 
their level of interest after the enquiry experience. 
Mystery shoppers are asked to describe their 
emotional state after engaging with each institution 
and to indicate how likely they would be to explore 
further. It is a subjective assessment based on the 
feelings and preferences of each mystery shopper. 
This criteria helps institutions to understand the 
potential impact of their communications on 
recruitment outcomes.

8

Your score Score range

UK scores
n=38

Global scores
n=107

Results are based on a small sample and are indicative only Example University 2022

• Impact is a new criteria, evaluated for the first time in 2022. 
Based on the global sample, mystery shoppers indicated that 
they would not continue engaging with one third of universities. 
For the UK, the figure was slightly higher at 37%.  

• Common sense suggests that when students have a good 
experience, they are more likely to stay engaged. This is also 
reflected in the results of the mystery shopping research:

• Of the mystery shoppers who rated their experience as 
positive, around 80% said they were very likely to 
continue exploring the institution. 

• Of the mystery shoppers who rated their experience as 
negative, only around 10% agreed they would be 
somewhat likely to continue. 

• Example University had a high score for impact, which was towards 
the top of the range for both the UK and global sample. 

• Mystery shoppers rated the overall experience with Example 
University as positive. Five out of six mystery shoppers indicated they 
would be likely to continue engaging with Example University.

• When a student is considering a variety of possible study options, it 
takes a lot to stand out from competitors. Having made a significant 
improvement from 2021, Example University has a solid foundation 
for enquiry management which meets many student expectations, 
The opportunity now is to work on providing engaging content that 
will persuade students to choose your institution.
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Examples of your enquiry communications

Results are based on a small sample and are indicative only

These samples give greater insight into the experiences mystery shoppers 
had when communicating with Example University.

Example University 2022

The response received by the India – Live 
chat mystery shopper is succinct and 
provides worthwhile information. The 
communication has a warm, 
conversational style and the staff 
member asks well-timed questions to 
learn more about the student and offer 
more detailed answers to their questions.

To perfect this communication, finish the 
conversation with a summary of next 
steps for the student to take. This will build 
momentum and make sure the student is 
clear on what they need to do.

You may also consider signing off with an 
invitation to view the university’s social 
media accounts so that students can 
further explore your offer.

Opportunity

Screenshot Screenshot
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Examples of your enquiry communications

Results are based on a small sample and are indicative only

This sample gives greater insight into the experiences mystery shoppers 
had when communicating with Example University.

Example University 2022

“The email is so helpful and outlined 
all the necessary details. But it didn’t 
mention anything that really stood 
out to me.”

– Nigeria mystery shopper

The response received by the Nigeria – Enquiry form
mystery shopper is well-written, clear and provides 
highly relevant information that is tailored to the 
student’s context. It’s great to see an array of contact 
options offered at the end of the email to make it 
easy for students who may have further questions.

The tone is friendly and pleasant, but it could be 
more engaging. Using a warmer and more 
encouraging tone will build greater rapport. 

To improve this communication, consider adding a 
short snippet highlighting the unique selling points of 
the course at the beginning of the email to reinforce 
why to choose Example University. 

This mystery shopper did not receive any follow-up 
communication after this email reply. Example 
University appears to have a good lead nurture setup 
that is working well for domestic students. It may be 
helpful to check that systems and rules are working 
as intended, so that all prospects are nurtured.

Opportunity

Screenshot
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Recommendations

The scores achieved by Example University 
in the Enquiry Experience Tracker indicate 
the university is delivering a superior 
customer experience. 

Here are some tactical recommendations 
that Example University can implement to 
maintain this level of performance.

Follow up with international students
Take a proactive approach and get back in touch with students shortly after 
responding to their initial enquiry. A personal email with an offer of further 
assistance conveys a feeling of care and makes students feel valued. Personal 
communication can be supplemented with email marketing campaigns to 
ensure your institution stays top of mind.

.

1

2
Ditch anonymity
Signing off emails with a generic team name is impersonal. Provide students 
with your real name to build trust and confidence that someone familiar will 
be there for them if a further question arises. 

3
Get serious about WeChat
WeChat is the primary communication tool in China. If this is one of your key 
recruitment markets, it’s essential to have an official presence on WeChat. 
Make sure the details are easy to find on your website and that you have 
Chinese-speaking staff or students on hand to respond promptly. 

4
Add some sizzle to your replies
An enquiry is your opportunity to communicate directly with potential 
students. The core task is answering their questions, but, while you have their 
attention, add some extra value. Share something that will help and inspire 
them to choose you – perhaps a campus tour video or upcoming event 
where they can meet academics and fellow students.

Example University 2022
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The recommendations included in this report will go a long way towards helping you improve the prospective student 
experience at your institution. However, we understand that recommendations are not always easy to implement.

Edified and UniQuest are here to help if you need.

How can we help?

Student conversion services
UniQuest partners with higher 
education institutions to bring all the 
capabilities needed to deliver 
personalised student engagement 
journeys at scale and without 
interruption, no matter what.
Acting as an extension of your team, 
we apply the insights, an expert 
team, and the technology to deliver 
proactive and personalised student 
engagement and support. Our 
proven approach maximises the 
enrolment and retention of students, 
starting from the first point of 
enquiry through to admissions and 
onto study.

Communications audit
Edified can take an in-depth look at 
the communications that your 
prospects receive or encounter 
across key touchpoints. This may 
include advertising, email, websites, 
systems, social media, phone, chat 
and print. 

We analyse your current 
communications through the 
student lens. Our report provides a 
star rating to show the effectiveness 
of each channel and set of actions 
you can take to improve. 

We can even assist with fully drafted 
content if required.

Journey mapping
Through student research, we can 
map out the journey your prospects 
take as they consider, apply and 
enrol at your institution. Through 
careful visual design we deliver 
journey maps that are insightful and 
easy to interpret. 

We analyse your current state 
performance to identify pain points 
and opportunities. Our report will 
provide short-term and strategic 
recommendations to improve the 
student experience and increase 
key conversion rates.

Enquiry team training
Don’t risk being ignored or 
misunderstood by students. Equip 
your team with skills to help them 
deliver impactful replies to enquiries.

We will cover off the basics of good 
enquiry communication and explore 
what it means to be student-
centred. Working with practical 
examples from the education 
sector, participants will analyse 
good practice and build up a bank 
of techniques so they can deliver 
superior service to your enquirers .

Edified’s team training can be 
delivered virtually or in-person. 
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You never get a second 
chance to make a good 
first impression

2023 Enquiry Experience Tracker

Join the 2023 Enquiry 
Experience Tracker to see 
how your performance 
tracks over time. 

Register your interest
edified.com.au/eet

Will your communications with 
prospective students improve year 
on year?

How will your activity in the coming 
year compare with the sector?

The 2023 Enquiry Experience Tracker is 
open to higher education institutions 
worldwide. Personas and enquiry 
channels will be confirmed and 
communicated in early 2023.

10% discount

As thanks for participating in the 2022 
research round, we’re offering you a 10% 
discount on the registration fee for 2023.

The fee for 2023 is £2450 per institution. 
Special rates are available for groups of 
5 or more.
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If you have any questions, 
please do get in touch.

Thank you

Chris Davis
Manager UK/Europe
Edified
chris@edified.com.au

Elissa Newall
Partner and Project Director
Edified
elissa@edified.com.au
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Appendices
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Persona Channel available Enquiry made Contact point Enquiry date Response received Follow-up received

UK

UK – School 
Leaver
Enquiry form

UK – Recent 
University Graduate
Phone

Nigeria – Final Year
University Student
Enquiry form

Malaysia – Foundation
Studies Student
Peer-to-peer

China – School 
Leaver
WeChat

India –
Professional
Live chat

Appendix 1: Further detail about your mystery shopping results

Example University 2022

Below is a summary of the activities and outcomes recorded for Example University by each mystery shopper.

xx xx

xx xx

xx xx

xx xx

xx xx

xx xx
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Appendix 2: List of institutions
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Appendix 2: List of institutions
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Appendix 2: Persona and enquiry details

17 years old
A-level student

Looking to move away from home for university so she 
can be independent. 

