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ABSTRACT 

In 2003, two social networks launched that would forever change the way we 

communicate with each other: Facebook and MySpace (Carton, 2009). At the time, no 

one could have imagined just how prolific and influential these particular mediums would 

become. However, during the following two years, two more services cropped up that 

expanded the reach and functionality of social networking: YouTube (2005) and Twitter 

(2006). With these newcomers (YouTube and Twitter), users could now move beyond 

connecting with their friends and families by posting pictures and status updates, to 

creating and sharing videos, engaging with and even influencing the decisions of large 

organizations, politicians and celebrities. 

Social media has become a powerful tool for creating and sharing in 

conversations with people next door and around the globe. It is not just about the 

technology (tools and services) but also the behaviors, culture and relationships that are 

created and delicately managed. However, because of the reliance upon technology, 

“Millennials” (the most recent generation) have been the quickest to adopt and embrace 

social media. 

This recent generation of tech-savvy and highly engaged individuals is now the 

most connected group on the planet. They gather information from a variety of sources 

and are quick to identify false messaging. Messages are delivered in seconds to networks 

of hundred and thousands of individuals who are all listening to this new form of “word-

of-mouth” communication. 

But just because Millennials are, for the most part, well-informed, does not mean 

they are well-educated. Their access to higher education has been hindered by a downturn 
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in the global economy, confusing admissions standards, language barriers and other 

factors that prevent them from enrolling in institutions of learning. The days of filling out 

a college application and submitting an essay are gone. Now there are a host of steps one 

must follow to pursue an education: researching academic programs, visiting campuses, 

participating in informational events, talking with admissions counselors, taking 

standardized tests, completing financial aid, scholarship and admissions applications, 

budgeting and more. While these steps may have existed in some form or another in the 

past, they are now more complicated and can be the significant difference between 

attending a community college or a private university, and receiving a federal grant or 

academic scholarship. 

Thus, the Millennial generation needs to know the importance of higher education 

and have the assistance necessary to help them get in and stay in college. And what better 

medium to reach them with than the one they are engaged with on nearly an hourly basis: 

social media. This paper explores the difficulties current and prospective students are 

having with higher education, the characteristics of Millennials, the phenomena of social 

media and how all of these can be combined to ensure the success of our next greatest 

generation.   
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CHAPTER 1: INTRODUCTION 

Higher education matters. Studies have shown that advanced education helps not 

only individuals, but also society as a whole. For example, individuals who are well 

educated are less likely to depend on social services provided by the state such as 

welfare, healthcare, the correctional system and others. Furthermore, these healthy, 

productive citizens are able to contribute back to society by advancing technology, 

furthering research, stimulating the economy, participating in politics and making sound 

decisions regarding health, wellness and ethical choices. 

However, higher education is not easily attainable by all. Some view it as a right, 

but because of the economics that fuel our society, it is more of a privilege (United 

Nations, 1948). Students today struggle with rising tuition costs, access and other barriers 

such as the issues that come along with being a first generation college student (HECB, 

2009b). These students are part of a new generation—the Millennials—who, for the 

purposes of this paper are persons born on or after 1980. Defining characteristics of this 

generation include: more than half have at least some college education, are less likely to 

be employed (than the previous generations at the same age), are diverse in race and 

ethnicity and feel uniquely distinct because of their advanced use of technology 

(Millennials, 2010, p. 1). 

Over the past several years, education groups have been investigating programs 

and initiatives to solve the issues around access to and affordability of higher education. 

Access to higher education is defined as the ease and ability for one to apply and enroll in 

the college of his/her choice (matriculation) and successfully earn a degree within a 

reasonable amount of time by obtaining the credits needed through required and elective 
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courses. College admissions standards, language barriers and confusion about the college 

admissions process can hinder this goal. Once in college, there can be difficulty enrolling 

in classes due to scheduling conflicts, credit loads, prerequisites or overcrowded classes. 

Whereas affordability is based on a person’s socioeconomic status, expected parental 

contributions and financial resources in comparison to the “sticker shock” of the cost of 

tuition, available financial aid and eligibility to access these resources. 

These specific topics comprised most of the discussion during my tenure on the 

Washington State Higher Education Board (HECB), a 10-member citizen board 

appointed by the governor that provides oversight to the state’s higher education system. 

The HECB also includes the executive director and HECB staff. Although the staff 

handle many of the day-to-day operations, review of proposals and disbursement of 

financial aid to the state institutions, the Board itself is charged with setting priorities, 

ensuring policies meet state statutes and laws, as well as voting on appropriate measures 

and policies proposed by HECB staff and representatives from colleges, universities and 

other stakeholder groups. 

The purpose of this project is to explore an emerging communications technology, 

social media, as a possible solution for promoting higher education to Millennials. The 

result is a social media marketing plan specifically designed for the online portal the 

HECB is developing, including opportunities for measuring its effectiveness. The plan is 

based upon an audience analysis, channel research and includes suggested key 

messaging. In order to accomplish this, I reviewed research regarding how Millennials 

prefer to be communicated with and engaged myself in social media best practices with 

colleagues who are using it to achieve similar objectives. Over the past three years I have 
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been actively engaged in social media, using it as a communications medium for Pacific 

University to connect with its constituents: prospective students and their families, 

faculty, staff, current students, alumni and friends, news media and the greater 

community. 

 

Background 

I had the privilege of serving on the HECB as a graduate student representative 

from July 2005 through June 2006. During this time, my responsibility was to represent 

the thousands of college students throughout Washington, expressing their opinions, 

beliefs and issues revolving around higher education. As a 24 year-old, Caucasian male, 

and a member of the middle class, I felt ill-equipped to fully speak on behalf of such a 

unique group of individuals with differing backgrounds, experiences and situations. 

With the knowledge that the best way to understand what issues our students are 

having in higher education, I initiated a series of open forums for students and student 

leaders across the state of Washington. Over a period of four months, members of the 

HECB staff and myself conducted open forums on four of the campuses of the state’s six 

public baccalaureate institutions: Western Washington University, University of 

Washington, Central Washington University and Eastern Washington University. In 

summary, the forums were a success—the dialogue between the students and staff 

provided great insight into the issues that students are facing in the state of Washington. 

However, a number of common issues around access and affordability surfaced at 

many of the forums, including: the ability to get into courses, time until degree 

completion, large class sizes, scheduling conflicts, transition issues with first-generation 
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college students, costs and perceived ability to pay for tuition, concerns with the financial 

aid application process and difficulty transferring credits between institutions. Please 

refer to Appendix A for my complete notes recorded at each of the open forums. 

“Bottleneck courses” were expressed as a major problem for students trying to 

complete their degree on time, especially when the inability to enroll in one class forces 

them to stay an additional quarter or year—and pay for it. These courses have high 

enrollment demand with scarce availability. Students were concerned that the state and 

the universities only focus on “time until degree completion” and not about the quality of 

the education the students receive. To accommodate, classes sometimes accept more 

students than the optimum capacity, resulting in students finding it difficult to access 

their instructors both in and out of the classroom. 

A number of students claimed they were unable to take classes because of 

scheduling conflicts. They often needed to take another required course or had work-

related obligations that interfered. This presented a major burden for some: if they are 

unable to enroll in the first course in a series of courses, then they must wait until the 

series is offered again, which is sometimes one or two years later. This is extremely 

detrimental to students who are enrolled in credit-intensive majors. 

The transition from high school to college also brings forth many challenges for 

students, especially those with sensitive issues or who come from first-generation 

college-bound families. For example, minority students who are underrepresented at the 

institution expressed difficulty finding a staff or faculty mentor. Some institutions were 

encouraging students to form interest groups (and providing adequate resources for them) 
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as one step toward making students comfortable on campus—but this area is poorly 

supported and underfunded. 

Students and families are beginning to make their enrollment decisions based 

upon cost—and cost is not fully determinable until a financial aid package arrives. Herein 

lies a major problem: financial aid information is not received until quite some time after 

they have been admitted to an institution. More importantly, some do not receive their 

information until after they must confirm enrollment. Moreover, not all students know 

how to access a variety of funding sources, including grants, scholarships or even federal 

financial aid. Sometimes family issues or language/cultural barriers further exasperate 

this process. 

To further complicate the issue, financial aid is not readily available to some, nor 

does it provide enough help to those who receive it. Several specific areas draw major 

concerns. For example, LGBTQ1 students have difficulty applying for and acquiring 

financial aid if their parents “disown” them; they may not be able to access their parents’ 

financial records and are unable to separate themselves until age 24. Certain post-

baccalaureate programs do not qualify for subsidized or unsubsidized loans. Lastly, the 

current financial aid system does not take into account a very apparent and real situation 

in today’s society: a number of students receive little or no assistance from their well-off 

parents. 

Furthermore, if the cost of education has not prevented the student from enrolling 

in college, then it most certainly affects them when they begin their studies. Students 

were concerned about the quality of education when they have to spend a good portion of 

	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 The acronym LGBTQ refers to persons who identify as lesbian, gay, bisexual, transgender, queer and 
other sexual orientations and gender identities. 
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their time working in order to offset the cost of tuition, books and fees—not to mention 

living expenses. They are less able to participate in campus events and unique learning 

experiences because they are too busy working. 

Transfer students were having issues with their credits not transferring between 

institutions; they end up taking extra classes that they do not need. These students need 

one definitive source to turn to when planning their educational career and more 

specifically when they are considering transferring to another institution. 

Upon discovering these issues, I took some time to brainstorm possible solutions 

and approaches that the State could take to alleviate the burden this generation faces. 

With my graduate studies focused in the areas of organizational and technological 

communications, I began to explore how those areas might provide some answers. And 

that’s when a unique idea surfaced: a statewide online student advising system that assists 

a person from junior high through graduate school. 

 

A Possible Solution 

 In 2009, the Washington State Legislature directed the HECB to form a workshop 

that would develop a plan for a web portal. “The purpose of the portal is to provide 

information and applications covering: financial, academic, and career planning; 

admissions; scholarships; financial aid; and, any other information and services that 

would encourage or assist students with their postsecondary education goals” 

(HECB, 2009a, p. 5). Members of the group included experts from technology, 

admissions and financial aid areas within higher education. The group reviewed the 
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portals of other states and certain portals within Washington and presented a report in 

December 2009. 

Washington State is in a unique position to develop and deploy a comprehensive 

online student advising system, incorporating similar existing projects and initiatives 

(such as the scholarship clearinghouse and the online transfer guide). This system could 

serve students as early as junior high and ensure their success as they proceed through the 

education system. The workgroup determined that an initial web portal would “augment, 

not replace, existing services offered by institutions and agencies” (HECB, 2009a, p. 6). 

However, they noted that “tighter integration opportunities should be explored over time” 

(p. 6). 

