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Longitudinal educaton outcomes (LEO)
data is informaton about the relatonship
between people’s educaton and their
subsequent employment and earning.

It can be used to assess the degree to
which diferent qualifcatons, educatonal
insttutons, or educatonal routes are
associated with higher earnings or higher
rates of employment. The Department for
Educaton (DfE) and the Department for
Business, Innovaton and Skills (BIS) asked
The Careers & Enterprise Company to
explore how such data might be used to
develop beter outcomes data about

1. Behavioural Insights Team. (2016) Moments of Choice. Behavioural Insights Team Final Report. London: Behavioural Insights Team.






In brief

Most young people are not engaged in thinking about
diferent career optons because the task appears too
difcult. They are confronted with lots of informaton
and litle way to make sense of it, which leads to
‘choice overload.

Young people want experiences that help them understand
what it would be like to do diferent jobs and which inspire
them with ideas about their future. They would like more
personalised informaton that helps them fnd the best
optons for someone in their circumstances.







choices of jobs, careers, qualifcatons
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Creatng informaton about edu-
catonal routes is in line with the
needs of young people and is the
area of most interest to providers.
One reason for this is that it could
support the more efectve targetng
of informaton to young people and
personalisaton of informaton. This
is an area where organisatons would
like to ¥nd ways to be able to work
collaboratvely with government on
the underlying data.

6. There is now a small but growing

industry of data-driven careers advice
services. This industry, along with the
online employment search industry,
has an interest in working collabora-
‘tvely with government to improve the
overall data infrastructure that supports
informed choice. Some of the issues
raised by this industry were: access

to consistent directories of courses
and insttutons; beter ontologies for
jobs, skills, employers and industries;
and data standards for certain types of
informaton about jobs and qualifca-
tons. Such work might help to improve
the value of LEO data by addressing a
weakness in the data — the absence of
data about the jobs people do.



1. What influences
career choice?

Research into young people’s career deci-
sions has identfed a wide range of infu-
ences. Parents, peers, teachers and careers
guidance professionals as well as social fac-
tors such as gender and personality all have
an impact — as does the relatve popularity
of diferent TV shows.

The end result is that young people ofen
have a world view that may not lead them
to make the best decisions about their
future. For example:

Young people refer disproporton-
ately to jobs that were common dur-
ing their parents’ youth rather than
those that are available today.

Parents are prone to believe that
their own educaton is the most
appropriate for their own children.
So while parents who went to uni-
versity felt that apprentceships were
a good opton, very few felt it was
right for their own children.

Young people were likely to view
university as their preferred choice,
even when this was unachievable or
unnecessary for their chosen career.

This suggests that young people might
make beter career choices if they were
beter able to assess diferent educaton
and career optons.

Young people and career choices

For the purposes of this report, we assume
that this is true. We defne worse choices
as those which an individual would have
preferred to make with fuller informaton
than was available to them at the tme and
where it is possible for uninformed choices
to lead to worse outcomes. On this basis, it
is also likely that the number of people who
would beneft from more informed choice
will increase as the rate of change in the
job market increases and informaton from
parents and home becomes less reliable as
a guide to the future.

2. Engagementin
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In discussing how they think about careers,
they expressed a desire to get answers to
the logical questons such as:

—3 What are the possible careers
open to me?

—0 What will it be like to do a
partcular job?

—0 What would | need to do to

get there?

However, their eforts to investgate
careers rarely yield intelligible answers to
these questons. The informaton about
careers young people identfed looking for
most commonly is qualifcaton require-
ments, followed by salary informaton and
informaton about the day-to-day dutes

of partcular roles. Although salary is ofen
looked for, young people say it is not the
main infuence on their decisions and they
are more concerned to understand what life
would be like. The key to optng for a career
path was the degree to which they could
imagine themselves in a partcular role.
Informaton about salary and entry require-
ments were then used to confrm whether
an opton was viable. The implicaton of this
is that widening the range of careers that
young people consider as career optons is
best achieved by providing ways for

young people to picture themselves

in diferent roles.

3. Styles of decision making

We characterise the diferent approaches
that young people bring to career decisions
using two dimensions — the extent to which
they are open to diferent optons and the
extent to which they are seeking informa-
ton. These allow us to identfy fve typical
behaviour paterns.

A Disengaged: no decisions made about
the future; no desire to make decisions;
no desire to seek informaton.

A Fixed: decided on a single opton
(whether appropriate or not); no desire
to seek further informaton.

A Satsfcing: considering multple
optons; seeking informaton untl the
frst acceptable answer is reached at
which point it is accepted as a decision.

A Validatng: decided on a single opton
and seeking informaton in order to
validate that decision.

A Gathering: open to diferent optons
and seeking informaton in order to
choose between them.

‘Gathering’ — the behaviour that is con-
sistent with informed choice — was rare.

It was also the least enjoyable approach.
Those engaged in gathering were the least
positve in interviews as measured by the
rato of negatve comments to positve
comments.

A common pathway was to move from
satsfcing when considering what opton to
take to validatng once this opton was cho-
sen. The problem with these behaviours is
that potentally beter optons are discarded
without good reason.

The next page plots the 35 young people
interviewed on the two axes of the number
of optons being considered and the use of
informaton to investgate them. The young
people interviewed fall into four of the fve
groups, but in discussion with teachers and
career professionals there was feedback
that this failed to capture the number of
young people who would be beter charac-
terised as disengaged.



Validating

Actvely searching for
informaton, focused on
validatng a decision already
made. Searching sector-
specifc websites, or on
gaining informaton on
specifc qualifcatons (i.e.
comparing insttutons or
occupatonal qualifcatons).

Satisficing

Informaton search behav-
iour is passive: searching is
extrinsically motvated (e.g. in
careers classes) or incidental
(e.g. seen job portrayed on
television, parents menton
it). Not looking beyond the
specifc decision they are
currently facing, or have a
general sense of uncertainty
beyond that point.

1 student
2 students
3 students

Gathering

Actvely searching for
informaton about current
decision, future decisions
and links between them;
seeking comparisons of
optons (either within or
across informaton sources).




4. Choice architecture and
rational behaviour

‘Choice overload’ is a barrier to informed
choice. Choice overload occurs when peo-
ple face a choice between a large number
of optons with no consistent yardstck to
compare them. Young people are presented
with a wide range of future careers and

a large amount of informaton about

these optons in incompatble or non-
comparable formats.

Choice overload prompts anxiety and
makes decision making taxing. Young
people are being asked to evaluate optons
on several diferent axes at once (“what

is important to me in a career?”, “what is
achievable for me?”, “what type of study

do I want to do?”). A common response

to choice overload is to use heuristcs,

or rough rules of thumb, to narrow the
decision-space as quickly as possible — for
example by discarding optons about which
litle is known. Another response is decision
paralysis where young people avoid making
any decisions because they are aware that
they cannot successfully balance all the
consideratons.

The behaviours of young people faced
with career choices are typical responses
to choice overload. Some close down their
choice space by fxing on a single career
and looking no further. Others deal with
the problem by avoiding it: avoiding big
decisions and dealing with smaller ones

as they arise.

In other words, young people are pre-
sented with a choice environment in which
atemptng to act ratonally looks like an
irratonal choice. It is simply too difFcult.

5. Increasing engagement
— moments of choice,
moments of inspiration

Eforts to increase engagement in deci-
sion making should aim both to reduce

the cognitve burden of careers choices
and to increase the enthusiasm of young
people and their confdence in the value of
the process. Young people ofen reported
seeking what we might class as ‘inspiraton’
rather than informaton.

While data and digital informaton
resources can play some role in this (social
media was cited as an infuence) young
people are inspired by anything that gives
them an idea of what it would be like to
have a partcular job. This includes, for
example, the TV programmes they see

and what they read about in media. It also
includes encounters with employers or
people in employment; their interactons
with teachers, social workers and medi-

cal staf; the infuence of parents, uncles,
aunts and family friends; as well as struc-
tured encounters such as careers fairs and
work experience. The positve impact of
encounters with employers has been well
evidenced, supportng the views expressed
by young people about the need for a more

3. Percy, C and Mann, A. 2014. “School-mediated employer engagement and labour market outcomes for young adults: wage premia, NEET outcomes and career confdence” in Mann, A.,
Stanley, J. and Archer, L eds. Understanding Employer Engagement in Educaton: Theories and Evidence. London: Routledge. URL: htp:#www.educatonandemployers.org/research/school-
mediated-employer-engagement-and-labour-market-outcomes-for-young-adults-wage-premia-neet-outcomes-and-career-confdence-2/



people — prompted by a wide range of
events from TV shows and social encoun-
ters to career guidance events —

and moments where decisions are

required — when they have to select sub-
jects to study or put in an applicaton for

a job. Informaton seeking is associated

with moments where decisions are required -
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Employers were interested in trying to bring
informaton to young people that might
engage and inspire them — the informaton
that young people said they were seeking.

There was a strong sense of the inade-
quacy of personalisaton of informaton.
Informaton about average salaries for job
roles or typical jobs for people with partcu-
lar qualifcatons is hard to assess if you

do not know whether you are typical

or average.

In situatons where decision making can
become more refectve and informa-
ton-bas



From a review of the literature on efec-
tve informaton to support choices, eight
design principles have been identfed
which characterise the most efectve
resources:

8. Helping young people
make informed choices

The research with young people identfed
a number of steps that could help young
people make more informed choices:

1. Bringing them ideas and inspiraton.
Bringing diferent career possibilites
to life for young people will help them
to imagine themselves in diferent jobs
and to make beter choices. This can
be achieved through well-designed
encounters with employers and the






1. How well does information
provision meet young
people’s needs?

There is a wide range of informaton
services available to young people. We
identfed over forty-nine diferent online
informaton sources designed to help
people choose a job, a career or an edu-
catonal opportunity®. In additon, young
people receive advice and informaton from
teachers, career guidance professionals and
their family.

There are numerous innovatve approaches
that have been developed over the last
decade using digital technology to support
career choice and a wide range of data
sources about jobs, industries and educaton
providers. The range of informaton available
to young people is extensive and includes:

Qualifcatons and salaries for
diferent types of jobs.

Which jobs can be done with difer-
ent types of qualifcatons and skills.

Which jobs go with diferent
personality types.

Average earnings and employment
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Coverage of choice topics by informaton providers (ordered alphabetcally, by number of choices supported)

Provider Number Career Job Qualifcaton Place of
of choices choice choice choice learning
supported choice

w

All about group
BestCourse4me
Natonal Careers Service
Not going to university
Plotr

Prospects

Rise to

The Student Room
UCAS

Unifrog

Bridge U
Directons
Fastomato

GCG Changeworks
Horsemouth
LinkedIn

NCFE

Push
Sacu-student

Skills Route
Success at school
The Access Project
The Complete University Guide
The Guardian

Total Jobs
U-Explore

Unistats

What Uni

Which University?
Adzuna
Apprentceships
Founders for Schools
Future First

Future Morph

Get my frst job

Go Think Big

Icould

lggy

Inspiring the future
Jobs.co.uk
Milkround
Monster.co.uk

Mykinda Future

Qube Learning

Talentno Careers

RlRrlr| R R R|IR R RR|R|R[R| R R|RR| R RN N NN NN NN NN NN N NN NN o oo |w|w|w]w|ow|w

