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Welcome to session S9.07

The power of
storytelling
In higher education



Bonjour, Toulouse!

University of Applied
Sciences and Arts


Presenter-notities
Presentatienotities
Storytelling theory & frameworks
Mention polling tool – scan session
Best practices, linked to theory


EAIE24.CNF.IO

» Navigate to https://eaie24.cnf.io/ and tap the
session titled "9.07 - The power of storytelling
in higher education”

> OR just point your phone’s camera at the QR
code to join directly
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One couple from Hampshire got a surprise when their baby decided to arrive early while on their way to the
hospital, meaning he had to be delivered in a supermarket car park.

Baby born in car park after paramedic
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Hannah says: "l remember that panic when | could look down and see his head was out. There | was in the Th ; 4 5 )
e same paramedic returned later to take mother and baby to hospital for a check-up.
front seat of my car with my husband on the phone. It all felt totally bonkers" P Y: f 2
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Live Content Slide

When playing as a slideshow, this slide will display live content

Poll: If you use storytelling in your marketing, what
is its primary goal?
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This is a live content slide. When playing this presentation as a slideshow, this slide will be where live content appears. Please leave the following Slide Code tag in place: <cnf>S9DXTG1E8EWC76C8</cnf>


Live Content Slide

When playing as a slideshow, this slide will display live content

Poll: In one or two words, which adjectives best
describe your institution?
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This is a live content slide. When playing this presentation as a slideshow, this slide will be where live content appears. Please leave the following Slide Code tag in place: <cnf>TS9G71NM7E8F5784</cnf>
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Inspire change.
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Change the game with your degree

the place where luture global leaders are made

Start your
journey of

we're all
doing the
Same...

Design a New Futm | Our MBAs,

WANT TO CHANGE THE
WORLD? THIS IS WHERE IT

A to?-ranked business school

From insight to impact.




What are the ten most used adjectives used on

university landing pages to describe

themselves?

®

10.

. Innovative

Diverse

. Global

Prestigious
Dynamic
Transformative
Collaborative
Inclusive
Cutting-edge

Supportive

ﬁ Perplexity
1. Innovative
2. Dynamic
3. Diverse
4. Collaborative
5. Inclusive
6. Transformative
7. Global
8. Rigorous
0. Cutting-edge
18. Interdisciplinary



We know we’re not the same

The secret?

It is In the stories we tell,
and In the stories that are told about us.
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Keywords from uni websites – transformative / inspire / 


Most amateurs and citizens believe that marketing is the outer circle.

THE CIRCLES OF Marketing = advertising, it seems, The job of marketing in this

circle is to take what the factory/system/boss gives you and
SPIN hype it, promote it and yell about it. This is what so many
charities, politicians, insurance companies, financial
advisors, computer makers and well, just about

evervone does.

The next circle in has so much more leverage.

This is the circle of telling a story that

resonates with a tribe. This is the act of

ereating alignment, of understanding

worldviews, of embracing and
elevating the weird.

5 Uppo RT Smart marketers in this circle

acknowledge that their product or

service isn't for everyone, but

bend over backwards to be sure
that some people will be able to
fall in love with it

STORY
v
&
Y

The next circle is easily
overlooked. This is the act of
P RO‘DUCT changing what surrounds the
OR actual produet or service,
adding enough usability and
SERVICE support and atmosphere that
the perception of the product
itself changes. Zappos did this
for shoes. Tkea almost willfully
goes in the other direction with
its furniture assembly and
delivery approach. When you go
to an expensive restaurant, you're
buying far more than what the chef
cooked. Products and services are
only commodities if you treat them
that way.

USABILITY

And the innermost circle is the product
or service itself. When the thing you sell

has communication built in, when it is
remarkable and worth talking about, when it
changes the game—marketing seems a lot easier.

COMMUNITY

Of course, that's because you did the marketing
C LI CKS when you invented the thing, saving you the expense
and trouble of velling about it.

When in doubt, when your marketing isn't working, the answer is
easy: go one cirele in. — Seth Godin
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https://seths.blog/2012/07/the-circles-of-marketing/


The easiest stories...

Are the ones we tell about ourselves

We know what we felt, what we wanted,
what we did next, ...

Effective stories...

Are not about us...
but about the people we seek to serve.



Think about

* their journey,

* your role in their journey

« and the stories you can tell about them
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Mention we'll do an exercise later – think about them now


Stories are the oldest technology
we have

We're wired to respond to them

A sense-making device

A survival skill and a life enhancer

No one wants a lecture, everyone loves a story

Jon Haidt, psychologist at NYU-Stern
“The human mind is a story processor, not a logic processor.”



Stories make information stick.


Presenter-notities
Presentatienotities
🧠 Stories make 𝗶𝗻𝗳𝗼𝗿𝗺𝗮𝘁𝗶𝗼𝗻 stick.
Stanford research has shown that people are 7 times more likely to remember facts when they are presented in a narrative.
Stories helped out species survive.
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Stories make us see patterns

and feel in control
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🎮 Stories make us feel in 𝗰𝗼𝗻𝘁𝗿𝗼𝗹.
 
