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SOMETHING

BECOMES

SOMEONE

(without using 

black magic)



HELLO,

NICE TO MEET YOU.





+ 40 000 STUDENTS



+ 40 000 STUDENTS

+ 18 000 EMPLOYEES



+ 40 000 STUDENTS

+ 18 000 EMPLOYEES

+ ME







ROUND 1

WHAT IS ALL THE FUSS ABOUT?



WHAT WAS THE MOST VISITED

WEBSITE IN 2008?



WHAT WAS THE MOST VISITED

WEBSITE IN 2011?



FOR WHICH PURPOSE

INTERNET WAS USED MOST

IN 2008?



FOR WHICH PURPOSE

INTERNET WAS USED MOST

IN 2011?



(MOBILE USERS USE SOCIAL

MEDIA EVEN MORE)



WHAT IS THIS

SOCIAL MEDIA?





INTERACTIVE



INTERACTIVE

USER CREATED CONTENT



INTERACTIVE

USER CREATED CONTENT

PERSONAL PROFILE



OUR STUDENTS HAVE CHANGED,

DID WE?





DO WE WANT TO CHANGE?
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DO WE WANT TO CHANGE?

DO WE NEED TO CHANGE?

WHY WOULD WE CHANGE?

HOW CAN WE CHANGE?



ROUND 2: WHAT ARE

WE DOING?!



THREE WORDS:

ONE WAY COMMUNICATION

(examples please)



TRADITIONALLY WE COMMUNICATE

INDIVIDUALLY, NOT AS “KU LEUVEN”





VERY CONSERVATIVE IN

BUDGET ALLOCATION

& MEDIA USE



ROUND 3: WHY WOULD

WE WANT TO CHANGE?





FACT

OUR STUDENTS USE

SOCIAL MEDIA MORE THAN

INTERNET



CHALLENGES

- STUDENT RECRUITMENT

-STAFF RECRUITMENT

-SOCIETAL OUTREACH



POSSIBILITIES

- BRANDING

-COMMUNITY BUILDING

-BETTER SERVICE

-FASTER FEEDBACK



FOR KU LEUVEN

- VERY VERY POSITIVE BRAND

IMAGE WITH STUDENTS
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FOR KU LEUVEN

- VERY VERY POSITIVE BRAND

IMAGE WITH STUDENTS

-BUT: BORING, NOT INTERESTING

-LOW IDENTIFICATION

& INVOLVEMENT



ROUND 4: WHAT DO WE NEED

TO CHANGE?

(a lot, I’m so sorry)



COMMUNICATION

BECOMES

CONVERSATION



“SOMETHING”

CAN

COMMUNICATE



YOU NEED

“SOMEONE”

TO

CONVERSATE



YOU NEED

“SOMEONE”

TO

CONVERSATE



WHAT IS CONVERSATION?

IS E-MAIL CONVERSATION?



ADDITIONALLY:

“SOMEONE” WORTH

FOLLOWING



THINK OF OUR 

UNIVERSITY AS A 

PERSON

RATHER THAN AN 

INSTITUTION



ONE PROFILE

ONE VOICE



WHAT MAKES SOMEONE

WORTH FOLLOWING?

(personality traits)



INSPIRING
SMART

FAST

UP-TO-DATE

FUNNY

CONFIDENT

RECOGNISABLEHONEST

ORIGINAL

TO THE POINT SURPRISING



WHAT ABOUT THE 

UNIQUE

CHARACTER OF OUR 

BRAND?



IT’S NOT ABOUT WHO YOU 

ARE

BUT HOW YOU TALK











EXAMPLE MCDONALDS



ROUND 5: HOW CAN WE BECOME

SOMEONE?



IT’S NOT EASY





IT WILL CHANGE

THE WAY THE UNIVERSITY

WORKS



(LIKE IT HAS ALREADY CHANGED

DEMOCRACY & POLITICS)



1) IT WILL CHANGE THE

MARKETING DEPT.



2) IT WILL CHANGE THE

COMMUNICATIONS DEPT.



3) IT WILL CHANGE STUDENT

SERVICES



4) IT WILL CHANGE HOW

THE UNIVERSITY IS ORGANISED



ROUND 6: WHAT HAVE WE DONE?



STEP 1: WE TOOK CONTROL

OF OUR SOCIAL MEDIA



STEP 2: WE REDEFINED

OUR BRANDING TO

A SOCIAL MEDIA PERSONALITY



STEP 3: WE STARTED

EXPERIMENTING



STEP 4: WE TRACKED DOWN

BOTTLENECKS, PROBLEMS, …



STEP 5: WE ENCOURAGE

& SUPPORT THE SOCIAL MEDIA

REVOLUTION IN OUR COMM. DEPT.



STEP 6: WE ENCOURAGE

& SUPPORT THE SOCIAL MEDIA

REVOLUTION IN FACULTIES



SHORT-TERM RESULTS

FACEBOOK (in 4 months):

-From 1700 likes to 10400



SHORT-TERM RESULTS

FACEBOOK (in 4 months):

-From 1700 likes to 10400

-Reach raised by 10x



SHORT-TERM RESULTS

FACEBOOK (in 4 months):

-From 1700 likes to 10400

-Reach raised by 10x

-Interactions raised by 20x



SHORT-TERM RESULTS

FACEBOOK (in 4 months):

-From 1700 likes to 10400

-Reach raised by 10x

-Interactions raised by 20x

-90% questions answered within 4h



SHORT-TERM RESULTS

FACEBOOK (in 4 months):

-From 1700 likes to 10400

-Reach raised by 10x

-Interactions raised by 20x

-90% questions answered within 4h


