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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 
ÕÎÉÖÅÒÓÉÔÉÅÓȟ -ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙ ÉÓ ÓÈÏ×ÃÁÓÅÄ ÂÅÃÁÕÓÅ ÏÆ ÔÈÅ ÓÃÈÏÏÌȭÓ ÅÁÒÌÙ 
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 media, active in 
10 different social media platforms through which the university engages with 
various stakeholders. In this case study, social media use among academic 
institutions is reviewed to provide background. Strategy, tactics, and measurement 
approaches are explored through one-on-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 
4×ÉÔÔÅÒ ÃÁÎ ÂÅ ÕÓÅÄ ÆÏÒ ȰÁ×ÁÒÅÎÅÓÓ ÁÎÄ ÂÒÁÎÄÉÎÇȟ ÐÒÏÍÏÔÉÎÇ ÙÏÕÒ  
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content, fast feedback, finding new audiences, and marketing ɀ all areas 
ÍÁÒËÅÔÅÒÓ ÉÎ ÈÉÇÈÅÒ ÅÄÕÃÁÔÉÏÎ ÓÈÏÕÌÄ ÈÁÖÅ ÇÒÅÁÔ ÉÎÔÅÒÅÓÔ ÉÎȱ ɉÐȢ υɊȢ 
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 ςππχȟ &ÁÃÅÂÏÏË ÃÒÅÁÔÅÄ ȰÔÈÅ ÆÁÎ ÐÁÇÅÓ ÃÏÎÃÅÐÔȟȱ ×hich 
allows users to become a fan of any type of organization or cause, and 
ȰÍÁÎÙ ÕÎÉÖÅÒÓÉÔÉÅÓ ÊÕÍÐÅÄ ÁÔ ÔÈÅ ÏÐÐÏÒÔÕÎÉÔÙ ÔÏ ÃÒÅÁÔÅ ÁÎ ÏÆÆÉÃÉÁÌ 
&ÁÃÅÂÏÏË ÐÒÅÓÅÎÃÅ ÆÏÒ ÔÈÅÉÒ ÕÎÉÖÅÒÓÉÔÙȱ ɉ2ÅÕÂÅÎȟ ςππψȟ ÐȢ σɊȢ Participation 
in two-way dialogue is one of the distinct features that differentiate social 
media sites from more traditional media. Reuben (2008) argues that social 
ÍÅÄÉÁ ȰÃÁÎ ÁÓÓÉÓÔ ÉÎ ÃÌÅÁÒÉÎÇ ÕÐ ÍÉÓÃÏÎÃÅÐÔÉÏÎÓ ÁÎÄ ÐÒÏÍÏÔÅ ÕÎÓÏÌÉÃÉÔÅÄȟ 
genuine positive feedback, which is invaluable to prospective students and 
marketers alike,ȱ ÁÌÌÏ×ÉÎÇ ÆÏÒ ÍÏÒÅ ÔÒÕÓÔ ÔÈÁÎ ÔÒÁÄÉÔÉÏÎÁÌ ÁÄÖÅÒÔÉÓÉÎÇ 
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 students, and alumni, and the generational 
differences, styles, and needs of each group tend to be very different. 
 

Why a Focus on Marquette University?  
 
Marquette University is among a few academic institutions that have been 
recognized for their integration of social media into overall marketing and 
communication strategy and innovative use of social 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 to a July 2009 
report by the marketing firm Blue Fuego, Marquette ranked 10th in the 
nation among mid-sized universities for its number of Facebook fans 
(Ward, 2010). Tim Cigelske, Director of Social Media at Marquette 
University, notes that social media can 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 
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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 service, ranked @MarquetteU as 
one of the top 10 most influential university Twitter accounts in the 
country. Additionally, Forbes.com recognized Marquette University as the 
most active Twitter user among colleges and universitiesȟ Ȱ×ÉÔÈ ÍÏÒÅ ÔÈÁÎ 
10,000 tweets, leading all Big East schools in number of Twitter followers, 
with more thÁÎ ρςȟπππ ÆÏÌÌÏ×ÅÒÓȱ ɉȰMarquette University in the News,ȱ 
2011, para. 4). Furthermore, BlueFuego, in its study of more than 2,000 
ÈÉÇÈÅÒ ÅÄÕÃÁÔÉÏÎ 4×ÉÔÔÅÒ ÁÃÃÏÕÎÔÓȟ ÃÈÁÒÁÃÔÅÒÉÚÅÄ -ÁÒÑÕÅÔÔÅȭÓ 4×ÉÔÔÅÒ 
ÁÃÃÏÕÎÔ ÁÓ ȰÖÅÒÙ ÃÏÎÖÅÒÓÁÔÉÏÎÁÌȱ ɉ4ÙÐÅ υɊȟ ÁÎÄ ÏÎÅ ÏÆ Á ÈÁÎÄÆÕÌ ÏÆ 
accounts that fall in the top 10 percent of the U.S. higher education 
institutions for the number of followers, number of accounts followed, 
ÎÕÍÂÅÒ ÏÆ ÕÐÄÁÔÅÓȟ ÁÎÄ ÎÕÍÂÅÒ ÏÆ ÍÅÎÔÉÏÎÓ ɉ7ÁÒÄȟ ςπρπɊȢ Ȱ)ÔȭÓ ÏÂÖÉÏÕÓ 
that staff members are actively monitoring the account and sharing a wide 
ÒÁÎÇÅ ÏÆ ÉÎÆÏÒÍÁÔÉÏÎ ÔÈÒÏÕÇÈ ÕÐÄÁÔÅÓȟ ÉÎÃÌÕÄÉÎÇ ÌÉÎËÓȟ ÐÈÏÔÏÓȟ ÁÎÄ ÖÉÄÅÏÓȱ 
(Ward, 2010, para. 12).  
 
