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The Social Campus
 How Social Media is Transforming Higher Education 

Emerging social technologies are revolutionizing 
the communication landscape for higher education 
institutions. A decade after Mark Zuckerberg created 
Facebook in his college dorm room, people expect 
more transparency, access, and immediacy in their 
interactions with colleges and universities. Social media 
pervades the modern campus, from the lecture hall 
to the football stadium. Its reach extends past the 
boundaries of the campus itself, pulling admissions 
candidates into the university community and keeping 
alumni engaged with their alma mater long after 
graduation.

With social media becoming ubiquitous in higher 
education, every institution must implement a campus-
wide strategy for the entire student experience. 
This report will describe how leading universities 
are successfully adopting social media within 
Communications, Admissions, Student Services, 
Athletics, and Alumni Relations. It will also show how 
these departments can use social media to coordinate 
their efforts, overcome shared challenges, and create a 
safer, more engaged campus.

 

ADMISSIONS STUDENT SERVICES

COMMUNICATIONS

ATHLETICS ALUMNI RELATIONS

Community

Ticket Sales

Brand 
Awareness

Networking & 
Employment 

Opportunities

Events

Campus Alerts

Game Day Buzz

Recruiting



3THE SOCIAL CAMPUS: HOW SOCIAL MEDIA IS TRANSFORMING HIGHER EDUCATION

The Evolution of the Social Campus 
Most higher education institutions have seen social 
media emerge organically in various administrative, 
academic, and athletic departments. These departments 
have developed social media programs largely in 
isolation from one another, sometimes sharing best 
practices but rarely coordinating their efforts under 
a joint strategy. A 2013 report from the Council for 
Advancement and Support of Education (CASE) showed 
that 83% of departments handle their own social media 
activities.1 

University departments have geared social media 
initiatives toward their own business goals, community 
responsibilities, and educational objectives. However, 
decentralized social media practices ultimately block 
collaboration among the numerous stakeholders that 
contribute to the student experience. Without shared 
strategies, technologies, and processes for social 
media, universities can create a confusing and risky 
communication environment that fails students and 
administrators alike.

The alternative vision is the social campus, where 
social media is an organizational priority and a 
shared responsibility. On the social campus, every 
department works within an overarching social media 
governance structure, yet is empowered to leverage 
social media in creative ways to meet its own objectives. 
University representatives from multiple departments 
participate in social communities not only to foster 
university-student relationships, but also to spark 
interdepartmental collaboration. With a coordinated 
strategy, the institution uses social media to create a 
common thread between every stage in the student 
lifecycle, from application to commencement and 
beyond.

From Aggregation to Integration
Several universities and colleges have aggregated all of 
their social media accounts into external “social media 
hubs” that are meant to serve as one-stop destinations 
for social media on the web. Some hubs are essentially 
directories, but the best of them feature curated social 
content from across the campus. 

While these public hubs can help people find new 
content and communities, their effectiveness is limited. 
Instead of confining social media to its own corner of 
the website, institutions should weave it into context 
throughout all departments and operations. As Georgy 
Cohen, co-founder of higher education content strategy 
consultancy Meet Content explains, social media isn’t 
“a separate, special unicorn that needs to reside in an 
organizational and publishing silo. Rather, social media 
is just one part of a smart communication strategy, and 
its true power is best revealed in integration with other 
platforms and mediums.” 2 

The higher education sector appears to be catching on. 
A survey of university and college professionals indicates 
that social media was woven into 52% of multi-channel 
campaigns in 2013, up from 41% in 2012. 3

2012 2013

Social Media in Multi-
Channel Campaigns
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Communications 
While some university administrations are now 
seeking to consolidate control over social messaging 
within a central hub, others are taking a more 
decentralized approach to outbound communication. 
Regardless of the organizational philosophy, university 
Communications departments have a vital role to play 
in coordinating and supporting social media programs 
throughout the institution. Administrators in the 
Communications office are now looking to develop 
brand consistency, strategic alignment, and a common 
metrics framework across campus that evaluates return 
on investment for social media efforts.

