
International Mobility Programs

Outgoing students: 
strategic plan for promotion 

and revitalization
of mobility among faculty 

students
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OUTGOING STUDENTS. ACTIONS

Strategic lines of action:

Increase the number of 
students in the Faculty 
participating in 
International Mobility 
Programs. 

Objectives: 
– Be proactive!
– Go out and look for those 

students who are not 
aware of these fantastic 
opportunities!

– Increase your target!



Problem:
Students attending informative sessions already know international
mobility programs, they already know they want to go abroad etc. 

→ We want to reach the students who do not know them, who 
have not considered participating, who do not know the 
benefits, etc. Make the whole student community fully 
aware.

Objectives:
• Make mobility calls fair and accessible for the whole student

community
• Ensure the whole student community can enjoy the benefits of an

international mobility program in equal conditions of information
and participation. 

OUTGOING STUDENTS. PROMOTION: INFORMATION SESSIONS 
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OUTGOING STUDENTS. PROMOTION: INFORMATION SESSIONS 

The IRO holds:
▪ a general information session when the call opens
▪ a specific information session for master's degree 

students when the call opens
▪ a specific joint information sessions with the Career 

Center within the framework of the PAT.
+ The IRO and mobility programs are discussed in the 
welcome sessions for new students. 

▪ Most of the actions (except for the last one), have 
been found to reach students that already know they 
want to participate in a mobility.

▪ We don’t reach out to students who don’t know 
about mobilities, their benefits, and so on.

▪ Short, dynamic sessions with former exchange 
students.



OUTGOING STUDENTS. PROMOTION: SOCIAL MEDIA

DURING THE OPENING 
OF THE MOBILITY CALLS 
AND ALSO DURING THE 

ENTIRE ACADEMIC YEAR 
(BUT LESS INTENSIVELY)

PROMOTION 
OF SPECIFIC 

DESTINATIONS 

Campaigns to promote international mobility based on the 
experiences of exchange students. Graphic campaigns 
through the faculty’s Twitter and Instagram. 

Dissemination of the agreements and universities with which 
an agreement has been established: by geographic areas, top 
ranking etc. Promote these specific destinations but at the 
same time create visibility all mobility programs. 



OUTGOING STUDENTS. PROMOTION: SOCIAL MEDIA

Campaign that was 
launched on social 

media during the last 
mobility call

Mobility 
experience
Instagram



OUTGOING STUDENTS. PROMOTION: SOCIAL MEDIA

Others: 
Advantages 
Inspirational
Agreements and Universities 
Instagram 



OUTGOING STUDENTS. PROMOTION: SOCIAL MEDIA

Top Universities
Instagram



OUTGOING STUDENTS. PROMOTION: SOCIAL MEDIA

Destinations by Geografical
Areas
Instagram



THANK YOU!

International Relations Office
Faculty of Economics and Business

Montse Cervera
exchangecoordinator.fee@ub.edu

Eva Gea
mobilitycoordinator.fee@ub.edu
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