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Abstract

This case study examines social media as a relevant marketing strategy for one
higher education institution. As an innovator of social media strategy for colleges and
Ol EOAOOCEOEAOh - AONOAOOA 51 EOAOOEOU EO OEI xAAOA
adoption of a social media strategy and its commitment to connecting with key
stakeholders through social media websites. Marquette is one of few universities that
continuously engages in conversations with its followers via social mediactive in

10 different social media platforms through which the university engageswith
various stakeholders. In this case study social media use among academic
institutions is reviewed to provide background. Strategy, tacticsand measurement
approachesare explored through oneon-one interviews with members of the Office

of Marketing and Communication at Marquette University. The case study concludes
with an analysis of how social media efforts may directly contribute to building the
Marquette University brand. The insights derived from this case study are useful in
helping communication and marketing professionals in higher education better
understand and apply social media practices to build relationships with key
stakeholders.
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Overview

Beginning in 2007 academic institutions started to build a presence on

social media sites as a strategy to connect with current students and to

reach prospective students.For example, Reuben (2008) argues that
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content, fast feedback, finding new audiences, and marketirggall areas

i AOEAOAOO ET EECEAO AAOAAOQGEITT OETOI A EAO
Swartzfager (2007) and Wilburn (2008) have suggested additional uses

for Twitter, such as in emergency situations, such as school shootings, or

using it in place of a live chat service for recruitment.

In November c mmixh &AAAATTE AOAAOAA MEBEA EAT DA
allows users to become a fan of any type of organization or cause, and

Oi AT U OT EOAOOGEOEAO EOIi PAA AO OEA 1 BDPT OO
&AAAATTE DOAOAT AA £ O OEAE ®artldipabfbdAOOEOUOG j ¢
in two-way dialogue is one of the disnct features that differentiate social

media sites from more traditional media. Reuben (2008) argues that social

i AAEA OAAT AOOEOO ET Al AAOET ¢ OB 1 EOATTAA
genuine positive feedback, which is invaluable to prospective studénand

marketers alike6 Al 1T T xET C A& O 11T O0A 0000606 OEAT Oc
would provide (p. 8).

A university is a particularly interesting context in which to examine how
social media is used because, unlike other industries, institutions of
higher education have unique and diverse segmented audiences, including
prospective students, current studentsand alumni, and the generational
differences, stylesand needs of each group tend to be very different.

Why a Focus on Marqguette University?

Marquette University is among a few academic institutionshiat have been
recognized for theirintegration of socid media into overall marketing and
communication strategy and innovative use of so@l media to fully
cultivate impact with key stakeholders (Ward, 2010; Luckerson, 2012;
PRNews, 2012). Not only is Marquette much more active than most
universities using social media (Ward, 2010)it was also an early adopter
in the social media landscape (PRNews, 2012). According & July 2009
report by the marketing firm Blue Fuego, Marquette ranked Qth in the
nation among midsized universities for its number of Facebook fans
(Ward, 2010). Tim Cigelske, Director of Social Media at Marquette
University, notes that social media ca be a challenge for universities
because they tend not to be the most nimble enterprises, and university
administration can be distrustful or fearful of new technologies (personal
communication, April 3, 2012). However, Marquette embraced social

Case Studies in Strategic Communicatj@j 2013 4



Stageman & Berg Friends, Fans, and Followers

media as early as October 2008 and uses integrated social media
networks, such as Facebook, Twitter, YouTube, Foursquare, Flickr
Tumblr, Google+, Pinterest, and Instagram to connect with students,
faculty, and alumni.

In 2011, Klout, a social media monitoring s&ice, ranked @MarquetteU as

one of the top 10 most influential university Twitter accounts in the

country. Additionally, Forbes.com recognizd Marquette University as the

most active Twitter user among colleges and universitidgs Ox EOE [ 1 OA OEAI

10,000 tweets, leading all Big East schools in number of Twitter followers,

with more thAT pc¢hmnnmn OErduétté Unl@oin the Newsp

2011, para. 4. Furthermore, BlueFuego, in its study oimore than 2,000

EECEAO AAOAAQOEI1T 4xEOOAO AAAI O1 6Oh AEAOA
AAAT 0T O AO OOGAOU AT 1 OAOOGAOGETTAI 6 j4UPA v
accounts that fall in the top 10 percent of the U.S. higher education

institutions for the number of followers, number of accounts followed,

1T O0i AARO T £ OPAAOAOR AT A 1T 0O0Ii ARO T &£ 1T AT OGETTO
that staff members are actively monitoring the account and sharing a wide

OAT CA T &£ ET &£ Oi ACEIT OEOTI OCE ODPAAOAONK ETAI
(Ward, 2010, para. 12).

The following case study outlines how the marketing and communication
team at Marquette University incorporateda social media strategythat
complements the current traditional communication efforts and branding
strategy for the university and strengthens relationships with key
stakeholders

About Marquette University

Named after Rev. Jacques Marquette, Salkrench missionary explorer,
Marguette University is a Catholic, Jesuit institution located in Milwaukee,
Wisconsin. There are approximately 8,400 undergraduate and 3,600
graduate and professional students enrolled with nearly all states and 68
countries represented. Marquette Univergy offers undergraduate
students approximately 116 majors, 65 minors and pre-professional
programs within eight different colleges: Arts and Sciences, Business
Administration, Communication, Education, Engineering, Health Sciences,
Nursing, and Professimal Studies. Marquette also offers 50 doctoral,
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i AOOA 06 GandAcAri@icai® Arograms within its graduate school, as
well as a law ghool and school of dentistry.

Marquette University was founded on Jesuit traditions and the belief in
(Cura Personalis 6 xEEAE [ AAT O AAOA 1Ahedd OEA AT C
Ol EOAOOGEOUGBO | EOOETIT EO OOEA OAAOAE A O O
knowledge, the fostering of personal and professional excellence, the
promotion of a life of faith, and the development of leadershi expressed

in service to others. All this we pursue for the greater glory of God and the
ATiii11T AATAZEO 1T &£ OEA EOI AT AT i1 OTEO
Missionon.dd8 - AONOAOOAGO OACI ET Ah O" A 4EA
become the kinds of leaders who will make important contributios as

men and women for other® who will Be The Difference in their

Aiii Ol EOEAGS | O AT 6O - AGNDAGGEREE i Ci AT
University also usesOEA OACI ET A O7A 1 OA - AONOAOOARG
athletics and a strong and clos&nit community of students and

educators.