In the workgroup’s report, marketing and promotion of the portal was briefly 

addressed (HECB, 2009a): 

A concerted effort to establish a high level of public awareness about a 

higher education web portal will be essential to its success. Traditional 

marketing efforts can be combined with social networking and grassroots 

efforts in the K-12 systems, through colleges and university websites, 

professional associations, and other related organizations. 

Targeting agencies that serve single parents, low-income working adults, 

and first-generation college students also would be important. Outreach 

can also capitalize on existing marketing efforts developed for in-state 

campaigns such as CheckOutACollege.com and CareerBridge. (p. 21) 

In fact, I would argue that the marketing of the portal is probably one of the most crucial 

components of its success. A portal can be built—but how will people know about it and 

find it in order to ultimately utilize it? 
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Marketing and Promotion: The Need for a Relevant and Successful Plan 

 Public relations and communication theory has changed over the years—and so 

has technology. In fact, technology often precedes humanity’s ability to fully utilize it let 

alone understand the consequences of its usage. Some of us see it as a tool (typically the 

older generations), while others see it as a part of our everyday lives (typically the 

Millennials). The traditional means of marketing and communication may or may not be 

the most effective in reaching out to those who need to know about the online portal. 

Thus, it is time to ask ourselves if the basic theories we use today are still 

relevant. This paper will explore how an emerging form of communication, social media, 

can be used to target the primary audience, Millennials, for the online portal. Social 

media is defined by Kaplan and Haenlein as "a group of Internet-based applications that 

build on the ideological and technological foundations of Web 2.0, and that allow the 

creation and exchange of user-generated content" (2010, pp. 59-68). 

These research questions are essentially the necessary components in developing 

an effective communication plan for promoting higher education, specifically the portal, 

to Millennials: audience analysis, channel research, messaging and measurement. The 

research questions are: 

RQ1: What are the characteristics of Millennials? 

RQ2: How do Millennials prefer to be communicated with? 

RQ3: What best practices/guidelines can inform the development of a social 

media communication plan to engage Millennials? 

RQ4: What metrics would be used to determine the effectiveness of this 

communication plan? 
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CHAPTER 2: REVIEW OF THE LITERATURE 

In this review of the literature, I will investigate characteristics of Millennials, the 

relationship between this generation and higher education and the emergence of social 

media. In addition, I will review communication theories and public relations models that 

will form the foundation of my marketing proposal. A number of my citations rely upon 

Internet sources because two of the key components of my research—Millennials and 

social media—are fairly new in academic literature. 

 

Millennials 

 Millennials are also known as “Generation Y,” “Echo Boomers,” the “Net 

Generation” or “Generation Next.” They are the cohort of people that immediately follow 

“Generation X” and were born between the mid-1970s and the early 2000s—although the 

author of this paper leans towards an alternate view that starts the Millennials in the early 

1980s (Generation Y, 2010). What is unique about this generation is that it can easily be 

defined (in developed countries especially) by its affluence and dependence upon 

communications and digital technologies (Generation Y, 2010). They are continually 

seeking to further define themselves as different and distinct; a number of them believe 

it’s due to their reliance upon technology (Millennials, 2010, p. 5). 

According to Wikipedia, the generation of Millennials “like other generations, has 

been shaped by the events, leaders, developments and trends of its time” (Generation Y, 

2010, para. 17). In addition, “The rise of instant communication technologies made 

possible through use of the internet, such as email, texting, and IM (instant messaging) 

and new media used through websites like YouTube and social networking sites like 
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Facebook, and MySpace may explain the Millennials' reputation for being somewhat 

peer-oriented due to easier facilitation of communication through technology” (para. 17).  

The Pew Research Center released a report on the Millennial generation in 

February 2010, describing them as “confident, self-expressive, liberal, upbeat and open to 

change” (Millennials, 2010). The report continued to expand upon the aforementioned 

Wikipedia article:  

They are history’s first ‘always connected’ generation. Steeped in digital 

technology and social media, they treat their multi-tasking hand-held gadgets 

almost like a body part—for better and worse. More than eight-in-ten say they 

sleep with a cell phone glowing by the bed, poised to disgorge text, phone calls, 

emails, songs, news, videos, games and wake-up jingles. In fact, they are so 

connected, that 75% of the Millennial respondents in their survey answered “yes” 

to having a profile on a social networking site, compared to 50% of Generation X 

members. (p. 1) 

Why do we need to reach out to the Millennials? Because according to the same 

report, 37 percent of them are unemployed (Millennials, 2010, p. 2). Members of this 

group who are not presently in college may consider finishing a degree or pursuing 

another one in order to secure employment in the future. Furthermore, members of this 

group will soon, if they have not already, begin raising children who will need to know 

about the educational opportunities that are available to them. 

Although some may be in college or have education in the near future, it is 

important to note that “Millennials (like older adults) place parenthood and marriage far 

above career and financial success” (Millennials, 2010, p. 2). Thus, they might not be as 

concerned about pursuing a college education. However, in order to support their 

families, they may need to finish a degree or attain an advanced one for job placement 
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and security. This is further reinforced by a “modern knowledge-based economy” setting 

them “on course to become the most educated generation in American history” 

(Millennials, 2010, p. 2). Further, in 2008, 39.6 percent of 18 to 24 year olds were 

enrolled in college (Millennials, 2010, p. 2). When compared to other generations, 

Millennials are more educated, with at least half having some college education, and are 

more likely to have received a high school diploma (p. 10). Interestingly enough, though, 

among the Millennials who are currently employed, approximately two-thirds do not 

“earn enough money to lead the kind of life they want” (Millennials, 2010, p. 20). This 

large group of people may very well be candidates for degree completion or advanced 

degree programs. 

 

Why Focus on Millennials? 

 Millennials have probably been impacted the greatest by the recent economic 

recession. The Pew Research Center conducted two surveys, one in 2006 and again in 

2010, which found less young adults (age 18-29) being employed full-time in 2010 than 

in 2006 (approximately 9%) (Millennials, 2010). As mentioned previously, even those 

who are working state that they are not making enough money to lead the lives they 

want—only a third are happy with their current income level. This is much different than 

52 percent of 46-64 year olds who are happy with their current wages (p. 39). Some of 

these Millennials have been so greatly affected by the economy that they are moving 

back home with their parents—most likely after completing school. And if they do not 

have to move back home with their parents, they are moving in with roommates to save 

costs (p. 40). 
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According to the Pew Research Center, “Millennials appear to be on track to 

becoming the most educated generation in America’s history” (Millennials, 2010, p. 40). 

However, “Millennials have not yet matched the educational attainment of Gen Xers” (p. 

40). The Millennials are a target generation for promoting education because 

approximately 30 percent of them who are not in school state that they are planning to 

return to school to complete a college degree. These prospective students will need 

assistance with admissions, financial aid, credit/transcript transfers and academic 

counseling. They will particularly need assistance with financial aid, as more than a third 

state that the cost of education is what is holding them back (p. 40). 

 

Millennials: The State of Education 

 Approximately 39 percent of Millennials are in college, trade school or high 

school. Of the 61 percent who are not in school, 34 percent have a high school diploma or 

less, 14 percent completed some college coursework, 11 percent have a college degree 

and only three percent have completed a graduate or professional degree. However, this 

generation has high aspirations. The Pew Research Center study found that of the 

Millennials enrolled in school, “about half want to go on to earn a graduate or 

professional degree” (Millennials, 2010, p. 41). Comparatively, 34 percent plan on 

ending their education with just a college degree, while the rest are satisfied with a high 

school diploma, community college or trade/vocational school degree (p. 41). 

Another Pew Research Center report showed “the share of 18- to 24-year olds 

attending U.S. colleges recently hit an all-time high” (Millennials, 2010, p. 42). Most of 

the recent growth has been in community colleges. And the Pew Research Center also 
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states that U.S. Census Bureau data supports the notion that more Millennials (54%) have 

attended college, five percent more compared to Gen Xers at the same age (p. 42). 

Finally, according to a white paper (Groth & White, 2010) released by 

AdPearance, a Portland-based marketing firm, higher education has a prime opportunity 

to market to college-age students (and I would suggest younger, as well): 

College-age students are the most digitally connected group in the United 

States. Despite the interest from their digitally connected target market, 

colleges and universities fundamentally fail at using social media to 

engage their target audience of prospective students and alumni and 

compel them to action for the benefit of the school. The opportunity is 

vast. The community is waiting. Higher education is missing their chance. 

In our comprehensive internal study of over 200 colleges and universities, 

we could not find one school using social media to effectively engage 

prospective students. (p. 1) 

Their statement, “online marketing has become just as crucial as traditional marketing” 

sums up the need for social media strategies wonderfully (p. 1). 

 

Theories 

 In this section, I will explore the public relations and marketing theories that we, 

as public relations professionals, currently use in our communications and promotions 

planning. These models will help inform the platform for which we typically reach out to 

our constituents: 

1. Grunig’s four models of public relations 

2. Public relations theory 

3. The “four P’s of marketing” 

4. Communication theories 
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Grunig’s Four Models of Public Relations 

 James E. Grunig developed four models of public relations for PR practitioners to 

consider. Since he introduced these models, practicioners now use them when developing 

their communication plans, tactics, strategies and programs. The first model is “press 

agentry” or what is also known as “publicity.” It is based on one-way communication, 

from the sender to the receiver, delivering a message based on persuasion to influence the 

audience. The second model, known as “public information,” is also one-way 

communication. This model is used by many traditional media relations organizations to 

deliver one-way communication flow utilizing press releases and other tactics. 

The third model is “two-way asymmetrical,” which is based on two-way 

communication using research to deliver persuasive messages and the final “two-way 

symmetrical,” aimed at using communication to negotiate with the audience, resolve 

conflict and promote mutual understanding (James E. Grunig, 2010). Twitter uses the 

asymmetrical model, in that one user can follow another, without following the other 

back. Thus it may be retained as a one-way relationship. Facebook, however, is 

symmetrical. In order for one person to connect with another, they must both “friend” 

each other. As for Facebook pages, a user can choose to “like” the page or not. By 

“liking” the page, the page owner (company, organization, brand, etc.) is then able to 

communicate with the user. With Twitter, it is slightly more complicated. User A can 

follow User B, without being followed back. The converse is also true. Alternatively, 

both users can follow each other. And, of course, the converse of this is also true: neither 

users follow each other. 
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Public Relations Theory 

 According to public relations theory, there are four basic elements to 

communication: sender, message, medium and receiver. It takes into account the tactics 

of persuasion (influencing a person’s actions through an appeal to self-interest) and 

manipulation (coercing the audience with a message that is of little or no benefit to them). 

Further, it investigates the power of mass media and how influential it is and can be. In 

recent years, most people no longer believe that mass media has the level of influence 

that is once held over the general public. However, it may have influence on others who 

have more significant influence with the masses: thought leaders, family, friends and 

colleagues (limited effects theory). 

