
ADVANCED SOCIAL
THE  S EC R ETS  OF  D I G I TA L  FOR  
Y OUR  MA R K ETI NG  TOOL K I T





OUR WORK WITH HIGHER EDUCATION



OUR WORK WITH HIGHER EDUCATION



WHAT IS SOCIAL?

Owned and controlled digital platforms. Branded, designed, and fantastic 
listening and learning tools to build your reputation and mutual understanding.



WHY SOCIAL?

• Digital media, and especially mobile media, are here to 
stay.

• Build digital media around stakeholders’ needs/habits.

• Functionality is key, but content is king.

• Consistency is critical.

• Outsource web design,                                           
“in-source” social media                               
administration.



WHY SOCIAL?

New York Times  says… “Social media allows you to do at 
least four important things:

1. Discover new ideas and trends.

2. Connect with existing and new audiences in deeper 
ways.

3. Bring attention and traffic to your work.

4. Build, craft and enhance your brand.”



WHICH SOCIAL?

Facebook & LinkedIn: Who you know (also older students, parents, faculty) 

Twitter & Instagram: who shares interests (also students, faculty, media)

YouTube: who wants to learn/discover around topics (students)



SOCIAL MEDIA BEST  PRACTICES:  101

• Don’t post just about your campus or staff, but about 

the medium, fields of study, or community in which 

you work.

• Post 3-5 times per week, engage daily. What does 

“engage” mean, really? 

• Like, comment, share posts from influencers relevant 

to your mission/stakeholders.



SOCIAL MEDIA BEST  PRACTICES:  BOOST

• As an advertiser (for as little as $5), you can target 

who sees a post or ad by geography, gender, age, 

and INTEREST.

• When boosting a post, make sure the content will be 

informative and interesting to total strangers. 

Remember, they may know nothing about you.
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CREATING A SOCIAL MEDIA PERSONALITY

• Give students and faculty a reason to follow and share. 

• Focus on a select set of topics and do them well.

• Content mix: ~ 30% about your college, 70% should be 

about student stories, industry, wellness, community, 

culture, etc.

• Be social: engage so others will reciprocate, have fun, 

take measured risks.



PER PLATFORM TIPS:  Instagram

• Avoid graphics and text-heavy images.

• Work in student lifestyle-related photos that fit your 

aesthetic.

• Have an aesthetic.

• Tag people and brands relevant to your image and post.

• Hashtag using popular terms that will likely be seen. 

• Use Instagram Stories and, yes, emoji



PER PLATFORM TIPS:  Twit ter

• Be timely.

• Offer a unique or personal perspective.

• Humor (in a particularly Twitter style) is valued.

• Watch and use trending hashtags.



PER PLATFORM TIPS:  Facebook

• Be selective with how much self promoting you do 

so it ‘matters’ when you do.

• Stay mindful of the comments section.

• Be a good colleague to professors, partners and 

other colleges—engage with their posts.



PER PLATFORM TIPS:  L inkedIn

• “Daily Rundown” and college/discipline-specific 

publications are a helpful starting point for articles to 

share.

• Posts are less important, but articles can be very fruitful.

• Keep your professional contacts, title current.

• Leverage higher profile faculty and staff’s LinkedIn 

accounts.



SOCIAL MEDIA AMIDST A CRISIS

• Loop in your platform administrators early.

• Watch for comments, direct messages, mentions and trending 

sentiment.

• When a social media platform becomes the epicenter of a crisis.



POTENTIAL SOCIAL MEDIA GOALS

• Damage control.

• Control the narrative.

• (Re)build trust and even emerge with a 

stronger reputation.

• Drive external action such as student input 

or counter-protests.



SOCIAL MEDIA:  COMMUNITY MANAGEMENT

• Monitor for abuse and misinformation.

• Make people feel heard and host the 

conversation about your crisis (so it 

isn’t hosted elsewhere).

• Turn casual observers and even 

detractors into your advocates.



SNEAKY SOCIAL:  LISTENING

• Even when not actively posting, ”lurking” can be 

useful to monitor sentiment and select accounts

• Free tools (like TweetDeck) or paid tools (like Sprout 

Social) allow you to catch mentions of search terms, 

hashtags, et al.

• Watching trends for your geographic area and/or age 

demographic will help you break out of your bubble.



SNEAKY SOCIAL:  TRACKING

• Conversion tracking helps you make data driven 

decisions.

• Useful for rationalizing and defending an 

investment in social media for your leadership.

• Deployment of Facebook and Twitter Pixels to 

track click-throughs from social ads

• Retargeting



SNEAKY SOCIAL:  ANALYTICS

• Facebook Insights, Twitter Analytics, et al.

• Useful for rationalizing and defending an investment in 

social media for your leadership.

• Very useful for setting goals for you, your department 

and those you supervise.



QUESTIONS?

@ E C P R A U S T I N

@ D A V I D M W Y A T T  

D W Y A T T @ E C H R I S T I A N P R . C O M


