Welcome Week 2021

The Ultimate Guide


Introduction
Now, more than ever, the student market is a valuable one to
engage with - and there really is no better way to do it than by
getting involved in Welcome Week. Known by a variety of
names depending on where in the country you’re based - some
call it Orientation or O-Week - Welcome Week is a staple in the
student calendar, and it’s an optimal chance for you to build a
lasting relationship with Australia’s 1.5 million-strong student
demographic. At the start of their degrees, young people are
looking for the purchases that will define their futures - whether
it’s slick tech or a whole new wardrobe. Make the right
impression and you could be part of their shopping experience
throughout university and beyond. 


In this Welcome Week guide, we’ll take you through everything
you need to know about the university experience in 2021 including how to manage the biggest disruption to uni life in
decades; COVID-19. We’ll touch on student trends, and take a
deep dive into the whens, wheres and hows of Welcome Week
shopping. Across the country, students are preparing for one of
the most unusual academic years on record - and they’ll need
you with them at every step of the way. 
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Welcome Week during COVID-19

Our lockdown measures have been among the most comprehensive in
the world - but how will this affect the academic year ahead? Delve into
New South Wales, Victoria, Queensland and Western Australia to find
out how students will return to university in each state.

Some states with fewer cases can present a
teaching model with more face-to-face
teaching. Other states will have to proceed
with a hybrid/majority online model.

Ultimately, the student experience this year will be in some
way different from usual: COVID-19 has made that
unavoidable. But just how different will depend on where in
Australia students are based - and also whether they’re an
international student. 

Since July, the government has been accepting international
student visa applications once more, and has allowed existing

77% of international offer
holders stated they’d be
willing to take part in
quarantine programs if they
could kick off on-campus
learning sooner. 


Source: IDP connect 


students to count their online study towards their degrees - a
tentative step forward into a new academic year. At present,
international students will be allowed to enter the country to
start their degrees once travel bans are lifted, and will be
allowed to start studying remotely, from home. 

Some states with fewer cases can present a teaching model
with more face-to-face teaching. Other states will have to
proceed with a hybrid or majority online model. Most
domestic students live at their family home, so there should
be limited disruption to their accommodation plans, but
international students might find their plans change - they
could be shopping for things like homewares earlier or later
than usual, depending on how each state carries out its

72% of Aus international offer
holders intend to start their
studies as planned.




staged return of students.

Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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New South Wales
At a glance

Universities: 11

Campuses: 56

Student population: 390,000 

International students: 78,000


In New South Wales, new COVID-19 cases have
been declining steadily. Existing students in this
region will have experienced some form of
face-to-face interaction already: The University of
New South Wales, for example, began its phased
return to campus in September for term 3.
Students in New South Wales can expect a mix of
online and in-person teaching, with some
in-person campus activities resuming in a
socially-distant manner. International students are
set to be welcomed with open arms in the new
year - and with a new normal that doesn’t
compromise the university experience too much,
it’s likely that uptake in this state will be strong
from both domestic and international students.


Victoria

At a glance

Universities: 9

Campuses: 51

Student population: 340,000 

International students: 106,000


Victoria has spent the past six months in lockdown - but
recently, the state government produced its roadmap for
reopening, which details a route back to a new normal,
and some restrictions were eased in Melbourne in
mid-September. The roadmap will come as good news
for students - they’ll be able to meet face-to-face in
restricted groups - however, your marketing to students
will need to be sensitively balanced. Monash University
is currently adopting a remote learning structure for all
students, a strong indicator that young people will likely
be studying at home for the foreseeable future. While
seeing friends is on the horizon, they’ll still be grappling
with significant disruption to daily life. Brands are going
to be instrumental in shaping these students’ experience
of Welcome Week and beyond - think at-home fitness,
high-speed tech and all of the little health and beauty
pick-me-ups to empower and motivate remote students. 


Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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Queensland
At a glance

Universities: 8

Campuses: 31

Student population: 217,000 

International students: 45,000


In Queensland, COVID-19 cases have remained relatively low,
and although the state has brought in some precautionary
restrictions to curb the spread of the virus, these are currently
nowhere near the level of a full lockdown. This means university
students can enjoy a socially-distanced return to campus in the
new year. Of course, Welcome Week will still look very different
to it has in previous years, as most students get to know each
other on a smaller scale. The best thing that brands can do is
tap into their excitement while giving them safe options to
boost their social lives - think at-home food deliveries,
discounted streaming services for movie nights and tech that
will keep them connected to new friends and loved ones alike. 


Western Australia
At a glance

Universities: 5

Campuses: 10

Student population: 134,000 

International students: 35,000


Western Australia reacted to COVID-19 by closing its
borders - just 10 people arrived in the state from April
to July with an international student visa. The strict
regulations have kept virus numbers low, and
universities in Perth and the surrounding areas are
considering reopening measures. According to the
vice chancellor of Edith Cowan University, international
student applications have never been higher, and this
demographic is particularly confident about the
academic year ahead: 80% of international students
intend to take up their uni places in the new year. 



The bottom line


90% of Australian Gen Zs have a positive view of COVID-19-related online learning, and 78% are
positive about it continuing. The exact experience of Welcome Week and beyond is going to look
very different for an international student in Sydney compared to a domestic student in Perth for
example. As a marketer, your scope will need to be broader this year, so it speaks to everyone’s uni
experience across the country.
Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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Welcome Week - key trends

Every student cohort is different from the last. Each starts uni with their
own specific trends and tendencies to grapple with - and the class of
2020-21 is no exception. Here are the important factors to understand if
you want to reach Gen Z this Welcome Week.

Mental health comes first 



ff

In any situation, heading o to uni can be
stressful - and
stress.

Gen Z are particularly prone to

44% say they are stressed all or some of

What are Gen Z’s top concerns?
My job/career prospects:
46%

the time, so when marketing to them during

’

Welcome Week, it s crucial to speak to their

x

P

My long-term financial future:
43%

e citement as well as to their concerns. art of
the reason this generation is so stressed is that

’

:

they re highly sensible the biggest concerns

j

among future students are their ob prospects

fi

’

and long-term nancial future - and they re more
worried about these things than
Welcome Week for

Millennials.

The welfare of my family:
41%
School/education:
39%
My physical/medical health:
36%

Gen Z is likely to be an equal

balance of socialising with plenty of academic

Source: Deloitte

x

and career-boosting activities mi ed in, too.

Other concerns include school and education and physical health. Having grown up as digital
natives, young people are less worried about their use of social media - no doubt digital social
networks will form a strong foundation of their Welcome Week activities, especially in the time
of COVID-19. 


Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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An international focus



Top countries of origin for

29% of all Australians were born overseas.

international students:

This makes it one of the most culturally
diverse developed nations on the planet. A
huge percentage of Australian students are
international students - and out of all
territories, Australian Gen Z are particularly
international in their brand preferences. With
cities across the country functioning as
cultural melting pots of students from a huge
swathe of cultures, young people are
constantly getting introduced to new
brands. The uptake of disruptive tech has

1. China

2. India


203,295 

109,736


3. Nepal


51,377


4. Brazil


25,604


5. Vietnam


24,782


6. Malaysia


23,854


7. South Korea

20,152

been particularly strong in recent years - with
Chinese smartphone brands such as Huawei
and OnePlus making a splash among young
Australians in particular.  














The lively international student community will no doubt feed into
Welcome Week this year - although activities might be more virtual,
universities are investing in tech and rapidly developing online
platforms so that students can socialise and learn remotely.

Sport
Clubs and societies are a huge staple of the Australian uni experience.
In fact, 47% view sports as “just as important” as academics within
their education experience, and 22% actually see sport as being more
important. Welcome Week has traditionally been the time for students
to delve into the sports teams that will shape their degrees. While this
year, sporting events won’t be as feasible, we can infer that fitness will
still be of paramount importance to this active, health-conscious
generation. Athleisure, at-home workouts and nutrition are likely to be
well within young students’ focus in their first weeks of uni. 














Digital activities
This year, a number of universities have already announced that they plan to kick off their Welcome Weeks
in a digital format - having already pioneered the digital Welcome Weeks at the start of Semester Two,
they’ve had a chance to gauge what students want from the experience and hone it in time for 2021. With
socialising, education and welcome workshops all taking place online, you can be sure that online
shopping, too, will feature strongly throughout 2021. Many universities are putting out digital platforms
early so that students can get used to the format - Monash University, for example, has launched Amigo,
which connects future students so they can begin socialising ahead of the start of the semester. More so
than ever before, the build-up and reality of Welcome Week will take place online - and as a brand, the
best way to make sure you’re at the forefront is to get your media messages out there as early as possible.















Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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Welcome Week in numbers

What does the student income look like?
Most students will start receiving their student income from just before Welcome Week, so they’ll
have a good understanding of their budget from the moment they enrol at uni. A common source
of income is the Higher Education Loan Program (HELP) which is repayable to the government
based on income. This pays for tuition, but living costs are usually privately financed for domestic
students. International students have the option to pay tuition fees well in advance, meaning
they’ll have a clear idea of their budget going forward once Welcome Week rolls around. 















62%

33%

80%

of students receive support 

from their family or partner

of students receive 

student income support

of students are 

in paid work
Source: Gratten Institute

Unlike other demographics, students are less likely to receive their income in one lump sum: with
wages, income support and family allowances balancing out their budget, they could be
grappling with a number of different “paydays” depending on their circumstances. Welcome
Week is a great time to engage, because students are likely to be financially topped up and ready
to embrace uni life. 


Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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Gen Z spending habits

As they approach Welcome Week, Gen Z are unlikely to blow the budget - 65% of young
Australians actively budget money so they know how much they can spend over the week or
month. Having said this, Gen Z don’t have too much confidence in their own budgeting abilities,
with just 31% describing themselves as financially resilient, according to McCrindle. Brands can
help to increase this figure by helping to shape positive spending habits from the start of uni. 


This Welcome Week, Gen Z are also likely to spend with the events of the pandemic in mind. 70%
intend to support smaller, local businesses to help boost their revenue during a difficult time. But
this doesn’t mean they’re turning their backs on bigger brands - so long as those brands responded
well to COVID-19. 60% of young people plan to buy more products and services from big
businesses that took care of their workforces and positively affected society during the pandemic.
This Welcome Week, Gen Z will be on the lookout for brands that have got it right in the past. 
















What do students buy?














Monthly student costs in Australia: international students

Rent and Bills

Grocery Shopping

Internet

Books and study supplies

$430 - $768

$347

$70-$120

$42-$84

Monthly student costs in Australia: domestic students

Rent and Bills

$0*

Grocery Shopping

$347

Internet

$0*

Books and study supplies

$42-$84

*For domestic students, the most common accommodation option is to live at home. While they might make some contributions to rent
and bills, these expenses don’t feature as much in the domestic student budget.

Some of the biggest purchases of all will come prior to Welcome Week. Most students will want to
get hold of a laptop and a phone deal to see them through university, particularly with so many
Welcome Weeks featuring online workshops this year. Tech accessories will also be early
purchases, as Gen Z figure out what they need to remain digitally in tune with their surroundings think speakers, AI voice assistants and wearable tech.
Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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Many new students, domestic and international, will find options like eating
out, entertainment and groceries to be new-found expenses, and will be
looking for brands with discounts that fit their budget requirements.

