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Where to start

Vision Statement describes the desired future position of the office:

• Become leading international university 
• To be the one stop service centre in enhancing student 

and faculty mobility 
• To become a centre for internationalization of the 

curriculum and the entire university environment



Where to start

Vision Statement describes the desired future position of the office:

• To become an active partner in international networks, 
projects and activities

• to become unique nationally and internationally in the 
field of scientific research and cooperation with different 
universities

• To be a centre which inspires and informs students, 
equipping them with the knowledge and skills to engage 
effectively with local and global communities



Where to start

Mission Statement defines the office’s “business”, its objectives and its 
approach to reach those objectives. 

• provides opportunities for students to have international 
learning experiences that are academically challenging, 
professionally relevant, and personally engaging

• ensure that the study programs are designed to enhance 
the development of multicultural and global 
competencies enormously valuable in an increasingly 
interconnected world.



Where to start
Mission Statement defines the office’s “business”, its objectives and its 
approach to reach those objectives. 

• to offer the highest quality instruction that supports current and 
potential university students, visiting scholars, and international 
student and scholar dependents at the University; to provide 
teacher training programs to the university community and 
beyond; and to extend the reach and impact of the University to 
the world through our programs.

• to provide affordable opportunity to all students and staff to have 
international and intercultural experience. To support an 
methodologically guide the staff in their international project 
activities and manage international cooperation of the university



Status Quo
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The view at the Front is NOT the same as the 
view from the Back of the wagon…



Planning Cycle 🌐
Mission/Vision Statement

Strategic plan

Long term Operating Plan

Annual Operating Plan & Budget

Achievement & progress 
Reporting/QA

Stakeholders input & 
consultation



WHAT we need to know/have

• Strategy (vision + plan) 

• Stakeholders (expectations)

• Structure (reporting lines)

• Funds (how much it costs)

• The Team
• Staff

• Skills

• Systems  (set up rules)

• Style  (communication)

• Why marketing should be part of the IRO



Stakeholders – who they are

A person, group or organization that has interest or concern in the 
office.

Stakeholders can affect or be affected by the office’s actions, 
objectives and policies



Stakeholders – who they are
• Management

• Employees of the office

• Partners from other 
universities

• Students of the university

• Students coming for 
exchange

• Staff of the university

• Host professors

• Potential students

• Families of the students

• Alumni

• Local government

• Grant provider / Investors / 
Donors

• Government

• Society
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Stakeholders matrix

Key Players:
• Focus efforts on this group

• Involve in governance/decision making

• Engage & consult regularly

Meet their needs:
• Engage & consult on interest area

• Try to increase level of interest

Least important:
• Inform through general channels

• Try to increase level of interest

Show consideration:
• Make use of interest through 

involvement in low risk areas

• Keep involved & consult on interest area

• Potential supporter/goodwill ambassadors

Interest
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Stakeholders analyses

Stakeholders: Stakeholder’s concerns: Activities to please the stakeholder:

Managers succession planning, growth, sustainable development, 
international recognition, ranking

SMART operation plan, reporting, 
mapping the opportunities to 
develop new partnerships/projects



Goals and activities:

• Connect them to the stakeholders (target groups)

• What you want to achieve for the next 1-3 years

• Sets up SMART goals:
• Specific or Simple

• Measurable

• Achievable

• Realistic

• Time-bound

• Helps you make transparent decision



Structure:

• Based on your Stakeholders analysis

• Shows your reporting lines

• Defined the scope of your work – your role

• Defines your authority and responsibility

• What kind of people/teams you need









Scope of activity of CIC

 International mobility of students, teachers and administrative
staff

 Promotion, establishment and maintenance of bilateral links
with foreign universities

 Preparation and running of English language programmes 
(short-term programmes/summer schools)

 Project support – consultation and advice (EU projects –
Erasmus+; CEEPUS, AKTION etc.)

 Promotion of MU Abroad

 Development of mobility databases and IT support

 Activities of international university networks (Utrecht 
Network, Compostela Group of Universities)
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Organizational  Chart CIC_MU
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Ensure funding for the office
• Do you know the full costs of the office

• Direct and indirect costs

• Different funding scheme
• Fully supported by the university

• Partly supported by the university (at least for the skeleton staff) bur relying 
on project money

• Partly supported by the university but relying on own services

• Scheme of financial management:
• Budgetary independent office vs. part of the rector’s office



How 
many 
skills 
does the 
average 
adult 
have?

Violeta Osouchova, Centre for International Cooperation, MU 24



Staff – the most strategic decision

• Create a functioning team

• Identify the most important skills and duties required for each 
position
• Soft skills: Communications, Motivation, Stress Management, Team Building, 

Change Management, intercultural awareness, presentation skills etc.
• Hard skills: Scheduling, Staffing, Activity Analysis, Project Controls, Financial 

Management, Computer/Technology skills etc.