Audit the Institution’s Social Presence
In order to align every department’s social media 
strategy, the university Communications department 
needs to conduct a comprehensive audit of the 
organization’s social media footprint. Many higher 
education organizations already have publicly-available 
directories of social media accounts. These documents 
are a good starting point, but administrations should 
use automated and comprehensive methods to 
uncover every brand-related social profile, including 
unauthorized, fraudulent, and duplicate accounts. The 
audit should identify which accounts are active, who is 
responsible for them, and whether or not they are still 
attending or working for the institution. This allows the 
Communications team to uncover security risks and to 
gain visibility into the whole institution’s social media 
activity. The next step is to take control.  

Working with IT Services, the Communications 
department should lock down all university-branded 
social media accounts within a centrally-administered 
social relationship platform (SRP). Once the institution’s 
key social media assets are secured in the SRP, 
Communications can then provision appropriate levels 
of access to management, faculty and staff in various 

departments. By establishing a standard SRP, the 
Communications team protects the institution’s brand 
against security threats and enables every department 
on campus to collaborate effectively in social channels.

University Communications can then provide guidance 
to departments regarding when and how to create new 
social media accounts. With some direction and advice, 
stakeholders throughout the institution can maximize 
their social media success without setting up redundant 
or ill-advised profiles. Before creating a university-
related account, employees can ask:

�� Who is our audience, what is our goal, and what sort 
of content will we be sharing?

�� Do we have the staffing and resources to maintain 
the account?

�� Can our social media initiative be achieved through 
existing university accounts?

�� How will we collaborate with social media 
coordinators in other teams or departments?

�� Which platform is most appropriate for our 
objectives, and what other university accounts are 
already operating on that platform?

Support Efficient Workflows Across the 
Institution
Whether the Communications team wants to approve 
every outbound message or simply support other 
groups with policies and best practices, they are 
increasingly relied upon by other departments to help 
coordinate or guide interdepartmental workflows across 
the organization.

As a university expands its social media footprint, it 
must have processes in place for handing-off incoming 
messages between teams. Students expect universities 
to provide seamless customer experience on social 
media, regardless of which channel they use to ask 
a question or register a complaint. In particular, 
Admissions and Student Services require support from 
a wide variety of stakeholders, and Communications is 
uniquely positioned to facilitate such cooperation.

The need for effective coordination applies to 
outbound messaging as well. Institutions must ensure 

73% of 
Communications/
PR departments are 
responsible for creating, 
monitoring compliance, 
and enforcing 
institutional social 
media policies.4
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that messages are on-brand and approved before 
being published, and that social content reaches the 
widest possible audience. Therefore, Communications 
departments should promote an organization-wide 
content strategy that advances institutional goals. With a 
campus-wide strategy and platform, teams can:

�� Work together across the organization to curate, 
schedule, and cross-promote social content. This 
collaboration broadens awareness of university 
programs and allows various teams to grow their 
channel subscriptions.

�� Follow a common measurement framework for social 
media efforts. Departments are thus encouraged to 
conduct goal-oriented social media campaigns and 
refine their efforts based on reliable data. When all 
departments use common metrics and technologies, 
the Communications department can evaluate social 
media ROI for the whole organization.

Prepare for Crisis Communications
During an emergency, students, staff, and media outlets 
inevitably turn to social media to share and seek out 
information. When events are developing in real time, 
campus officials must be ready with an actionable 
plan for monitoring and communicating through social 
channels. There’s no way to improvise a proactive social 
media response to a public health incident, power 
outage, or a violent event on campus, but when the 
university integrates social media into its overall crisis 
communication plan, they can use it to provide accurate 
and timely information to constituencies both inside and 
outside the institution.

The university’s Emergency Management Group should 
regularly simulate a variety of likely scenarios — anything 
from a violent incident to a snow day. When events 
are developing in real time, campus officials must 
be ready with an prepared plan for monitoring and 
communicating through social channels. Rather than 
improvising a response on the fly, the institution 
should integrate social media into its overall crisis 
communication strategy:

�� Monitor multiple social networks for real-time 
information from students and other sources.

�� