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LEARNING OUTCOME

After participating…
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…you will be able to better incorporate emerging platforms 
and smarter metrics & measurement into your current 
prospective student-facing social media strategy.
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• Online Design & Communication Specialist
– Website content and design
– Video production
– Institutional marketing
– Social media strategy

• Slippery Rock University, ‘09 & ‘11
• Twitter: @khersperger
• Linkedin.com/in/kaylahersperger

ABOUT 
KAYLA HERSPERGER
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• Digital and Social Media Strategy 
– Content marketing and 

distribution
– Global engagement 
– Digital media strategy

• Graduate of UNC Chapel Hill and 
Kenan Flagler Business School

• Twitter: @cararousseau
• Linkedin.com/in/carar

ABOUT 
CARA ROUSSEAU
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• “Off the beaten path”: Snapchat & Periscope
– Promoting accounts
– Gaining followers/viewers
– Content selection
– Interacting with prospective & admitted 

students

• Metrics and Measurement
– Metrics & reporting across platforms
– Analytics/measurement tools to gauge success
– Quantifying ROI--institutional case study

AGENDA
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#aiSMrecruit

“OFF THE BEATEN PATH”: 
SNAPCHAT & PERISCOPE
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SNAPCHAT AT DUKE
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*A Freshman at Franklin & 
Marshall College, quoted in 
Huffington Post’s “Social 
Media Is Changing How 
College Students Deal With 
Mental Health, For Better Or 
Worse”

ENGAGING 
STUDENT & 
YOUNG 
AUDIENCES



Social Media in Student Recruitment: 
Emerging Channels and Metrics

Academic Impressions 5

9

ENGAGING 
STUDENT & 
YOUNG 
AUDIENCES
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@DukeStudents
• Launched April 2015
• Run by team of 7-10 students
• Audience are prospective, 

admitted and current students

SNAPCHAT
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• Heavy usage among key 
demographic

• Accessibility 
• An inside look
• Casual nature
• Engagement and interactive

SNAPCHAT 
LAUNCH
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• Student team led by one editor
• Recruit first-year students 
• Logging in difficulties
• Coordinate via GroupMe
• Accountability strategy 

SNAPCHAT 
ACCOUNT 
MANAGEMENT
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• It’s all about the people
• Post to your university’s Campus 

Story
• Tell stories through rapid-fire 

snaps
• Emojis are your friends
• Draw something!

SNAPCHAT 
CONTENT 
SELECTION
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• The selection process is subjective
• Take the time to plan content 

that’s real and fun
• Make it snappy and witty
• Try submitting from different 

accounts
• Show events

SNAPCHAT 
CAMPUS 
STORY
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• Emails to admitted 
students

• Cross-promotion on 
other channels

• Snapcode as avatars
• Stickers! 
• Word of mouth

SNAPCHAT 
PROMOTION
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SNAPCHAT 
PROMOTION
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SNAPCHAT 
INTERACTING 
WITH PROSPECTS
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SNAPCHAT 
INTERACTING 
WITH PROSPECTS
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SNAPCHAT 
GEOFILTERS
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SNAPCHAT AT SLIPPERY ROCK
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Is your institution 
currently using Snapchat?
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• BooR codes HS visits and college fairs
• Word of mouth
• Cross-promotion on other social 

channels
• Email campaigns to prospective 

students
• Geofilters on campus

– Community-based 
– On demand (pay per 

day/time/location)
– Anyone can submit

PROMOTING 
ACCOUNTS
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CROSS 
PROMOTION 
ON TWITTER 
& INSTAGRAM
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• Regular stories
• Engaging with students who “snap” the 

university (respond, screen shot)
• Check your snaps (the more timely the 

better) 
• Hire Snapchat intern(s)
• Telling current students’ stories: 

– “Tuesday Takeover” 
• Following students back?