TES Global |
Think Alumni

We connect students

Google 0*

Total number of providers supportng choice 29 13 30 15

Total as % of 49 providers 59% 27% 61% 31%

*Whilst Google does not support a specifc ‘choice topic' for young people, it is ofen their frst port of call for exploraton of educatonal and careers opportuntes (as identfed in BIT feldwork)

and has therefore been included in the provider landscape.
Source: PwC
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ii) Few services meet the design principles

for efectve informaton services.
Forty-nine informaton providers were
rated against the nine design principles by
PwC. Services were found to be beter at
pull type actvites — providing informaton
when needed, breaking decisions down into
manageable chunks and signpostng actons.
They were less efectve at recognising the
cognitve context, personalising informaton
and giving young people agency.

It was also notceable that few informa-
ton products were explicitly designed to
support infuencers. While many are used
in this way, it is not obvious from the way
in which they are presented that they have
been designed with this in mind.

Alignment to the design principles for informaton
products across the provider landscape*

Signposts actons

Helps infuences

Provides informaton when needed

Breaks down big decisions into smaller choice sets

Gives young people agency and is transparent

Personalises to the individual

Understands cognitve context

® Meets

*Percentages may not sum to 100 because of rounding error

. Partally meets . Does not meet . Unclear

Source: PwC

Some of the newer careers advice services
are startng to develop systems to ofer
more personalised advice by, for example,
collectng informaton from young people
about their interests and personality (e.g.
iCould, Plotr, Prospects). Other systems
atempt to personalise informaton around
data about the young person’s qualifca-
tons and subjects studied — for example
A-level explorer from Which? tells you what
university courses are associated with dif-
ferent A-level choices.

But none of these systems provides a fully
personalised approach which considers a
young person’s interests, personality and
qualifcatons. The outputs at tmes can
appear banal or obvious rather than inspir-
ing. Careers advisers suggest that young
people were put of if informaton was so
generic and broad that it could not be taken
seriously.

Personalisaton in online careers advice
tools tends to rely on ‘matching’ algorithms
that can at tmes appear crude (‘if you like
working outdoors and enjoy science why not
become an environmental protecton ofcer?).
The degree to which such technologies

are helping young people identfy reduced
choice sets in a way that feels authentc

is open to queston. The test of efectve
personalisaton is the degree to which it
can frst, remove optons that are irrelevant
and second, present limited choice sets that
feel relevant and actonable without being
unduly restricted or oddly specifc. It should
help people identfy the choices they
should focus on and which make a
diference — for example, deciding to
contnue studying biology at 16 without
necessarily deciding to be an environmental
protecton oFcer.
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How could beter outcomes
data help?

Below we set out our assessment of the most useful outputs
from LEO data.

The response of informaton providers

to the possible availability of additonal
outcomes data was mixed. A majority of
organisatons interviewed expressed the
view that other steps to improve data fows
were more pressing than the provision of
outputs from LEO data. For example, a
large contngent were more concerned at
improving the experience of informaton
seeking by a) beter integratng diferent
ofcial informaton services; and b) improv-
ing the underlying data infrastructure such
as consistent universal course directories.

Among those organisatons with an interest
in using LEO data there were concerns
about the potental for outputs from LEO
to be misleading. The value of LEO data
depends on the degree to which paths

into careers are consistent and stable over
tme and the extent to which employability
and fnancial reward fgure prominently in
career choices. If paths are not stable, infor-
maton about the past could be misleading.
For this reason, there was interest in the
use of LEO data to produce earnings trends
and predictve analyses.

The main areas where LEO data was seen
to be able to add value were:

A Longer term earnings data. Publishers
of insttutonal ratngs and rankings or
guidance about educatonal insttutons
saw the greatest short-term opportuni-
tes in LEO data and recognised that, in
partcular, it had the potental to greatly
improve the quality of earnings data,

partcularly if it is able to demonstrate
earnings over the longer term — e.g.

3.5 or 7 years. Also, it was believed that
LEO data would allow more accurate
earnings informaton than is available
from surveys.

