


•   Ask ‘Why are we doing this?’  

•   Where does social sit best within the organisation? 

•   Who has the right skill set? 

•   Do we need to bring in extra support? 

•   Who are our target audience and where are  
 they already online? 

•   What level do we need to play at? 

•   Listening & research 

•   Member satisfaction & value add 

•   Active participation & lead generation 

•   Which platforms do we need to be on? 



•  What	  budget	  will	  be	  allocated	  to	  
social	  media?	  

•  What	  are	  your	  response	  8me	  
targets?	  

•  What	  is	  your	  ideal	  resolu8on	  8me?	  

•  How	  will	  you	  engage	  with	  
complaints?	  

•  How	  will	  you	  engage	  with	  trolling,	  
flaming	  and	  abuse?	  

•  How	  will	  this	  be	  documented?	  

•  Staff	  policy,	  crisis	  plan,	  
communica8ons	  plan	  



Select	  your	  community	  management	  
team	  carefully.	  
	  
Some	  considera8ons:	  
•  Technical,	  versus	  fundraising,	  versus	  

content	  specialists	  
•  Train	  them	  also	  in	  phone,	  email	  and	  

face	  to	  face	  e8queDe	  
•  Ability	  to	  use	  social	  doesn’t	  make	  them	  

the	  best	  candidate	  

Have	  a	  very	  clear	  social	  media	  policy	  to	  guide	  your	  team	  on	  the	  
culture	  of	  your	  organisa8on,	  approach	  to	  online	  communi8es	  and	  use	  

of	  social	  plaHorms.	  



	  
Some	  considera8ons:	  
• Have	  clear	  training	  documents	  
with	  do’s	  and	  don’ts	  

• Reverse	  mentoring	  
• How	  do	  we	  scale	  the	  team	  around	  
8me	  specific	  events?	  

• Where	  are	  they	  physically	  
located?	  

• Review	  team	  –	  for	  difficult	  cases	  

Have	  a	  very	  clear	  crisis	  plan	  for	  when	  things	  go	  wrong	  	  





STAKEHOLDERS   

•  Potential students 

•  Students 

•  Alumni 

•  Staff 

•  Researchers 

•  Media 

•  Other educational institutions 

•  Local community 

INFLUENCERS  

•  High School 

•  Parents 

•  Peers 

•  Media 

•  Alumni 

 



Current	  Situa+on	   Desired	  Situa+on	  

How	  does	  it	  look	  now?	   How	  do	  you	  want	  it	  to	  look?	  
(Objec8ves)	  

Key	  Indicators	   Goals	  

1.	   As	  at	  June	  2013	  
Facebook	  =	  	  
TwiDer	  =	  	  
LinkedIn	  =	  	  

1.	   By	  December	  2013	  
Facebook	  =	  	  
TwiDer	  =	  	  
LinkedIn	  =	  	  

2.	   Website	  traffic	  	  
-‐	  currently	  XX	  

2.	   Increase	  web	  traffic	  to	  XX	  

3.	   NewsleDer	  Subscribers	  
-‐	  currently	  XX	  

3.	   Increase	  subscribers	  from	  social	  
media	  by	  XX	  per	  month	  

4.	   4.	  



Ac+on	  Plan	  by	  Objec+ve	  
Objec8ve	   Objec8ve	   Objec8ve	   Objec8ve	  

1.	   	  
	  

1.	   1.	   1.	  

2.	   	  
	  

2.	   2.	   2.	  

3.	   	  
	  

3.	   3.	   3.	  

4.	   	  
	  

4.	   4.	   4.	  



Ac+on	  Plan	  by	  Pla<orms	  
Facebook	   TwiDer	   Blog	   Other	  

1.	   	  
	  

1.	   1.	   1.	  

2.	   	  
	  

2.	   2.	   2.	  

3.	   	  
	  

3.	   3.	   3.	  

4.	   	  
	  

4.	   4.	   4.	  



•  Reactive versus 

break down 
department silos 

value add

marketing to value ratio 

– variety 
 – questions, 

inspiration 
– show, answer, share 

 – timely and relevant
– special offers and competitions 

 – use content to promote services 



Content	  Calendar	  
Facebook	   TwiDer	   LinkedIn	   Blog	  

Monday	   	  
	  

Tuesday	   	  
	  

Wednesday	   	  
	  

Thursday	   	  
	  

Friday	  

Weekend	  



•  Advertise key  dates 
about 

students, courses, campuses, local 
area etc 

 student work 
•  Highlight 

support conducted by students & staff 
•  Blog about study tips and other useful 

articles that  in 
their time with you 

•  Share  success stories 
•  What’s happening ? 



•  How	  oaen	  can	  I/should	  I	  post?	  
•  When	  should	  I	  post	  –	  8mes	  of	  day?	  
•  How	  many	  plaHorms	  can	  I	  manage?	  
•  How	  do	  I	  get	  enough	  content	  for	  pos8ng?	  
•  How	  do	  I	  deal	  with	  nega8ve	  cri8cism?	  



Social	  media	  must	  be	  integrated	  into	  online	  and	  offline	  systems,	  
processes	  and	  collateral	  to	  be	  effec8ve:	  

	  

	  –	  have	  social	  media	  buDons	  on	  all	  pages	  that	  encourage	  
interac8on	  

	  –	  make	  it	  easy	  for	  ALL	  staff	  to	  have	  social	  media	  buDons	  in	  
their	  email	  signatures	  

–	  have	  a	  promo8onal	  postcard	  encouraging	  
engagement	  with	  social	  media	  and	  include	  links	  on	  any	  suitable	  
materials	  with	  a	  call	  to	  ac8on.	  Include	  in	  enrolment	  info.	  

–	  put	  up	  signs	  or	  run	  promo8ons	  on	  campus	  to	  
encourage	  students	  to	  join	  social	  networks	  and	  par8cipate	  



•  As	  part	  of	  your	  strategy	  set	  measurable	  objec8ves	  
•  Many	  plaHorms	  to	  measure	  social	  media	  impact.	  	  
Some	  of	  the	  tools	  we	  use:	  
– Google	  analy8cs/alerts	   	   	  -‐	  Edgerankchecker.com	  
– Hootsuite 	   	   	   	   	   	   	  -‐	  bitly.com	  
– TwiDer	  Counter 	   	   	   	   	  -‐	  Social	  Sprout	  
– Klout 	   	   	   	   	   	   	   	  	  

	  





We	  welcome	  your	  ques+ons	  on	  	  
TwiBer	  or	  Facebook…..any	  +me!	  

	  