The following case study outlines how the marketing and communication 
team at Marquette University incorporated a social media strategy that 
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, S.J., a French missionary explorer, 
Marquette 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 University 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 Professional Studies. Marquette also offers 50 doctoral, 

http://corp.klout.com/blog/2011/09/top-10-most-influential-colleges/
http://corp.klout.com/blog/2011/09/top-10-most-influential-colleges/
http://www.forbes.com/sites/bruceupbin/2011/10/25/colleges-that-do-the-web-well/
http://www.marquette.edu/social/
http://www.marquette.edu/
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ÍÁÓÔÅÒȭÓ ÄÅÇÒÅÅ, and certificate programs within its graduate school, as 
well as a law school and school of dentistry. 
 
Marquette University was founded on Jesuit traditions and the belief in 
ȰCura Personalisȟȱ ×ÈÉÃÈ ÍÅÁÎÓ ÃÁÒÅ ÆÏÒ ÔÈÅ ÅÎÔÉÒÅ ÐÅÒÓÏÎ.1 The 
ÕÎÉÖÅÒÓÉÔÙȭÓ ÍÉÓÓÉÏÎ ÉÓ ȰÔÈÅ ÓÅÁÒÃÈ ÆÏÒ ÔÒÕÔÈȟ ÔÈÅ ÄÉÓÃÏÖÅÒÙ ÁÎÄ ÓÈÁÒÉÎÇ ÏÆ 
knowledge, the fostering of personal and professional excellence, the 
promotion of a life of faith, and the development of leadership expressed 
in service to others. All this we pursue for the greater glory of God and the 
ÃÏÍÍÏÎ ÂÅÎÅÆÉÔ ÏÆ ÔÈÅ ÈÕÍÁÎ ÃÏÍÍÕÎÉÔÙȱ ɉȱ!ÂÏÕÔ -ÁÒÑÕÅÔÔÅȡ /ÕÒ 
Mission,ȱ n.d.ɊȢ -ÁÒÑÕÅÔÔÅȭÓ ÔÁÇÌÉÎÅȟ Ȱ"Å 4ÈÅ $ÉÆÆÅÒÅÎÃÅȟȱ ÒÅÐÒÅÓÅÎÔÓ ÔÈÅ 
ÕÎÉÖÅÒÓÉÔÙȭÓ ÇÏÁÌ ÔÏ ȰÈÅÌÐ ÓÔÕdents and the entire Marquette community 
become the kinds of leaders who will make important contributions as 
men and women for othersɂwho will Be The Difference in their 
ÃÏÍÍÕÎÉÔÉÅÓȱ ɉȰ!ÂÏÕÔ -ÁÒÑÕÅÔÔÅȡ ,ÏÇÏ ÁÎÄ 3ÅÁÌȟȱ n.d.). Marquette 
University also uses ÔÈÅ ÔÁÇÌÉÎÅ Ȱ7Å !ÒÅ -ÁÒÑÕÅÔÔÅȟȱ ÉÎ ÒÅÆÅÒÅÎÃÅ ÔÏ ÂÏÔÈ 
athletics and a strong and close-knit community of students and 
educators.  
 

-ÁÒÑÕÅÔÔÅȭÓ 3ÏÃÉÁÌ -ÅÄÉÁ "ÁÃËÇÒÏÕÎÄ 
 
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 strategy as a powerful tool for 
ÃÏÍÍÕÎÉÃÁÔÉÎÇ ×ÉÔÈ ÔÈÅ ÕÎÉÖÅÒÓÉÔÙȭÓ ËÅÙ ÁÕÄÉÅÎÃÅÓȢ 3ÐÅÃÉÆÉÃÁÌÌÙȟ 
Marquette University maintains multiple official Twitter accounts, one 
Flickr account, one YouTube channel, a Foursquare page, several official 
Facebook pages, a Tumblr site, a LinkedIn account, a Google+ account, a 
Pinterest pinboard and two Instagram accounts. These 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, @MarquetteU, has more than 15, 500 
followers; the Marquette YouTube channel has received more than 

                                                            
1 Cura Personalis ÉÓ Á ,ÁÔÉÎ ÐÈÒÁÓÅ ÔÈÁÔ ÍÅÁÎÓȟ Ȱ#ÁÒÅ ÆÏÒ ÔÈÅ %ÎÔÉÒÅ 0ÅÒÓÏÎȟȱ ÅÍÐÈÁÓÉÚÉÎÇ 
development of the whole person, working towards justice for all, and a commitment to 
public service. It is often incorporated into the mission of many Catholic Jesuit schools. 

http://twitter.com/#!/MarquetteU
http://www.youtube.com/user/MarquetteU
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693,000 video views and 535 unique subscribers; the Marquette 
University Flickr account holds 68 photo sets with more than 115,000 
views of campus, special events, alumni and more; it has the 10th-most 
popular university Foursquare profile in the country with more than 
50,000 check-ins, 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 Facebook, from 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 sites that 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 Twitter among major colleges and universities 
ÓÔÁÒÔÅÄ ÇÁÉÎÉÎÇ ÍÏÒÅ ÐÏÐÕÌÁÒÉÔÙȟ -ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙȭÓ 4×ÉÔÔÅÒ ÆÏÌÌÏ×ÉÎÇ 
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-
MadisonȭÓ 2,697 followers, Loyola University ChicagoȭÓ 1,878 followers, 
University of Wisconsin-MilwaukeeȭÓ 1,683 followers, and University of 
Notre DameȭÓ 1,442 followers (personal communication with Tim 
Cigelske, October 26, 2012).  
 
-ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙȭÓ ÓÏÃÉÁÌ ÍÅÄÉÁ ÓÔÒÁÔÅÇÙ ×ÁÓ ÄÅÓÉÇÎÅÄ ÔÏ ÁÐÐÅÁÌ ÔÏ 
each group of stakeholders, including prospective students, 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 freshman and the Give Marquette 
campaign to 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. Interviews were conducted wÉÔÈ ËÅÙ ÐÌÁÙÅÒÓ ÉÎ -ÁÒÑÕÅÔÔÅȭÓ 
Office of Marketing and Communication to gain a better understanding of 
the ÕÎÉÖÅÒÓÉÔÙȭÓ overarching strategy and more knowledge about how the 
examples outlined were inspired. 
 
 

http://www.flickr.com/photos/marquetteu/
http://www.flickr.com/photos/marquetteu/
https://foursquare.com/marquetteu
https://foursquare.com/marquetteu
https://www.facebook.com/MarquetteU/
http://www.givemarquette.com/
http://www.givemarquette.com/
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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 and who have first-hand 
knowledge and experience with social media at Marquette University. The 
semi-structured interview technique was used, which allows 
ȰÉÎÔÅÒÖÉÅ×ÅÒÓ ÔÏ ÁÓË Á ÓÅÔ ÏÆ ÂÁÓÉÃ ÑÕÅÓÔÉÏÎÓ ÏÎ ÔÈÅ ÉÎÔÅÒÖÉÅ× ÓÃÈÅÄÕÌÅȟ ÂÕÔ 
they are free to ask probing follow-up questions as well, usually to gather 
ÓÐÅÃÉÆÉÃ ÄÅÔÁÉÌÓ ÏÒ ÍÏÒÅ ÃÏÍÐÌÅÔÅ ÁÎÓ×ÅÒÓȱ ɉ&ÒÅÙȟ Botan, & Kreps, 2000, p. 
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 nonverbal 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, the Director of Social 
Media, the Director of Interactive Marketing & Digital Strategy, and an 
Undergraduate Admissions Counselor. One 45-minute interview was 
conducted with each respondent, with the potential for up to 30 minutes 
of follow-up via either e-mail or telephone when it was necessary. After 
transcriptions were produced of each interview, constant comparative 
method was used to determine key themes behind Marquette UniversityȭÓ 
strategic social media plan. 
 

Strategy  
 
According to Tom Pionek, Director of Interactive Marketing & Digital 
3ÔÒÁÔÅÇÙȟ -ÁÒÑÕÅÔÔÅȭÓ ÓÏÃÉÁÌ ÍÅÄÉÁ ÓÔÒÁÔÅÇÙ ÓÔÁÒÔÅÄ ×ÉÔÈ Á ÓÉÍÐÌÅ 
marketing principle in mind: ÇÏ ÔÏ ×ÈÅÒÅ ÔÈÅ ÁÕÄÉÅÎÃÅ ÉÓȢ -ÁÒÑÕÅÔÔÅȭÓ 
marketing and communication team understood the value of creating 
content that the uÎÉÖÅÒÓÉÔÙȭÓ ÔÁÒÇÅÔ ÁÕÄÉÅÎÃÅÓ ×ÏÕÌÄ ÆÉÎÄ ÅÎÇÁÇÉÎÇȢ 0ÉÏÎÅË 
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 
ÓÏ ÖÉÔÁÌ ÆÏÒ ÔÈÅ ÓÕÃÃÅÓÓ ÏÆ -ÁÒÑÕÅÔÔÅȭÓ ÓÏÃÉÁÌ ÍÅÄÉÁ ÂÒÁÎÄȟ ÔÈÁÔ Á ÓÏÃÉÁÌ 
media coordinator for the school was hired in 2008 based on journalism 
and storytelling experience, rather than simply having the most up-to-date 
technology skills. Tricia Geraghty, Vice President of Marketing and 
Communication, explains: 
 

We said from the very beginning, from a strategic perspective, 
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, September 16, 2010) 

 
Once the social media coordinator was appointed to the marketing and 
communication team, a strategic social media approach was developed. 
 
!ÃÃÏÒÄÉÎÇ ÔÏ -ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙȭÓ ÓÔÒÁÔÅÇÉÃ ÓÏÃÉÁÌ ÍÅÄÉÁ ÐÌÁÎ 
(Marquette University Office of Marketing 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 word-of-mouth 
communication. From a strategic perspective, Marquette seeks to 
disseminate information and tell stories via social media outlets, including 
Facebook, Twitter, Flickr, and YouTube, that will  engage multiple key 
audiences. 
 
!ÃÃÏÒÄÉÎÇ ÔÏ ÔÈÅ /ÆÆÉÃÅ ÏÆ -ÁÒËÅÔÉÎÇ ÁÎÄ #ÏÍÍÕÎÉÃÁÔÉÏÎ ɉȰ3ÏÃÉÁÌ -ÅÄÉÁ ÁÔ 
-ÁÒÑÕÅÔÔÅȟȱ n.d.), it makes strategic sense for Marquette to be involved 
with social media because: 
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¶ Good communication practice dictates that we use all methods to 
engage our audiences wherever they are.  
 

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

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

¶ 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. 
 

¶ Social media allows us to drive and harness the power of word of 
mouthɂthe buzz factorɂwhich is perceived as more credible and 
authentic than traditional marketing materials.  