- AONOGAOOASO 31 AEAI -AAEA "AAEcOT OT1,

In addition to its traditional marketing channels, such as television
advertising, printed literature, outreach to high schools, and fundraising
events, the university has embraced social media and fully integrated it
into its marketing and communication grategy as a powerful tool for
Aiii OT EAAOETI ¢ xEOE OEA O1l EOAOOGEOUBO EAL
Marquette University maintains multiple official Twitter accounts, one
Flickr account, one YouTube channel, a Foursquare page, several official
Facebook pagesa Tumblr site, a LinkedIn account, a Googteaccount, a
Pinterest pinboard and two Instagram accountsThese accounts receive a
considerable amount of participation from online audiences, as
observations in April 2012 revealed while gathering the following
numbers.

The main Twitter account, @MarquettelU has more than 15, 500
followers; the Marguette YouTube channelhas received more than

‘CuraPersonali€« O A , AOET DPEOAOA OEAO i AAT Oh O#AOA & O OE/
development of the whole person, working towards justice for all, and a commitment to
public service. It is often incorporatel into the mission of many Catholic Jesuit schools.
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693,000 video vews and 535 unique subscribers the Marguette
University Flickr account holds 68 photo sets with more than 115,000
views of campus, special events, alumni and moré; has the 10th-most
popular university Foursquare profile in the country with more than
50,000 checkins, 15,700 followers and its own Be the Difference badge;
and more than 20,400 people from more than 25 countries around the
world are fans of Marquette on Facebogkfrom Malaysia to Ghana to
Australia, and beyond.

It is important to note that these figures only represent official university

wide accounts and do not include social media siéethat are managed by

individual colleges or programs. It is evident that Marquette University is

extending a major effort and commitment to connect with key

stakeholders through social media websites. For comparison, in January

2010, when the use of Twiter among major colleges and universities

OOAOOAA CAETETC i1 OA PIBDOI AOEOURh - AONOAOGO,
was comparable to more well known schools, such as Harvard University

and Boston College, who had Twitter followings of 6,807 and 5,989

respectively. With 5,534 followers, Marquette University was far

outpacing its regional counterparts, such as University of Wisconsin

Madisond 0,697 followers, Loyola University Chicagh ©,878 followers,

University of WisconsinMilwaukeed ©,683 followers, and University of

Notre Damed (1,442 followers (personal communication with Tim

Cigelske, October 26, 2012).

- AONOAOOA 51 EOAOOEOUBO OI AEAT 1T AAEA OOOAGQ
each group of stakeholders, including prospective studes, current

students, and alumni. As a result, the university has shaped social media

around the unique needs of each group; for example, a Facebook group

staffed with tour guides for incoming freshnman and the Give Marquette

campaignto remind older alumni of their years on campus. Students and

alumni are passionate about their universities and, thus, are more likely to

develop deep relationships with the university that can be cultivated via

social media. Intervews were conducted iE OE EAU BI AUAOO ET - AOI
Office of Marketing and @mmunication to gain a better understanding of

examples outlined were inpired.
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Research

In order to best understand how Marquette University utilizes a social

media strategy to engage with and build relationships with stakeholders,

interviews were conducted with four different professionals who are

responsible for the social media strategy ath who have firsthand

knowledge and experience with social media at Marquette Universityrhe

semistructured interview techniqgue was used, which allows

OET OAOOEAXxAOO O AOE A OAO T &£# AAOEA NOAOOE
they are free to ask probing followup questions as well, usually to gather

OPAAEZEA AAOAEI O 1 O | iBodn &KiepsEeDOB,@A AT Ox A OO
101). Some of the major advantages of interviews are that they provide

researchers with a depth of knowledge about the respondent, allow for

clarification and follow-ups, and allow the researcher to observe both

verbal and nonverkal behavior of respondents(Frey, Botan & Kreps,

2000).

The respondents represented relevant departmental positions that have
the most experience with social media at Marquette University, including
the Vice President of Marketing and Communication, th@irector of Social
Media, the Director of Interactive Marketing & Digital Strategy, and an
Undergraduate Admissions Counselor. Onel5-minute interview was
conducted with each respondent, with the potential for up to 30 minutes
of follow-up via either email or telephone when it was necessaryAfter
transcriptions were produced of each interview, constant comparative
method was used to determine key themes behind Marquette Universily O
strategic social media plan.

Strategy

According to Tom Pionek, Directorof Interactive Marketing & Digital

3O00A0OAcuh - AONOAOOABO OF AEAI i AREA OOOA(
marketing principle in mind: CT 01T xEAOA OEA AOAEAT AA EO
marketing and communication team understood the value of creating

contentthatthed EOAOOEOUS O OAOGCAO AOAEAT AAO x1 Ol A
notes:

Our department started to recognize a need for engagement in
social media and it stems primarily from the fact that we knew
our audience was engaged in social media. We decided we needed
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to get engaged and the way to do it right was to have a
communication plan around it. (personal communication, April 9,
2010)

In fact, the marketing and communication team believed that creating

relevant, interesting content for this specific communication channel was

Oi OEOAI & O OEA OOAAAOO 1T &£ -AONOAOOAGO «
media coordinator for the school was hied in 2008 based on journalism

and storytelling experience, rather than simply having the most upo-date

technology skills. Tricia Geraghty, Vice President of Marketing and

Communication, explains:

We said from the very beginning, from a strategic pergztive,
that the primary skill set we needed in this was not the
technology; it was the person who had storytelling ability and
who knew about content and what would be interesting to people.
We set out to hire somebody who had a reporting or journalism
background or a communications background. We needed them
to be savvy and knowledgeable about how to use new media, but
the trump skill was to be understanding of story and emotion,
connecting people and building community. (personal
communication, Septembe 16, 2010)

Once the social media coordinator was appointed to the marketing and
communication team, a strategic soclanedia approach was developed.

I AAT OAET ¢ OIl - AONOAOOA 51 EOAOOGEOUGO 0OOC
(Marquette University Office of Marketig and Communication 2010), the
key target audiences include prospective students, current students,
alumni, and parents. The goals of the strategic social media plan are to
build awareness for the Marquette brand online, to build a sense of
community among target audiences, and to foster worgf-mouth
communication. From a strategic perspective, Marquette seeks to
disseminate information and tell stories via social media outletsncluding
Facebook, Twitter, Flicky and YouTube that will engage multiple ley
audiences.

I AAT OAET ¢ O OEA /| A£AZEAA 1T £ - AOEAOET ¢ AT A ¢
- AON O A@Y A makes strategic sense for Marquette to be involved
with social media because
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1 Good communication practice dictates that we use all methods to
engage our audiences wherever they are.

1 There are already conversations about Marquette in social media,
and our participation allows us to lead the discussion that defines
our brand.

¢ Socal media is an innovative communication channel and allows us
to position the university as an innovator among our peers.

1 Social media gives us the ability to interact directly with our
audience and connect our audience with each other, which is key to
building engagement.

T Social media allows us to drive and haess the power of word of
mouth? the buzz factor which is perceived as more credible and
authentic than traditional marketing materials.

Y sz L A N =

According to Geraghty, the initial goal of th6 T EOAOOEOUS O O AEAT |
OO00AOACU xAO O1 OAA Al AAOGEOA biI AUAO ET E
characterizing more broadly what the Office of Marketing and

#1 11 OT EAAOETT EO AAT OOh xEOE OI AEAI 1 AAE
(personal communication, Sptember 16, 2010). However, this broad goal

quickly evolved into a specific, measurable objective: to achieve

interaction with five percent of the audience within a given channel in any

month and to reach 35,000 people on all University accounts. Since the

social media initiatives were very recent and no prior baseline existed, the

social media team created its own baseline and believed the five percent

interaction was a reasonable goal.
Execution

According to Cigelske, the social media efforts that Margtte employs
should always be used as an extension of what the University is already
doing in terms of marketing and communication. Cigelske explains:

One of the most important things to keep in mind with social
media is that it is not something separatdrom everything else
that you do. While social media acts differentty E Of@st@r than
other forms of communication and it can amplify things and it can
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build a pretty visible community? you should have the same

goals in social media that you do elsewher&o basically whatever

Al OA Uil O60A AT EIT ¢ ET AEAEZAOAT O AOPAAOO 1 £
it should just be reflected in social media. (personal

communication, February 12, 2010)

&1 O A@gAi pi Ah xEAT - AONOAOOA ODPiI T O1I OAA EOGO
$ A UrdJanuary, social media tactics, such asMarquette pride photo

competition on Flickr, were incorporated into an integrated campaign that

used many different branches of promabn. Although social media was

incorporated in the promotion of National Marquette Day, there were also

many traditional tactics, such as costume contests, games, reunions and

prize giveaways around campus. The combination of both online and

traditional pr omotions helped to create auniversity event that engaged

alumni and current students, as well as helped prospective students have

interaction with Marquette University. According to Theunissen and Wan

Noordin j ¢cmtpch O) AAAT T UR 1T OCAT EUAQEI T O OEI
interaction using the mass and new media, and have a procedural

approach to dialogue by establishing practices that facilitate the
organization-OOAEAET 1 AAO AEAI T COA6 j P8 pmnQs

(@}

Not only does the marketing and communication team seek to create

relevant and interesting content that the target audience could respond to,

they also discussed the importance of creating dialogue. Whether the

target audience is reacting to posted content or reaching oubtthe school

on their own, allowing the opportunity for open dialogue was another

important issue for the marketing and communication team. Mersham,

Theunissen and Peart (2009), Henderson and Bowley (201Q)and Li

(2010) have all emphasized the importancef fostering dialogue in social

i AAEA AZEZE 0006h AO AEAITTCOA OEAO AAATT A O
writing and scholarship, and even more so in the light of the evesvolving

)T OAOT AO AT A EOO O1I AEAT 1 AAEA ADPDPI EAAOQEITI
2012, B8 uvQg8 -AOOEAI AO Ai8 jc¢nmnnmwq A@blI AET h
increasingly about dialogues and conversation rather than traditional one

way monologues of the past, adapting to the free exchange of opinions

across groups and collectives that previously wer merely recipients of

Al i1 O EAAOGEIT 1 AOOACAOGG | P8 pngs /1A ODPAAL
University often creates and fosters dialogue is through viral videos.

Pionek points out:
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[The marketing team] occasionally produces content that is

directly for social media, like remixed reactionsrbm social media

into a video? which | think is just brilliant on extending the

dialogue. You have an event, such as Father Wild retiring, when

the school makes the announcement, we post the video of the

speech. When pople react online, [a marketing and
communication team member] takes the reactions and makes a

video, posts [that video) AT A DPAT pI A OAAAO ACAET 8
dialogue. (personal communication, April 9, 2010see Figure }

Additionally, Marquette uses Twitter to foste dialogue and connect
people within the Marquette community.Cigelske explains:

Last summer, people started talking about being excited to get

back on campus or looking forward to coming to Marquette for

the first time. They would send these tweets out aying things

like, 0) AAT 80 x AEO | 8drtedSdeind thesehdpiup OO 8 6
over and over again so | started taking screen shots of them. It

was a mixture of current students and new students. | created a

video featuring all of the quotes and calledti Aelcome to
Marquette.0 Things like that help to show some sense of
excitement from a big community of people. (personal
communication, February 12, 2010see Figure 2

Although social media is often used in combination with other large
integrated campaigns for the Wiversity, it should be noted that there are

times when special content is created solely for social media. For example,
specific social media tactics are often posted on various social media

outlets and specialized groups and forums, such as thélass of 2014
Facebook pagein which current Marquette students are able to connect

xEOE AT A EAI P AT OxAO pDPOi OPAAOEOA 00
Marquette. Pionek notes:

In essence, we knowhat prospective students were going online

as soon as they got their acceptance letter and forming a group

about being the new incoming class at Marquette. | watched that

for two years and inevitably they would end up asking each other

guestions that noneof them know the answers to. So | pitched the

idea that we should start a group for them, and then we would be

ET A AOT EAOACA OEOOAOQOEIT xEAOA xAdO0OA
two people interacting? and there is value in doing that.