There is also the two-step flow theory, a component of PR theory, where mass 

media messages are delivered by “opinion leaders” who have some level of credibility or 

influence on their audience, thus helping to create perceptions. Opinion leaders are 

usually more in touch with the masses they connect with, knowing their needs and wants. 

These leaders are often political candidates, celebrities, community and religious leaders, 

teachers and professors, analysts and journalists. “Spokespeople” can combat cognitive 

dissonance by introducing new information and framing it in a way that does not fully 

combat the predispositions of the audience. There are essentially five steps the audience 

goes through towards acquiring new ideas: awareness, interest, trial, evaluation and 

adoption. PR primarily focuses on awareness and interest. 

When the public is making decisions, many factors may have an effect, including 

socio-economic status, religion, gender, race, sexual orientation, relations with family 
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and friends, and more. The person or organization trying to influence these decisions uses 

“framing” to shape the conversation, choosing specific facts to deliver, mediums to 

utilize and even tactical word choice. Essentially, framing creates the context for the 

discussion or persuasion to occur. 

Taking this to the next level, the mass media and thought leaders can set an 

agenda, by constantly delivering messages about specific topics, thus influencing the 

general public as to what they believe are important issues. People turn to the mass media 

and thought leaders because they are searching for two key items: entertainment and 

information. 

 

The Four “P’s” of Marketing 

 The four “P’s” of marketing are focused on the supply side model of marketing: 

product, price, placement and promotion. This model has been adapted to a more 

customer-focused version that involves the demand or need for solutions. The updated 

model, called “SIVA” involves: solution, information, value and access. With this newer 

model, the solution focuses on how appropriate the solution (or product) is to the 

customer’s problem or need. Information is related to the customer’s knowledge about 

the solution and their ability to make a decision. The value is determined by how much 

the solution will cost, what its benefits are, what the customer may need to sacrifice and 

if there will be any rewards. Lastly, access refers to the ability of the customer to find the 

solution (is it available in a local store, only in certain types of stores or online, quick 

shipping options, etc.). 
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Communication Theories 

 There are many communication theories that can be taken into consideration. An 

initial search through my graduate coursework notes resulted in 48 different theories, 

some of which are components of typical PR practices and have previously been 

discussed: 

1. Adaptive Structuration Theory 

2. Agenda-Setting Theory 

3. Altercasting 

4. Argumenation Theory 

5. Attraction-Selection-Attrition Framework 

6. Attribution Theory 

7. Classical Rhetoric 

8. Cognitive Dissonance Theory 

9. Computer Mediated Communication 

10. Contextual Design 

11. Coordinated Management of Meaning 

12. Cultivation Theory 

13. Dependency Theory 

14. Diffusion of Innovations Theory 

15. Domestication 

16. Elaboration Likelihood Model 

17. Expectancy Value Theory 

18. Framing 

19. Gatekeeping 

20. Health Belief Model 

21. Hypodermic Needle Theory 

22. Information Theories 

23. Knowledge Gap 

24. Language Expectancy Theory 
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25. Media Richness Theory 

26. Medium Theory 

27. Mental Models 

28. Minimalism 

29. Model of Text Comprehension 

30. Modernization Theory 

31. Network Theory and Analysis 

32. Priming 

33. Protection Motivation Theory 

34. Psycho-Linguistic Theory 

35. Reduces Social Cues Approach 

36. Semiotic Theories 

37. Social Cognitive Theory 

38. Social Identity Model of Deindivuation Effects 

39. Social Presence Theory 

40. Social Support 

41. Speech Act 

42. Spiral of Silence 

43. System Theory 

44. Theory of Planned Behavior/ Reasoned Action 

45. Transactional Model of Stress and Coping 

46. Two Step Flow Theory 

47. Uncertainty Reduction Theory 

48. Uses and Gratifications Approach 

Quite often, these theories are grouped into more relevant clusters or categories, 

such as, Interpersonal Communication and Relations; Organizational Communication; 

Communication and Information Technology; Mass Media; Health Communications; 

Communication Processes; Media, Culture and Society; Language Theories and 

Linguistics; and Public Relations, Advertising, Marketing and Consumer Behavior. 
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For the purpose of this paper and project, the most applicable clusters are: 

Communication and Information Technology; Interpersonal Communication and 

Relations; and Public Relations, Advertising, Marketing and Consumer Behavior. 

 

Communication and Information Technology 

Computer mediated communication (CMC) is more prevalent than ever. 

Millennials have grown up utilizing CMC to communicate with one another, their family 

members and even complete strangers. It certainly has affects on social interaction 

(Millennials can be seen spending more time sending text messages to their friends than 

interacting with their peers who are presently in their company). Because of the lack of 

verbal cues, time and space, the level of interactivity may be diminished. 

Information theory looks at sending messages via electronic signals. The basic 

model starts with an information source that has a message which is sent via a 

transmitter. The transmitter creates a signal that is broadcast to a receiver and ultimately 

delivers the message to the destination. During the transmission process, noise can affect 

the signal quality, content and timeliness, thus affecting the ability of the receiver to 

understand the message. Also included is entropy, which involves the degree of 

randomness or disorganization in a particular situation. This model has been updated to 

use the term encoder and decoder, where a message is encoded by the source and 

decoded by the receiver. The code is a language or set of symbols that can be used to 

transmit the message through the channels to invoke a response from the decoder. 

One could argue that social media combats the “reduces social cues approach.” 

This approach assumes that the lack of social cues in CMC makes people lose their 
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individuality because they are part of a larger group. Social media broadcasts to large 

groups, but individuals within those groups have the opportunity to communicate back to 

the receiver and interact with other members of the group. 

Social presence theory uses the approach that a medium’s social effects are 

influenced by the level of social presence that its users can have. With social media, the 

communicator’s level of awareness of a partner to interact with is increased. In fact, most 

organizations who utilize social media aim to have a unique and authentic voice in social 

media, creating a presence that is humanized, giving it’s stakeholders a perspective on the 

organization’s values. When looking at social media from the uses and gratifications 

approach, it’s easy to see why people gravitate towards it. Similar to cell phones (and 

accessible via cell phones), the mobility and immediacy of social media coupled with its’ 

ability to be engaging and interactive make it an ideal medium for communicating. 

 

Interpersonal Communication and Relations 

Individuals attempt to interpret events and the thoughts and actions of one 

another. This is called “attribution theory.” Essentially, a person explores causes in order 

to gain a sense of understanding. Typically these attributions are categorized as either 

internal or external. Internal refers to the person’s character or state of mind during a 

specific time. External attributions are given to outside forces, such as the particular 

situation or context—one may act differently in different situations. These attributions are 

affected by emotional and motivational factors. 

Social media creates a network of users, connecting individuals to one another 

and organizations. Thus, “contagion theories” must be explored in understanding how 
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social media can be utilized to communicate information and reach out to stakeholders. 

Social media distributes information to individual members of and organizations in the 

network, where users can be affected by the attitudinal messages and the behaviors of 

others. It is more likely that users within a network will start to develop the same beliefs, 

assumptions and habits as other users. Even with social media, which may be considered 

one giant network, there are sub-networks, which may or may not be penetrated by 

messages disseminated by individuals and organizations. 

Network theory and analysis can be applied to social media. Social media creates 

relationships which can affect the beliefs and behaviors of the persons using it. Thus, an 

organization may use social media to engage with its constituents. Within this network 

are formal and informal interactions among users who are more influential than others, as 

well as communication coming back to the organization from the masses. 

 

Public Relations, Advertising, Marketing and Consumer Behavior 

The mass media and an organization can use social media to set the agenda of 

what the public believes to be important. In conjunction with other channels, they can 

concentrate their communication on select issues, thus leading the public to believe that 

those are the most relevant. Therefore, it may be perceived that the media do not 

accurately reflect reality and instead, shape and modify it in order to frame the issues and 

persuade the public. Within social media, it is my belief that an organization is expected 

to be authentic and honest, or else it will be “called out” by its constituents. 

When analyzing the target audience for promoting higher education through 

social media, expectancy-value theory must be considered. The theory says that one’s 
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behavior is a result of the perceived expectations that person has towards the value of the 

goal. Thus, communication must use messaging that reinforces the value and 

opportunities for success that higher education presents. It needs to address the different 

beliefs, values and socio-economic issues that surround all target audiences.  

 

Current Research 

 Current research by scholars and research groups on the unique traits of the 

different generations that need to be communicated with further bolsters the opportunity 

for the marketing plan to be effective. But more importantly, the primary audience, 

Millennials, must be further evaluated. 

Thus, based on the review of the literature, the following needs to be considered: 

• The communication preferences of Millennials; 

• their use of social media; 

• current social media marketing plans; and 

• how to effectively measure social media marketing. 
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CHAPTER 3: RESEARCH METHODS 

In this study, several methodological approaches were used. I used a triangulated 

approach, focusing on the issues students are facing, communications research and 

exploring the characteristics of the Millennial generation. These topics of inquiry are 

further defined to include: 

• HECB open forums in 2005-2006 to determine what issues students were 

facing 

• Past discussions with admissions, financial aid and retention professionals 

• Review and data mining of HECB reports 

• Review of communication theories, public relations models and marketing 

principles 

• Review of best practices for social media 

• Review of recent research regarding Millennials, including the Pew Research 

Center 

The methods are, for the most part, qualitative. However, much of the data garnered in 

the HECB and Pew Research Center reports are based upon quantitative studies. 

During my term on the HECB, I conducted interviews (2005-2006) across the 

state of Washington. These forums were held on the campuses of public institutions, 

which included: Eastern Washington University, Central Washington University, 

Western Washington University and the University of Washington (UW). Unfortunately, 

not all of the state’s colleges were visited, such as Washington State University (WSU) or 

The Evergreen State College. Further, the branch campuses of UW and WSU were not 

included as part of the forums, and neither were any of the community colleges or private 

institutions. The forums were open to all students, faculty and staff; mostly students 

attended, but employees (such as admissions, financial aid and retention professionals) 
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also participated, as well as HECB staff members. Detailed results of the forums are 

included in Appendix A. 

The HECB (2010a; 2010b) publishes its research reports on its website: 

http://www.hecb.wa.gov. These reports are based upon a mix of quantitative and 

qualitative datasets, including statistics reported by public institutions and agencies, focus 

groups, interviews and other sources. Reports that were of particular interest included 

those discussing the online portal, the HECB master plan, key education facts and access 

issues. These were reviewed in order to gain a deeper understanding of the issues the 

HECB is aware of and working on. 

In order to further ground my research, I explored various communication 

theories, public relations models and marketing principles that were discussed in classes 

during my graduate coursework. Public relations models and marketing principles 

provided a framework for developing the social media marketing plan. The theories were 

reviewed and narrowed down to those that were most relevant regarding the topic: 

information technology, interpersonal communication and public relations/advertising. 

These helped ensure the plan I developed could be put into practice. 