 
According to Geraghty, the initial goal of the 5ÎÉÖÅÒÓÉÔÙȭÓ ÓÏÃÉÁÌ ÍÅÄÉÁ 
ÓÔÒÁÔÅÇÙ ×ÁÓ ÔÏ ȰÂÅ ÁÎ ÁÃÔÉÖÅ ÐÌÁÙÅÒ ÉÎ ÉÔ ÁÎÄ ÂÕÉÌÄ Á ÓÅÎÓÅ ÏÆ ÃÏÍÍÕÎÉÔÙȟ 
characterizing more broadly what the Office of Marketing and 
#ÏÍÍÕÎÉÃÁÔÉÏÎ ÉÓ ÁÂÏÕÔȟ ×ÉÔÈ ÓÏÃÉÁÌ ÍÅÄÉÁ ÁÓ ÁÎ ÅØÔÅÎÓÉÏÎ ÏÆ ÔÈÁÔȱ 
(personal communication, September 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 Marquette 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 separate from everything else 
that you do. While social media acts differentlyɂÉÔȭÓ faster than 
other forms of communication and it can amplify things and it can 
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build a pretty visible communityɂyou should have the same 
goals in social media that you do elsewhere. So basically whatever 
ÅÌÓÅ ÙÏÕȭÒÅ ÄÏÉÎÇ ÉÎ ÄÉÆÆÅÒÅÎÔ ÁÓÐÅÃÔÓ ÏÆ ÔÈÅ ÂÕÓÉÎÅÓÓ ÏÒ ÕÎÉÖÅÒÓÉÔÙȟ 
it should just be reflected in social media. (personal 
communication, February 12, 2010) 

 
&ÏÒ ÅØÁÍÐÌÅȟ ×ÈÅÎ -ÁÒÑÕÅÔÔÅ ÓÐÏÎÓÏÒÅÄ ÉÔÓ ÁÎÎÕÁÌ Ȱ.ÁÔÉÏÎÁÌ -ÁÒÑÕÅÔÔÅ 
$ÁÙȱ in January, social media tactics, such as a Marquette pride photo 
competition on Flickr, were incorporated into an integrated campaign that 
used many different branches of promotion. 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 a university event that engaged 
alumni and current students, as well as helped prospective students have 
interaction with Marquette University. According to Theunissen and Wan 
Noordin ɉςπρςɊȟ Ȱ)ÄÅÁÌÌÙȟ ÏÒÇÁÎÉÚÁÔÉÏÎÓ ÓÈÏÕÌÄ ÆÏÓÔÅÒ ÇÒÅÁÔÅÒ ÐÕÂÌÉÃ 
interaction using the mass and new media, and have a procedural 
approach to dialogue by establishing practices that facilitate the 
organization-ÓÔÁËÅÈÏÌÄÅÒ ÄÉÁÌÏÇÕÅȱ ɉÐȢ ρπɊȢ 
 
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 out to the 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 (2010), and Li 
(2010) have all emphasized the importance of fostering dialogue in social 
ÍÅÄÉÁ ÅÆÆÏÒÔÓȟ ÁÓ ÄÉÁÌÏÇÕÅ ȰÈÁÓ ÂÅÃÏÍÅ ÕÂÉÑÕÉÔÏÕÓ ÉÎ ÐÕÂÌÉÃ ÒÅÌÁÔÉÏÎÓ 
writing and scholarship, and even more so in the light of the ever-evolving 
)ÎÔÅÒÎÅÔ ÁÎÄ ÉÔÓ ÓÏÃÉÁÌ ÍÅÄÉÁ ÁÐÐÌÉÃÁÔÉÏÎȱ ɉ4ÈÅÕÎÉÓÓÅÎ Ǫ 7ÁÎ .ÏÏÒÄÉÎȟ 
2012, pȢ υɊȢ -ÅÒÓÈÁÍ ÅÔ ÁÌȢ ɉςππωɊ ÅØÐÌÁÉÎȟ Ȱ0ÕÂÌÉÃ ÒÅÌÁÔÉÏÎÓ ×ÉÌÌ ÂÅ 
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 were merely recipients of 
ÃÏÍÍÕÎÉÃÁÔÉÏÎ ÍÅÓÓÁÇÅÓȱ ɉÐȢ ρπɊȢ /ÎÅ ÓÐÅÃÉÆÉÃ ÅØÁÍÐÌÅ ÏÆ ÈÏ× -ÁÒÑÕÅÔÔÅ 
University often creates and fosters dialogue is through viral videos. 
Pionek points out: 
 

http://www.flickr.com/photos/marquetteu/sets/72157625755046678/
http://www.flickr.com/photos/marquetteu/sets/72157625755046678/
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[The marketing team] occasionally produces content that is 
directly for  social media, like remixed reactions from social media 
into a videoɂwhich I 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 people react online, [a marketing and 
communication team member] takes the reactions and makes a 
video, posts [that video], ÁÎÄ ÐÅÏÐÌÅ ÒÅÁÃÔ ÁÇÁÉÎȢ )ÔȭÓ Á ÇÒÅÁÔ 
dialogue. (personal communication, April 9, 2010; see Figure 1) 

 
Additionally, Marquette uses Twitter to foster 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 saying things 
like, Ȱ) ÃÁÎȭÔ ×ÁÉÔ ÔÏ ÂÅ ÏÎ ÃÁÍÐÕÓȢȱ I started seeing these pop up 
over and over again so I started taking screen shots of them. It 
was a mixture of current students and new students. I created a 
video featuring all of the quotes and called it ȰWelcome to 
Marquette.ȱ Things like that help to show some sense of 
excitement from a big community of people. (personal 
communication, February 12, 2010; see Figure 2) 

 
Although social media is often used in combination with other large 
integrated campaigns for the University, 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 the Class of 2014 
Facebook page, in which current Marquette students are able to connect 
×ÉÔÈ ÁÎÄ ÈÅÌÐ ÁÎÓ×ÅÒ ÐÒÏÓÐÅÃÔÉÖÅ ÓÔÕÄÅÎÔÓȭ ÑÕÅÓÔÉÏÎÓ ÁÂÏÕÔ ÌÉÆÅ ÁÔ 
Marquette. Pionek notes: 
 