• Select the staff based on their skills and ability to fit the team

• Motivate and lead 

• Invest into your TEAM



Set-up rules and culture

• Makes the management transparent and easier

• Everyone know what and when to do:
• “The Cider House Rules”:

• Do your best

• Whenever something goes wrong, it is my fault – cannot put the blame on someone else

• All the email are answered within 24 hours

• Stay on task without disturbing or distracting others

• Respect other people’s differences and opinions



Set rules for stress management

• Give clear instructions

• Triage:
• Originally categorised broadly as:

• Severely injured – don’t waste scarce medical resources on them, just give painkillers

• Injured – immediate treatment required

• Slightly injured – can delay treatment

• For management – identify the best/most appropriate use of scarce or limited 
resources so as to give maximum benefit in the time available



Urgency matrix

Urgent and very important:

Do it first

Urgent but not important:

Only if you have time

Neither important nor urgent:

So, why it is done?

Very important but not urgent:

Make sure it is done on time

Important

U
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Communication strategy and channels:

Working in an international environment where different cultures mix it 
is necessary to set our own office ethical code

• Define the target groups and channels

• Make the rules clear

• Make sure everyone knows the communication etiquette

• Keep communication and information channels transparent

• create a friendly environment

• Consider whether meetings are the best solution



Communication strategy30

Audience What they need to know Key communication messages

Student  What we offer them
 How to access the scholarship
 Where to go for advice

• We provide useful, practical information 
and support

• We are trustworthy and reliable
• We put students first and value their 

opinions

Staff  What we offer them
 How to apply for support
 Where to go for advice

• We provide a lot of opportunities and 
support

• We are trustworthy and reliable

Partners • How we can share experiences
• How to access us
• Get the information on time
• Where to go for support

• We are professional
• We are reliable
• We work as a team
• We value our partners

University management  Ask for reports and statistics
 Get the information on time
 Have the goals been achieved

• We are responsible
• We are reliable
• We are accurate

EACEA – the grant provider  Ask for reports
 Where to find information
 How well we are implementing the project

• We are responsible
• We are trustworthy and reliable



Every day
83 million 
people attend 

11.5 million 
meetings



An average meeting

Some people have 62 meetings per month

• 83%   -- Drifting off the subject

• 74%  -- Questionable effectiveness

• 68%  -- Lack of listening

During the meetings:

• 72%  -- people do other work

• 47%  -- consider meetings number 1 waste of time
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University International Marketing 
concept
• attracting the best in a competitive environment

• the performance of activities designed to plan, price, 
promote, and direct the flow of the university's 
programmes and services to potential students or users 
in more than one nation for a profit.

• “How are the people going to know what you’re 
offering and what you are good at, if you don’t tell 
them?” (Hermans, Price and Van Vugt, 2004)

• Part of the strategy for internationalization
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Do you know your market?



4 “P”s of the Marketing Mix
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Product policy:
 Study programmes
 Variety
 Quality
 Brand & logo
 Services

Price policy:
 Price
 Discount
 Payment agreements
 Scholarship 

opportunities

Promotion:
 Website
 Social medias
 Advertising
 Student fairs
 PR

Place:
 Study at university
 Branches in foreign 

countries
 Joint Degrees
 Cooperation with local 

agents

Final students

positioning



• a list of programmes/courses offered – attractive 
programmes that respond to international demand

• quality services for foreign students –
accommodation, board, sport and leisure activities, 
language support, visa advice and health aid

• the language the courses will be in
• visas
• price of courses
• a good scholarship policy 
• welcoming environment
• + support of the top management
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To be taken into consideration



Tailor-Make your Marketing Mix
4. Decide on your marketing instrument:

1. Ads | Online & Print

2. E-Mail Communication | Newsletters

3. Event Marketing

4. Fairs | Conferences

5. Folders | Brochures | Student Guides & Prospectus

6. Interactive Web Components | Social Media | Online

7. Movie & TV Spots | Radio

8. Multimedia Marketing

9. Search Engines | Directories

10. Personal Communication | direct & indirect

11. Placard | Poster | Banners | Postcards

12. Press | PR

13. Sponsoring

14. Telephone Advising

15. Website
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Institutional website

• the number one tool by far

• one promotional tool you can not afford to get wrong

• Extensive information – Application Guide (Visa, Scholarship or 
Tuition); Programmes, E-Application, Admissions.

• Local and English version – visually the same

• Content is not only translated but personalised for the target group



QS-APPLE awards for international website

• Russia – Novosibirsk State 
University

• Singapore – German Institute of 
Science & Technology – Tum Asia 
Pte Ltd

• Philippines – Mapua University

Berkeley: 
https://www.berkeley.edu/



Conclusions:

To run properly your IRO:

• Define clearly the scope of the office activities

• Consider your key stakeholders 

• Make sure you will have enough resources (money, staff, space, 
support)

• Do not rely only on university funds

• Discover the power of the marketing



Thank you
for your attention

Violeta Osouchová

TIGRIS project