(personal communication, April 9, 2010)
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E MarquetteU Fr. Wild announces retirement for June 2011. We

j collinburton All @MarquetteU students and alumni will miss

fl it is today. #WeAreMarquette #fb

, mualumnus Marquette will greatly miss Fr. Wild. He did a

E nikegoal THANK YOU Father Robert A. Wild for all that you

bexmoy - Thank you for your service Fr. Wild (I tweeted, just
like you said we would) You have done so much for the

n Meredi26 Thank You for everything. RT @MarquetteU Fr. Wild

mpsever Thank you for all you've done, Fr. Wild! I'm proud to
-,ﬁ be a @MarquetteU alumnus. Creat leader and a class act.
= » ’ - M

- mansond Father Wild to retire in June 2011. Wonderful man
b,

paigemichele Thank you Fr. Wild. You have done so much for

all thank him for everything he has done for Marquette:
= http://bit.ly/frwild #WeAreMarquette

PR Bl MW
EFG D wBNPEEN T IS

Biddy_Martin Congratulations to Father Robert Wild of
@Marquettel on his retirement and his successful tenure as
president.

you, Fr. Wild. Thank you for making Marquette University what

Barrett4Wl @MarquetteU Fr. Wild's tenure at Marquette has
been truly remarkable. Thank you 4 your service to MU and to
Mnlwaukee You will be missed.

wonderful job leadlng my alma mater.

gave & achleved @MaquetteU over the years

@marqueneu commumly'

chernowa . @MarquetteU oh wow. Congrats Fr. Wild! He
deserves to retire! So wha( does a SJ do in retirement?

announces retirement June 2011. http://bit.ly/frwild
#WeAreMarquette

Irs

who's vision has brought great things to @MarquetteU! He will
be missed.

students during your tenure and generations of @MarguetteU
students to come

Fugure 1. Twitter dialogue in response to Father Wild retirement.
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a karalou RT @paigemichele: Thank you Fr. Wild. You have

been educated under him. His replacement will have some
{ giant shoes to fill. @MarquetteU

. rre 2o s web
na 70 VA WeD

i@ annikakes  So sad to see Fr. Wild leave. So blessed to have

A Shermanjeff Fr. Wild, put simply, rocks. He's a rock himself

:’r , and the spiritual and msplrational leader at @Marquetteu
- r‘WeAreMarcue:te

bo S 490 via web

@Marguettel) Fr. Wild announces retirement for June 2011.
http. //bit.ly/frwild #WeAreMarquette

H ABradbury Lucky | graduated with him! Thank you! (via

LisaSink Best wishes to Fr. Wild as he retires from
@Marguettel, Thanks for the wonderful work he did to keep
the univ at the top of its game.

TimothyBlair ...and @marquetteu will miss Fr. Wild ... he's
been a terrific leader for MU

lzzybzzy Fr. Wild will be greatly missed at @Marquettel - just
rode the elevator with him the other day in Zilber Hall. So
proud he was my Pre5|dentl

done so much for students during your tenure and
generatlons of @Marquetteu students to come

tDec

tjosephmccann3 A big thank you to Father Wild for all he has
done for @Marguettel), Congratulations to him on his
retirement, and good luck in the future

go vi

tgpavelich Many thanks and blessings to Fr. Wild. Happy
retirement! RT @Marguettel Fr. Wild's retirement
announcement. hr«p //bn ly/fatherwild

wamaee MilwaukeeScoop @MarquetteU Father Wild will be greatly
scoot  missed. A kind, personable man who did a lot for the

university.

t 2 hours ago via TweetDeck in reply to Marguettel

announces intent to retire in June 2011. Thanks for your
service. You were a major bright spot

1bout £ hours ago via TweetDec

’ DonWadewitz Father Robert Wild, President of @Marquettel,

Figure 1 (continued).
retirement.
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. 0
back at @Marquette U In three days!
Could not be more excited
- libbypinkham

2:24 /31 - -

Figure 2. QVelcome to Marquetté video featuring tweets from ncoming
and returning students excited to start the school year. Click thsecreen
shot to view the video on YouTube

In order to help facilitate the student connections, Leah Strong, the

Admissions Counselor who is the primary manager of the Class of 2014

&AAAATTE CcOl Obh AAOO AO OOEA 1T EAAT Al Al OE/
to the student that has psted a question or has concerns about

Marquette8 One of the contributing factors that help the Marquette Class

of 2014 Facebook group succeed is the strong sense of community that the

COl 66O AAAEI EOAOT OO OOU O AEiabm@AO AT TT C |
excitement and bonding with other students, this type of open discussion

also allows students, prospective students in particular, the opportunity to

ask questions and hold conversations with individuals at the University in

ways that are not alwayspossible in traditional school visits. (Stagman,

2011).

Evaluation
The marketing and communication team measures effectiveness based on

the level of engagement, or interaction rates, from each post on all social
media accounts. Examples of how thearketing and communication team
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measures engagement in posts include sharing, posting, comment;jray
tagging content in each specific social media platform, keeping in mind
how the metrics fit within the bigger context. For example, major campus
events, such as the announcement of a newiversity president, tend to
increase interaction rates, includng likes, comments, follows, mentions,
and retweets, and Marquette regularly exceeds the goal of five percent
interaction. In fact, interaction has been as high as 30 percent duringe
height of basketball season.

The university uses Sprout Socialto track quantitative metrics. Sprout
Social helps organizations manage their interactions with customers on
social networks. A report of the two weeks leading up to National
Marquette Day(January 29 through February 12, @12) gives a snapshot
of the quantitative metrics the team uses to analyze and evaluate its social
media platforms (see Figure 3) Although important in terms of numbers,
reliance on quantitative data does pose a limitation. Even though the team
does gather informal feedback, the marketing and communication team
should integrate formal qualitative measures to ensure a more balanced
analysis of its social media activities.

Although the marketing and communication team uses specific goals and
strategies for social media inthe strategic planning process, an important
focus for the team is to make sure that all social media efforts fit
seamlessly wit any other marketing tactics.

Having a bridge to connect current ad prospective students seems to

make a positive impact on OOOAAT 666 AT 11 ACA OAAOAEET C

According to Cigelske:

7A80A EAA 11 OA EIT &£ Oif Al EAAAAAAE
media. We did something called the Freshman Video Project,
where we gave flip cameras to seven incoming freshman to
document from when they were admitted to when they came to
campus. We then had them share their reflections on video with
00 AAT 66 xEAO xi1 OEAAR xEAO AEAT 80

xEAO xAOT 680 O EAI bAOI ET OAOOI ET ¢ ET OI

honest. It was a vig@o diary of sorts. Overwhelmingly, what
people said helped [with their transition] the most was Facebook.
It was not just because they were able to quickly get answers to
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Stageman & Berg Friends, Fans, and Followers

ﬁRUUP REP{]RT from January 29, 2012 - February 12, 2012

n Marquette University ,' www.marquette.edul... g’ http:/diederich.m... e&' marquetteu.tumbir.com
D @MarquetteU .:l www.marquette.eduy... .:l www.givemarquette.com a Marquette University

e o
." www.alumni.marquet... E" Study Abroad .:l www.nationalmarque...

