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B k d R hBackground Research
• Tinto (1993 and 2006)( )

– Academic + Social Engagement = Retention
– Co-curricular practices need to encourage students to 

learn together in a contextualized environment. Both 
faculty and student support specialists must create 
this environment for maximized student persistence.p

• Rovai (2002)
– Students who possess strong feelings of community p g g y

are more likely to persist. To increase retention, 
provide students with connections to other learners—
this applies to both in and out of class experiencesthis applies to both in and out of class experiences.



B k d R hBackground Research (continued)

• McMillan and Chavis (1986)( )
– Shared emotional connection “seems to be the 

definitive element for true community.”
• Kuh (2005)

– Must cultivate an atmosphere in which a group of 
strangers will listen attentively to others with respectstrangers will listen attentively to others with respect, 
and challenge/support one another to previously 
unimagined levels of [success].

• Geiger (2005)
– “Collegiate Ideal”: Co-curricular activities as important 

fas academics in engagement and cultivation of 
alumni who donate back into the institution



B k d R hBackground Research (continued)

• Competitors (May 2011)p ( y )
School FB Flickr Twitter YouTube LinkedIn

WCampus Yes Yes Yes Yes YesWCampus Yes Yes Yes Yes Yes

Capella Yes Yes—
Last

Update 
>1 yr.

Yes Yes Yes

DeVry Yes No Yes Yes Yes

Drexel 
Online

Yes Yes—
1 Photo 

Yes Yes—Last
Update 
>1yr.

Not for 
Online

y

Kaplan Yes No Yes Yes Yes

Phoenix Yes Yes Yes Yes Yes

Strayer Yes No Yes Yes YesStrayer Yes No Yes Yes Yes

UMass 
Online

Not for 
Online

No No No Yes—27 
members



St t 1 Wh I O A di ?Strategy 1: Who Is Our Audience?
• Prospectsp
• Applicants and New Admits
• Students (2010–2011 as of 4/30/2011)Students (2010 2011 as of 4/30/2011)

– Average Age: 33 (UG); 36 (GR)
– Gender: 52% female; 48% male
– Geographically dispersed
– Most will never visit a Penn State campus

• Alumni
– 63% membership rate in Alumni Association

hi h t b hi t f P St t• highest membership rate of any Penn State campus



St t 2 Wh t A O G l ?Strategy 2: What Are Our Goals?
• Recruitment
• Conversion
• EngagementEngagement
• Retention through Completion
• Alumni Ambassadors and/or DonorsAlumni Ambassadors and/or Donors



St t 3 Ali ith St t i G lStrategy 3: Align with Strategic Goals
• Penn State Strategic Plang

– 1.3: Improve Key Student Transition Experiences
• Newly admitted WC students frequently use our Facebook

page to ask questions and connect with other learners in theirpage to ask questions and connect with other learners in their 
programs

– 3.5: Increase International Student Enrollments
• Almost 10% of World Campus Facebook fans reside outside 

the United States, providing an opportunity to engage with an 
increasingly international audience.



St t 3 Ali ith St t i G lStrategy 3: Align with Strategic Goals
• Penn State Strategic Plang

– 6.1: Expand World Campus
• A visible and approachable community presence for 

prospective students to discover that Penn State has anprospective students to discover that Penn State has an 
online campus and to ask questions in a safe environment

• Facebook and Twitter users can see that their friends have 
joined or posted to World Campus pages providing anjoined or posted to World Campus pages, providing an 
opportunity to indirectly reach those individuals via “word of 
mouth”

6 3 B M Effi i t– 6.3: Become More Efficient
• Answers to questions reach broader audience
• Ability to track frequent questions/concerns and feed them 

back to World Campus units and into KnowledgeBase



St t 3 Ali ith St t i G lStrategy 3: Align with Strategic Goals
• Academic Outreach Goals

– Doorways of Opportunity
– Success, Not Just Access
– ONE Penn State
– Innovative, Value-Added Learning