Social media is an emerging communications phenomenon (see below for a brief 

timeline), with few academic studies conducted. Thus, most of my research is qualitative 

and relies upon a review of the literature (Internet-related research reports, whitepapers, 

my own professional and personal involvement with social media and conversations with 

friends and colleagues). Much of these sources, gathered from Internet searches and 

conversations via social media (i.e., Twitter and Facebook), are secondary sources and 

data. 
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Tracing its roots back to the late 1990s and early 2000s, social media became 

popular with the advent of blogging sites such as LiveJournal, which became active in 

1999. MySpace, which is not included as part of this study, was founded in 2003. 

Facebook was founded a year later, in 2004. Viral video took off in 2005 with the advent 

of YouTube. And the growing network of Twitter hit the web in 2006 (Carton, 2009). 

In addition to the review of the literature, I investigated best practices for 

developing social media communications plans and resources for how to determine their 

effectiveness. These sources were also gleaned from Internet searches and via 

conversations with social media professionals who I have met via conferences, 

professional organizations (such as the Public Relations Society of America and the 

Council for the Advancement and Support of Education) and of course, social media 

itself. 

Lastly, the Pew Research Center provided a number of resources for my research. 

According to their website, “The Pew Research Center is a nonpartisan ‘fact tank’ that 

provides information on the issues, attitudes and trends shaping America and the world. It 

does so by conducting public opinion polling and social science research; by analyzing 

news coverage; and by holding forums and briefings. It does not take positions on policy 

issues” (About the Pew Research Center, 2010). Their “Internet & American Life 

Project” studies the Internet and how it influences society. 

Thus, this project relied upon a variety of resources to help inform the 

development of the plan: open forums, discussions with colleagues, as well as the review 

of reports, communication theories, public relations models, marketing principles, social 

media best practices and research regarding Millennials. 
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CHAPTER 4: RESULTS AND ANALYSIS 

 I conducted statewide interviews of current college students in 2005-2006 in order 

to gain a better understanding of the issues facing the students in Washington State. 

Several themes emerged from the conversations we had: affordability, access/retention, 

campus life, and quality and efficiency. One suggestion that resonated with many of the 

participants was the creation of a statewide online student advising system. The system, 

as originally conceived, is detailed below (Kissler, 2006): 

• The State is in a unique position to develop and deploy a 

comprehensive online student advising system, incorporating similar 

existing projects and initiatives (such as the scholarship clearinghouse 

and the online transfer guide). This system could serve students as 

early as junior high and ensure their success as they proceed through 

the education system. This recommendation only provides a vision of 

what that advising system may look like and which constituencies 

should strongly consider partnering to make it a reality. 

• The system would rely upon database information gathered in key 

areas: financial aid, scholarships, admissions and graduation standards, 

programs of study and degree requirements, and transfer 

equivalencies, to name a few. Essentially a student could begin 

mapping an academic course of study in junior high that would guide 

the individual through high school, community college, baccalaureate 

college and graduate studies. Thus junior and senior high schools, 

higher education institutions and financial aid/scholarship providers 

would have to populate the database. The following is an example of 

how the system would work for an individual. 

• In junior high, the student creates an advising profile, which is stored 

in the system’s database and is accessible from any computer with an 

Internet connection. The profile includes occupational interests, 

hobbies and extracurricular activities (similar to the current ASVAB 
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test administered). When the student enters high school, the system 

helps advise the student which classes he/she should take in order to: 

a) graduate high school, b) be well-prepared for the college he/she will 

attend, and c) fit into the student’s career path and personal interests. 

• As the student completes high school, the system will serve as a 

college advising tool, helping him/her choose which college has the 

programs he/she wants and ensure the student is prepared to meet the 

minimum admissions standards. More importantly, the system 

provides financial aid information that is personally tailored to the 

student’s financial and economic background, personal interests, field 

of study, and school(s) of choice. Thus a student could begin 

comparing colleges based on which ones he/she would most likely be 

accepted to and receive the best financial aid package for. For those 

students who transfer between colleges, the system would also advise 

them on which courses would transfer completely (p. 6). 

 The HECB portal report identifies the top three primary target audiences as K-12 

students, college students and their parents, and adult learners and educators (HECB, 

2009a, p. 1). This audience base serves as the foundation for the audience to be targeted 

by social media—with specific attention devoted to Millennials. Additional audience 

segments may be identified and detailed. 

 In addition, the HECB portal report also noted that people are searching for higher 

education information online. Table 1 is from the report (HECB 2009a, p. 23). 
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Table 1 

Search Results 

Search criteria Results 

Higher education 92,800,000 

Planning for higher education 34,900,000 

Planning for higher education in Washington State 2,170,000 

Going to college in Washington State 910,000,000 

Washington State Colleges and Universities 6,770,000 

Washington State Workforce Training 9,540,000 

 

Best Practices and Guidelines for Developing a Social Media Communications Plan 

Based on readings of social media best practices, conversations with colleagues 

who are engaged in social media and my own experience managing social media 

accounts, I developed a resource for higher education institutions interested in engaging 

in social media (Kissler, 2010). 

  

 Step 1: Create personal accounts first 

 Don’t jump into the pool without getting your feet wet first. Create your own 

Twitter, Facebook and LinkedIn profiles for personal use. Join groups that are of interest 

to you personally and professionally. 
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Step 2: Follow & listen 

 Don’t be that awkward person at the cocktail party. Follow local journalists and 

media outlets. Follow and “like” your favorite organizations, brands, celebrities and 

companies. 

 

 Step 3: Interact 

 Be a rookie. Start messaging your friends and don’t be afraid to make mistakes. 

Upload photos and videos. Use the conventions that relate to each service when replying 

to other users or tagging them. Don’t be afraid to ask questions of others. 

 

 Step 4: Research 

 Know the groundrules. Check out social media resources such as 

www.mashable.com. Investigate the tools and services that are available for posting 

updates, monitoring accounts, managing multiple accounts and so on. Take some time to 

figure out who your audience is. 

 

 Step 5: Develop a strategy 

 Establish a gameplan. Determine what your objectives are and how social media 

will help you accomplish them. Integrate social media into your current campaign mix. 

Brainstorm and create promotion strategies: social media happens both organically and as 

a result of good promotion. 

 

  



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 30 

Step 6: Create professional accounts 

 Get the party started. Design and implement a social media policy that aligns with 

your organization’s communication policies. Setup your social media accounts and 

customize them. Ensure measuring and monitoring tools are setup and functioning 

properly. 

 

 Step 7: Follow & listen 

 Keep your enemies closer than your friends. Follow your competition as well as 

your consituents. Follow others who may serve as resources to you. Connect with other 

organizations through social media to explore cross-promotional opportunities. 

 

 Step 8: Be part of the conversation 

 Social media isn’t about controlling the conversation…it’s about creating and 

sharing it. Position yourself as an expert. Offer incentives and meaningful content to your 

followers. Respond truthfully, authentically and in a timely manner. 

 

 Step 9: Measure 

 It’s worth your time to know your progress and impact. Track your followers, 

fans, group members and so on. Utilize and track shortened URLs for clickthrough rates. 

Track replies, direct messages, likes, comments, retweets and other interactions. 
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 Step 10: Stay on the edge 

 Don’t get left behind. Continue to read up on social media trends by visiting 

www.mashable.com and other sources often. Attend presentations and engage other 

colleagues who are participating in social media. 

These 10 steps are part of an emergent process of how to use social media in an 

institutional setting or as a tool. Social media is continuing to change, requiring those 

who engage in it to be adaptive and flexible. Thus, the approach outlined above will 

change as new services are introduced and behaviors change. The steps are general 

enough that they should continue to provide a framework for some time. In fact, since I 

developed this method in April of 2010, it is still relevant more than eight months later. 

 

Determining the Effectiveness of a Social Media Communications Plan 

Those who use social media for marketing and communications purpose have had 

a difficult time determines the metrics for measuring campaign effectiveness due to it 

being an emerging communications platform. Of course, basic approaches to 

measurement can be applied to any marketing campaign, but determining exactly what 

items to track and how to track them is the challenging part. Fortunately, because many 

are struggling with this issue, there are a fair amount of resources available online for 

social media managers to refer to. One of the most popular is an article by Jamie Turner 

(2010) on a highly-referenced social media resource website called Mashable. The 

article, “HOW TO: Calculate the ROI of Your Social Media Campaign,” received more 

than 3,700 shares via Twitter and 1,000 shares via Facebook within the first five days 

(users can “share” the article to their friends and followers online via these services). The 
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article postulated three categories by which to measure the effectiveness of social media: 

quantitative metrics, qualitative metrics and ROI metrics. 

Quantitative metrics include “basic” measurements, such as the number of 

followers, listings and retweets on Twitter; the number of fans, comments, likes and 

photo/video views on Facebook; and the number of click-throughs, visitors and other 

measurements to your website or landing pages. 

Qualitative metrics attempt to measure interactions with stakeholders that cannot 

necessarily be assigned a definitive number or score. For example, a conversation with a 

follower on Twitter could be positive or negative, to varying degrees. A Likert scale 

could be applied but this measurement would be subjective. 

The third metric is return on investment (ROI). This measurement can also be 

difficult to track, in that the decision to use the product or service being promoted via 

social media may not be a direct result of just the social media promotion. Instead, it 

could include influence from friends, family members and other stakeholders, who may 

or may not be aware of the social media campaign. Additionally, traditional promotion 

methods may also influence the decision to use the product or service, such as the news 

media, advertising, marketing and others. 

Thus, social media can be difficult to measure, but by monitoring efforts 

through a combination of quantitative, qualitative and ROI metrics, determining the 

effectiveness of a campaign is possible. Social media services as well as third-party 

software developers and marketers are continually introducing new forms of 

measurement. Therefore, it is important to continually stay informed of new trends. 
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Millennials, Technology and Social Media 

Millennials are highly engaged in communications technology, particularly social 

media and mobile communications. Data collected by the Pew Research Center strongly 

supports this statement and is further detailed below. 

The past 15 years has seen a dramatic increase in the adoption of communication 

technology in America, including the Internet and mobile phones. And Millennials are a 

primary patron according to Table 2 (Millennials, 2010, p. 25). 
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Table 2 

Millennials Outpace Older Americans in Technology Use 

 
Millennial 

(18-29) 

Gen X 

(30-45) 

Boomer 

(46-64) 

Silent 

(65+) 

Internet behaviors % % % % 

Created a social networking profile 75 50 30 6 

Wireless Internet while away from home 62 48 35 11 

Posted video of themselves online 20 6 2 1 

Use Twitter 14 10 6 1 

Cell phones and texting 

Use cell to text 88 77 51 9 

Texted in the past 24 hours 80 63 35 4 

Texted while driving 64 46 21 1 

Have a cell phone/no landline 41 24 13 5 

Median # of texts in the past 24 hours 20 12 5 -- 

Note. Median number of texts based on those who texted in the past 24 hours. 