Creatng consistent measures of
outcomes across diferent routes and
estmatng comparatve value add.
Some organisatons were most enthusi-
astc about the possibility of calculatng
consistent measures of earning and
employment across diferent educa-
tonal optons. A subset of these were
partcularly interested in the possibility
of providing comparatve value add
data for diferent routes — e.g. going to
university vs doing an apprentceship or
going straight into work. There was no
consistency about the level of informa-
‘ton sought, some seeking it at course
level, others at subject and insttuton
level and others just at insttuton level.
This area was of partcular interest to
those organisatons interested in newer
‘self-driven’ educatonal opportunites.

Understanding routes and creatng
more personalised outcomes data.
Some organisatons expressed signif-
icant enthusiasm for the longer term
potental to develop more personalised
forms of outcomes data. The types of
output that they were most interested
in were: 1) analysis of the range of pos-
sible outcomes associated with diferent



combinatons of qualifcatons (routes
through educaton); 2) analysis of the
diferent educatonal routes associated
with partcular types of outcome.

The informaton that these organi-
satons are requestng are consistent
with the questons identfed by young
people —what sorts of careers could

| have? What would | need to do to
achieve this?

Of these three types of informaton, the
last was the area that prompted the great-
est enthusiasm among providers. It is also
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All the organisatons spoken to recognised
that making the most of LEO data was
going to be a medium-term process over
the next 2-5 years. There was a strong
desire to see government put forward an
informaton strategy addressing the data
barriers to more informed choice that
would encompass how LEO data would be
deployed over coming years. This strategy
should indicate the priorites for develop-
ment of informaton from LEO data and
how these data would be developed.

It should be shared with informaton
providers and identfy how they can be
involved in this work. It could address a
number of informaton issues that limit
the ability to support informed choice,
including:

A Lack of consistent course directories.
A Lack of access to course directories.

A The need to improve upon SIC/SOC
classifcatons.

A The benefts of data standards for
informaton used in CVs and job ads
(e.g. qualifcatons).

A The benefts of gaining empirical
evidence of the relatonship between
qualifcatons and skills.



Suggested next steps

Below we outline some useful next steps.

1. Useful outputs from
LEO data to support



Informaton to support choice of HE inst-
tutons is relatvely well served by a number
of providers. There are fewer services
looking at FE and apprentceships or which
allow comparison across all optons.

Measures of the additonal value ofered by
diferent educatonal routes could be han-
dled in the same way, although there would
be greater interest in informaton providers
engaging in the creaton of these data. A
HESA style service to allow organisatons
to commission (and pay for) such analyses
would be one opton here.

Those organisatons interested in more
complex analyses of how diferent routes
through educaton lead to diferent out-
comes were more likely to express a desire
to be closely engaged in the design of data
outputs with many expressing a desire to
work directly with the data. Direct access
to raw data — as sought by some providers
— may encounter legal barriers. However,
collaboratve working between government
and informaton providers on these anal-
yses has a number of potental benefts.
Informaton providers may be able to bring
expertse and resource. Also, they bring the
ability to test how users react to the infor-
maton, messages and guidance that result
from such analysis. Within the need to
protect privacy, there are mechanisms that
could be used to allow a degree of involve-
ment in analysis by informaton providers.
These include:

A Academic collaboraton. Encouraging
collaboraton between academic
researchers and informaton provid-
ers. Providers could be encouraged to
sponsor academic work; or government
could ofer partal or full grant funding
for research in this area to be conducted
under joint supervision with informaton
providers.

