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Global+Local=Glocal 
 

•  Willingness to “think globally, act locally” 

•  Delivering standardized content in a way that is locally 
relevant 

•  Designing principles at a “global” level as guiding principles 
for innova;on at the “local” level 

•  Going global while maintaining local roots ‐> greater 
awareness of inter‐cultural and cross‐cultural exchanges 

 



Brochures: print and/or online? 
 

‐  Impact of printed brochures is currently overes;mated 

‐  The internet: the most important source of informa;on 

‐  Sta;c vs. dynamic. Upda;ng printed brochures vs. upda;ng 
webpages 

‐  And s;ll… we need brochures when aVending fairs, etc. 

‐  List your programmes on study portals or in relevant paper 
publica5ons? 

‐  Create brochures mostly for print or as online info? 
‐  Create viewbooks or videos? 



 
Vrije Universiteit Brussel:  

Facts and figures 

•  10,000+ students, of which 
•  15% interna;onal  
•  8 facul;es 
•  40+ English taught programmes 
•  1,000+ researchers 
•  2,700+ staff 
•  Largest Dutch language 

employer in Brussels 
 



 
Mission and goals. Interna;onaliza;on. 

“The Vrije Universiteit Brussel is a compe55ve, high‐quality, 
socially commiDed and interna5onally‐oriented university 
located in Brussels.” 

 
Pillars of interna3onaliza3on: 
1.  The further development of an excellent Dutch‐speaking 

university in Brussels via a unique educa;on concept 

2. Further development of a (bio)medical university campus in 
JeVe 

 
3. The founda3on of an interna3onal Brussels University 

Alliance (together with) Université Libre de Bruxelles 



How well do interna;onal and PR offices work together? 
(Intl. Marke;ng perspec;ve) 

 
Head of Dept. 
Electronic 
Communica;on 
Press rela;ons 
Publica;ons 
Secretariat 
 



 
Interna;onal Rela;ons and Mobility Office: 

25 employees 



What are the needs of universi;es? 
 

‐  House‐style 

‐  Website 

‐  Brochures 
‐  Corporate brochure 
‐  Annual reports 
‐  University magazine (quarterly?) 
‐  General brochure 
‐  Prospectuses 
‐   Program specific brochures 
‐  Service brochures on different topics (pre‐departure, 

housing, job office, immigra;on, campus maps) 



 
 

•  Publica;ons: 
–  In English 

•  Student on top of the world 4xA4 overview of all Master and 
Postgraduate programmes at the VUB taught in English  

•  European Studies in Brussels 4xA4 
•  Before you take off  a guide and useful manual for new foreign 

students at the VUB with all prac;cal informa;on important to know 
before coming to the VUB (including informa;on on the mandatory 
prepara;ve arrangements before leaving your home country)  

•  Starter’s guide a guide for new foreign students at the VUB with 
prac;cal informa;on about the VUB important to know once you 
have started here  

•  The rectorate building of the VUB 
•  Corporate brochure (t.b.d.) 
•  “Mastercards” – for programmes and for services 
•  Akademos 

–  In German 
–  In Chinese 

•  Study in Brussels 

 
Vrije Universiteit Brussel 



 
 

     ‐ interna;onal fairs 
     ‐ liaison officers 
     ‐ e‐portals 
     ‐ ads(e‐ and hard copy) 
     ‐ alumni network 
     ‐ university visits 
     ‐ scholarship programs 
     ‐ ambassadors 

 

VUB’s: Interna;onal M&R tools 
 



 
How do you handle global and local content on a global 

portal? 

•  Replace Global/Local with Common/Specific 
–  Shio of perspec;ve “who needs the content rather 

than who created it.” 

•  Identify type of content, services, and features 
required for each local audience/target 

•  Customize information/message 
–  Use of local teams: agents, liaison officers, field 

marketers, branches 
•  valuable “on‐the‐ground” customer knowledge that can 

make local marke;ng efforts more customer‐centric and 
effec;ve.  

 
 



 
depending on the target… 
Example 1 

Versions available: 
 Dutch 
 French 
 English 
 Arabic 
 Turkish 

 



Example 2 



 
Example 3 

‐  E‐flyers 
‐  German language website 
‐  Online communi;es 
‐  Social Media integra;on 
‐  Consultancy services 
‐  Trainings 
‐  Quality control 



 
The new brochures… 

 E‐book “Prepare your stay” 



 
Mixed approach: predefined design, up‐to‐date content, 

local prin;ng 



 
 Akademos – VUB’s infomagazine 



 
Conclusions? 

‐  Find your balance: print vs. online 
‐  Localize your targets 
‐  Adapt to your customers’ needs 

•   “Each brand must undertake the challenge to define 
which elements of their marke;ng mix will be global 
and which element will be local,”  

•   “Brand vision and mission, its posi;oning statement, 
its brand architecture, logo and its look and feel 
should be global…  

•  manifesta;ons of these elements can and should be 
leo to the local markets.” 



 
Discussion: marke;ng of joint or double 

degrees  

www.bruface.eu 
 


