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360 Marketing Lab

IMMERSIVE VIRTUAL TOURS
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Why should schools listen to us?

We are a small business, based in the Midlands, serving the UK and
abroad in delivering premium 360 virtual tours to independent schools.
We specialise in this product and in this sector.

We have a combined experience of 25 years working in school
marketing, visual assets, digital technology and user experience. We
understand school’s audiences, their pain points, their goals and how
they interact with families. We also understand the use of emerging
technology, on-brand experiences and creative solutions to achieve
school’'s marketing goais.

Whilst we create immersive, 360-degree virtual tours to put rocket fuel
into school marketing, what we bring to the party is a full understanding
of what you need to achieve with this tool.
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THIS WHITEPAPER IS A MUST-READ FOR
ANYONE LOOKING AT INVESTING IN A
VIRTUAL TOUR FOR THEIR SCHOOL. IT

DETAILS HOW TO CHOOSE A SUPPLIER
AND WHAT TO LOOK FOR TO AVOID
DISAPPOINTMENT.




Whatis a 360° Virtual Tour? Our definition

TURNING THIS EQUIRECTANGULAR IMAGE...
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Do you need a
Virtual Tour?

THE DECISION SHOULD BE MADE SERIOUSLY AND MONEY INVESTED IN MAKING IT AN
IMMERSIVE AND ON-BRAND EXPERIENCE TO INCREASE ENGAGEMENT.
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Pupil recruitment

International families

New staff & interviewees

New pupils & starters

Alumni engagement

Community engagement & support

A VIRTUAL
TOUR
SHOULD BE
A BRAND
EXPERIENCE
FOR YOUR

USER, NOT A
SIMPLE
PHOTO
GALLERY
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Photography Quality

|. camera type and how the 360s are shot and
2. the skill of the camera operator and
3. software used and skill in post-production

|. The image quality itself

2. The content of the image

LOOK FOR HIGH-RESOLUTION, COLOUR-CORRECTED
IMAGES WITH MINIMAL CLUTTER TO SHOW YOUR

FACILITIES OFF
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Embedded Content

H AE ROOM LIST LOCATION PROSPECTUS ADMISSIONS WEBSITE

ATHER PITCH

Sports Curriculum

The Sports Department’s aim is to provide all
students with the opportunities to enjoy, compete,
and excel in a range of physical activities. This
experience builds character, develops leadership
skills, imparts core values, and develops an
understanding of a healthy active lifestyle. We aim ta
lents to engage with physical activity
their lives, to instil In them the

pate in physical activity, and to
ge ¢
hysical activity is importa
mental, sacial, and physical health

—
In Key Stage 3, the girls have one single and one &
double lesson a week, and they are offered a

programme of basic skills through Hockey, Fitness,

Gym, , Indoor games, racquet

sports, aqua Sparts, Swimming, Athletics, Striking

and Fielding. Cricket, Tennis, and Physical Literacy
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In Key Stage 4 and 5. a wider range of activities is |
encouraging participation outside of
curriculum lessons and the School. For example, in | =y
addition to the usual team sports and activities, Sixth =L
Form girls have the opportunity to take port in

Fuiee

i Yann and the wricia by thas (i
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HOME ROOM LIST LOCATION PROSPECTUS ADMISSIONS. WEBSITE

USE A LAYERING EFFECT: EXCELLENT PHOTOGRAPHY BASE + LAYERS OF ENGAGING MEDIA-

RICH CONTENT TO INCREASE A TOUR'S EFFECTIVENESS
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User Experience and
User Interface (UX/UI)

CREATE A BRAND EXPERIENCE

THAT ENGAGES YOUR AUDIENCE
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Useful Features
to Add Value

CREATE A VIRTUAL TOUR BRIEF THAT REQUIRES
YOUR TOUR TO 'LOOK DIFFERENT 'AND TO HAVE

ACCESS TO USEFUL FEATURES WILL CONTINUE TO
DIFFERENTIATE YOU FROM YOUR COMPETITORS.
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Security Concerns

USE A 'JUMP ROOMS'
APPROACH TO AVOID
MOST CORRIDORS AND
THE 'CONNECTIONS'
BETWEEN SPACES TO
DECREASE ANY
SECURITY RISK.
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Pros and Cons of Different Types of Tours
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One-shot Camera

PROS: CHEAP, GOOD FOR PERSONAL USE OR SMALL '‘DISPOSABLE’' TOURS
CONS: POOR QUALITY FOR BUSINESS USE, LOW MP, CHROMATIC ABERRATION,

WORKFLOW DIFFICULT, EXPENSIVE, TIME-CONSUMING AND REQUIRES SKILL, HAS
LIMITED EDITING CAPABILITIES.
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DSLR or Mirrorless Camera with Specialist Lens

PROS: EXCELLENT PHOTOGRAPHY,
HIGH MP/RESOLUTION SO
ZOOM/DETAIL IS EXCELLENT, POST-
PRODUCTION EDITING FLEXIBILITY,
SOFTWARE CHOICES ENDLESS AND
WITH THE RIGHT SOFTWARE WILL
ALLOW FULL BRANDING OF THE
TOUR.

CONS: SOURCING GOOD
PHOTOGRAPHERS CAN BE
DIFFICULT, NOT CHEAP, LONGER TO
BUILD DUE TO EXTENSIVE EDITING
CAPABILITY, IF CERTAIN SOFTWARE
IS USED TO BUILD THE TOUR,
BRANDING EDITS CAN BE LIMITED.
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Matterport camera and software
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The above options are cameras that can be used with any software to build a Tour. However, there is an option that is both
camera + software or software only. Matterport is a company that offers its software as an annual subscription fee and they also
offer three camera choices, one of which is their own camera. Camera choices that can be used with Matterport software are: your
own ‘one-shot’, your own DSLR or Matterport's own 1I34MP camera (£3000). Any of these cameras are a cost to the school
and/or require hiring a professional photographer who uses Matterport software.

We have commented below on the Matterport software features, when using any camera plus added some comments when
using the Matterport camera.

Photography must be supplied to Matterport. Images are uploaded to the Cloud and your Tour is built by a Matterport algorithm.
Humans do not build the Tour. When the Tour is built it is emailed back as a finished product. Any errors aren't spotted until after
the photographs have been taken and Tour built.

The provider (or school if you've done it yourself) is tied into the Matterport software as a service (SaaS) for which Matterport
charge annually. If you decide to cancel the service, then your Tour would go offline and no longer be available, as there is no
option to ‘keep’ the Tour files without paying an annual subscription fee. This option works fine for estate agents when Tours go
offline as quickly as they go online (once a property sells) but for a school/business that may want to keep the Tour live for longer,
we see that as an unacceptable proposition especidlly if the annual fee increases. At the time of writing, subscription fees are
approximately £1000 per year.

Another feature of a Matterport Tour, it is usually a ‘true walk-through’ meaning every single step is photographed and as such, it
provides a full floorplan and blueprint of your school, for everyone to see (see Security, above). A feature of this ‘true walkthrough'
is, like in Google Street View, it could take you 4 clicks to get from a current viewpoint to one that is 10 feet away in the image,
which in our opinion, leads to a poor UX, takes too much effort and delivers too much detail. In this ‘true walkthrough’ you can also
get something we call ‘tile pulling’ meaning, when you advance from one spot to the next, the small tiles (there are 100's of them)
that make up a 360 image either pull or stretch or temporarily go black so the image can distort quite dramatically.

®
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Matterport Camera and
Software (cont'd)
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Matterport Camera and Software (cont'd)
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PROS: EXCELLENT QUALITY PHOTOGRAPHY (DSLR OR MATTERPORT CAMERA), COMPETITIVE
MID-RANGE PRICING, CAN ALL BE OUTSOURCED AND COMPLETED QUICKLY.

CONS: SECURITY RISK AND LONGEVITY OF A SUBSCRIPTION MODEL, UX/UI, LITTLE/NO
DESIGN/EDITING/FLEXIBILITY, DOLLHOUSE AND MEASURING TOOL COULD BE PERCEIVED AS
A GIMMICK, TILE PULLING.
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iPhone |2 with LIDAR

PROS: KIT IS ACCESSIBLE, IMAGE QUALITY IS

ACCEPTABLE, COULD BUILD A TOUR CHEAPLY.

CONS: KNOWLEDGE OF SOFTWARE, PHOTO
DESIGN IS COST AND TIME PROHIBITIVE

EDITING,
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Software options
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Photography and Design Issues

Photography

Chromatic aberration
Sun/shadow placement in the image

Skies and grass

Clutter in the image

Blown out’ windows
‘Noise’ in image / a ‘grainy’ image
Visible camera and/or tripod

Attention to detail
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Photography and Design Issues

Design
UX/UI

Branding

Design Immersion

Menu Design, Layout and Content
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360 MARKETING LAB

How much should you budget?
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We hope you have found this a helpful checklist and as ever, we are always available for impartial advice
and best practice techniques when it comes to Tours or anything school marketing related.

The views and professional opinion herein were collated and written by
Taralyn Cox, Alchemist in charge 360 Marketing Lab, and experienced digital marketer with I3 years'
experience in the education sector
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Contact Details

Website Address
360marketinglab.co.uk

Email address

taralyn@360marketinglab.co.uk
craig@360marketinglab.co.uk

Phone number

07908 158 548

360 Marketing Lab

IMMERSIVE VIRTUAL TOURS
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