


              & targeted campaigning 



Brussels 

• Capital of Belgium 

• Heart of Europe 
• 1,1 Million population  
 
• International / EU centre 
 
  - Mix of cultures; in French, Dutch, English 
     - 2 500 lobbyists 
  - 1 700 international associations 
     - 1 000 foreign press correspondents 

  

  



 
• 8 faculties, 1 VUB hospital 
• Dutch& English programmes 
• Internationalisation is key 
• Top200 QS university ranking 
• Born out of ULB,  
    179 years of history 
 

• 13 000 students 
• 3 000 international students 
• 6 000 employees  

 

Vrije Universiteit Brussel -   VUB  



• News and PR purposes,  
     by marcom dept. 
• Alumni activities,   
     by marcom dept./faculties 
• Fundraising, 
     by TTI Valorisation dept. 
 
VUB Team Alumni reporting to 
the marcom dept.’s director:  
 
• T. Peeters, Team Lead 
• C. Beuls, Project Manager 

Alumni relations at VUB 



• Added value between VUB and alumni 
• Support/facilitate faculty initiatives 
• Activate networking between alumni 
• Convert students to active alumni 
 
 Why bother? 
 

•   Alumni are your brand advocates (WoM) 

•   Alumni evolve plus have kids: students! 

•   Alumni professionals: added value for VUB 

Goals  



• Loyalty program; benefits & events  
 
• Operational basis   

• Promotion partners in loyalty program 

• Annual event plan for Team Alumni 

• Event organisation formats (scenarios) 

• Communication plan formats (waves) 
 
• Alumni relationship management 

• Starting with an annual plan, including KPIs 

• Consolidating results using Sales Force CRM  

Work 



Manage 



• Alumni web section, promoting news & events  
•   Alumni Linkedin & Twitter community 
 
• Printed VUB magazine Akademos  
• VUB Newsletter by mail (weekly) 
• VUB Alumni newsletter by mail (bimonthly) 
 
• Alumni DM Email campaigns (segmented) 
• Occasional DM print campaigns  

 

Com channels 







Results 2011 - 2012 

• 8 events/year, by central VUB Team Alumni 
 
 
• Approx. 9000 VUB alumni (loyalty) passes 
• Approx.37 000 addresses (out of 50 000 alumni) 
 
 
• Approx. 3500 active Linkedin members 
• Approx. 7000 active Email addresses 
 
 
 



Objectives 2013 (~KPI) 

• 8 events/year, by central VUB Team Alumni 
       => Create national PR event on campus 
 
• Approx. 9000 VUB alumni (loyalty) passes 
• Approx.37 000 addresses (out of 50 000 alumni) 
       => Gather upto 38 500 addresses (+5%) 
 
• Approx. 3500 active Linkedin members 
• Approx. 7000 active Email addresses 
       => Gather upto 5000 Linkedin members (+35%)  
       => Gather upto 10 000 @addresses (+30%) 
       => CTR from 10% to 15%; keep 35% open rate 
 
 



Set-up?   
The Great Belgian Comeback! 
 
• Target VUB Alumni 
• To reconnect with VUB,  
     college friends, staff 
 
• Event on 2 VUB campuses 
• Minimum of 500 attendees 
 
• Contents, animation, catering 
• Re-create student feeling 
 

NEW: PR event on campus 



All back  
                  to class! 



Challenges?   
  
 
• Full programme (13h – 20h)  
• Involve faculties, associations 
 
• Organisation on 2 campuses 
• Kids animation & catering 
• Logistics for campus 2 (Jette) 
• Contingency plan (weather!) 
 
• Taget set on 500 attendees 
• Measure & report on results 
 

PR event on campus 



Project plan 



Activities plan 



Communication plan 

Wave 1 

• Advertising 

Wave 2 

• DM 

Wave 3 

• Reminder 

Wave 4 

• Call action 

Wave 5 

• Back-up 



Communication plan 

Wave 1 

• Advertising 
(- 3Mths) 

Wave 2 

• DM 

Wave 3 

• Reminder 

Wave 4 

• Call action 

Wave 5 

• Back-up 

• Mini-site (+ form), post VUB newsletter  

• Article + ad in Akademos magazine  
    (3 500 postal addresses & partner distribution)  

• Publish on VUB site, Alumni section, partner sites 

• Launch on social media: Linkedin, Twitter, Facebook 

• Print ads in partner magazines  

    (associations, hospital, partners) 
 



Communication plan 

Wave 1 

• Advertising 

Wave 2 

• DM                
(- 2,5 Mths) 

Wave 3 

• Reminder 

Wave 4 

• Call action 

Wave 5 

• Back-up 

• Post cards for local Alumni associations 
• Post cards for central VUB contact lists  
• Invitation sent to 37 000 people 
 
• Electronic DM campaign to Email contact lists for     
    alumni (central & local) to 4 874 people 
• Add event information in Alumni pass letters 

   
 



Communication plan 

Wave 1 

• Advertising 

Wave 2 

• DM               

Wave 3 

• Reminder     
(-1 Mth) 

Wave 4 

• Call action 

Wave 5 

• Back-up 

• Perform database update: omit all registered 
 
• Reminder email to updated E-lists(local; central) 
 

• Printed invitation (post card) to VUB personnel   

    (internal post) to 1 500 people 
  



Communication plan 

Wave 1 

•Advertising  

Wave 2 

•DM 

Wave 3 

•Reminder 

Wave 4 

• Call action 
(-3 Wks) 

Wave 5 

•Back-up 

 Contingency plan A 
 
• Time slots for MarCom team for phone calls  
• Use (postal) address list, revised by Wegener DM 
• Invite to: get alumni pass and come to the event 
 



Communication plan 

Wave 1 

•Advertising  

Wave 2 

•DM 

Wave 3 

•Reminder 

Wave 4 

•Call action 

Wave 5 

• Back-up   
(-2,5 Wks) 

 Contingency plan B 
 
• Personalized letter template for Deans and 
    selection of professors to personally invite 
• Large email campaign to full VUB contact list 
• Invite student associations to invite alumni in     
    group 
• Invite last year students to come and register for  
    their alumni pass 



Outcome 

IN NUMBERS 
• Registration, without contingency plans:  

• 950 persons: 700 alumni, 82 partners, 169 kids 
• Actual attendees: 

• 741 persons: 543 alumni, 198 partners & kids 
• Up 1% to 1,4% in email addresses and Alumni  
    passes, but + 1500 users in Linkedin community 
 
• Max. budget estimate: 19 500 EUR  
• Money spent:   

• 18 250 EUR spent 

• Of which 9 500 EUR was paid by attendees 

• Of which 8 750 EUR was paid by VUB 

• Less than 12 EUR/person 
 

 
 
  
 
 
 



Outcome 

IN VISITOR FEEDBACK 
 
• Survey by Email to 600 persons +2 Wks:  

• 20% respons by attendees, 4% with others 

• Email was best perceived invitation channel 

• Main motivation for coming was finding class 

mates; then re-visiting faculty & campus  

• Less elaborate academic activities and more 

networking/socialising opportunities wanted 

• Reception, dinner and kids animation scored 
very high 

• They want next editions every 1 or 2 years  
                                                       (budget!) 

 
 
 



Outcome 

IN LESSONS LEARNED BY THE TEAM 
 
• Organise 1 event on 1 campus per year maximum 
• No other activities on campus 
 
• Post registered guest lists online 
• Get more professors on the event 
 
• Invest more in digital communication efforts 

 
• First step: the big alumni survey, by which we    
     want to enrich our database with Email  
     addressess, professions , actual expectations  