A

Datalabs are arrangements whereby in
a controlled environment or through a
controlled online interface specifc que-
ries can be run against underlying data.
This approach is used in Germany to
allow research on healthcare data sets.
In the UK, the Ministry of Justce has a
Datalab that allows external organisa-
tons to test the impact of interventons
by running analyses on government
datasets without accessing confdental
data. This approach however, is of less
use in iteratve processes to develop
informaton outputs and of more use
when the aim is to allow partcular



3. A data strategy to
support informed choice

There is considerable interest within the
careers advice industry in the development
of a medium-term data strategy to sup-
port informed choice. This should signal
what government plans to do in terms of
publicaton of LEO data and other data
sets. It could also signal plans for invest-
ment in underlying data systems. Lastly it
could identfy opportunites for govern-
ment and informaton providers to work
collaboratvely on improving the value of
informaton.

A programme of work to investgate the
impact of choices on outcomes should
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Annex: Overview of
Informaton services

Below we describe a selecton of online careers informaton services

and give an overview of the market.

PwC reviewed forty-nine organisatons and
products that currently provide informaton
services designed to help inform choices
about careers, qualifcatons and jobs.

Each was characterised on a number of
dimensions including the diferent types of
choice supported — choice of qualifcaton,
choice of insttuton (e.g. university), choice
of career (i.e. type of job) and choice of job
(specifc jobs). Eighteen organisatons were
then selected for more in-depth interviews.

The overview below is designed to give a
view of the broad distnctons we can draw
between diferent types of provider organ-
isatons, and within each of these, to give
a sense of the variety of diferent services
and organisatons. This does not include all
forty-nine identfed. Comments that relate
to the use of LEO data are based on the
subset of organisatons that were inter-
viewed. Organisatons were interviewed
from all the groups identfed below.

We have grouped organisatons under three
headings that relate to diferent areas of
decision making. These groupings allow us
to draw some broad outlines of the market
by looking at how diferent services address
the queston of:

Helping people fnd a job.

Helping people fnd a qualifcaton
or educatonal insttuton.

Helping people choose a career.

In the tables on page 28 and onwards,

we have provided descriptons of those
organisatons which we considered to be
of partcular interest in each area. It should
be noted that the majority provide services
that address more than one decision point
and almost all have ambitons to expand
their services across a wider range of deci-
sion points.

1. Choice of job

The jobs search market has increasingly
moved on-line. Within that space we can
identfy traditonal media, in partcular trade
media, with a strong brand in partcular job
markets and newer online organisatons.
Below we list some of the more promi-
nent organisatons in this area. These are
proft-making companies and earn revenues
from employers by providing leads and
applicatons. Some organisatons that are
focussed on other areas are making some
eforts to move into this area — e.g. UCAS

is startng to ofer a graduate jobs service.
One area of overlap between traditonal job
search sites and educaton search sites is
the apprentce market which is of interest
to organisatons in both sectors. Some
services allow stored searches and generate
push alerts that inform users of jobs that
are available. More innovatve services are
those that automatcally put a market value
on your CV. An area of partcular innovaton
is the automated processing of CV infor-
maton to identfy an individual’s skills in a
consistent fashion.



Their primary interest in analysis of LEO
data is being able to:

Provide beter informaton to users
about future job prospects.

Interpret the value of a CV more
accurately, (i.e. for which jobs is this
person best suited). That includes
interpretaton of qualifcatons
informaton.

LEO data could support both of these
functons. However, its value is limited
because it does not code for jobs, only for
industries. Consequently, it is unclear the
degree to which it would enhance existng
informaton sources for predictng future
jobs, or estmatng salaries or other charac-
teristcs of jobs.

This issue also reduces the value of LEO
data in estmatng the value of formal qual-
ifcatons on a CV. While it is possible to
see associatons between qualifcatons and
earnings, without informaton about the
role that the individual is performing it is
hard for the job market engines to interpret
the informaton with sufFcient accuracy.
There is a view that more accurate est-
mates of the value of qualifcatons could
be achieved by using informaton drawn
from CVs (qualifcatons, jobs achieved and
income as stated on CVs) and job ads (sala-
ries ofered for jobs, skills required for jobs).

The key informaton interests of this
sector are:

Greater standardisaton of informa-
ton on CVs and job ads to improve
the efciency of search.

Gettng beyond qualifcaton data
to skills informaton.

Economic informaton about the
future job market.

Some organisatons expressed an interest in



Organisatons primarily interested in supportng job fnding/recruitment

Provider Status Primary revenue- Brief summary of ofering Primary user
generatng actvity channel
Adzuna Proft-making | Advertsing and Job search engine. For live jobs listed on

recruitment for
employers or insttutons

site, provides analjs#ofi@68.7035 cm0 0 m67
Citment for
employerto

7.1g 1 0 04803B00B23.5 IdRO1E




2. Choice of careers
and qualifications

This part of the market is less well devel-
oped than the job search market with

a wider range of more diverse services.

We have listed here a range of organisa-
tons with a signifcant focus on careers
and/or qualifcatons but many have as
much interest in helping people fnd jobs
or insttutons. The organisatons listed
here are, in the main, smaller than those
focussed on job search. The job search
sites listed in the last secton typically have
3-10 million monthly visitors whereas the
careers focussed sites will typically have
50-200 thousand visits per month. There
are exceptons, however, such as the NCS
which has over 2m visitors per month and
Prospects, which is as much a job search
site as a careers site. There is a mix of proft
and non-proft making organisatons. Most
are focussed on people in educaton or



Organisatons focussed on choice of career or qualifcaton

Provider Status Primary revenue- Brief summary of ofering Primary
generatng actvity user
channel
All about group Proft-making | Student-directed Based on the premise that young people

campaigns

need to start thinking about careers earlier
and employers need to engage talent
earlier. Relevant services are:

AllAboutCareers.com — career explorer
tool with qualitatve informaton and video
content on sectors, career test and specifc
job postngs.

AllAboutSchoolLeavers.co.uk — advice for
post-GCSE and post-A-level apprentce-
ships, FE study and jobs and specifc job
postngs.
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Skills Route

Proft-making | Subsidised by other

commercial actvites

Intended to help young people explore all Parents
the optons that are open to them post-
GCSES. Users can see how their choices
and results will afect their future optons.
Presents dimensions of future careers such
as suitability to chosen subject and FE/HE
courses, startng salary, salary at 35,

job satsfacton.

Success at school

Proft-making | Advertsing and recruit-

ment for employers or
insttutons

Careers advice and job/course/other Directly
opportunity search engine. 'Career zones'
provide informaton on diferent industries people
and what you need to get there including

GCSEs, A-levels, degrees, apprentceships.

to young

BestCoursedme

Non-proft-

Funded by partners

Help students to explore what A-levels or Directly
university courses are right for them based
on selectng a career and fnding out what's | people
needed or on exploring study optons.

to young

3. Choice of institution

A number of organisatons provide informa-
ton resources that are aimed at supportng
choice of insttuton for 18+ educaton.
These providers are mainly focussed on
choice of university. A subset is primar-

ily interested in helping widen access to
university. Most are focussed on support-
ing more informed choice of university
either by creatng university rankings or by
creatng search tools that allow insttutons
to be fltered according to user determined
criteria and then ranked.

Source: PwC

About half the organisatons identfed in
this area are proft making. UCAS plays a
partcularly important role in this space as it
administers the applicaton process.

Among those interviewed, there was
signifcant interest in LEO data’s potental
to provide data about longer term earnings
outcomes, as well as analysis of 'value add'
and return on investment for diferent
qualifcatons or insttutons.






UCAS

Non-proft-
making

Student-directed
campaigns /
applicaton fees

Primary functon as university applicaton
service. Also ofers advice and informaton
on exploring, choosing and comparing

and planning for university. 16-18 secton
provides informaton on post-16 optons
including apprentceships, qualifcatons and
careers. Careerfnder tool is search engine
for specifc job opportunites. Buzz quiz
DO0O0ring
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