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Overview of national 
promotion instruments

1. A national higher education brand; 

2. A central website;

3. HE events; 
4. Communication (media) campaigns;
5. Information offices;  
6. Further promotion-related activities;



National HE brand

Elements of a brand:

− Slogans

− Logo

− Image

− etc.

Examples: EducationUK; Live, Learn, Grow (?); 

Think, Play, Participate (?); Look up (?); Pizza e pasta (?)



National HE brand



“Study-in-...” website

Core elements of a good website:

- HE system

- Modalities

- Link to institutions

- Scholarships

- English-taught programmes

- Services to students

- Testimonials
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Examples
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Events

• Core-type event: HE fair; 

• Other types of events: smaller 

seminar-type meetings ; 

• Joint events.



Media campaigns

• Advertisements on television, newspapers 

and magazines, etc.; 

• Country- and language-specific campaigns.



Information offices

• Some organisations build their own 
permanent presence in key countries.

• Possible forms: fully-fledged offices,
education officers in embassies, cultural 
institutes with HE delegates, regional
promoters (loose network).

• Benefit: close contact with potential students.
• Detriment: costs.



Further activities

Further promotion-related activities:  

• the use of private agents; 

• training and competence-building for one’s own 

institutions (market analysis, etc.).
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Country classification

• Type I: high degree of activities and resources.  
-> UK, Germany, France, the Netherlands 
-> Also: Finland, Sweden and Denmark

• Type II: active in only a few of the categories. 
-> Austria (ÖAD), Switzerland (CRUS), Poland 

(Perspektywy Foundation), Ireland (Education 
Ireland), Spain (EduEspana) and Italy (EduItalia)

• Type III: no major visible form of national HE 
promotion. 
-> majority of EHEA countries
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Outlook – Promotion of 
Europe as a study destination

GPP (LOT 2)

• Project period: March 2008 – March 2009

• Loose network of 10 Study-in-Europe promoters
(mostly international officers)

• Stakeholders involved: national agencies and 
embassies (DAAD, Nuffic, CampusFrance, etc.), 
EU Delegation, EMA



Outlook – Promotion of 
Europe as a study destination

Activities

• Central training of promoters (ACA and stakeholders)

• Individual counselling of students

• Information sessions for students

• Mini-fairs (inter-institutional)

• Print material, websites, etc. for the local market

• Others



Outlook – Promotion of 
Europe as a study destination

Recommend systematic setting-up of Study-in-Europe
networks in third countries. These networks should:

• be centrally co-ordinated 
• have close cooperation with EU Delegations
• involve all national agencies/embassies present in the

target country and offer a platform for those with no 
physical presence

• provide training and support of promoters throughout 
the country

• co-ordinate alumni engagement (e.g. EMA)
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