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Overview

• ICM Unlimited: Perceptions of higher education outreach
• Re-branding rationale
• New look 
• New name
• NCOP in action



ICM Unlimited: Perceptions of higher education 
outreach and access activity
Aim: Understand perceptions and engagement 
with higher education outreach and access 
activity amongst two audiences who are key in 
terms of delivering and engaging with higher 
education outreach:

1. Teachers working at schools and colleges

2.Parents and carers



Methodology

20 tele-depth 
interviews

among teachers

6 focus groups among 
parents/carers



Teachers interviewed

Location Teacher type School type Gender Awareness of 
participating in 

HE Outreach
11 x North
3 x Greater London
6 x Midlands

8 x Head of 
subject/key stage
2 x Head of year
3 x Classroom 
teacher
5 x Careers advisor
2 x DHT/HT

5 x Maintained 
school
8 x Academy
1 x Faith school
1 x Free school
5 x FE college

9 x female
11 x male

17 x Yes
2 x No
1 x Don’t know



Parent & carer focus groups
Leeds Birmingham Greater London  (Sutton 

and Croydon)

Group 1 Group 2 Group 3 Group 4 Group 5 Group 6

Experience of 
HE 

No HE 
experience

No HE 
experience

No HE 
experience

No HE 
experience

Experience of 
HE

Urban Rural Urban Rural Rural Urban

All had children aged 13-18, with varying attitudes towards HE

A good demographic spread with a skew towards socio-economic grades C2DE



Marketing & Communications findings
OfS & NCOP awareness & understanding

Teachers: 

• None were aware of OfS, but this didn’t preclude enthusiasm for or 
potential engagement with the programme, when provided details. 

Teachers: 
• A few were aware, however it appears because they were engaged 

with some partnership activity already.
• Very positive about the programme, and they especially noted 

parent engagement, masterclasses, teacher CPD and residentials 
as activities that resonated with them.

Parents: 
• No awareness of NCOP.
• There was a consistent dislike for acronyms because these do not 

help to inform the audience of what the programme is.



NCOP: Key communications principles

State your aims

Show how you support

Highlight activities

Be accessible and appealing

National, but tailored



Specific communication barriers to address

Awareness of the programme Crowded 
marketplace

Time

Understanding what the 
programme does and who it is 

for

Funding/money Benefits of the programme 



Recommendations: Messaging, language & tone

1. Be clear and accessible to all audiences

Comms should state:

1.What the programme is
2.What it involves
3.Who it is for
4.The impact it will have

Teachers want to see the detail

Language should:

1.Be clear, accessible
2.Not include acronyms
3.Minimise use of jargon e.g. outreach for 

parents
4.Tailored to the audience (for parents) and 

teachers want it to work for all audiences

Programme name: NCOP, National Collaborative Outreach Programme?

1.Teachers: Mainly felt it was uninspiring; full title didn’t clearly explain the programme
2.Parents: Didn’t understand what it meant or involved



Recommendations: Messaging, language & tone

2. Tone should be fun and snappy

Important to get the right tone between:

‘selling’ the programme vs. providing the detail they expect

3. Engendering trust

Endorsements Reviews Evidence 



• Feedback from partnerships in phase one regarding the lack of clarity of the name 
NCOP 

• Lack of appeal to young people, teachers, parents and carers
• Evidence-based decision:

• CFE evaluation report recommendations
• Perceptions of higher education outreach and access activities

Re-branding rationale

OfS should “consider strengthening the national 
brand for NCOP and/or introducing a degree of 

consistency across local branding (e.g. a 
common strap line) to create a national identity 

which differentiates NCOP from wider provision”

(CFE Research: NCOP evaluation)



• OfS owned and funded programme
• Students are at the heart of what we do - name needs to be more meaningful to 

them
• High profile, national, government-funded programme
• Longer-term, strategic view of our future support for access to higher education
• Programme level name: Context & endorsement

Re-branding rationale

• Partnership names and branding remains unchanged 

• Your local brand will be the lead brand in your local areas

• New OfS branding should not impact or destabilise your 
work with schools, colleges or other stakeholders



New look









New name: Moving from confusion to clarity 
National

OfS

OfS

OfS

Collaborative

Educational

Higher Education

Uni

Outreach

Choices

Experience

Connect

Programme

Programme

Programme

Programme

Strapline: Impartial, Informative, Inspiring



NCOP in action

Thank 
you! 



https://youtu.be/HajOlPpjpOo

https://youtu.be/HajOlPpjpOo


Thank you for listening
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