 

 However, just because someone is a Millennial, does not mean they are 

necessarily more connected than their counterparts. There are differences between 

Millennials, such as those who have attended college—they are more likely to use 

communications technology, including social media, than those who have not attended 

college. And this rings true for younger Millennials compared to older Millennials. But, 
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Millennials in general, use technology because they believe it makes life much easier 

(Millennials, 2010, p. 25). They and the Gen Xers have a more positive attitude toward 

technology than older generations (p. 26). And while there may be mixed feelings 

towards communication technology, more than 75 percent of Americans use the Internet 

(including email) occasionally in 2010. This is an increase from previous years (68% in 

2005 and 14% in 1995) (p. 27). Furthermore, Millennials who have attended college are 

more likely to use the Internet than those who have not (pp. 27-28). 

In regards to social media, more people are using it every year. According to Pew 

Research Center studies, five percent of the public used social networking sites in 2005, 

11 percent in 2006 and 27 percent in 2008. In their most recent survey, 41 percent stated 

that they have used a social networking site (Millennials, 2010, p. 28). Social networking 

sites include websites and Internet-based applications such as: Facebook, MySpace, 

LinkedIn and others. And as expected, Millennials use social media more prolifically 

than older Americans: 75 percent of them have created a social networking profile. In 

fact, they also use it more frequently. Nearly 30 percent of the Millennials who have a 

profile visit their favorite site several times per day. Usage is even more prevalent among 

younger Millennials. And similarly with Internet use, those who have a college education 

are more likely to have created a social networking profile and visit it multiple times per 

day (p. 29). 

Looking at one of the more recent social media technologies, Twitter, only 14 

percent of Millennials surveyed by the Pew Research Center utilized the service, just four 

percent more than Gen Xers. This does not mean that this particular platform should be 

ignored, as its adoption has increased each year (Millennials, 2010, p. 30). 
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Cell phones are perhaps one of the best methods of reaching people, Millennials 

in particular, with 94 percent of them having a cell phone (compared to 86% of adults in 

general). Not only do more Millennials use cell phones, they also rely upon it as their sole 

means of communication—41 percent of them do not have a landline phone (Millennials, 

2010, p. 32). Communication with this group of young adults is at our fingertips—

literally. Of the 59 percent of Americans who use their cell phones for texting, almost 

nine in 10 Millennials reported sending text messages (p. 33). 

 

How do Millennials Stay Informed? 

As can be expected by their use of the Internet, cell phones and social media, 

more Millennials receive a major portion of their information from the Internet. 

Television still leads, with newspapers and radio barely trailing behind. And when they 

are watching TV, they are getting their information from cable or local news stations 

(Millennials, 2010, p. 35). Online, Millennials primarily visit Yahoo and CNN’s websites 

for their news, with Google and MSN visited 10 percent less frequently (p. 35). 
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CHAPTER 5: SOCIAL MEDIA MARKETING PLAN 

Promoting Higher Education to Millennials: A Social Media Marketing Plan 

Based upon the research conducted on the target audience for the HECB’s higher 

education portal, this plan proposes the use of social media to engage Millennials in using 

the portal. The plan is only one component of what should be a comprehensive marketing 

and communications initiative; other channels, such as traditional media relations, 

advertising, marketing and public relations activities are important in furthering the reach 

of the message. It also presents an opportunity to measure which social media 

communication channels are most effective for reaching Millennials. The following is the 

foundation of the social media campaign, consisting of: project goals and objectives, 

target audience (or “publics” as often referred to by Grunig) research, key messages, 

production and distribution of promotional and informational materials and measurement 

of the plan’s effectiveness. 

 

Communication Objectives 

 The following objectives are designed to communicate the importance of higher 

education and promote the online portal to Millennials, their key influencers and others. 

1. Promote higher education portal awareness and usage 

2. Promote higher education 

3. Share career opportunities/pathways 

4. Promote financial aid opportunities 

5. Educate about the college application process 
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Target Audiences (Publics) 

Table 3 enumerates the publics of the social media campaign, identifying which 

characteristics apply to each group of publics. 

Table 3 

Social Media Campaign Publics 

Publics 
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Current & Prospective Students  X  X  X   X  

Parents, Educators, Counselors and Key 

Influencers 
 X X X   X   X 

News Media    X  X   X  

Legislators/Government X  X    X   X 

 

In the following sections, the target audiences are further defined, including a 

brief description of their relation to the online portal, messaging specific to their interests 

and what channels may be most effective to reach them. 

 

Current and Prospective Students 

This is the primary audience of the communication plan and is composed 

primarily of Millennials. 

Description: intended primary users of the portal system 

Messaging: explore your career path; get signed up for the portal; get ready for 

college or get help with college; early outreach; the portal is a one-stop-shop; save 

money & time; stay focused; know your options; stay connected; map your future; 

graduate on-time; earn scholarships; apply online; transfer credits; networking 
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Channels: Twitter and Facebook 

 

Parents, Educators, Counselors and Key Influencers 

These constituents are in close contact with the target audience (current and 

prospective students) and have strong influence over their decisions. 

Description: intended secondary users of the portal system; have influence over 

primary users (current and prospective students) 

Messaging: help your student succeed; one-stop-shop for your college questions; 

understand the admissions and financial aid process; know the true cost of college 

Channels: Twitter and Facebook 

 

News Media 

The news media can supplement the direct messaging to the primary and 

secondary audiences by reinforcing it through print, broadcast and online materials. 

Description: reports on the portal system; can convey its benefits to its users and 

general public 

Messaging: an accessible resource for all citizens; easy-to-use and understandable 

by anyone; valuable; promotes higher education 

Channels: Twitter and Facebook 

 

Legislators/Government 

Because the Washington Higher Education Coordinating Board is a gubernatorial 

entity, it serves at the leisure of the governor and can be influenced by the state 

legislature. Therefore, this constituency group will need to know the public relations 

activities of the online portal campaign. 
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Description: responsible for funding the portal’s operations (staff, technology, 

publicity, etc.) 

Messaging: valuable; promotes higher education; accessible; utilized by intended 

audiences 

Channels: Twitter and Facebook 

 An exploration of public relations models will help provide more insight about the 

various target audiences and what channels will best reach them, such as Twitter and 

Facebook. 

 

Public Relations Models 

 The social media marketing campaign utilizes several public relations models, 

including public information (one-way communication), two-way asymmetrical and two-

way symmetrical communication. Both Twitter and Facebook can be categorized as 

public information—they have the ability to broadcast messaging to the general public. 

However, each service has its own additional properties that provide additional benefits. 

Twitter relies upon the two-way asymmetrical model, where users may choose to interact 

with one another without reciprocation. Facebook, however, utilizes the two-way 

symmetrical model: users identify their affinity with an organization by “liking” it. 

Although these services (Twitter and Facebook) can be updated directly within 

their online user interfaces, there are a number of services and tools that can provide for 

more streamlined campaign management. These technologies are further explored in the 

following section. 
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Services and Tools  

The following social media services and tools are recommended to reach out to 

target audiences, support communication objectives and monitor activity/provide metrics. 

I have used—and continue to use—each of them in my personal and professional social 

media activity. The services Twitter and Facebook are the communication channels for 

sharing information and engaging constituents. The tools used to coordinate and schedule 

updates to the services, as well as provide active/passive monitoring, are Hootsuite, 

Feedmyinbox, Notify.me, Twitalyzer, Twittercounter, Klout and Socialmention. All of 

the services are used to create and post updates. All of the tools are free, however some 

do offer advanced features for a minimal cost and are necessary for providing metrics. 

The services are ideal for monitoring mentions, tracking metrics and finding people to 

engage online in conversations. The tools and services are further explained below, 

including why I recommend using each of them. 

 

Service | Facebook 

Facebook was originally established as a method for individuals to connect with 

one another. Over time, more features have been released, including Facebook pages, 

which allows organizations to also connect with individuals. Pages can be utilized to post 

updates, photos, videos, polls, links and other content, which can be commented on, 

shared by or “liked” by other users. Facebook is perhaps the strongest channel for 

reaching all of the different audiences of the social media campaign, with its popularity 

ranging from high school students to college students, and parents to grandparents. 

Facebook also offers its own analytical tool called Facebook Insights, which tracks usage 
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statistics and demographics for the Facebook page. In addition, Facebook emails weekly 

updates with basic statistics. Audiences include: 

Primary: Current & Prospective Students 

Secondary: Parents, Educators, Counselors & Key Influencers 

Secondary: News Media, Legislators/Government 

 

Service | Twitter 

Twitter allows users to send short updates to their followers, using 140 characters 

or less, via mobile devices and computers. Updates can include links to websites, photos, 

videos and other relevant content, which can be shared with other users. Twitter’s 

popularity is continuing to grow, including among the Millennials. It is still used very 

prolifically by news media, government agencies and those who are more technologically 

affluent. For this service, the audiences are: 

Primary: Current & Prospective Students 

Secondary: Parents, Educators, Counselors & Key Influencers 

Secondary: News Media, Legislators/Government 

 

Tool | Hootsuite 

Hootsuite is a multi-service management tool that allows users to administer 

multiple Twitter accounts and Facebook pages. Other benefits include: 

• Immediate and scheduled updating 

• Utilization of URL shorteners to track click-throughs as part of metrics 

• Manage team workflow and assign follow-up items 

• Monitor real-time social media mentions when logged in (other tools described 

below can notify the administrator of mentions while they are not logged into a 

specific site or service) 



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 43 

• Mobile application for management on the go 

 
Although there are a number of other tools that allow organizations to manage their social 

media accounts, Hootsuite’s ability to schedule updates, administer multiple services, 

coordinate team members and analyze built-in metrics makes it ideal. I have been using 

Hootsuite to manage the social media accounts of several companies and organizations 

over the past year or so and have found it very effective. For example, while logged in, 

Hootsuite continually searches for mentions of your organization or specified keyword 

searches, providing the user with opportunities to engage with those who might have an 

interest in the organization. Hootsuite is continually adding on new features that make it 

ideal for workgroups, such as the ability to see which team member has responded to 

which conversation. 

 

Tool | Feedmyinbox 

Feedmyinbox can passively monitor social media activity by pulling searches and 

RSS feeds from http://search.twitter.com, www.socialmention.com and other websites 

that offer search and RSS features. Specifically, it can: 

• Provide daily reports of Twitter activity (@ replies and mentions) 

• Provide daily reports of RSS feeds mentioning higher education, financial aid and 

the organization (Twitter and Google News Alert searches) 

 
These reports can be shared with others and saved, making Feedmyinbox an ideal tool for 

archiving metrics (@ replies and mentions). The reports are also useful for those who 

manage social media but do not have time to monitor their accounts in real-time. 

Managers can review the daily reports for conversations that need to be addressed by 
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reviewing the email and picking out posts that are relevant or require a response. Each 

morning, I review the daily emails to ensure there were mentions or posts that I may have 

missed the prior day. 