In essence, we know that 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. I watched that 
for two years and inevitably they would end up asking each other 
questions that none of them know the answers to. So I pitched the 
idea that we should start a group for them, and then we would be 
ÉÎ Á ÂÒÏËÅÒÁÇÅ ÓÉÔÕÁÔÉÏÎ ×ÈÅÒÅ ×ÅȭÒÅ ÁÃÔÉÎÇ ÁÓ Á ÂÒÉÄÇÅ ÂÅÔ×ÅÅÎ 
two people interactingɂand there is value in doing that. 
(personal communication, April 9, 2010) 

https://www.facebook.com/group.php?gid=163604714852
https://www.facebook.com/group.php?gid=163604714852
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Fugure 1. Twitter dialogue in response to Father Wildȭs retirement. 
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Figure 1 (continued).  Twitter dialogue in response to Father Wildȭs 
retirement. 
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Figure 2. ȰWelcome to Marquetteȱ video featuring tweets from incoming 
and returning students excited to start the school year. Click the screen 
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 
&ÁÃÅÂÏÏË ÇÒÏÕÐȟ ÁÃÔÓ ÁÓ ȰÔÈÅ ÍÉÄÄÌÅÍÁÎ ÔÈÁÔ ÃÏÎÎÅÃÔÓ ÔÈÅ ÃÕÒÒÅÎÔ ÓÔÕÄÅÎÔ 
to the student that has posted a question or has concerns about 
MarquetteȢȱ One of the contributing factors that help the Marquette Class 
of 2014 Facebook group succeed is the strong sense of community that the 
ÇÒÏÕÐȭÓ ÆÁÃÉÌÉÔÁÔÏÒÓ ÔÒÙ ÔÏ ÆÏÓÔÅÒ ÁÍÏÎÇ ÉÔÓ ÍÅÍÂÅÒÓȢ )Î ÁÄÄÉÔÉÏÎ ÔÏ ÓÈaring 
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 always possible in traditional school visits. (Stageman, 
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 the marketing and communication team 

http://www.youtube.com/watch?v=oR09FhUgbDU
http://www.youtube.com/watch?v=oR09FhUgbDU


Stageman & Berg Friends, Fans, and Followers 

Case Studies in Strategic Communication, 2 | 2013 16 

measures engagement in posts include sharing, posting, commenting, or 
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 new university president, tend to 
increase interaction rates, including 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 during the 
height of basketball season. 
 
The university uses Sprout Social to 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, 2012) 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 in the strategic planning process, an important 
focus for the team is to make sure that all social media efforts fit 
seamlessly with any other marketing tactics. 
 
Having a bridge to connect current and prospective students seems to 
make a positive impact on ÓÔÕÄÅÎÔÓȭ ÃÏÌÌÅÇÅ ÓÅÁÒÃÈÉÎÇ ÅØÐÅÒÉÅÎÃÅȢ 
According to Cigelske: 
 

7ÅȭÖÅ ÈÁÄ ÍÏÒÅ ÉÎÆÏÒÍÁÌ ÆÅÅÄÂÁÃË ÆÒÏÍ ÓÔÕÄÅÎÔÓ ÁÂÏÕÔ ÓÏÃÉÁÌ 
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 
ÕÓ ÁÂÏÕÔ ×ÈÁÔ ×ÏÒËÅÄȟ ×ÈÁÔ ÄÉÄÎȭÔ ×ÏÒËȟ ×ÈÁÔ ÈÅÌÐÅÄ ÔÈÅÍȟ ÁÎÄ 
×ÈÁÔ ×ÁÓÎȭÔ ÓÏ ÈÅÌÐÆÕÌ ÉÎ ÓÅÔÔÌÉÎÇ ÉÎÔÏ ÃÁÍÐÕÓ ÌÉÆÅȢ 4ÈÅÙ ×ÅÒÅ ÖÅÒÙ 
honest. It was a video 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  
 

http://sproutsocial.com/
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Figure 3. Social media report from Sprout Social in the two weeks 
leading up to National Marquette Day 2012. 
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Figure 3 (continued).  Social media report from Sprout Social in 
the two weeks leading up to National Marquette Day 2012. 
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questions 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 and the Undergraduate Admissions Office strive to 
fully integrate social media tactics with all of the other promotional 
branches used in the uÎÉÖÅÒÓÉÔÙȭÓ ÍÁÒËÅÔÉÎÇ ÓÔÒÁÔÅÇÙȢ -ÁÒËÅÔÉÎÇ ÁÎÄ 
communication team members believe that one of the reasons why 
incorporating social media into the uÎÉÖÅÒÓÉÔÙȭÓ ÍÁÒËÅÔÉÎÇ ÍÉØ ÈÁÓ ÂÅÅÎ 
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 MarquetteȭÓ ÓÏÃÉÁÌ ÍÅÄÉÁ ÓÔÒÁÔÅÇÙȟ ÍÅÁÓÕÒÅÄ ÂÙ 
ÔÈÅ ÓÃÈÏÏÌȭÓ ÁÂÉÌÉÔÙ ÔÏ ÅÎÇÁÇÅ ×ÉÔÈ ÓÏÃÉÁÌ ÍÅÄÉÁ ÕÓÅÒÓ ÁÎÄ ÐÒÏÍÏÔÅ ÓÃÈÏÏÌ 
pride, has been recognized externally and endorsed by multiple media 
outlets for learning to leverage the benefits of social media (Davis, 2012; 
Lepi, 2012Ƞ Ȱ4ÏÐ #ÏÌÌÅÇÅÓȟȱ n.d.). As a result, Marquette's Foursquare 
profile  has become the 12th most popular among universities with nearly 
2,000 "friends," according to FanPageList.com ɉȰ4ÏÐ #ÏÌÌÅÇÅÓȟȱ ÎȢÄȢɊ. It was 
also named one of the top five Pinterest accounts in higher education by 
edudemic.com (Lepi, 2012) and recognized by the Milwaukee Business 
Journal as one of the top 20 social media brands in 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 
Ȱ!ÓË &ÁÔÈÅÒ 0ÉÌÁÒÚȱ ÏÎ 4×ÉÔÔÅÒ ×ÈÅÒÅ ÓÔÕÄÅÎÔÓ ÃÏÕÌÄ ÐÏÓÅ ÑÕÅÓÔÉÏÎÓ ÔÏ 
University President Father Pilarz. The initiative did not get much 
traction, with less than 15 tweets, whereas a big response usually elicits at 
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 week and 
the second was right after spring break during March Madness. The team 
plans to try it again, but if it does not 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:  