.;‘ www.marquette.edu .?l business.marquette.edu .:' Explore
- . S

ERUUP STATS General stats at a glance

Hos el obwe 129 o 1.2k TWITTER MENTIONS /\ff/\
New Facebook Fans 212 /\_,_
o s BY 644 UNIQUE USERS N/\
Incoming Messages 1,242 132% /\/ 4.7m IMPRESSIONS /\/_/\/\
Sent Messages 296 99% /\/\

ﬂ:UDEENCE DEMUQRE&PHIES Measure how you're conversing with your audience

TWITTER FOLLOWERS FACEBOOK PAGES AUDIENCE
o L] L]
45% 55% 44% 56%
MALE FOLLOWERS FEMALE FOLLOWERS MALE FANS FEMALE FANS
1820 [l
0y “ °° -
2124 6%  13-17 3% 1317
39% 18-24 37% 18-24
253¢ .
24% 25-34 27% 25-34
3544
35-44 35-44
-54 I
1534 4554 45-54
55-64 NI 56+ 55+
65+

Figure 3. Social media report from Sprout Social in the two weeks
leading up toNational Marquette Day 2012.
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PUBLISHING Measure the performance of your outbound content

RETWEETS TOTAL RETWEETS 334 OUTBOUND TWEET CONTENT
= s ll=s
T 249 Plain Text
50
e
\ % 47 Links to Pages
25 . /./'
® @ 0 Photo Links
T \/
Jan 30 Feb 1 Fen 3 Feb s Feb7 Feb 8 Feb 11
POPULAR AMONG TWITTER POPULAR AMONG FACEBOOK
#1 Happy NATIONAL MARQUETTE DAY! #1 SEVEN wins in a row and 11 days until NATIONAL
MARQUETTE DAY.

#2 7 wins in a row and 11 days until NATIONAL
MARQUETTE DAY. http://ow.ly/8NxoL #mubb #2 Marquette Nation represent! Where are you celebrating

NATIONAL MARQUETTE DAY today?
#3 Really happy for Doc Rivers. #mubb 4

#3 Shorts weather? @ Marquette University
http://instagr.am/p/mocoC/

GUUGLE ANAI.YTICS Stats across your web properties

TOP SOCIAL REFERRERS

Web Traffic 425,258 -13%
° /\/\ #1 RT @tommyforwi: Watch Tommy speak live from
- X Marquette ‘On the Issues’: http:/bit.ly/wLLTfs. f#wisen
9
Secalilatlie 6113 G /\/\ #TeamTommy [@mulaw #mediasite webcast]
Mediasite 0 followers - www.marquette.edu
Twitter Posts 15,649 -37% \
#2 Gota Marquette date story to tell? Please share!
Web Mentions 1,432 -32% k http://www.marquette.edu/magazine/submit_love_stories.php

#mubb #marquetteuniversity #gomu
timmysimmons 0 followers - www.marquette.edu

Leading Social Traffic Source

Facebook 5.831 views #3 RT @MarquetteU: National attention is being directed to

' @mulaw and its new @MULawPoll:

http://iwww.marquette.edu/magazine/recent.php?subaction=showfull
&id=1328119200
paleteeducation 0 followers - www.marquette.edu

LUEA"[]NS Stats across your locations

MOST ACTIVE CUSTOMERS

Check-ins 30 % _f Shaina B. John C
4 Check-ins 2 Check-ins
New Customers Retuming Customers Monica W Kris L
4 0.14% 1% 1 Check-ins 1 Check-ins

Average number of check-ins per user 1.15 visits

Figure 3 (continued). Social media report from Sprout Social in
the two weeks leading up taNational Marquette Day 2012.
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guestions or that they had access to Admissions Counselors, but
more that whatever questions they had and whatever they were
feeling, everyone else was feeling too(personal communication,
February 12, 2010)

On the University side, professionals from both the Office of Marketing
and Communication andthe Undergraduate Admissions Office tsive to
fully integrate social media tactics with all of the other pomotional

~ sz s A N~ = z A N oz

incorporating social media into theul EOAOOEOU8 O | AOEAOETI C | E®
successful is because the advantages that social media channels offer, such

as the ability to connect communities of people, fit naturally with the

existing Marquette University brand. In order for schools to be able to

successfully use social media to connect with key stakeholders, such as

prospective or incoming students, the characteristics of social media must

first align with what the school is already doing in terms of marketing and

branding. The success of Marquete © O AEAT | AAEA OOOAOACUN
OEA OAEITT160 AAEI EOU Oi AT CACA xEOE OI AEA
pride, has been recognized externally and endorsed by multiple media

outlets for learning to leverage the benefits of social media (Davis, 2012;

Lepi, 20121 O41 B  #id). AA« bl Marquette'sFoursquare

profile has become thel2th most popular among universitieswith nearly

2,000 "friends," according toFanPageList.conj 041 B #1 1 IItAvgsAOhd 1 8 A8C
also namedone of the top five Pinterest accounts in higher educatiobhy

edudemic.com (Lepi, 2012) and recognized by theMilwaukee Business

Journalas one of theiop 20 social media brandsn the area (Davis, 2012).

However, not everything Marquette does is a huge success. For example,
this past spring the marketing and communications team tried to do an
0! OE &AOEAO OEI AOU6 11 4xEOOAO xEAOA 000/
University President Father Pilarz. The initiative did not get much
traction, with less than 15 tweets, whereas a big response usually elisiat
least 50 or more tweets, so the team put it on hold for now (Cigleske,
personal communication, April 3, 2012). Cigelske notes that timing might
have been off since the first effort took place during midterm weeland
the second was right after pring break during March Madness. The team
plans to try it again, but if it does na get the expected outcome of at least
50 or more tweets from followers, it is not a big setback because social
media is naturally high interaction and low risk. He explains:
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Part of the benefit of social media is that you can try something

ATA EZ£ EO AT AOT 80 x1 OEh Ui 680A 116 1606 A
AEAT 80 POO A 116 1T &# OEI A AT A AEE 00O ETO" [
O0i 060U AT A EAEI h AT A OEA®GgpEnti EAU8 )OO EO OA

or TV campaign in that regard. You obviously want to be as
compelling as possible, but part of the social media strategy is to
put things out there and see what resonates then continue to put
efforts behind what is picking up steam. (personal
communication, April 3, 2012)

Analysis & Discussion

After interviewing the four key players who are primarily responsible for

OEA DPIATTEIC AT A EiIDBI AT AT OAGETT 1T &£ -AONC
social media plan and observing the social media strategy amakctics, four

key topics emerged:engagement, dialogue, bridgig of information, and

community.

