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Why'd We Do This?

e Student expectations have changed
A 2012 study noted student choose universities

with social media clout. Survey of 7,000 high
school students revealed that

university social _.. azy S5 S
media accounts == ¥
influenced their

selections
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Why'd We Do This?

* |[t’s competitive
* Universities are finding it harder to
differentiate themselves

* Create an experience
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What Did We Do?

* Content analysis of 71 university Facebook
and Twitter pages

* Two separate date ranges
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What'd We Ask?

1. What is the nature of content being posted
on these sites?

2. What is the relationship between being
responsive to consumers, engaging with the
institution’s audience, and posting content to
keep consumers engaged?

3. What separates active, passive, and inactive
social media interaction?
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What'd We Ask?

4. How do these concepts of content
generation, engagingness, and
responsiveness relate to the sample ranking?

5. Are there any differences in how institutions
approach Twitter and Facebook?
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* Medium schools = 7,500 — 20,000 undergraduates.
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Social U.S.News &
Rank World Report
Rank
1 1 Harvard University
2 7 Stanford University
3 29 University of Michigan — Ann Arbor
4 6 Massachusetts Institute of Technology
5 59 Syracuse University
6 84 Indiana University — Bloomington
7 48 University of Texas — Austin
8 2 Princeton University
9 54 University of Florida
10 3 Yale University
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What'd We Look At?

* Content types

* Events * Question

* Contests * Participation request
* Promotions * Replies

* Brand related * Reposts/shares

e Content attributes

* Text * Character count e Share count
* Link * Comment count * Replies

* Image * Tag/mention count * Image

* Video * Responsiveness * Video
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What'd We Find?

1. What is the nature of content being posted on these sites?

* Average day: 3 posts and 16 tweets

* Events and “brand” related.

e “45% contained a link, ¥47% contained an
image

* Only 4.39% of the posts used text and polls
designed to encourage engagement.
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What'd We Find?

2. What is the relationship between being responsive
to consumers, engaging with the institution’s audience,
and posting content to keep consumers engaged?

e strong, positive relationship between the Facebook
wall post count and Twitter tweet count

* rather moderate, positive relationship between the %
of engaged Facebook wall posts and the average
participation for Facebook

* no significant relationships for responsiveness
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What'd We Find?

3. What separates active, passive, and inactive social media
interaction?

5 inactive
17 passive
39 interactive

11 not included because they were
responsive, though not engaging.
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What'd We Find?

4. How do these concepts of content generation,
engagingness, and responsiveness relate to the Huffington
Post and US News and World ranking?

* no relationship between the average of
these three concepts and either the
Huffington Post ranking or the US News
and World ranking

* the two social media rankings had very
different foci of analysis
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What'd We Find?

5. Are there any differences in how institutions approach
Twitter and Facebook?

* Significant differences:
* % of engaged posts and tweets
* Number of posts and tweets
* Number of likes and followers
* Response rate (24 hours)

* The medium is the message
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What Social Media Looks Like at IC

e One full time
position

e “street team” of
students

* No formal strategy
statement yet
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Content Types

The goal is to engage
* Clicks, likes, comments, mentions

Photos, photos, and more photos
* Showing the campus
* Nostalgia

* Tie in Instagram

News

Questions (on a news event) ..
Contest-ish ‘
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Man Aya ra W Follow Matt Avara W Follow
@LittleLionMatt @LittleLionMatt

The view from the top of this hill on campus at IC is Ilike Ithaca College and Cornell University equally, for

incredible entirely different reasons
2:22 PM - 13 Aug 2012 4:44 PM - 13 Aug 2012

« 13 % « 3 %

Ithaca College W Follow
@ @ithacacollege

@LittleLionMatt We guess that's okay. Just don't forget
we're on a higher hill! # FakeSmackTalk

4:54 PM - 13 Aug 2012

1 RETWEET 1 FAVORITE «~ I %

Matt Avara W Follow
@LittleLionMatt

@ithacacollege and the view from the top of your hill is
unarguably superior
6:40 PM - 13 Aug 2012

« 13 %
Matt Avara

W Follow
@LittleLionMatt
Ithaca College and Cayuga Lake
3:16 PM - 13 Aug 2012
2 FAVORITES - 13 %
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Matt Avara W Follow
@LittleLionMatt

Syracuse University is probably one of my top choice
favorites now!

2:15 PM - 14 Aug 2012
<+« 11 %
@7 syracuse University g W Follow
SU @Syracusel
@1_thacacollcge @LittleLionMatt Ithaca -- I.mma let you Ithaca College —
finish, but SU has one of the best college hills of all @thacacolege
time. #FakeSmackTalk @SyracuseU @LittleLionMatt We're just gonna leave this view
2:35 PM - 14 Aug 2012 right here. twitpic.com/ajfpk4 #FakeSmackTalk
3:23 PM - 14 Aug 2012
6 RETWEETS 3 FAVORITES « 13 %
1 RETWEET 4 FAVORITES « 11 %

Matt Avara W Follow
@LittleLionMatt

So.. I started an argument between SU and Ithaca about
their hills.. if y'all are gonna argue, feel free to throw
out financial aid packages

3:28 PM - 14 Aug 2012

4 FAVORITES « 11 %
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" ey Erin Donaghy W Follow
) ) @ErinDonaghy1

@ithacacollege @SyracuseU @LittleLionMatt Love this
convo going on between the school I graduated from
(IC) and the one I grew up with (SU)

3:50 PM - 14 Aug 2012

- 13 %
»ﬁ)lg Lidd 212

' : SO Lt g Julie Sharkey W Follow

Wi Syracuse University W Follow ﬂ @joolzie09

@Syracusel

@ithacacollege @LittleLionMatt Truce? Loved this! RT @jdross: When Central NY Universities

3:32 PM - 14 Aug 2012 Go To War on Twitter, featuring @ithacacollege and
@SyracuseU - bit.ly/RMtiOB
1 RETAEET 1 FAVORNE « T % 4:05 PM - 14 Aug 2012

Ithaca College W Follow
@ @ithacacollege

@SyracuseU Truce. You're welcome to visit South Hill
anytime - @LittleLionMatt seemed to enjoy it.
3:45 PM - 14 Aug 2012

1 RETWEET 1 FAVORITE 4« 13 %
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Frequency

Up to 3 per day
Longer shelf life
More interaction

Tie in instagram

* Upto 1 perhour

* Shelf life of 30 mins

* Live tweeting =
more frequency =
loss of followers
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. Emily Haff W Follow
@PrincessEhaff1

Thank you @ithacacollege for giving me a second home
full of friends and loved ones. These past four years
have been amazing #ICThanks

9:22 AM - 28 Nov 2013

1 RETWEET 6 FAVORITES « 13 %
3 Rob Engelsman W Follow
@rcengelsman
Al

Hey @ithacacollege, thanks for the education, the
jumpstart to my career, and the life-long friendships.
#ICThanks

9:29 AM - 28 Nov 2013

1 RETWEET 10 FAVORITES +« 11 %
4 Colleen O'Meara 7 Follow
@colleenomeara

Thankful for the incredible & ambitious people I've

o _ 1 crossed paths with at @ithacacollege, and always
This time of year we reflect on Fhe things that we're thankful for at grateful that I'm a Parkie! #ICThanks
#IthacaCollege and we're continuously thankful for the amazing students and
alumni who have made us what we are. Tomorrow we'd love to hear what
you're thankful for at IC. Post a public status update on Facebook, tweet it on 6 RETWEETS 11 FAVORITES « 13 %
Twitter, or show us with a pic on Instagram and tag your post with #ICThanks.

We'll be retweeting and regramming your posts all day tomorrow. Have a
wonderful Thanksgiving everyone!!

9:59 AM - 28 Nov 2013 from Washingtonwille, NY, United States
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What Does IC Re-share?

* Anything that puts the
school in a positive light

* Unique, interesting to entire
audience

* Prospective students, current,
alumni, parents

e Curating content from
audience
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“Take Over Tuesdays”

How | See IC
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Measuring

* Analytics once a week, then once a month
e Avariety of analytics tools

* Engagement statistics

* Clicks * Followers

e Shares * Reach

* Comments * Viewing vs. Engaging
* Retweets

e “Like weighing yourself”



Social media and the transformation of brand communication in #highereducation

Challenges

* Social media platform changes
* Facebook changes its algorithm
* 16% reach to 3%
* 20,000 impressions to 10,000
* Facebook wants more promoted posts = SSS

Daily Active Users Daily New Users Total Installed Users

11,643 $23x 15 820x 11,767 ®0.1:

Daily Active Users
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ITHACA COLLEGE'S
#ICLIFE

Ten disposable cameras. Five locations. One
authentic view of a dayat Ithaca College.

This project comes from Ithaca’s student social
media team, run by the Office of Marketing
Communications. For more information, email
socialmedia@ithaca edu.

Learn More About #IClife

See the Video

Visit Ithaca College




http://www.youtube.com/watch?v=0-1_brmVmPM




Social media and the transformation of brand communication in #highereducation

To Conclude

* Important for institutions to stay interactive to
meet expectations

* Promote trusting and loyal relationship

e Rich medium alone not sufficient to carry an
active, thriving brand community

* Understand the medium in which they wish to
communicate
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Thank You

Adam Peruta
@ultraAdam
aperuta@ithaca.edu