Patterns and narratives help us find order in the things that have happened, and thus make sense of the world.
 
Stories help us find our place in the world.
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👨👩👧👦 Stories connect 𝘁𝗿𝗶𝗯𝗲𝘀.
They help create a shared experience and illustrate our values, history, and vision for the future.
By sharing what we stand for, we invite like-minded people in - or strenghten the bonds between us.��TRIBES - people who are connected to:��1. each other
2. a vision 
(a direction / a culture / a worldview)
3. a story


Stories make change happen
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📈 Stories make 𝗰𝗵𝗮𝗻𝗴𝗲 happen.
 
They help create a sense of urgency and drive an audience to take action.
 
A call to arms without a story is just… noise.


The building
blocks of
a story

CHANGE

BEFORE THE
CHANGE

AFTER THE
CHANGE
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Most basic form of a story - �three parts, tension rising into change event, then resolution into new (desirable?) situation


Tell your neighbor a SHORT story
about someone your institution serves.

Include:

- before / tension

- change event

- the after / resolution

Max 1 minute each
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Goals
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#WeArelnternational

Spring 2023: An unwelcoming study destination

» Anti-immigration rhetoric, uncertainty and policy change play to an ‘unwelcoming’

narrative.

» Perceived to be the least welcoming of the top 5. We needed to change perceptions.
» The need to convince the media and politicians of the value of international

students.

Perception of popular study destinations
Australia

Canada

Germany
\

USA

UK
L ___________________________________________________ 6.1

Source: FindAUniversity Pulse June-July 23

Find o University

Universities UK
International

NCUK

THE UNIVERSITY CONSORTIUM



#WeArelnternational

Our inspiration
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NCUK

THE UNIVERSITY CONSORTIUM



#WeArelnternational

Our storytellers

Universities UK
International

NCUK

THE UNIVERSITY CONSORTIUM



#WeArelnternational

Strategy at a glance

Phased release of video content / student stories

egional PR activity for each student story

oolkit circulation, and organic partner amplification

aid social media campaign and pulse / polls / impact surveys

egular evaluation

Universities UK
International

NCUK

THE UNIVERSITY CONSORTIUM



#WeArelnternational

Creative stimulation?

-




#WeArelnternational

The content

Universities UK
International

HWeArelnternational




#WeArelnternational

Impact

* More than 100 universities have joined the campaign

» 38% uplift in perception of welcome to date

UoP Global @UoPGlobal - Sep 27

The UK inspires, but also needs to be inspired. Other perspectives and
nationalities make a significant difference, adding richness and new
experiences JL&E

LIMU International @LIMU_Int - Sep 26

nu welcomes all international students to study with us. Individuals not
only travel here for our world-leading, high-quality education but also want
to contribute towards it. #we ternational #TransformingLives
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#WeArelnternational

o

Universities UK International @UUKIntl - 3h

& “The quality of education here is excellent. My course is perfect for me”

UK.

ni student Minh-Loan shares why she chose to study in the
Watch her full film, and view our other student stories, here:

#WeArelnternational

Universities UK
International

NCUK

THE UNIVERSITY CONSORTIUM



POSITIONING?

“"the place that a brand occupies in the minds
of the customers

and how it is distinguished from the products of
the competitors.”



Positioning is like
finding a seat on a
crowded bus

Most brands
sleepwalk onto the
bus and sit on top

of one another.

Curious minds shaping a sustainable future

Brightest minds

from across the Inspiring the future
globe shaping the present

satentin
prawic n aBundance af epp ar te rreaki your o
nd insi I n th hel I I

Inspire change
Change the game with your degree

Start your
WANT TO CHANGE THE journeV Of

WORLD? THIS IS WHERE IT

v A top-ranked business school
I S5 LO 11T he . i :
J‘ From insight to impact.
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Practical skills

KdG

University of Applied
Sciences and Arts

»

Exclusive Accessible
Theoretical
knowledge EAIE | ToulLouse

- . A Slide 35 www.eaie.org/toulouse



Practical skills

Swiss Hotel School
uoAs (" KdG
US College UK College NL Lty ot e
Private business
schools
Exclusive - Accessible
University Online

THE

IVY programmes

LEAGUE,

Theoretical

knowledge



Behind great positioning
IS a story.

Positioning is the one-line summary.

The story makes it memorable.