 

Tool | Twitalyzer 

This free online service provides metrics for Twitter accounts, including impact, 

engagement, influence, clout, generosity, velocity, signal, retweet statistics, reference 

statistics, number of followers, number following, number of times listed, number of 

tweets and more. The multiple metrics that this service tracks automatically are extremely 

valuable for quantitative measurement. I review the Twitalyzer statistics on a regular 

basis and track their change in value to determine how effective messaging appears to be. 

 

Tool | Twittercounter 

Another free online service, Twittercounter provides metrics for Twitter accounts, 

including tracking number of followers, number following, number of tweets, account 

comparisons and more. This service also provides a unique feature which forecasts 

Twitter follower growth. This is an interesting metric to observe and track—but not rely 

upon solely. 

 

Tool | Klout 

Klout connects to Twitter accounts and is considered among the social media 

marketing community to be one of the standards for measuring the level of influence a 

social media account has with its audience. It provides metrics for Twitter accounts, 
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including amplification, reach and network. Klout recently enabled a feature to connect to 

Facebook, which is still in its early stages. The Klout score (the score this service 

determines based upon its measurements) has also been included in other tools as well, 

such as Twitalyzer and Hootsuite. 

 

Tool | Notify.me 

This free service allows administrators to instantaneously receive Twitter activity 

updates via email, instant messaging and text message (SMS) alerts. This tool is ideal for 

monitoring Twitter notifications (such as direct messages and @ replies/mentions) while 

the administrator is not in front of a computer. Thus, it is very similar to Feedmyinbox, 

but sends the alerts almost instantly, which is perfect for social media managers who are 

“on the road.” 

 

Tool | Socialmention 

Socialmention provides reports and alerts of social media activity for Twitter, 

Facebook, blogs and additional services. It can be configured to search for keywords and 

phrases, such as: higher education, financial aid and the organization’s name. This 

service is similar to Feedmyinbox in that the daily reports can be shared and archived, but 

it searches a wider variety of social media services, websites and other online channels 

for keywords—it is a very comprehensive monitoring tool. 
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Communication Channels and Services 

 The following is a breakdown of how each service can be used to communicate 

messages and establish relationships with the various audiences. 

 

Twitter 

• Distribute press releases and other important announcements 

• Post relevant photos, videos and links to success stories 

• Promote Facebook account 

• Build followers (journalists, higher education community, students, parents, 

educators and key influencers) 

• Comment and retweet when appropriate 

• Utilize keywords and trends (hashtags) for search engine optimization 

• Link back to main website and social media accounts 

• Engage with followers, responding in a timely, authentic and appropriate tone 

• Utilize tools to monitor activity and respond typically within 24 hours 

• Build followers by finding and following relevant Twitter accounts from other 

education groups, media/journalist accounts and users who tweet about education-

related topics. 

• Cross-promote the Twitter account in other communications channels (website, 

advertising, news releases, newsletters, email signatures, etc.) to build followers. 

 

Facebook 

• Post relevant photos, videos and success stories 

• Promote Twitter account 

• Create events when appropriate 

• Link to press releases and other important announcements 

• Encourage discussions on the discussion wall about education, financial aid or 

other topics of interest 
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• Import RSS feed for education-related content (news releases, etc.) 

• Build following of all target audiences (through cross-promotion) 

• Utilize keywords for search engine optimization 

• Link back to main website and social media accounts 

• Engage with fans, responding in a timely, authentic and appropriate tone 

• Review wall postings on a weekly basis (daily if possible) for fan activity 

• Review weekly Facebook Page email summaries for metrics 

• Review Facebook Page insights tool for demographics, interactions and quality 

• Build fans by cross-promoting the Facebook account in other communications 

channels (website, advertising, news releases, newsletters, email signatures, etc.) 

• Have account administrators suggest to their friends to “like” the page 

• Optional: use Facebook advertising to promote the page (additional costs) 

 

Key Messages 

Campaign Theme and Messaging 

The campaign theme, “Get connect.ed” refers to the portal website, accessible at 

www.connect.edu and plays off the accessibility to higher education through technology. 

At the time of publication, the URL “www.connected.edu” is available. Messaging can 

be categorized into two areas: promotional and informational. 

 

Promotional 

Promoting the portal, its features and benefits. Suggested messaging includes: 

• Your one-stop-shop for college and university information in the state of 

Washington 

• Access financial aid information, including grants, scholarships and student 

loan resources 

• Get important application deadlines for college admissions and financial aid 
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• Available online 24 hours a day, 7 days a week 

• Take charge of your future. Get connect.ed 

• Changing careers or wanting to advance your current one? Find out what 

continuing education courses are available for you 

• Before you get a job, get connect.ed 

 

Informational 

Providing critical information about higher education in the state of Washington, 

including deadlines, facts, college search information, points of contact and news. All of 

the messages can be general or targeted for specific institutions. Suggested messaging 

(with optional URL links driving people to the portal website) includes: 

• Admissions applications are due [DATE] 

• Open houses and campus visit information 

• Scholarship applications are due [DATE] 

• Financial aid applications are due [DATE] 

• Learn more about student loan options online 

• Tuition rates 

• New degree programs or special course offerings 

 
The combination of these types of messaging should provide information that is being 

sought by the target audiences. In addition, the messaging allows for flexibility to 

promote higher education in general, as well specific colleges and universities. Including 

links to the portal or other relevant sites will help drive traffic to online destinations 

where users will learn more information, submit applications or other actions. 

Although the messages are designed to resonate with the target audiences, 

campaigns must be continually monitored for effectiveness and tweaked in order to 

achieve the communication objectives. There are a number of methods for measuring the 



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 49 

effectiveness of social media campaigns—a handful are explored in the next section—

and suggested metrics for each service are provided. 

 

Reporting and Metrics  

On a monthly basis, review Hootsuite, Twitalyzer, Twittercounter and Klout 

statistics, Facebook Insights and weekly reports, and socialmention reports. An analytical 

summary will be developed (see Appendix C for a sample summary), in addition to the 

following data: 

 

Twitter 

• Totals: # following, # of followers, updates, @ replies, direct messages and 

retweets 

• % Change: # following, # of followers, updates, @ replies, direct messages and 

retweets 

• Most popular messages based on shortened URL clickthroughs 

• Statistics from Twittercounter, Twitalyzer and Klout 

 

Facebook 

• Total # of fans 

• % change of fans 

• Demographics, post quality, media (photos, videos and link) consumption 

 

Socialmention 

• References to mentions in social media 
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Web Analytics 

• URL referrals to portal website via social media (Facebook and Twittter) 

• Direct goal conversions through trackable URLs that relate to portal metrics 

The above metrics are a foundation for analyzing the effectiveness of the 

campaign and incorporate quantitative, qualitative and ROI measurements. As new tools 

and methods become available, they should be evaluated for consideration to be 

incorporated in the plan. 
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CHAPTER 6: DISCUSSION 

The proposed social media marketing plan is only one part of an integrated 

marketing and communications plan. It was developed based upon my research and own 

personal experience using social media in professional situations. There are several 

limitations to the proposed plan and the research conducted, which are further detailed 

below. 

The communication plan developed does not, unfortunately, take into account a 

significantly growing population: minorities. In order to do so, specific research into their 

social media usage and communication styles would have to be conducted and did not fit 

within the timeframe of this study. Furthermore, the development of messages that would 

resonate with this population would need to be created; the author would need to spend 

significant time with each of the groups, understanding their culture and language. 

However, the ability of Millennials to access higher education—and information 

about higher education—is paramount to their success and to their ability to contribute 

back to society. In our discussions on the HECB, we noted that an achievement gap has 

been prevalent for far too long among minorities, and there are many barriers that prevent 

their access to education, including financial capacity, lack of family/peer support, poor 

transition support systems, cultural differences and more. The following statement from 

the Excelencia in Education report, Taking Stock: Higher Education and Latinos 

(Santiago & Reindl, 2009) sums it up: 

Leaders in the current federal administration as well as key foundations 

focused on higher education have recognized the importance of an 

educated workforce and have articulated goals to increase our nation’s 

collective degree completion. The projected population growth of Latinos, 
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their current educational attainment levels, and their relative youth all 

signal the need to pay more attention to this group in higher education. A 

review of the data clearly shows that the nation’s success in reaching its 

degree completion goals will rely on its ability to accelerate the degree 

completion of Latinos. (p. 4) 

In fact, Latinos are using social media. Between 2006-2008, adult Latinos grew their 

Internet usage from 54 percent to 64 percent. (Pew Hispanic Center, 2009) Another 

report, produced by Cheskin and AOL, stated that the 2010 Census will probably show 

about 50 million Hispanics living in the United States (thus, one in six residents in the 

U.S. will be Hispanic) (Cheskin, 2010). And according to a blog post by Ogilvy Public 

Relations that references Pew Research Center reports, 85 percent of native-born Latinos 

older than age 16 use the internet, 80 percent of them aged 16-25 use cell phones, and 78 

percent of the same age range use social networking websites (Esquivel, 2010). This is a 

small portion of the research investigating the use of social media among minority 

populations. 

In addition, the social media marketing plan does not integrate other social media 

applications such as blogging, YouTube, photo sharing sites (Flickr, Photobucket, etc.) 

and others. As the target audiences’ usage of social media grows, these other services 

should be reviewed and integrated if necessary. It is my assumption that YouTube and 

blogging will be among the first to be added to the mix to promote the portal (they are 

already being leveraged by colleges and universities). The blog may prove to be useful 

for secondary users, providing FAQ’s, service updates and information relevant to the 

media and government officials. YouTube videos include a mix of promotional and 

educational messaging: instructional segments, advertisements, public service 

announcements and others. 
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Ideally, either surveys or focus groups (or a combination thereof) would help 

further substantiate the effectiveness of engaging in social media with the identified 

targeted audiences. Instead, I relied upon research reports, feedback from colleagues and 

my own experience operating social media accounts for a number of organizations, 

including higher education. As the manager of social media at my current employer, a 

small, private, non-profit university in Oregon, I have engaged a number of current and 

prospective students, as well as family members and news media. Research that will be of 

particular interest to follow is that of Danah Boyd (2010), who will soon be conducting 

fieldwork with American teenagers and asking them about social media. 

In order for social media to be effective, it must be devoted the time and attention 

it deserves. Thus, I would recommend that those responsible for operating the online 

portal invest in the human capital to support the social media initiative, build community, 

establish relationships, engage in meaningful dialogue, monitor usage and provide 

reporting back to the appropriate parties. Once engaged in social media, you cannot step 

backwards nor completely withdraw. Instead, you must move in with open arms and an 

open mind, with a commitment to embrace all of the outcomes and learn from them. 