Lif ti L– Lifetime Learners
– Impact PA, Serve the Nation, Reach the World



St t 4 Th P St t V iStrategy 4: The Penn State Voice
• Proud
• Unifying
• ClassClass
• High standards
• FamilyFamily
• Respect



St t 5 D t D i AlStrategy 5: Data Driven Always
• Current WC Social Media Sites

– Facebook
– Flickr
– LinkedIn
– Student Blog (Corner of College & Allen)

T itt– Twitter
– YouTube

• Second Life island closed in July 2010 after• Second Life island closed in July 2010 after 
tracking user data and costs for a year.



WC S i l M di ( / )WC Social Media (Monthly Data, 3/11)
• YouTube

– Majority of video views coming from embedded player 
on WC Web site

• 72 subscribers (41% since 4/10)• 72 subscribers (41% since 4/10)
• 1,590 new video views (54% since 4/10)
• $0.01 per view; $0.23 per subscriber

• Twitter
– Respond to students; promote blog posts, career and 

t i f d dli i d P St tsports info; deadline reminders; Penn State news
• 749 followers (36% since 4/10)
• $0.05 per follower



WC S i l M di ( / )WC Social Media (Monthly Data, 3/11)
• Student Blog (Corner of College & Allen)

– 2,135 total visits (41% since 4/10)
• 416 (19.5%) of total visits are internal to Penn State

1 610 new visits (46% since 4/10)– 1,610 new visits (46% since 4/10)
– 64.4% bounce rate

• Measures visit quality (goal is to see a steady rate)q y (g y )

– $0.21 per visit
– Top March Content

• Blog Home Page • Virtual Career Fair
• Important Dates and Events • Photos after Snowstorm

– Top Referring URLs in March– Top Referring URLs in March
• Google • WC Home • Facebook



WC S i l M di ( / )WC Social Media (Monthly Data, 3/11)
• LinkedIn

– 257 total group members (80% since 4/10)
– 86% of group members are students

$– $0.07 per group member
• Flickr

G d ti All U i it D d h lid– Graduation, All University Day, and holiday 
decorations accounted for new views in March

• 620 new views (63% average monthly views since( g y
4/10)

• $0.03 per new view



WC S i l M di ( / )WC Social Media (Monthly Data, 3/11)
• Facebook

– 1,509 total fans (78% since 4/10)
• When we migrated to a fan page in 12/09, we lost the ability 

to track how many fans are WC students (without manuallyto track how many fans are WC students (without manually 
researching every single fan).

– Engagement (BlueFuego formula)
# lik # t # f f % t• # likes + # comments ÷ # of fans = % engagement

– Blue Fuego best practice is 1% minimum.

• WC engagement for 3/11 = 2.69%

– $0.13 per fan



F b kFacebook
• Able to measure the most through Facebook

– Fan Demographics (Facebook analytics, March 2011)
• Majority are between 25–34, followed by 35–44
• 56 53% female; 41 02% male• 56.53% female; 41.02% male
• Geographic distribution

– United States (top 20 cities by state) = 92.6%
» Pennsylvania (non UPark) » Washington D C» Pennsylvania (non-UPark) »  Washington, D.C.
» Upark »  Washington
» Georgia »  Texas
» Illinois »  New Jerseyy
» New York »  Tennessee

– International = 7.4%
» Canada »  Philippines
» Germany



F b kFacebook
• Analysis of Wall Activity (3/1/11–3/31/11)y y ( )



F b kFacebook
• Analysis of Posts (3/1/11–3/31/11)



S l P t N WC Ad itSample Post: New WC Admit



S l P t F ilit ti C tiSample Post: Facilitating Connections



S l P t A i Q tiSample Post: Answering Questions



S l P t Bl C tiSample Post: Blog Cross-posting



S l P t C it B ildiSample Post: Community Building



M i FB I iMeasuring FB Impressions
• Post with the highest number of impressions for 