Having a good experience on campus is important.

Completing A-levels in 2023. Taking Biology, 
Psychology, Maths. On track as a BBC student.

Interested in health, ideally nutrition but might 
consider nursing or psychology as backup options. 

UK — School leaver

Enquiry channel
Enquiry form

Enquiry timing
May 2022

Enquiry topics

• Course selection advice

• Entry requirements

• Accommodation

• Campus visit

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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Appendix 2: Persona and enquiry details

23 years old
Psychology graduate

Recently completed a BSc (Hons) Psychology and 
finished in upper second class.

He is thinking about postgraduate options but not sure 
if he is able to afford it. 

He is open to relocating elsewhere in the UK but has 
not applied anywhere yet.

Interested in business courses, such as HR,  
Organisational Psychology or even Marketing.

UK — Recent university graduate

Enquiry channel
Phone

Enquiry timing
May 2022

Enquiry topics

• Intakes

• Application deadline

• Online study options

• Timetables

• Student finance

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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Appendix 2: Persona and enquiry details

21 years old
Lives in Ibadan

Currently lives on campus and is studying fourth year 
of the BSc (Hons) in Economics in Nigeria.

His older brother studies abroad and his parents are 
eager for him to go abroad also for a Master’s Degree 
so he can gain international experience.

Interested in management, commerce, possibly 
accounting. 

Nigeria — Final year university student

Enquiry channel
Enquiry form

Enquiry timing
April – June 2022

Enquiry topics

• Scholarships

• Fees and instalments

• Admission requirements

• Application deadline

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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18 years old
Lives in Subang Jaya

Completed high school last year and recently started 
a one-year Foundation course in Malaysia. Hoping to 
get into an international university for degree studies 
next year.

Feels confused about options because her parents 
are pushing for a career in law, but she prefers 
engineering or design. 

Malaysia — Foundation Studies student

Enquiry channel
Peer-to-peer

Enquiry timing
April - June 2022

Enquiry topics

• Course recommendation

• Classes and teaching style

• Exams and assessments

• Representatives in Malaysia

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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18 years old
Lives in Shenzhen

Currently in the final year of senior high school and 
currently preparing for GaoKao exams.

Planning to travel abroad for the first time for 
university.

Looking for accounting or finance programs that will 
lead to certification and recognition back in China as 
well as globally. 

China — School leaver

Enquiry channel
WeChat

Enquiry timing
April - June 2022

Enquiry topics

• Assessments and exams

• Class timetable

• Online study 

• Alumni

• Recognition in China

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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28 years old
Lives in Chennai

Works in digital marketing for a media agency but 
looking to move in-house to a large corporate or into 
a management role.

Has a BBA from a reputable business school with 
above average grades.

Looking for MBA or Master of Marketing. Also interested 
in Innovation and Design Thinking as this could be 
helpful for her career. 

India — Professional

Enquiry channel
Live chat

Enquiry timing
May - June 2022

Enquiry topics

• On campus study

• Entry requirements

• Specialisations available

• Work rights

• Application deadline

This is an indication of the type of student represented by mystery shoppers. 
Where needed, specific details were adjusted to suit each target institution.
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How were mystery shopping personas and scenarios developed?

Mystery shopping personas were informed by UniQuest trend data based on more than 300,000 
prospective student enquiries handled on behalf of UK universities in 2021.

Personas were based on analysis of market trends and insights, focusing specifically on: 

• Top study areas

• Top enquiry topics 
• Top enquiry channels 

Please get in touch if you’d like to know more about the personas or UniQuest student insights.

Which contact details did the mystery shoppers use when making enquiries 
to universities?

Every institution who registered to be part of the Enquiry Experience Tracker research completed a 
questionnaire at the beginning of the year to share their contact details. This information was 
provided to mystery shoppers for the purpose of making their enquiries.

Mystery shoppers were also asked to review each website and locate contact details themselves. 
This information is used to evaluate findability of each institution's enquiry channels.