https://foursquare.com/marquetteu
https://foursquare.com/marquetteu
http://fanpagelist.com/category/foursquare_brands/education/
http://fanpagelist.com/category/foursquare_brands/education/
http://edudemic.com/2012/10/10-popular-pinterest-pages-higher-education
http://www.edudemic.com/
http://marquetteu.tumblr.com/post/26694624478/marquettes-facebook-page-makes-the-top-10-most
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Part of the benefit of social media is that you can try something 
ÁÎÄ ÉÆ ÉÔ ÄÏÅÓÎȭÔ ×ÏÒËȟ ÙÏÕȭÒÅ ÎÏÔ ÏÕÔ Á ×ÈÏÌÅ ÌÏÔ ÂÅÃÁÕÓÅ ÙÏÕ 
ÄÉÄÎȭÔ ÐÕÔ Á ÌÏÔ ÏÆ ÔÉÍÅ ÁÎÄ ÅÆÆÏÒÔ ÉÎÔÏ ÉÔȢ 3ÏÃÉÁÌ ÍÅÄÉÁ ÁÌÌÏ×Ó ÙÏÕ 
ÔÏ ÔÒÙ ÁÎÄ ÆÁÉÌȟ ÁÎÄ ÔÈÁÔȭÓ ÏËÁÙȢ )Ô ÉÓ ÖÅÒÙ ÄÉÆÆÅÒÅÎÔ ÆÒÏÍ Á big print 
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 
ÔÈÅ ÐÌÁÎÎÉÎÇ ÁÎÄ ÉÍÐÌÅÍÅÎÔÁÔÉÏÎ ÏÆ -ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙȭÓ ÓÔÒÁÔÅÇÉÃ 
social media plan and observing the social media strategy and tactics, four 
key topics emerged: engagement, dialogue, bridging of information, and 
community. 
 
Engagement 
 
When social media content is successful, open dialogue between the 
University and current or prospective students is often the 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 social 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 understanding what engagement means and how to 
ÂÅÓÔ ÍÅÁÓÕÒÅ ÉÔ ÌÉÅÓ ÉÎ ÔÈÅ ÐÏ×ÅÒ ÏÆ ÒÅÌÁÔÉÏÎÓÈÉÐÓȢ 3ÏÃÉÁÌ ÍÅÄÉÁ ȰÅÎÁÂÌÅ 
consumers to connect with others by exchanging information, opinions 
ÁÎÄ ÔÈÏÕÇÈÔÓ ÁÂÏÕÔ ÂÒÁÎÄÓȟȱ demonstrating the power of word-of-mouth 
and opinion-passing behavior (Shu-Chaun & Yoojung, 2011, p. 48). How 
people feel about a specific organization or brand influences how they 
voice opinions online, ÁÎÄ ÔÈÅÉÒ Ȱ×ÉÌÌÉÎÇÎÅÓÓ ÔÏ ÓÈÁÒÅ ÃÏÎÔÅÎÔ ×ÉÔÈ ÏÔÈÅÒÓ 
is extremely useful in increasing brand engagÅÍÅÎÔ ÁÎÄ ÒÅÌÅÖÁÎÃÅȱ ɉ3ÈÕ-
Chaun & Yoojung, 2011, p. 50; see also Paine, 2009). 
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Mersey, Malthouse, and Calder (2010) underscore the importance of an 
ÏÒÇÁÎÉÚÁÔÉÏÎȭÓ ÕÎÄÅÒÓÔÁÎÄÉÎÇ ÏÆ ÅÎÇÁÇÅÍÅÎÔ ÁÓ Á ×ÁÙ ÔÏ ÃÒÅÁÔÅ ÖÁÌÕÅ ÆÏÒ 
consumers and set its brand and social content apart from others. As such, 
they define engagement as the collective experiences that consumers have 
×ÉÔÈ Á ÂÒÁÎÄȢ %ÎÇÁÇÅÍÅÎÔȟ ÉÎ ÔÕÒÎȟ ÈÅÌÐÓ ÃÒÅÁÔÅ ÁÎ ÅØÐÅÒÉÅÎÃÅȟ ×ÈÉÃÈ ÉÓ ȰÁ 
specific set of beliefs that consumers have about how some brand fits into 
ÔÈÅÉÒ ÌÉÖÅÓȱ ɉÐȢ τπɊȢ Measurement expert Paine (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 to 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 
responseÓȟ ÓÉÍÉÌÁÒ ÔÏ ÈÏ× -ÁÒÑÕÅÔÔÅȭÓ ÍÁÒËÅÔÉÎÇ ÁÎÄ ÃÏÍÍÕÎÉÃÁÔÉÏÎ 
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 audience. Rather, the university seeks to 
engage in listening and bonding with multiple 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 confusion 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 program (see Figure 5). 
 