From Welcome Week onwards, domestic and international students will be setting up a budget and
identifying their ongoing costs - and to make it onto their shopping list you’ll have to present a
lucrative discount via an engaging media campaign. Domestic students aren’t as likely to live in uni
accommodation - most opt to live at the family home - so things like rent, utilities and internet won’t
factor into their budget as much. This gives them a lot more disposable income to play with. Many
new students, domestic and international, will find options like eating out, entertainment and
groceries to be new-found expenses, and will be looking for brands with discounts that fit their
budget requirements. 


Clothes, shoes and accessories, together with health and beauty products, will also be high on Gen
Z’s list of Welcome Week purchases. Whether they’re making that first impression on Zoom or in
person, young people will want to feel good about themselves, and clothes play an active role in
shaping their new identity as a student. A new wardrobe might be more of an essential than a luxury
for international students, as they move into a completely different climate to what they’re used to. 


When do students start shopping?

New students have the option of starting their
degrees either in the first semester (March to
June) or the second semester (July to October).
Welcome activities exist for both semesters,
but Semester One is the more popular start
time - so you can expect a strong spike in sales
in the build-up. Typically, Welcome Weeks
occur in February or March. 


“With a season of gifting and
consumerism falling right before
the start of term, students often
use the Christmas period to get
everything they need for uni.”

Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.
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While Welcome Week itself is a strong time
period for student sales every year, future
students make certain purchases in the weeks
and months before. This coincides with the
Christmas holidays for Australian students, as
well as for international students from countries
with a distinct winter holiday period. With a
season of gifting and consumerism falling right
before the start of term, students often use the
Christmas period to get everything they need
for uni. Whether that’s a brand new wardrobe,
a new laptop or phone, or their gym
membership for the coming year, for future
students, Christmas shopping and uni
shopping are one and the same. 



 

There’s an important distinction between international students and domestic students’ buying
habits. While domestic students have the whole summer break to pick up essentials - and can utilise
the Christmas gifting period to stock up on expensive purchases - international students will be
making most of their key purchases when they move to Australia. It’s crucial to have a Welcome Week
campaign that starts well in advance for the domestic students, but make sure not to wrap things up
too early - you’ll miss a key opportunity to engage with international students when they arrive.

How can you engage with students?

Typically, Market Day is a staple at Welcome Weeks
across campuses, but with social distancing and
campus shutdowns redefining how students will be
introduced to their uni, digital is the way to go for 2021. 

It won’t surprise you that Australian Gen Z have the
highest social media usage out of all generations - but it
might surprise you to find out what platforms they use.
While Facebook makes it into the top three, visual
platforms like YouTube and Snapchat are by far the
most popular - 91% of young people use YouTube
regularly, and Snapchat now has 6.3 million active daily
users in Australia. This creates lots of opportunities for
brands to engage with students via sponsored content,
video ads and product placement in the build up to
Welcome Week. 


Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.

Which social media platforms
do Gen Z use the most?
Youtube:
91%
Facebook:
82%
Instagram:
69%

Source: Statista
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Cyber Week: Campaign Success Stories
Nutrition and protein brand Tropeaka wanted to put themselves on
the map for health conscious Gen Z consumers, and for Welcome
Week 2020 they enlisted Student Beans to help. After discussions
with our dedicated Account Management team, they decided to take
part in our Welcome Week campaign, boosting their presence across
all Student Beans media. Student Beans advised Tropeaka that
students across the country have fitness on the brain during Welcome
Week - they’re at the start of a new phase of their lives and are looking
to develop healthy habits, as well as signing up for uni sports and
gym memberships. The results that Tropeaka saw confirmed this:
compared to the fortnight prior, Tropeaka had a 40% uplift in codes
issued and their sales skyrocketed by 55%.

