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Why’d	
  We	
  Do	
  This?	
  

•  Student	
  expecta:ons	
  have	
  changed	
  
•  A	
  2012	
  study	
  noted	
  student	
  choose	
  universi:es	
  	
  
	
  	
  	
  	
  with	
  social	
  media	
  clout.	
  Survey	
  of	
  7,000	
  high	
  	
  
	
  	
  	
  	
  school	
  students	
  revealed	
  that	
  
	
  	
  	
  	
  university	
  social	
  
	
  	
  	
  	
  media	
  accounts	
  
	
  	
  	
  	
  influenced	
  their	
  
	
  	
  	
  	
  selec:ons	
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Why’d	
  We	
  Do	
  This?	
  

•  It’s	
  compe::ve	
  
•  Universi:es	
  are	
  finding	
  it	
  harder	
  to	
  
differen:ate	
  themselves	
  

•  Create	
  an	
  experience	
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What	
  Did	
  We	
  Do?	
  

•  Content	
  analysis	
  of	
  71	
  university	
  Facebook	
  
and	
  TwiOer	
  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	
  rela:onship	
  between	
  being	
  
responsive	
  to	
  consumers,	
  engaging	
  with	
  the	
  
ins:tu:on’s	
  audience,	
  and	
  pos:ng	
  content	
  to	
  
keep	
  consumers	
  engaged?	
  

3.  What	
  separates	
  ac:ve,	
  passive,	
  and	
  inac:ve	
  
social	
  media	
  interac:on?	
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What’d	
  We	
  Ask?	
  

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

5.  Are	
  there	
  any	
  differences	
  in	
  how	
  ins:tu:ons	
  
approach	
  TwiOer	
  and	
  Facebook?	
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What’d	
  We	
  Look	
  At?	
  

•  Content	
  types	
  

•  Content	
  aOributes	
  

• 	
  	
  Events	
  
• 	
  	
  Contests	
  
• 	
  	
  Promo:ons	
  
• 	
  	
  Brand	
  related	
  

• 	
  	
  Ques:on	
  
• 	
  	
  Par:cipa:on	
  request	
  
• 	
  	
  Replies	
  
• 	
  	
  Reposts/shares	
  

• 	
  	
  Text	
  
• 	
  	
  Link	
  
• 	
  	
  Image	
  
• 	
  	
  Video	
  

• 	
  	
  Character	
  count	
  
• 	
  	
  Comment	
  count	
  
• 	
  	
  Tag/men:on	
  count	
  
• 	
  	
  Responsiveness	
  

• 	
  	
  Share	
  count	
  
• 	
  	
  Replies	
  
• 	
  	
  Image	
  
• 	
  	
  Video	
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What’d	
  We	
  Find?	
  

•  Average	
  day:	
  3	
  posts	
  and	
  16	
  tweets	
  
•  Events	
  and	
  “brand”	
  related.	
  
•  ~45%	
  contained	
  a	
  link,	
  ~47%	
  contained	
  an	
  
image	
  

•  Only	
  4.39%	
  of	
  the	
  posts	
  used	
  text	
  and	
  polls	
  
designed	
  to	
  encourage	
  engagement.	
  	
  

1.	
  What	
  is	
  the	
  nature	
  of	
  content	
  being	
  posted	
  on	
  these	
  sites?	
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What’d	
  We	
  Find?	
  

•  strong,	
  posi:ve	
  rela:onship	
  between	
  the	
  Facebook	
  
wall	
  post	
  count	
  and	
  TwiOer	
  tweet	
  count	
  

•  rather	
  moderate,	
  posi:ve	
  rela:onship	
  between	
  the	
  %	
  
of	
  engaged	
  Facebook	
  wall	
  posts	
  and	
  the	
  average	
  
par:cipa:on	
  for	
  Facebook	
  	
  

•  no	
  significant	
  rela:onships	
  for	
  responsiveness	
  

2.	
  What	
  is	
  the	
  rela1onship	
  between	
  being	
  responsive	
  
	
  	
  	
  	
  to	
  consumers,	
  engaging	
  with	
  the	
  ins1tu1on’s	
  audience,	
  
	
  	
  	
  	
  and	
  pos1ng	
  content	
  to	
  keep	
  consumers	
  engaged?	
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What’d	
  We	
  Find?	
  