Presenter-notities
Presentatienotities
Positioning keywords of KdG:
ACCESSIBLE and PROFESSIONAL OPPORTUNITY�You'll get in, and you'll be given opportunities


| really feel good at KdG. As
someone who suffers from
anxiety, | had a really hard time
when | first started, but the
school helped me a lot in terms
of organization and making sure
| was always feeling at ease. -

Alex O

"I have learned how to work
together, talk to people from
other cultures and how to work
in uncomfortable situations.
This has really helped me
grow in the past year." - Eliot

| feel very much accepted. For example, | am part of
the Igbtgq+ community and | strongly experience KdG

as a queer-friendly environment. - Lisa-Marie @
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Positioning keywords of KdG:
ACCESSIBLE and PROFESSIONAL OPPORTUNITY�You'll get in, and you'll be given opportunities


Meet Laura, graduate of International Business

Management

Read about Laura’s:

+ Journey so far since graduation

= Personal development — the skills and experience she has acquired

= Career advice “a marathon, not a sprint”

Alongside her day job, Laura is & trained coach and is supported by her employer to offer coaching to

colleagues. In addition, she has invested in external training and has even offered to coach and mentor
up-and-coming KdG students.

As you would expect, she has some excellent advice...

Tell us briefly about your current role. What do you do? Where do you
work?

| work for Goegle's EMEA Head office in Dublin. I'm a Senior Account Manager responsible for a number
of Google's large clients. | consult with them on how Google can support them with a digital
transformation strategy: essentially this is how Al can help improve their efficiency. The role incorporates
elements of project management and consultancy.

How did you find this job?

Five years agc | was ready for a career change. | was working in Madrid but didn't feel the company
culture completely aligned with what | wanted. | actually got a career coach who really helped me to
focus on what was important.

With this help | didn’t concentrate so much on the job description but on the envirenment. | wanted a
company with values that | could identify with and at that time | read about Google running numerous
projects whereby they were supporting the community. This and the fact that Google are such an

imbmrmatimmal smd dhomamis Armamizaticae Ca Llaslesdd st srsmamemine ammlind Ame vose hivasl

» MName: Laura Crespi Van Assche

= From: Mallorca
« Graduated: June 2017

» Current role: Senior Account Manager &
Coach

*» Company: Google EMEA

= Started: April 2020

» Follow me on LinkedIn

"Werking alongside a varied group prepares
you for the international workploce.”

"l found the work culture | was seeking.”



Twin for Hope

 The #TwinForHope campaign and initiative has driven
100 UK universities to help their Ukrainian colleagues.

¢ The Campaign drove a 360/0 uplift in pOSitive pUbliC Universities UK International @UUKIntl - Dec 26, 2022
perceptions towards UK universities - from a general Hiengh HverstEtpuiadineisnerg cheugersier Bevss=
. reflects @viviennestern, Chief Executive, @UniversitiesUK.
population sample of 1,000.

Read more about the #TwinForHope campaign

universitiesuk.ac.uk/what-we-do/cre...

Edinburgh Napier University .»
v @EdinburghNapier

The University of Sheffield .+ @sheffielduni - Sep 8,2022

We’ve twinned with Igor Sikorsky Kyiv Polytechnic Institute (KPI) in Ukraine
to provide practical assistance including rebuilding air raid shelters and
new research and teaching collaborations. #TwinForHope Sf&== @9 #EdNapier has been twinned with Lutsk National Technical University in

the north west of Ukraine - and the partnership continues to go from
strength to strength.

Today marks one year of the @UniversitiesUK UK-Ukraine twinning
programme!

#TwinForHope @

UK-Ukraine
University
= Twinning
The Umversnty of Sheffield has ‘ g o ’ m‘"m."m
twinned with Igor Sikorsky

iv Polytechnic Institute (KPI)
i} in Ukrai 0:03/051 df) & 7




Research to Reality

BELFAST

* QUB sharing stories and findings from their
outstanding research and global impact through B-EgEﬁEﬁ-;l
case studies and video.

« Content served during key voting / survey periods
for the THE and QS reputational surveys, to
relevant academics and researchers.

« +478% growth in voting behaviour and +24 places Researc.h to Reality
in the THE World University Rankings i -

» Achieved place #198 for 2022, within a targeted =
top 200 spot.




The Purdue University
Sesquicentennial Campaign, 150
Years of Giant Leaps, was a
yearlong celebration of Purdue, its
remarkable people, its unique history
and its visionary drive to meet the
world’s future challenges. With the
campaign serving as a springboard
for a renewed commitment to
growth, innovation and discovery,
Purdue’s call was simple: Whatever
your pursuit, take Giant Leaps.

e

GRATERL®)\
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Neil Armstrong is an alumnus


The NCUK story...coming soon!
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Live Content Slide

When playing as a slideshow, this slide will display live content

Poll: In one or two words, which adjectives (that
you can illustrate with a story) would best describe
your institution?
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This is a live content slide. When playing this presentation as a slideshow, this slide will be where live content appears. Please leave the following Slide Code tag in place: <cnf>S8X2J946E9F2YS12</cnf>
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Thanks & let's stay connected

NCUK |\o|C-|

ty prpI ed
d Art

Andrew.Howells@NCUK.ac.uk Kris.Achten@kdg.be
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Presentatienotities
Storytelling theory & frameworks
Mention polling tool – scan session
Best practices, linked to theory
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HELP US IMPROVE

You can evaluate the sessions via
the virtual platform
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