Social Media Marketing at Evergreen


Definitions

· Social media is a communications medium that relies on its audience to create, modify, or distribute the medium’s content.

· Social media is a combination of content types, primarily User Generated Content.

· Social distribution channel is all social media efforts combined (i.e. Facebook, YouTube and Twitter). 

Vision

Develop ways that fans/ambassadors of the college can promote Evergreen themselves in multiple online social media venues.

Objectives

General Objectives

· Maximize User Generated Content to market The Evergreen State College through identified social networking sites. Currently the top two social networking sites are Facebook and Twitter. 

· Leverage social media to drive awareness and participation/engagement.

· Connect with alumni and supporters we may not reach in other ways and build a stronger relationship.

· Expand our relationship with current supporters.

· Articulate and coordinate the college’s communications strategy and plan for social media to maximize value and ROI.

Development Objectives

Engage a larger number of alumni and other potential supporters so they will contribute their time, talent and money to support the mission of the college, especially in areas where strategic priorities overlap with their personal passions.  

Recruitment Objectives

Increase enrollment among students likely to persist and succeed here by broadening our reach and improving our communication with prospective students, and engaging current students, faculty and alums to help tell the Evergreen story. 

Implementation Objectives

· Coordinate a Facebook presence for the college including Admissions, Alumni, Parents and Government Relations. 

· Marketing, Communications and College Relations will maintain a Twitter site for the college.

· All social media should be branded to match college look and feel.

Best Uses of Social Media

· Active listening (customer feedback)

· Real-time support

· Social branding

· Content distribution

· Driving participation – in a social way, not always selling

· Viral marketing

Ideas

· Facebook makes viral marketing easy. For voice, consider a wedding or cocktail party.

· Twitter is used for simple messaging. It is the fastest growing micro-blog. For voice, consider a trade show or expo (standing at a podium quickly informing as many people as possible).

· Tailor messages to fit the voice of the medium. 

· Promote our social media heavily on the home page.

· Show personality.

· Don’t be afraid of negativity. Being able to deal with it will increase the positive image.

· Keep it FRESH! (Daily updates)

· Be creative.

· Give people a reason to visit (something they can’t get elsewhere).

· People tell their Facebook friends about a company’s brand because they like their friends, not because they like your brand.

Suggested Implementation Steps
· Social media needs assessment

· Devote resources – dedicate an ‘owner’

· Create a mission and establish goals

· Identify metrics and set benchmarks

· Track with analytics

Tips

Evergreen’s social contract and student conduct codes apply in social media fora. 

When creating a Facebook site for a department or area of the college, most likely a fan page is the right solution. When creating a Facebook site for an academic group or program, a group site is probably the right solution.

Use of a professional account associated with the college, as opposed to a personal site, should be used for college-related social media sites. 
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