MAINTENANCE  
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UNIVERSITY
GEOFILTERS
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• Admissions events
• “Q&A Monday” Takeover Tuesday 
• Week of Welcome #sruWOW
• What do you love about SRU?
• What are your plans for ________
• State of the University Address
• Concerts, Comedians, Speakers
• Homecoming Pep Rally
• Commencement Ceremonies

STORY 
CONTENT 
SELECTION
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INTERACTING 
WITH 
PROSPECTS 

LEARNING OUTCOMEQUESTIONS
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PERISCOPE AT DUKE

LEARNING OUTCOMEPOLL
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Is your institution using 
Periscope? 
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Fast Facts
• Launched in March 2015
• Over 10M users
• Broadcasts stay available 

24 hours
• Every day, users broadcast 

40 years worth of streams

PERISCOPE
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@DukeUniversity
• Launched September 2016
• Managed by Duke’s social media 

team
• About a dozen ‘scopes

PERISCOPE



Social Media in Student Recruitment: 
Emerging Channels and Metrics

Academic Impressions 17

33

PERISCOPE

ACCESS INTIMACY IMMEDIACY

The ability to 
watch something 

they don’t 
normally have 

access to.

The ability to feel 
connected to the 

subject.

The ability to 
connect with 
something 

happening in real-
time.
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PERISCOPE 
PROMOTING 
ACCOUNT

IMMEDIACY

“
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PERISCOPE 
ENGAGEMENT

IMMEDIACY

“
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PERISCOPE 
CONTENT

IMMEDIACY

“
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PERISCOPE 
METRICS AND 
ENGAGEMENT

IMMEDIACY

LEARNING OUTCOMEQUESTIONS
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#aiSMrecruit

METRICS AND MEASUREMENT
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METRICS & MEASUREMENT AT 
SLIPPERY ROCK
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METRICS AND  
MEASURMENT
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FACEBOOK

Page likes, post 
reach, engagement, 
post clicks, and 
geographic data 
about followers

Followers, # of 
tweets, mentions, 
likes, and retweets

Followers, # of posts, 
#instasru photos, likes 
& comments received, 
avg likes per photo, 
new followers, love 
rate, and talk rate

Snap story views, and 
new friends

TWITTER

INSTAGRAM SNAPCHAT

WEEKLY 
ASSESSMENT

YOUTUBE

Subscribers, # of 
videos, views, 
minutes, likes, 
dislikes, geographic 
data about viewers

LINKEDIN

Number of followers 
and post likes
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MEASUREMENT TOOLS:
ICONOSQUARE FOR INSTAGRAM
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METRICS & MEASUREMENT AT 
DUKE
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• Reach/impressions
• Views/10-second/30-second
• Clicks
• Engagement
• Sentiment
• Mentions
• Spikes

METRICS & 
REPORTING
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• Facebook, Instagram, Twitter, YouTube
– Reach, engagement, views

• Ahas and noteworthy
• Follower growth
• Paid advertising
• Campaigns

WEEKLY 
REPORTING
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MEASUREMENT TOOLS: 
Hootsuite Enterprise
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MEASUREMENT TOOLS: 
Hootsuite Enterprise
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MEASUREMENT TOOLS: 
Hootsuite Enterprise
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MEASURING ROI:
SLIPPERY ROCK CASE STUDY
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• Students tweeting/posting about
– Acceptance
– Visits
– Admissions questions
– Excitement 
– Decision making
– Roommates
– Orientation
– Week of welcome

SOCIAL MEDIA 
INTERACTION (SMI)
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• At SRU, social media interactions become 
data points to justify resources
– Students are coded as “SMI” in banner

• Building Relationships Authentically
– that influence decision-making
– provide customer service 
– show we’re “with it” 
– communicate the way they want to
– twitter chats build community 

INTERACTING WITH 
PROSPECTIVE STUDENTS



Social Media in Student Recruitment: 
Emerging Channels and Metrics

Academic Impressions 27

53

RELATIONSHIP BUILDING
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#sru20 SMI
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#sru18 (sophomores)

• 664 interactions
• 320 SMI students

– 218 enrolled
– 68% yield

• 1586 enrollment

• 392 interactions
• 207 SMI students

– 166 enrolled
– 80% yield

• 1523 enrollment

#sru19 (first-years)

SMI IMPACTS
ENROLLMENT
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SMI IMPACTS 
YIELD
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“I chose SRU because you’re cool on Twitter.”

Qualitative data indicate students are paying 
attention. They want their university to be engaging on 
social media. 

In fact, they expect it. 

LEARNING OUTCOMEQUESTIONS
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LEARNING OUTCOMEEVALUATION

Please remember to complete the event evaluation.  
Your comments will help us continually improve the 
quality of our programs.

Thank you!

Follow us:© Copyright 2016 Academic Impressions 59