For leading tech brand Lenovo, students are a key demographic - they
knew that if they made the right impression from the start, they could
guarantee loyalty from the Gen Z market for years to come. The
challenge was to convince young, financially-conscious consumers that
the higher average order values were worth the investment. Student
Beans ensured that Lenovo was front and centre of our Welcome Week
campaign, putting out strategic media in the key period between late
February and mid-March. Lenovo was a hit with our user base - codes
soared upwards by 78% and their revenue climbed by a massive 172%
compared to three weeks prior. But it didn’t stop there. Students were
galvanised by the chance to save more, and piled their baskets high,
pushing Lenovo’s AOV up by 20%.

As students arrive from all over the world, they’re looking for a chance
to meet new people. Knowing the appeal of bowling among
international and domestic students alike, Strike Bowling wanted to
make a lasting impact on Welcome Week that would keep students
coming back. Working closely with Student Beans to decide on the
ideal time period, Strike Bowling decided to offer a limited-time, free
bowling offer to all new students during Welcome Week. It was a
huge success. With so many young people interacting on campus, the
deal spread from student to student via word of mouth. We reinforced
this awareness with strategic media on and off campuses, ensuring
that every student knew that they could obtain a free experience.
Strike hit a huge 2,000 codes during the Welcome Week season - a
daily average of 100 per day - guaranteeing them footfall for years to
come from satisfied customers.
Ready to take your Welcome Week marketing strategy to the next level? 

Contact us to speak to a student marketing expert.

55%

uplift in sales

50%

uplift in revenue

40%

conversion rate

78%

uplift in codes issued

172%

uplift in revenue

20%

uplift in AOV

2000

codes issued

100

daily average
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Opportunities
Ready to kick off your best ever Welcome Week marketing campaign? This year we’re offering more
digital opportunities than ever before to connect with new and current students during the virtual
Welcome Week period. Here’s an overview of what we’ve got in store and how you can get involved. 


Welcome Week hub

As students take their first steps into student life, the Welcome Week
hub is the digital destination for them to fulfil all of their shopping
needs. Put your brand at the front of their mind as students plan for
Semester One, stock up, pack their bags and prepare for university.
The hub gives brands the opportunity to weave their marketing
message into eye-catching content designed to entertain and
inform students before they start university.



Welcome Week collection

Our Welcome Week collection will highlight the best of the best the top 20 deals that students need to know about this Welcome
Week. Featured prominently across our website and app, brands
that appear in our Welcome Week collection will achieve
extensive exposure to our audience, and engage 2021’s incoming
students specifically looking for the products they need for the
new academic year. 



Branded content

Work with our in-house editorial team to produce branded
content that tells your story - and tap into exactly what students
will be reading as Welcome Week approaches.

Social media extensions 

Use our first-party data to target students in the build-up to
Welcome Week, figuring out exactly what personae you want to
engage with within the student demographic.

l


Student Beans emai

Appear in our weekly round-up of new, boosted and trending
discounts, reaching students wherever they’re shopping this
Welcome Week.
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About Student Beans
We bring together student verification technology, student
marketing solutions, and student research to help brands
better attract, convert, and retain more 18- to 24-year-old
customers.

Student Verification


Student Marketing


Student Research


Our award-winning

Our market-leading

Our unique access to

student verification

student marketing

students enables us to

technology enables

solutions enable

identify key trends and

brands to run their

brands to reach and

empower brands to

own gated student

engage a global youth

better engage with

offer programs.

audience.

Gen Z.

Our story

Student Beans was founded in 2005 in Birmingham, UK, by James and Michael Eder. As young
university graduates themselves, the brothers saw a gap in the market for a digital student
loyalty platform that would give students exclusive discounts on the brands they love, and
connect retailers to this key consumer demographic.



Quickly becoming a part of everyday student life, Student Beans revolutionized the concept of
the student ID for the digital age. We launched our award-winning verification technology,
enabling brands to ensure their student discounts are only available to verified students. Today,
we partner with thousands of the world’s biggest brands across fashion, technology, food,
entertainment, and more, and power a global network of students in over 100 countries.

Find out more about our Student Verification,
Student Marketing and Student Research today.

@sbforbusiness

Student Beans