Grunig ɉςππωɊ ÃÁÕÔÉÏÎÅÄ ÁÂÏÕÔ ÔÈÅ ÕÓÅ ÏÆ ÎÅ× ÍÅÄÉÁ ÓÁÙÉÎÇȟ Ȱmany 
practitioners are using the new media in the same ways they used the 
oldɂas a means of dumping messages on the general population rather  
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Figure 4. Tailored Facebook posts for different locations. 
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Figure 5. Marquette staff responding directly to stakeholdersȭ questions 
about the Freshman Frontier Program on Twitter. 
 
than as a strategic means of interacting with publics and bringing 
information from the environment into organizational decision-ÍÁËÉÎÇȱ 
(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 target 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 (Deetz, in Heath et al., 
2006) that will connect people from all corners of the university 
community. A social media community demographic analysis of Marquette 
5ÎÉÖÅÒÓÉÔÙȭÓ &ÁÃÅÂÏÏË ÁÎÄ 4×ÉÔÔÅÒ ÁÃÃÏÕÎÔÓ ÂÙ 3ÐÒÏÕÔ 3ÏÃÉÁÌ ÉÎÄÉÃÁÔÅÓ ÔÈÁÔ 
68% of Facebook impressions come from females and 55% of the 
ÕÎÉÖÅÒÓÉÔÙȭÓ 4×ÉÔÔÅÒ ÆÏÌÌÏ×ÅÒÓ ÁÒÅ ÆÅÍÁÌe. The majority of Facebook fans 
are between the ages of 18 and 24 years old, while 25-44-year-olds make 
up the majority 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 the university 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, alumni, and members of 
the community. This is especially important to Marquette since it relies on 
its students and alumni to achieve its mission (Kent, Taylor, & 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 
 
 

 
 
Figure 6. Social media demographic data from Sprout Social. 
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strategy that created much needed dialogue between the university and 
the campus community (see Figure 7). 
 
Bridging  of information  
 
Several studies have found that universities and nonprofit organizations 
  

 
 
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 
Ȱ×ÅÒÅ ÎÏÔ ÔÁËÉÎÇ ÁÄÖÁÎÔÁÇÅ ÏÆ ÁÌÌ ÔÈÅ ÏÐÔÉÏÎÓ ÔÈÅ ÓÉÔÅ ÈÁÄ ÔÏ ÏÆÆÅÒ ÔÈÅÉÒ 
ÒÅÌÁÔÉÏÎÓÈÉÐ ÃÕÌÔÉÖÁÔÉÏÎ ÅÆÆÏÒÔÓȱ ɉÐȢ ρπυɊȢ According to McAllister and 
Taylor (2007), a feedback loop must be present and followed through with 
two-way communication for dialogic communication to take place. 
-ÁÒÑÕÅÔÔÅȭÓ ÉÎÔÅÇÒÁÔÅÄ ÓÏÃÉÁÌ ÍÅÄÉÁ ÓÔÒÁÔÅÇÙ ÅÍÐÈÁÓÉÚÅÓ ÉÎÔÅÒÁÃÔÉÖÉÔÙ ÁÎÄ 
dialogue to cultivate relationships with key 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 UniversityȭÓ 4×ÉÔÔÅÒ ÁÃÃÏÕÎÔ 
(see Figure 8). This fall 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, and 
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 high value to 
prospective students (Stageman, 2011). Current students are able to 
 

 
 
Figure 8. Retweeting others is a common practice for Marquetteȭs Twitter 
account. 
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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 it. Social 
media also enable the university to serve as the information bridge. When 
a Marquette alumna 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 
3ÐÉÒÉÔ 3ÈÏÐȭÓ ÐÏÌÉÃÉÅÓ ÁÎÄ ÐÒÁÃÔÉÃÅÓ ÏÎ ÅÔÈÉÃÁÌ ÓÕÐÐÌÙ ÃÈÁÉÎÓȟ ÆÁÉÒ ÔÒÁÄÅ 
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  
 



Stageman & Berg Friends, Fans, and Followers 

Case Studies in Strategic Communication, 2 | 2013 28 

 
 
Figure 10.  Marquette responds on Facebook to an alumnaȭs 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 given the opportunity to easily connect with 
ÏÔÈÅÒÓ ÉÎ Á ×ÁÙ ÔÈÁÔ ÒÅÆÌÅÃÔÓ ȰÁ ÇÒÏÕÐ ÏÆ ÆÒÉÅÎÄs that are all in the same 
boatȱ (personal communication with Leah Strong, April 9, 2010). The 
marketing and communication team views the general Marquette 
Facebook page and 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 much uncertainty 
when you are a teenager and getting ready to go off to college. 
-ÁÙÂÅ ÙÏÕȭÒÅ ÌÅÁÖÉÎÇ ÙÏÕÒ ÓÔÁÔÅ ÁÎÄ ÆÁÍÉÌÙ ÂÅÈÉÎÄȟ ÁÎÄ ÓÏ ÔÈÅÙ 
maybe start to email or call their future roommate and taking 
steps like that to ease the anxiety. I think social media allows that 
to be completely magnified. Before [Facebook], the students were 
stepping on campus and knowing just one or two people and 
ÔÈÅÒÅȭÓ Á ÌÏÔ ÏÆ ÔÒÅÐÉÄÁÔÉÏÎ ÁÎÄ ÆÅÁÒȢ .Ï× ÓÏÃÉÁÌ ÍÅÄÉÁ ÏÐÅÎÓ ÔÈÅÍ 
up to other students before even stepping on campus. (personal 
communication, February 12, 2010) 



Stageman & Berg Friends, Fans, and Followers 

Case Studies in Strategic Communication, 2 | 2013 29 

 
Many students seem to agree, calling the Marquette Class of 2014 
&ÁÃÅÂÏÏË ÇÒÏÕÐ ȰÁ ÈÅÌÐÆÕÌ ÒÅÓÏÕÒÃÅ ÆÏÒ ÐÌÁÎÎÉÎÇ ÔÈÅÉÒ ÍÏÖÅ ÔÏ ÃÁÍÐÕÓȱ 
(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 I do [with the Facebook group], I really try to focus 
on the Cura PersonalisȢ )ȭÍ ÊÕÓÔ ÒÅÁÌÌÙ ÃÏÎÃÅÒÎÅÄ ×ÉÔÈ ÍÁËÉÎÇ ÓÕÒÅ 
ËÉÄÓȭ ÑÕÅÓÔÉÏÎÓ ÁÒÅ ÁÎÓ×ÅÒÅÄ ÆÕÌÌÙ ÁÎÄ ÔÈÁÔ ÔÈÅÙ ÓÅÅ ÔÈÁÔ ÓÏÍÅÏÎÅ 
is sincerely interested in them. There is obviously the Marquette 
brand through some of our videos or pictures that we have out 
there as well. (personal communication, April 9, 2010; see Figure 
11) 

 
 
 

 
 
Figure 11.  A video of a student explaining the meaning of Cura Personalis. 
Click the screen shot to view the video on YouTube. 
 