Engagement

When social media content is successful, open dialogue between the

University and current or prospective students is oftenthe result (Kent,

Taylor & White, 2003 Mersham et al. 2009 In fact, one of the main

benefits of social media is the enabling of direct engagement with brands

(Paine, 2009). However,some scholars have debated the difference

between passive following and active engagement in s@l media. The

topic often sparks discussion because of the varying definitions of

engagement. The public relations industry has not yet established a widely

accepted definition of what engagement means and how to best measure

it. The importance of undersanding what engagement means and how to

AAOGO 1 AAOOOA EO T EAO ET OEA DPIixAO 1T £ OAIl .
consumers to connect with others by exchanging information, opinions

AT A OET OCE OO danohstaiing & povek Gf hvard-of-mouth

and opinion-passing behavior (SheChaun & Yoojung, 2011, p. 48). How

people feel about a specific organization or brand influences how they

voice opinions online AT A OEAEO OxEI T EI CI AGO Oi OEAOA
is extremely useful in increasing brand engalyi A1 O AT A OAl AGAT AAd6
Chaun & Yoojung, 2011, p. 5@ge alsoPaine, 2009).
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Mersey, Malthouse and Calder (2010) underscore the importance of an

I OCATEUAOCEI T80 O1 AAOOOAT AET C T &£ AT CACAI AT
consumers and set its brand and sae& content apart from others. As such,

they define engagement as the collective experiences that consumers have

xEOE A AOAT A8 %l CACAI AT Oh ET 0O0OT h EAI DO .
specific set of beliefs that consumers have about how some brandsfinto

OEAEO 1 E MédaBuremenbelpert Raife3(2009) argues that the only

way to effectively measure engagement is not by analyzing the number of

stories, posts, tweets or videos that the organization publishes online, but

rather how people react b that content. In other words, engagement

should be tracked by number of comments, shares, mentions, ratings,

followers, and fans. Paine (2009) argues that this metric is especially

powerful when compared using a ratio of postings to comments and

responseOh  OEI EI AO O1 EiTx -AONOAOOAGO 1 AOEAOD
team evaluates the effectiveness of their efforts.

Engaging with a variety of audiences via social media allows Marquette
University to become part of the community and further extend its brand
to those who are not physically on campus. Furthermore, this strategy is
far removed from traditional communication efforts that simply broadcast

a single message to a mass audiencRather, the university seeks to
engage in listening and bonding with multipé groups of people via social
media. For example, Cigelske can create custom Facebook posts for
Marquette fans in certain cities that are of particular interest to those
people rather than posting 50 different messages. Thus, when promoting
National Marquette Day, Facebook fans in Minneapolis see a custom post
with viewing information that is different than the post for Marquette fans

in Dallas(see Figure 4)

Additionally, Cigelske uses Twitter to listen to and address concerns from
stakeholders. Recently, there was cduasion about the future of the
Freshman Frontier Program (FFP) at Marquette University. The university
was able to address these concerns by speaking directly to those
stakeholders who wanted answers about the progranisee Figure 5)

Grunigj ¢cmtmwq AAOOETTAA AAT OO OEAanyOOA T &£ TA
practitioners are using the new media in the same ways they used the
old? as a means of dumping messages on the general population rather
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Marquette University Let's hear you, Missouri! Celebrate National
Marquette Day tomorrow! Join alumni for game-watching parties in St.
Louis or Kansas City. Click below to get more details and to register. Go
Marquette!

National Marquette Day in Missouri

nationalmarguetteday.com

Marquette fans across the country are organizing viewing parties for
National Marquette Day. If you would like to register over the phone,
please call the Alumni Association at (800) 344-7544.

7] 2 minutes ago &4 - Like - Comment - Share - Promote

Marquette University Let's hear you, Georgia! Celebrate National
Marquette Day tomorrow! Join alumni for game-watching parties in
Atlanta or Savannah. Click below to get more details and to register. Go
Marquette!

National Marquette Day in Georgia
nationalmarquetteday.com

Marquette fans across the country are organizing viewing parties for
National Marquette Day. Click on a state name for more information.

¢7] 6 minutes ago 44 - Like - Comment - Share - Promote

Marquette University Let's hear you, Ohio! Celebrate National
Marquette Day tomorrow! Join alumni for game-watching parties in
Cincinnati, Dayton or Independence. Click below to get more details
and to register. Go Marquette!

™ National Marquette Day in Ohio

SR nationalmarguetteday.com

o A4 Marquette fans across the country are organizing viewing parties for
R BE National Marguette Day. Click on a state name for more information.

7] 12 minutes ago &2 - Like - Comment - Share - Promote

P Marquette University Let's hear you, Puerto Rico! Celebrate
INTERNational Marquette Day tomorrow! Join alumni for a game-
watching party at Friends' Restaurant. Click below for more details and
to register. Go Marquette!

. . INTERNational Marquette Day in Puerto Rico
muconnect.marquette.edu

To register for a National Marquette Day event, please select the
appropriate number of attendees and click the “Next" button. If
you would like to register over the phone and/or pay by check,
please call the Alumni Association at (800) 344-7544,

¢7] 18 minutes ago 2 - Like - Comment - Share - Promote

Marquette University Let's hear you, Philadelphia! Celebrate
National Marquette Day tomorrow! Join alumni for a game-watching
party at The Fox and Hound. Click below for more details and to
register. Go Marquette!

o ~J National Marquette Day in Philadelphia
muconnect.marquette.edu

To register for a National Marquette Day event, please select the
appropriate number of attendees and click the “Next" button. If
you would like to register over the phone and/or pay by check,
please call the Alumni Association at (800) 344-7544,

7] 21 minutes ago 42 - Like - Comment - Share - Promote

- Marquette University Let's hear you, Florida! Celebrate National
Marquette Day tomorrow! Join alumni for a game-watching party at the
Hollywood Ale House. Click below for more details and to register. Go
Marquette!

. . National Marquette Day in Florida

muconnect.marquette.edu

To register for a National Marquette Day event, please select the
appropriate number of attendees and click the “Next" button. If
you would like to register over the phone and/or pay by check,
please call the Alumni Association at (800) 344-7544,

¢7] 44 minutes ago 2 - Like - Comment - Share - Promote

Figure 4. Tailored Facebook posts for different locations.
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E Marquette University P 84
MarquetteU

@morganxclaire @leiftheviking We followed
up with the provost who confirmed that A&S
will in fact continue FFP as a support
program.

4 Reply [t Retweet W Favorite

1T =

]

BR 2BRisAbully 15 Nov
@MUAdmissions | would like some clarification of what is going

on with the hard earned money people have donated to the FFP
scholarship.