Why were email and enquiry form interchanged at times?

In conducting this research, we identified that some universities offer both email and enquiry 
forms to prospective students, while others only offer one option. 

If a web form was stipulated for a persona, and was not offered by the target university, email was 
used instead. Similarly, if email was stipulated for a persona and was not offered by the target 
university, a web form was used instead.

This substitution was permitted because both channels can deliver a comparable experience for 
students and can therefore be evaluated side by side.

How was live chat defined?

Live chat was defined as any tool that delivered a synchronous and immediate chat experience 
within the university’s website. This included chatbots.

Tools such as Unibuddy or The Ambassador Platform (TAP) were not included due to their 
asynchronous nature.  

Mobile apps (e.g. WhatsApp) and social media messaging (e.g. Facebook Messenger) were not 
included because the interactions take place on a separate platform to the university’s website.

How was peer-to-peer defined?

Peer-to-peer was defined as any channel that allows prospective students to communicate with 
current students. 

Typically, this involved tools such as Unibuddy or The Ambassador Platform (TAP)  but in some 
cases also included bespoke chat applications, web enquiry forms, and social media managed 
by students.

Why are there different sample sizes for each persona?

The sample size noted against each persona varies because not all personas were mystery 
shopped for every participating university. This is due to two different reasons:

1. Not all channels were offered by every university. Therefore, these universities were not 
included in the sample for some personas.

2. Different personas were used in some regions of the world. For example, in the UK and Ireland 
research included two domestic student profiles. There were variations like this in other 
regions as Edified sought to match personas with the typical student recruitment profile in 
each part of the world.
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How long did the mystery shoppers wait for a response?  

A maximum allowable response time was set for each channel. After this time was exceeded, 
mystery shoppers abandoned their enquiry.

The response time was counted as the time between when the enquiry was initiated until the 
time the mystery shopper was connected with someone who could help with their enquiry 
(i.e. an actual response, not an automated reply).

The maximum allowable response time varied by channel:

• Live chat and phone: 15 minutes
• peer-to-peer and social media: 1 week

• Email and enquiry form: 3 weeks

Live chat and phone enquiries were only placed during the institution’s business hours. Where 
technical or connection errors were encountered, a second attempt was made.

How were responses scored if an institution did not respond in the 
minimum timeframe?

If no response was received within the minimum allowable timeframe, a zero score was given 
for three criteria: responsiveness, communication quality and follow-up. The remaining criteria 
(enquiry channels and impact) were scored as usual.

How were responses scored if multiple responses were received?

On occasion, mystery shoppers received more than one email reply from an institution in 
response to their enquiry. In this situation, only the first response was evaluated for 
communication quality. Any additional response was recorded as a follow-up communication.

How was ‘follow-up’ communication defined?

Follow-up communication was defined as any contact from an institution within a week after 
the mystery shopper’s enquiry was responded to. All communication channels and types of 
communication were considered. 

How was communication quality evaluated?

Communication quality was evaluated by mystery shoppers according to a scorecard 
developed by Edified. Scores were checked and moderated by Edified communication experts. 

There were 17 different evaluation criteria covering clarity, relevance, personalisation, 
persuasiveness and mobile friendliness. The scorecard included a mix of objective and 
subjective questions, such as:
• Did the staff member ask questions to find out more about you?

• What was the tone of the communication?
• Did the staff member tell you their name?

How was ‘mobile friendliness’ criteria measured for phone enquiries?

Mobile friendliness was not assessed for phone or social media enquiries because it was not 
relevant to the experience.  Scores for these personas were indexed to the same level as other 
personas for comparative purposes.

How was impact evaluated?

Impact is a new criteria introduced in the 2022 Enquiry Experience Tracker. It contributes 10% of 
the overall Enquiry Experience Score.

This criteria reflects the sentiment of mystery shoppers after interacting with each institution. It is 
a subjective assessment based on emotions. Mystery shoppers are also asked to indicate how 
likely they would be to continue engaging with each institution. Together, these questions help 
institutions understand the potential impact of their communications on recruitment outcomes.