 

http://www.youtube.com/watch?v=KwDHM0jl7G0
http://www.youtube.com/watch?v=KwDHM0jl7G0
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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 because a sense of 
community is an embedded component of marketing messages: 
 

) ÔÈÉÎË ÔÈÅÒÅ ÁÒÅ Ô×Ï ÅÌÅÍÅÎÔÓ ÔÏ ×ÈÁÔȭÓ ÒÅÁÌÌÙ ÓÐÅÃÉÁÌ ÁÂÏÕÔ 
-ÁÒÑÕÅÔÔÅ ÁÎÄ ÉÔȭÓ ÅÍÂÏÄÉÅÄ ÉÎ Ô×Ï ÐÈÒÁÓÅÓ ÔÈÁÔ ×Å ÕÓÅ Á ÌÏÔȢ /ÎÅ 
ÉÓȟ Ȱ-ÁÒÑÕÅÔÔÅ 5ÎÉÖÅÒÓÉÔÙȢ "Å ÔÈÅ ÄÉÆÆÅÒÅÎÃÅȢȱ 4ÈÅ ÏÔÈÅÒ ÉÓȟ Ȱ7Å ÁÒÅ 
-ÁÒÑÕÅÔÔÅȢȱ ) ÔÈÉÎË ÓÏÃÉÁÌ ÍÅÄÉÁ ÉÓ Á ÐÌÁÔÆÏÒÍ ÆÏÒ ÂÏÔÈ ÏÆ ÔÈÅÍȟ 
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, not just ×ÈÅÎ ÔÈÅÙȭÒÅ 
here, but you see it in alums 30 years after graduation when 
ÔÈÅÙȭÒÅ ÔÁÌËÉÎÇ ÁÂÏÕÔ ×ÈÁÔ ÔÈÅÉÒ ÆÉÒÓÔ ÄÁÙ ÁÔ -ÁÒÑÕÅÔÔÅ ×ÁÓ ÌÉËÅȟ ÏÒ 
giving advice to students moving into McCormick Hall, or 
reflecting on the journalism program. Social media was almost 
built for a place that sees having a sense of community as its real 
strengths. (personal communication, September 16, 2010) 

 
!ÄÄÉÔÉÏÎÁÌÌÙȟ 'ÅÒÁÇÈÔÙ ÖÉÅ×Ó ÔÈÅ ÐÈÒÁÓÅ ȰÂÅ ÔÈÅ ÄÉÆÆÅÒÅÎÃÅȱ ÁÓ Á ÃÈÁÌÌÅÎÇÅ 
to become a game changer and a major player in any industry or avenue. 
Geraghty also notes that social media is a natural fit with the Marquette 
ÂÒÁÎÄ ÂÅÃÁÕÓÅ ÉÔ ÅÍÂÏÄÉÅÓ ȰÐÅÏÐÌÅ ÔÒÙÉÎÇ ÎÅ× ÔÈÉÎÇÓ ÁÎÄ ÐÕÔÔÉÎÇ 
themselves out there in different ways, which really fits what Marquette is 
aboutȱ (see Figure 12). 
 
To sum up how important the idea of community is within the Marquette 
social media strategy, Cigelske ÐÕÔ ÉÔ ÓÉÍÐÌÙȟ Ȱ)Î ×ÈÁÔÅÖÅÒ ) ÄÏ ×ÉÔÈ ÓÏÃÉÁÌ 
ÍÅÄÉÁȟ ÔÈÅ ÂÉÇ ÇÏÁÌ ÉÓ ÔÏ ÃÏÍÍÕÎÉÃÁÔÅ ÔÈÅ ÍÅÓÓÁÇÅ ÔÈÁÔ ÙÏÕȭÒÅ ÐÁÒÔ ÏÆ Á 
large family at Marquette and social media really helps to reflect that 
ÍÅÓÓÁÇÅȢȱ !ÄÄÉÔÉÏÎÁÌ ÒÅÓÅÁÒÃÈȟ ÓÕÃÈ ÁÓ Á ÔÈÅÍÁÔÉÃ ÁÎÁÌÙÓÉÓȟ ×ÏÕÌÄ ÈÁÖÅ ÔÏ 
be cÏÎÄÕÃÔÅÄ ÔÏ ÄÅÔÅÒÍÉÎÅ ÉÆ ȰÆÁÍÉÌÙȱ and ȰÂÅÌÏÎÇÉÎÇȱ are recurrent 
themes across the Marquette University social media platforms. 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 Oliverȭs ȰWhat I Have 
Learned So Far,ȱ which speaks to the Marquette brand ȰBe the Difference.ȱ 
Click the screen shot to view the video on YouTube. 
 

Discussion Questions 
 

1. There are still conflicting perspectives within the industry 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 Admissions 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 
ÐÒÏÓÐÅÃÔÉÖÅ ÓÔÕÄÅÎÔÓȭ ÑÕÅÓÔÉÏÎÓ ÁÂÏÕÔ ÔÈÅ ÁÄÍÉÓÓÉÏÎs process. Why do 
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? 
 

2. Marquette University is focused on engagement, dialogue, bridging of 
information, and community. How can Marquette University better 
integrate a research plan to ensure such strategies are being 

http://www.youtube.com/watch?v=A_9Fx_hRr54
http://www.youtube.com/watch?v=A_9Fx_hRr54
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implemented? How do you see these themes emerging in other social 
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 of these organizational settings? 
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