•  5	
  inac:ve	
  
•  17	
  passive	
  
•  39	
  interac:ve	
  
•  11	
  not	
  included	
  because	
  they	
  were	
  
responsive,	
  though	
  not	
  engaging.	
  

3.	
  What	
  separates	
  ac1ve,	
  passive,	
  and	
  inac1ve	
  social	
  media	
  
interac1on?	
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inac:ve	
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passive	
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interac:ve	
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What’d	
  We	
  Find?	
  

•  no	
  rela:onship	
  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	
  

4.	
  How	
  do	
  these	
  concepts	
  of	
  content	
  genera1on,	
  
	
  	
  	
  	
  engagingness,	
  and	
  responsiveness	
  relate	
  to	
  the	
  Huffington	
  
	
  	
  	
  	
  Post	
  and	
  US	
  News	
  and	
  World	
  ranking?	
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What’d	
  We	
  Find?	
  

•  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	
  

5.	
  Are	
  there	
  any	
  differences	
  in	
  how	
  ins1tu1ons	
  approach	
  
	
  	
  	
  	
  TwiMer	
  and	
  Facebook?	
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What	
  Social	
  Media	
  Looks	
  Like	
  at	
  IC	
  
•  One	
  full	
  :me	
  
posi:on	
  

•  “street	
  team”	
  of	
  
students	
  

•  No	
  formal	
  strategy	
  
statement	
  yet	
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Content	
  Types	
  

•  The	
  goal	
  is	
  to	
  engage	
  
•  Clicks,	
  likes,	
  comments,	
  men:ons	
  

•  Photos,	
  photos,	
  and	
  more	
  photos	
  
•  Showing	
  the	
  campus	
  
•  Nostalgia	
  
•  Tie	
  in	
  Instagram	
  

•  News	
  
•  Ques:ons	
  (on	
  a	
  news	
  event)	
  
•  Contest-­‐ish	
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Frequency	
  

•  Up	
  to	
  3	
  per	
  day	
  
•  Longer	
  shelf	
  life	
  
•  More	
  interac:on	
  
•  Tie	
  in	
  instagram	
  

•  Up	
  to	
  1	
  per	
  hour	
  
•  Shelf	
  life	
  of	
  30	
  mins	
  
•  Live	
  twee:ng	
  =	
  
more	
  frequency	
  =	
  
loss	
  of	
  followers	
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What	
  Does	
  IC	
  Re-­‐share?	
  

•  Anything	
  that	
  puts	
  the	
  
school	
  in	
  a	
  posi:ve	
  light	
  

•  Unique,	
  interes:ng	
  to	
  en:re	
  
audience	
  
•  Prospec:ve	
  students,	
  current,	
  
alumni,	
  parents	
  

•  Cura:ng	
  content	
  from	
  
audience	
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“Take	
  Over	
  Tuesdays”	
  

How	
  I	
  See	
  IC	
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Measuring	
  

•  Analy:cs	
  once	
  a	
  week,	
  then	
  once	
  a	
  month	
  
•  A	
  variety	
  of	
  analy:cs	
  tools	
  

•  Engagement	
  sta:s:cs	
  

•  “Like	
  weighing	
  yourself”	
  

• 	
  	
  Clicks	
  
• 	
  	
  Shares	
  
• 	
  	
  Comments	
  
• 	
  	
  Retweets	
  

• 	
  	
  Followers	
  
• 	
  	
  Reach	
  
• 	
  	
  Viewing	
  vs.	
  Engaging	
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Challenges	
  

•  Social	
  media	
  plakorm	
  changes	
  
•  Facebook	
  changes	
  its	
  algorithm	
  
•  16%	
  reach	
  to	
  3%	
  
•  20,000	
  impressions	
  to	
  10,000	
  
•  Facebook	
  wants	
  more	
  promoted	
  posts	
  =	
  $$$	
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hOp://www.youtube.com/watch?v=o-­‐1_brmVmPM	
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To	
  Conclude	
  

•  Important	
  for	
  ins:tu:ons	
  to	
  stay	
  interac:ve	
  to	
  
meet	
  expecta:ons	
  

•  Promote	
  trus:ng	
  and	
  loyal	
  rela:onship	
  
•  Rich	
  medium	
  alone	
  not	
  sufficient	
  to	
  carry	
  an	
  
ac:ve,	
  thriving	
  brand	
  community	
  

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

Adam	
  Peruta	
  
@ultraAdam	
  

aperuta@ithaca.edu	
  