Marquette University © Marquettel 15 Nov
2BRisAbully There seems to be false rumors, but we can

confirm that FFP scholarship dollars are not being reallocated. cc
2MUAdmissions

® Hide conversation 4 Reply t3| Retweet ¥ Favorite

Figure 5. Marquette staff responding directly to stakeholder§questions
about the Freshman Frontier Progranon Twitter.

than as

a strategic means of interacting with publics and brging

information from the environment into organizational decisioni AEET C6
(p. 1). At Marquette, practitioners understand the importance of engaging
with multiple publics to create interactivity and dialogue (Galloway,

2005).
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Dialogue

Whether the targd audience is reacting to posted content or reaching out

to the school on their own, the marketing and communications team

attempts to create an opportunity for open dialogue (Deetan Heathet al.,

2006) that will connect people from all corners of the university

community. A social media community demographic analysis of Marquette

51T EOAOOEOUS O &AAAATTE AT A 4xEOQOOAO AAAT O1 OC
68% of Facebook impressions come from females and 55% of the

OT EOAOOGEOUS O 4 x E O @ATOGe ngjorityl of Padelinek fahsD A EAT Al
are between the ages of 18 and 2dears old, while 2544-year-olds make

up the majprity of its Twitter followers (see Figure 6)

For prospective students in particular, having the ability to share
excitement and bond with other students,as well as ask questions and
hold conversations with university representatives, gives prospective
students unprecedented access to theniversity before even stepping foot
on campus. Creating dialogue via social media has enabled Marquette
University to better connect with and strengthen relationships with
current students, prospective students, parents, alumpand members of
the community. This is especially important to Marquette since it relies on
its students and alumni to achieve its mission (KentTaylor, & White,
2003). In fall 2011, the university used Twitter to seek feedback from
students and faculty about how to address a rash in robberies on or near
campus. Thus, social media was implemented as an issues management

145%, #88%. M32% pos%

2% 13-17
43% 18-24
25% 25-34
11% 35-44
4554
55+

1% 1317
42% 18-24
20% 25-34
11% 35-44
45-54
55+

Figure 6. Social media @mographic data from SproutSocial.
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strategy that created much eeded dialogue between the university and
the campus community(see Figure 7)

Bridging of information

Several studies have found that universities and nonprofit organizations

MarquetteU Marquette University = 2
Remember to keep an eye out for the new LIMO or call 288-6363

if you need a ride. twitpic.com/6elmvj #musafety

1 Sep Favorite €31 Retweet * Reply

MarquetteU Marquetie University L
“amandadiedrich Glad to hear it, Amanda. We want everyone to
stay safe.

1 Sep

MarquetteU arquetie University [+
Amazing photo. RT @mwess: Wow. @ MarquetteU Hall looks
beautiful tonight. yfrog.com/kibawmj

1 Sep

MarquetteU Marquette University
@hopekfrank Thanks Hope. We understand students are
frustrated and want everyone to be safe; we do too.

1 Sep

MarquetteU Marqustte University LG
All night. #musafety RT @MUChica09 MPD & DPS out in full

effect on @MarquetteU campus!

2 Sep

MarquetteU varquetie University

You may have noticed we recently expanded safety patrols. Thank
you for all your feedback & support as we work to keep you safe.
#musafety

3 Sep Favorite £ Retweet * Reply

Figure 7. Twitter dialogue to address campus robberies.
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lack dialogic technologies and interactivity Chung, Lee, & Humphrey,
2010; Gordon & Berhow 2009; McAllister & Taylor, 2007; Waters,
Burnett, Lamm, & Lucas, 2009 Waters et al. (2009) noted organizations

OxAOA 110 OAEET C AAOAT OACA T &£ A1l OEA 1 bB(
OAl AOGET T OEED AOI OE Oscoiding to McoAlEiea®dD 6 j P8 p 1
Taylor (2007), a feedback loop must be present and followed through with
two-way communication for dialogic communication to take place.
- AONOAOOAGO ET OACOAOAA O1T AEAT 1 AAEA OOOAOQ,

dialogue to cultivate relationships withkey stakeholders. For example, the
university congratulates accepted students via Twitter on decision day
(Luckerson, 2012). Additionally, it is common for faculty, students, and

alumni to receive retweets from Marquette Universitg O 4 x EOOA O AAAT OT «

(see Figure 8) Thisfall a high school student created a video about why
she wants to attend Marquette University. Although she is not yet a
student, the university reached out to her and shared her video across
multiple social media platforms, including Facebook, Twitter, rd
Tumbler, to build a personal relationship with her(see Figure 9)

Although printed literature and campus visits are common resources for
students to use when making a college decision, being able to talk with
and pose questions to current students is something of ¢ih value to

prospective students (Stageman, 2011). Current students are able to

Marquette University -
@ #BeTheDifference RT @myklnovak: Thank you to the
: CampusKitchens at @MarquetteU for TurkeyPalooza 2012: tmbilr.co

[Zy3y-wXpkCLg
&l View photo 4 Reply 1t3 Retweet X Favorite

Marquette University '
5 Belgnited RT @rachelmacmaster: | went to the Mary Oliver

*' event and was inspired to make something of my life that's bigger
than myself.

Figure 8. Retweeting others is a common practice for Marquett® Twitter
account.
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"From the minute

-

-

E Marquette University - 23,8 ke tt
turda 12 v Liked

creates a video about why she wants to attend Marquette: http://go.mu.edu/Wpdpgaq

Like - Comment - Share

Y 33 people like this.

g Andrew Moffitt | do hope that this person is being sought out by the Diederich College of
& Communication...good job with this video.

Saturday at 12:13pm - Like - &3 1

. Jessica Hauger | saw this on tumbir! Pretty darn close to how | felt on campus this summer.
‘W Saturday at 12:30pm - Like

Saturday at 12:46pm - Like

.
@ Write a comment...