This plan is also only one part of an integrated marketing and communications 

campaign. Although social media is very powerful, it is not the only way to reach out to 

all of the prospective users of the portal. Traditional public relations, marketing and 

advertising tactics can combine to enhance the effectiveness of the campaign and extend 

its reach. News media still receive news releases via email. People still pick up pamphlets 

from brochure racks. Drivers still view billboards and transit ads as they commute from 
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one destination to another. These are other avenues that social media can be further 

promoted through while delivering the key messages of the campaign. 

Another form of advertising that may specifically help promotion of the social 

media accounts and the web portal is online advertising. Ads can be delivered via search 

engines such as Google, Yahoo! and Bing, as well as on social networks (e.g., Facebook, 

LinkedIn and YouTube). These channels offer more quantitative metrics, such as the 

ability to track impressions and clicks. In addition, if analytical tools such as Google 

Analytics are installed on the portal website, user behavior can be tracked, including: 

time on site, bounce rates, entrance paths, referring sites, navigation within the site and 

demographics—to name just a few. 

 The Washington Higher Education Coordinating Board, or agency responsible for 

managing the social media marketing campaign, should also consider adopting a social 

media policy, to provide a framework for how their employees engage in social media 

and represent the organization. Examples of social media policies from other 

organizations can be found at: http://socialmediagovernance.com, which is an online 

repository of social media policies contributed by a number of organizations. Policies 

from these organizations can be reviewed and modified to create a policy that is 

specifically relevant. 

 In addition, before engaging in social media marketing, those responsible should 

for managing the accounts should evaluate existing social media guidelines and establish 

their own for the organization. Social media guidelines are a blend between the strategy 

and the policy, establishing conventions and providing an operational framework for the 



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 55 

social media managers to work within and rely upon when engaging constituents. A 

suggested set of social media guidelines is included in Appendix B. 

 Lastly, as with any technology and emerging trend, this social media marketing 

plan and research may be somewhat dated by the time it is reviewed by the HECB—the 

services and tools are changing as this thesis is being written. Therefore, the research that 

is presented should be used as a starting point for moving forward. It is an attempt to 

brush the surface of Millennials and their use of social media, and propose a social media 

marketing plan for the HECB’s portal, targeting the Millennial Generation. 
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APPENDIX A: HECB OPEN FORUM NOTES 

Open Forum at Western Washington University, March 31, 2006 

Approximately 11 people attended the forum, which included two post-

baccalaureate, two sophomores, one graduate, one junior (running start) and one senior 

student. There were four staff attendees: a member of the registrar’s office, the vice 

president for student affairs, the associate dean of students and one unidentified. 

 

Affordability 

• Lack of student aid / loans 

o No subsidized or unsubsidized loans for certain post-bachelor’s degree 

programs 

o Can the state help? 

o Conditional loan programs 

 These are coercing people to go into teaching, however they 

may provide the state with more teachers (but are they “good” 

teachers?) 

 If there is a conditional loan program for just science, can that 

person go into any science-related field? (i.e., land a high-

salary job in biotechnology rather than teaching) 

 Would rather go into military (similarities in terms of students 

being told what they have to do to earn the financial aid) 

• Tuition models 
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o It would be helpful to know how much tuition you will be paying 

throughout college (unexpected increases are detrimental) 

o Would matching programs help to offset the cost? 

o Could a lock-in rate be offered? 

o Income-based tuition on a sliding scale 

 This could harm those students whose families haven’t had that 

level of income for some time (i.e., they are now in a higher 

income bracket but were struggling before—still have debts to 

pay) 

 Sliding scale is not sensitive to individual cases 

 What about those students who receive little or no assistance 

from their well-off parents? 

• Textbooks 

o Both posted and online options for book-swapping to reduce the cost 

of textbooks 

o Unbundled materials would help 

• Statewide scholarship clearing house 

o Great idea as long as it is comprehensive 

o How is this database populated? 

o Will it be a real one-stop-shop? 

o Don’t mind paying a very nominal fee 

o There are other free resources out there 
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Access 

• Running State program 

o Those who are already in college feel like they are dealing with high 

school-related issues when they are in classes with high school 

students 

o Students who enroll in college with Running Start credits are not seen 

as having a monetary value, therefore they receive inadequate advising 

and orientation programming; lack of support 

• Online web applications 

o Third-party or other services that manage your applications and 

provide admissions probability statistics make students nervous 

• Applying / Financial Aid / Enrolling 

o Enrollment dates for transfer students are often required before these 

students find out if they have been accepted 

 Can these be offset by a month or so? 

o Linking the financial aid process with the admissions process would be 

helpful—students currently making decisions based on financial aid, 

which is received quite some time after they have been admitted, but 

often not before they must confirm enrollment 

 Receiving a complete admissions and financial aid packet at 

the same time would help students make a better choice 

• Statewide online advising system 
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o Great idea; should consider expanding into junior high, high school 

and college (not just for transfer students) 

 Students could begin to plan their junior high, high school and 

college courses at an early stage to ensure they are prepared for 

continuing education 

• Minimum admissions standards 

o Sounds good to raise them, but… 

 Are there enough teachers available in the high schools to 

provide enough classes so students can take four years of math, 

science, etc.? 

 Would there be scheduling conflicts in high school that would 

keep students from being able to take these classes? 

 How would this information be given to the students so they 

could prepare to take these courses? 

 Would this cause a conflict with electives (i.e., students would 

have to give up an art class in order to get into a required math 

class)? 

 

Campus Life 

• Healthcare 

o Graduate students over the age of 25 are not covered by their parents’ 

policies; when they are only taking their thesis credits, they are not 

eligible to receive healthcare coverage from the school 
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o The $50 fee does not include everything 

o Could there be an exception or an extension for students enrolled in 

thesis credits? 

o Initiative 676 for national healthcare 

• Opportunities 

o Incubator programs for students to start their own non-profit 

businesses on campus (provides entrepreneurial experience) 

o More co-ops with private companies that are coming in and “taking 

over” the campus businesses and services 

o Grant opportunity for proposed and selected business plans? 

• Campus activities 

o Integrating new students into the area’s recreational opportunities 

would be helpful 

o Outdoor recreation is excellent 

o Students feel engaged and served 

• Family housing 

o Off-campus housing for families, single-parents, etc. would be helpful 

 

Quality / Efficiency 

• Graduate / undergraduate classes 

o Some graduate classes are cross-listed with undergraduate classes; 

grad students feel they are not receiving the rigor that should be 

required of them, including adequate professors 
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o Expansion of classes in the graduate program would be helpful 

• Scheduling 

o Majors that are credit-intensive are difficult 

o Taking courses at a nearby college or university (whether on-campus 

or via distance education) is not practical, especially when travel or 

tuition is involved 

o Problems with the science courses—especially the labs 

o Missing one course may cause you to be delayed from taking another 

course for sometimes more than a year 

o This problem seems to only affect a minority of the student population 
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Open Forum at University of Washington, April 28, 2006 

Approximately 19 people attended the forum, which included two freshmen, four 

sophomores, four juniors, four seniors and one graduate student. There were four staff 

attendees: two members of the provost’s office, one student activities advisor and the 

associate vice president for minority affairs. 

 

Affordability 

• Tuition models 

o High-tuition, high-aid model is no good 

o Tuition caps allow flexibility 

o Less quality of education for those students who are working in order 

to pay for college (unable to get involved in campus, etc.) 

o Lock-in rate is problematic with retention and budgets 

• Financial aid 

o GLBTQ students have difficulty if parents “disown” them 

 May not be able to access their parents’ financial records 

 Age 24 is a cultural assumption about when you are 

“separated” from your family (age policy)—this is not always 

the case 

 Students getting locked in with parents’ financial situations 

o Statewide scholarship clearinghouse is a good idea 

 Programs tune into those other search, need extra resources for 

under-represented students 
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o High-need professions / conditional loans & scholarships 

 Like the idea—motivates students to expand their options 

 Could take away the intrinsic motivation of being in that 

profession (is a teacher a good teacher because he/she is 

passionate about it or because they chose that route to have 

their education paid for?) 

 

Access / Retention 

• High school transition to college with sensitivity issues—transfer and 

freshmen programs (similar to interest groups) that would discuss 

minority/diversity sensitivity issues 

• Undergraduate advising and retention for academics and communities 

• Statewide online advising system sounds good 

• Summer school is beneficial to incoming freshmen, but it needs to be 

affordable (costs too much) 

• Improve access to the University of Washington—concerns about elitism 

• The more choices we have, the better 

 

Campus Life 

• Equal healthcare 

o Health disparities and advocate for diversity 

o Bridget the healthcare gap 



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 66 

	  

• Recruitment of faculty/staff and graduate students of different 

cultures/ethnicities 

o They feel under-represented 

o More outreach to students for grants scholarships 

o More funding for recruitment programs 

o More recruitment in Tacoma and Vancouver areas 

o Institutional support for “positive instructors” (instructors who support 

under-represented groups or who are representative of those groups) 

o Other private universities have greater financial aid programs 

o These people are looking for a “community” with faculty, staff and 

students—to make everyone feel more comfortable on campus 

o Support the holistic admissions process 

o More outreach to bordering tribes of Washington 

o To see another student who is also a minority and has done well, 

empowers other students 

o Create programs and majors that reflect diversity 

 Limited range of studies—they can’t intensively study one 

particular area 

 Graduate students should be able to study these areas as well 

o Difficult to develop a relationship with their professors—intimidated 

by them (would be easier if they could identify with their professors) 

 How do we as minority students approach them? 

 Sensitivity training for professors and student aides/tutors 
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o Possibly require a cultural class before you graduate? 

• Benefits for institutional employees (partners—GLBTQ) 

• Learning continues outside of the classroom—need to improve this 

o Go out to lunch with your professor? How do you access your 

professor? 

o Graduate and professional programs seem to do this well at UW 

o Good link between undergrad and graduate programs would help 

facilitate this 

• Students themselves are raising money to start a new graduate degree program 

 

Quality / Efficiency 

• Bottleneck courses 

o Can’t get into the classes you need 

o Smaller classes needed 

o More faculty and less teaching assistants needed 

o Some bottleneck courses have been moved to online courses (don’t 

like them) 

 They are convenient, but you don’t retain the knowledge you 

would if you were in a classroom setting 

 Emphasize on the personal relationships you build with 

professor and fellow students 

 Doesn’t bring the same level of quality 

 Bulk of education needs to be in a classroom 
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 Online courses may be an option—just so you won’t be held 

back from graduating on time 

 Not interacting with students as much—freshmen and 

sophomores won’t get as much out of it—about half of the 

students don’t finish the course 

• Online courses 

o Integrating them into classes brings balance to the courses 

o Concerns about the quality of strictly online courses (depends on 

subject matter and the students/professor) 

• Students don’t want to be seen as “products” or “outcomes” when it comes to 

public policy 
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Open Forum at Central Washington University, May 19, 2006 

Approximately six students attended the forum, which included one sophomore, 

two juniors and three seniors. There were no staff members in attendance. 

