
The power of 
storytelling
in higher education

Welcome to session S9.07
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Bonjour, Toulouse!
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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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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?​

Presenter-notities
Presentatienotities
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?

Presenter-notities
Presentatienotities
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>



It seems like 
we're all 
doing the
same...
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The secret? 

It is in the stories we tell,
and in the stories that are told about us.

We know we’re not the same
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Presenter-notities
Presentatienotities
Keywords from uni websites – transformative / inspire / 
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Presenter-notities
Presentatienotities
https://seths.blog/2012/07/the-circles-of-marketing/



Are the ones we tell about ourselves
We know what we felt, what we wanted, 
what we did next, …

The easiest stories...
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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

So... Who do you serve?
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Presenter-notities
Presentatienotities
Mention we'll do an exercise later – think about them now



• 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 are the oldest technology 
we have 
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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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Presenter-notities
Presentatienotities
🎮 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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Presenter-notities
Presentatienotities
👨👩👧👦 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
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Presenter-notities
Presentatienotities
📈 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

Slide 19

Presenter-notities
Presentatienotities
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

Let’s practice...
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#WeAreInternational
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• 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.

Spring 2023: An unwelcoming study destination
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Our inspiration
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Our storytellers
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Strategy at a glance

Phased release of video content / student stories

Regional PR activity for each student story

Toolkit circulation, and organic partner amplification

Paid social media campaign and pulse / polls / impact surveys

Regular evaluation
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Creative stimulation?
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The content
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Impact

• More than 100 universities have joined the campaign

• 38% uplift in perception of welcome to date



POSITIONING?
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"the place that a brand occupies in the minds
of the customers

and how it is distinguished from the products of 
the competitors."
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Positioning is like 
finding a seat on a 

crowded bus

Most brands 
sleepwalk onto the 
bus and sit on top 

of one another.
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AccessibleExclusive

Practical skills

Theoretical 
knowledge



Slide 36

AccessibleExclusive
Online 
programmes

Private business 
schools

UoAS 
NLUK College

Practical skills

Theoretical 
knowledge

Research 
University

Swiss Hotel School

US College
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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
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Presenter-notities
Presentatienotities
Positioning keywords of KdG:
ACCESSIBLE and PROFESSIONAL OPPORTUNITY�You'll get in, and you'll be given opportunities
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Twin for Hope
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• The #TwinForHope campaign and initiative has driven 
100 UK universities to help their Ukrainian colleagues.

• The campaign drove a 36% uplift in positive public 
perceptions towards UK universities - from a general 
population sample of 1,000. 



Research to Reality 
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• QUB sharing stories and findings from their 
outstanding research and global impact through 
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 
in the THE World University Rankings

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



Purdue University: Giant Leaps
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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.

Presenter-notities
Presentatienotities
Neil Armstrong is an alumnus



The NCUK story…coming soon!
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Property 1

Property 2

YOUR 
INSTITUTION



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?

Presenter-notities
Presentatienotities
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>





Thanks & let's stay connected
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Andrew.Howells@NCUK.ac.uk Kris.Achten@kdg.be

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