E & Meghan Scarsella Beautiful! So, she's in...right??

| stepped on campus, | felt as if | had come home." A high school student

Why Marquette?
www.youtube.com

Figure 9. Marquette shared a video from a prospective student on its

Facebook page.

provide eager

incoming hopefuls with more honest and accurate

depictions of student life on campus as they have experienced fBocial
media also enable the niversity to serve as the information bridge. When
a Marquette alunma posted on the Marquette University Facebook page to
say she was disappointed that Marquette was not listed as a retail outlet
for a specific brand of fair trade college apparel, Cigelske was able to
directly address her concern and then provide information about the

3PEOEO

SEI P60 PilTlEAEAO AT A POAAOEAAO

brands,and other relevant information (see Figure 10)

Community

The importance

of community is magnified on social networks, as distinct

groups, such as the Class of 2014 Facebook group, can serve as a trusting

Case Studies in Strategic Communicatj@j 2013 27



Stageman & Berg

Friends, Fans, and Followers

|4 are paid a living wage, allowed to unionize, and have good working conditions):
http://altagraciaapparel.com/apparel/stores/P100

Alta Gracia College

&) Brooks Robert Blake likes this.

ﬁ Marquette University Hi Donna, thanks for letting us know

about that company. We wanted to let you know that all our
Marquette Spirit Shop apparel suppliers adhere to Marquette's
labor code of conduct and are members of the Fair Labor
Association. Marquette is ...

See More

smartthreads Smartthreads 1=1 (1 equals 1) } Socially
Responsible Company = Socially
Responsible Clothing = Socia
www.smartthreads.com

Sm

See More

October 27

at 5:51pm - Like - g3 1

Donna Schnur Birkholz » Marquette University
Disappointed not to see Marquette on this list of universities who sell Alta Gracia clothing (workers
-

Figure 10. Marquette respondson Facebookto an alumnas criticism of

the fair labor practices of Marquette apparel vendors.

and supportive environment in which to establish relationships (Chayko,
2008). As a result, users are giverhe opportunity to easily connect with

I OEAOO ET A

x AU OEAO s thdt e &AnQI@ sand

cOol Ob

boatd (personal communication with Leah Strong, April 9, 2010). The

marketing and communication team views the general

Marquette

Facebook pageand Class of 2014 Facebook group as a great introduction
for prospective students to the Marquette community. Cigelske explains:

One of the biggest community builders is just to know that there

are other people out there like you. There is so muchncertainty

when you are a teenager and getting ready to go off to college.

- AUAA UT 06 OA

I AAGET ¢ UT OO0 OOAOA AT A AEAIEI

maybe start to email or call their future roommate and taking
steps like that to ease the anxiety. | think social méal allows that
to be completely magnified. Before [Facebook], the students were
stepping on campus and knowing just one or two people and
OEAOA8O A 110 1T &£ OOAPEAAOEIT I
up to other students before even stepping on campugpersonal
communication, February 12, 2010
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Many students seem to agree, calling the Marquette Class of 2014
&AAAATTE CcOiI 6p OA EAI pAEDOI OAOI BOAA A O DI
(Stageman, 2011, p. 45). For the marketing and communication team, the

Marquette Class of 2014 Facebook group is not only a forum in which

students are able to connect, but also an opportunity to successfully

reflect the Marquette brand through which the community is united. Leah

Strong notes:

In everything | do [with the Facelmok group], | really try to focus

ontheCuraPersonali ) 61 EOOO OAAIT U Ai1TAAOI AA xEOE
EEAO8 NOAOOEIT O AOA Al OxAOAA &£O01 1T U AT A OEA
is sincerely interested in them. There is obviously the Marquette

brand through some ofour videos or pictures that we have out

there as well. (personal communication, April 9, 2010see Figure

11)

Figure 11. A video of a student explaining the meaning dura Personalis
Click thescreen shot toview the video on YouTube
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Marquette brand and social media

Geraghty suggests that perhaps the Marquette University brand is more
inclined to succeed in social media communication becaeisa sense of
community is an embedded omponent of marketing messages:

)y OEETE OEAOA AOA Oxi Al AT AT OO0 O xEAO06O
- AONOAOOA AT A EOG6O0 Ai Al AEAA ET Oxi DEOAOAO
EOh O- AONOAOOA 571 EOAOOEOA®Bh "A7 DEAOAME £EAOAIT
- AONOAOOABG ) OEETE Oi AEAI 1T AAEA EO A bPiIA
just because of who Marquette is. One of the really special things

about the Marquette experience is that it has this sense of

community and belonging that people have, notjust EAT OEA UGS OA

here, but you see it in alums 30 years after graduation when

OEAUBOA OAI EET C AAT OO xEAO OEAEO EAEOOO AAU
giving advice to students moving into McCormick Hall, or

reflecting on the journalism program. Social media was lmost

built for a place that sees having a sense of community as its real

strengths. (personal communication, September 16, 2010)

| AAEOGET T A1 Uh ' AOACEOU OEAxO OEA DPEOAOA O.
to become a game changer and a major player in any industry or avenue

Geraghty also notes that social media is a natural fit witthe Marquette

AOAT A AAAAOGOA EO Ai AT AEAO OPATPI A OOUET
themselves out there in different ways, which really fis what Marquette is

abouto(see Figure 12).

To sum up how important the idea of community is within the Marquette

social media strategyCigelskeb OO EO OEI I Uh O)1 xEAOAOAO

i AREAh OEA AEC CI Al EO O1 Al ii O EAAOA OERA
large family at Marquette and social media really helps to reflect that

i AOOACA8o ! AAREOET T Al OAOGAAOAEh OOAE AO A
bed T AOAOAA O AAQClkM GAAM | EaeEédadit E1 UO

themes across the Marquette University social mediplatforms. Moreover,

formal interviews could also be conducted with different stakeholder

groups to see if social media activities make them feel more connected to

the university.
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Figure 12. A video of students reading Mary Olivgr& QVhat | Have
Learned So Fagwhich speaks to the Marquette brandBe the Differenced
Click thescreen shot toview the video on YouTube

Discussion Questions

1. There are still conflicting perspectives within theindustry about who
should be responsible for facilitating social media on behalf of a college
or university. In the case of Marquette University, the collaborative
partnership between the Office of Marketing and Communication and
the Undergraduate Admissbns Office seems to provide the right
balance of being able to successfully communicate the Marquette
brand, while also being able to quickly and accurately answer
DOl OPAAOEOA OOOAAT OO8 NsPrdcess.BMnydd AAT OO
you think this works well? What challenges do you think the offices
and the staff members face? Which office do you think should be
responsible for the social media platform at a university? Why?

(@}
m;

2. Marquette University is focused on engagement, dialogue, bridging of
information, and community. How can Marquette Universitybetter
integrate a research plan to ensure such strategies are being
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implemented? How do you see these themes emerging in othercsal
media campaigns?

3. How can nonprofit organizations, government agencies, and
corporations benefit from integrating social media into their overall
marketing and communication plan? Are there challenges specific to
each ofthese organizational settings?
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