 

Affordability 

• Tuition 

o Heavy on fees 

o Paying more tuition for less credits during summer quarter 

 Policies for schools to create a three-year baccalaureate 

program 

 Fourth year is “on the house” 

• Tuition models 

o High-tuition, high-aid model is no good 

 Hurts students who don’t qualify or whose parents won’t 

contribute money 

 Sticker shock 

 Jump through hoops 

 Students fouling up won’t make financial aid requirements 

• Financial aid 

o Not enough financial aid for summer quarter 

o High Latino population, but not enough financial support 

o Do good with GEAR UP but the students don’t get financial aid 

 CWU doesn’t have enough money to give out (tuition waivers) 
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 If inequity is corrected, access will be created statewide 

• Makes students feel equal 

o More state financial aid support 

o Conditional loans and scholarships will give you mixed results 

 Future teachers have to take out huge loans, but their salaries 

are not commensurate 

• Textbooks 

o New editions come out too often; too expensive 

o Some classes have only new books available 

o How do we speak out about it? 

o Cost being passed on to students 

o Can’t sell unbundled books back 

o Why don’t they do it like high school? 

o Sales tax exempt / or use it for higher education (S&A fees, etc.) 

o Institutions buy books for lower division general education classes 

 

Access / Retention 

• Academic advising 

o Need continuous advising 

• High school graduation standards need to be raised 

• Transitions 

o Can’t force students into learning/interest groups 

o More clubs using outreach 



CONNECT.ED - HIGHER EDUCATION, SOCIAL MEDIA & MILLENNIALS 71 

	  

• Statewide student advising system is good 

Campus Life 

• Student healthcare 

o Nominal fees / OK service, but could be better 

• Diversity 

o 62% Latino population in the tri-county area, 6% Latino population at 

CWU 

o CWU is a launching pad for faculty and staff—they don’t stay here 

long 

 Don’t have the money to offer for faculty retention 

• Access to professors is good 

• Dining—food is expensive 

 

Quality / Efficiency 

• Summer Session 

o You shouldn’t be punished for taking summer session 

o Upper classmen are more attracted to it 

o The cost makes it unattractive 

• Combine foreign language with study abroad? 

• Students taking extracurricular activities doesn’t allow for them to take 

night/weekend courses 

• Combining general education classes makes them more interesting 

(science/math with writing skills) 
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• Need quality education in the lower K-12 system 

• Miss one course and you miss out on the others because they are in a series 

• What does a baccalaureate degree stand for or mean these days? 

• Bottleneck courses are a problem 

• Online courses are good 
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Open Forum at Eastern Washington University, June 8, 2006 

Approximately 10 people attended the forum, which included two juniors and two 

seniors. A staff member of Disability Support Services and two members of University 

Relations represented the administration. In addition, three HECB staff attended. 

 

Affordability 

• We don’t want to be known as just “affordable” when we’re also high quality 

• Trying to keep fees down 

o Keeping fees relative to student growth/enrollment 

• Low tuition is the best form 

o First generation students, working two jobs, etc. 

• High tuition, high aid model is scary 

o Too many students would require aid 

o “Sticker shock” would cause students to go out of state, etc. 

• Students don’t know how much the state puts into the public institutions 

• Students don’t know why tuition increases 

• Financial Aid 

o Parents’ income is troubling 

 Students can get loans, but not grants 

 Shouldn’t look at parents’ income if they aren’t paying 

• Higher education is not an individual good, but a societal good; give more to 

society in return 

• Conditional loan programs 
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o Important to the state 

o Concern: goes against “personal interest” 

• GET Program 

o Great program but needs more marketing 

• Textbooks 

o Students are shopping online 

o Too many “new editions” 

o Difficult to return them 

o Wouldn’t be so bad if the professors actually used the textbooks in 

class 

o Unbundled books are okay but keep them in color 

o Shouldn’t have to pay for that extra CD that comes with it 

o Tax exempt would help—but wouldn’t account for much 

o Make them valuable in the education 

• Statewide scholarship clearinghouse 

o Could increase competitiveness 

o Would have a lot of students participate 

o Do you “cap” the award? 

 

Access / Retention 

• Statewide advising system 

o Good idea 

o Advisors here aren’t doing a good job 
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o Have to start at the university level 

• Transfer students 

o Having problems with credits transferring 

o Taking classes that they didn’t need to 

• Admissions standards 

o Less strict admissions standards are better 

o Holistic admissions is good 

 Depends on how the university wants to be seen 

 Who are they serving? 

• We give them the opportunity to be here, but then we don’t provide them with 

the resources they need to stay here and be successful 

o Need resources outside the classroom 

o Students are lacking information—better communication lines are 

needed 

• Math should be taught throughout high school and required 

o Need better math instructors (GTAs are not very effective) 

o Difficult to determine “math-ready” 

o Correlate high school and college math courses 

o Students need to know why they should take it 

 

Campus Life 

• Campus safety 

o Lack of blue light stations; more emergency phones needed 
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• Student involvement 

o Need more students getting involved 

o Address their needs 

o Need effective ways to advertise to students 

 Compelling message ideas 

 Let them know their opinion matters 

 Provide them with entertainment and food or technology 

 Added incentives 

 Dealing with difficult types of students these days 

 Students have a lot of indifference towards these events 

 Target students on specific topics 

• Healthcare 

o Could always be better 

o Non-traditional students need more 

o Need better quality 

o Prevention versus intervention 

 Need health development plan university-wide 

o Emphasize fitness and nutrition 

• Diversity 

o It’s always about race/ethnicity 

o What is “diversity?” 

 Needs to be defined 

o Get stuck on “cultural diversity” 
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 Cultural groups have segmented themselves 

 

Quality / Efficiency 

• Teaching 

o Need to be able to adjust the curriculum 

o Changes in higher education curriculum versus requiring more 

beforehand 

• Scheduling is a problem 

o Bottleneck courses 

o Cohorts are nice 

• Access to professors—recent divide between faculty and students 

o Difficult for faculty 

o Would like to see improvement; be empathetic 

o Professors should become more like “counselors” 

 Be more friendly in class 
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APPENDIX B: SOCIAL MEDIA GUIDELINES 

Social Media Guidelines 

The following social media guidelines are suggested to ensure quality messaging, 

timely response and authentic interactions. 

 

General Guidelines 

• All communication should be thoughtful, honest and appropriate. 

• Although updates may be deleted, it is possible that followers may have seen the 

messages before they were deleted. 

• Social media is about creating and sharing in the conversation. 

• Update often but do not overwhelm followers. 

• Create original content, repurpose and comment on messages from others, and 

actively listen and engage. 

• Respond to all messages in a timely fashion. 

• Be personal; have a voice. 

• Utilize news articles, links, photos, videos, events and other items in your 

messaging mix. 

• Actively seek out new people to engage and follow to help build your follower 

base. 
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Moderating Comments 

The following general guidelines should be used for moderating comments. These 

guidelines should be posted online for others to see and so that you can direct users to 

them if questions arise. 

Comments and thoughts are encouraged. We ask that all 

conversation should be thoughtful, civil and appropriate for all audiences. 

Please follow these basic guidelines when posting a comment: 

• Relevance 

• Appropriate language 

• Concise (comments may be edited for length and clarity) 

• Identify yourself 

We reserve the right to review all comments and remove 

comments that violate any of the above conditions. 

 

Guidelines for Individual Social Media Websites 

These provide more detailed information on the culture, logistics and best 

practices of individual social media websites. 

 

Twitter Guidelines 

• Use the organizational logo for the avatar. 

• Add a short bio. 

• Provide a URL to the organizational homepage. 

• Use a customized background for branding. 

• Use a casual, helpful and friendly tone to establish trust. 

• Avoid posting more than 3 items in 24 hours, unless tied to a specific 

promotion. 
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• Post at least 3 to 4 times per week. 

• Use the @username when replying or referring to other Twitter members. 

• Retweet relevant items. Provide context or commentary if appropriate. 

• Acknowledge your followers when they mention you. Utilize #FF (Follow 

Friday). 

• Re-read tweets for clarity, appropriateness and interest before posting. 

• Spell-check tweets before posting; use shorthand as necessary. 

• Stay under 120 characters if possible, to facilitate easy retweeting by others. 

• Actively follow users of interest, including those who follow you. Avoid 

following spam accounts and robots, or profiles that could reflect poorly upon 

the organization. 

• If possible, have only one person update the Twitter account, for consistent 

voice. If someone else must update, consider identifying the new user 

(convention is to use ^initials, e.g. ^LK). 

• Your tweets should have a strong mix of your own updates (content you 

generate) and replies. 

• Account login and information should be stored securely for retrieval by other 

members of the organization should the need arise. 

 

Facebook Guidelines 

• Utilize a “Fan” Page for the greatest exposure and to implement metrics. 

• If possible, have only one person update the Facebook account, for consistent 

voice. 
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• Use page customization features such as FBML, widgets and applications to 

enhance the user experience. 

• Include the URL for the organizational homepage. 

• Re-read status updates for clarity, appropriateness and interest before posting. 

• Spell-check status updates before posting. 

• Avoid posting more than 3 items in 24 hours. 

• Post new items several times per week. 

• Use the @ symbol to tag other Facebook users in status updates. 

• Use the organizational logo for the main profile graphic. 

• Utilize the moderating comments guidelines; share with your audience. 

• Actively build the page by adding photos, videos, event postings, etc. 

• Use Facebook ads for additional promotion. 

• Account login and information should be stored securely for retrieval by other 

members of the organization should the need arise. 
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Appendix C: Social Media Report 

Metric Current Prior # Change % Change Comment

Fans (Likes)

Unsubscribes (Unlikes)

Monthly Active Users

Total Content Likes by Users

Comments by Users

Mentions by Users

Wall Posts by Users

Video Posts by Users

Discussion Posts by Users

Reviews by Users

Photo Views

Audio Plays

Video Plays

Tab Views - Wall

Tab Views - About Us

Tab Views - Reviews

Tab Views - Photos

Tab Views - Discussion Board

Tab Views - Information

Top External Referrers

Top Age Range

Top City

Metric Current Prior # Change % Change Comment

Followers

Following

Listings

Updates

Total Clicks

Top Clicks by Region

Top Referrers*

Klout Score

Klout | Influence

Klout | Reach

Klout | Amplification

Klout | Influencer Engagement

Klout | Most Influential Topic

Klout | Top Retweet

Klout | Top Shared Link

Twitalyzer | Impact Score

Twitalyzer | Potential Reach

Trackable URL #

Trackable URL #

Trackable URL #

Direct Click

Twitter.com

Facebook.com

Etc.

Social Media Analysis

Organization Name
Period

Date - Date

Facebook

Notes, Analysis & Recommendations

Twitter

Top 3 Tweets by # Clicks

Message

Message

Message

Notes, Analysis & Recommendations

*Top Referrers
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