March 2011



St t 6 C i tiStrategy 6: Communication
• Annual Communications Calendar

– Facebook, Twitter, and blog posts are scheduled a 
year out (with space for new initiatives that arise)

T k t/f db k %’ h t k• Track engagement/feedback %’s re: what works
• Communication Benchmarking

K d k (S i l M di Ti Sh i L L d)– Kodak (Social Media Tips: Sharing Lessons Learned)
– Penn State (Social Media Guidelines)

Razorfish (Social Influence Mktg Guidelines)– Razorfish (Social Influence Mktg Guidelines)
– University of Michigan
– University of PhoenixU e s ty o oe



C i ti St tCommunication Strategy
• Best Practice Summary from Benchmarking

– Use codes of conduct to model engagement 
behaviors; clearly define “right to remove” policy
Always thank customers for feedback– Always thank customers for feedback

– Be transparent: Let customers know who is managing 
the account(s); sign posts and (for Twitter) tweets( ); g p ( )

– Acknowledge errors and correct inaccuracies
– Protect the confidentiality of customers
– Allow subject experts to respond to negative posts
– Connect to core brand; always remember your posts 

represent your brandrepresent your brand



H dli C l i t /N ti itHandling Complaints/Negativity
• Mashable (How to Deal w/ Negative Feedback in Social Media)

– Identify Feedback Type
• Straight Problem
• Constructive Criticism
• Merited Attack
• Trolling/Spam

– Response Options
• Never let yourself get pulled into a debate
• Straight Problem: requires response
• Constructive Criticism: requires response
• Merited Attack: respond positively and promptly mitigating problem if• Merited Attack: respond positively and promptly, mitigating problem if 

warranted
• Trolling/Spam: ignore and remove immediately



Response MappingResponse Mapping
General 

Comment –
No Action

A&LS: Respond w/in 1 bus.day
Other: A&LS contacts for answer; posts in X 

bus day w/ staff name and unit

Code of 
Conduct

Stdt Q for WC

Stdt Q for Stdts

bus. day w/ staff name and unit

If no stdt response in 1 bus. day:  A&LS 
posts invite for stdts to respond

Student 
Comment

Stdt Response to Q

Stdt Fdbk to WC

Accurate: Let stand
Inaccurate: A&LS posts correction

Positive: Thank studentStdt Fdbk to WC

A&LS 
Removes

Negative: Thank stdt; share w/ unit; track 
patterns; if fdbk prompts change, post it

Remove stdt and 
comment 

immediately; notify 

Code of 
Conduct

Troll/Spam

Stdt Fdbk to WC

Removes 
Immediately 
– No Action

Wall post; no 
comments

y; y
A&LS director; post 

CoC reminder

Stdt already 

Yes

Remove comment 
immediately;Stdt Fdbk to WC

Comment 
flame war

y
warned?

No

immediately; 
message stdt(s) 
privately about 
CoC; post CoC

reminder



Sample (Student Comment)Sample (Student Comment)

“Don’t bother transferring into PSU, virtually everything 
counts as an elective since PSU considers their 
courses superior to everyone else’s No one told PSUcourses superior to everyone else s. No one told PSU 
they were nowhere even remotely close to Ivy League.”



Sample (WC Response)Sample (WC Response)



C U it A hCross-Unit Approach
• To address questions, collaborate on strategies, 

and ensure communication flow

Unit Representative(s)

Admissions Services Apryl Aughenbaugh, Megan Abplanalp

Advising and Learner Success Doug Smith, Matt Rupert, Liam Jackson, Kate Elias

Learning Design Ravi Patel, Wenyi Ho, Patty Gruneberg

Marketing Heather Torbert

Program Planning and Management Joann Dornich, Jessica Miller

Student Enrollment Services Randy Fisher



Thank you!

Kate Elias, kge1@psu.edu
Matt Rupert, mcr9@psu.edu

Doug Smith das323@psu eduDoug Smith, das323@psu.edu

May 16, 2011


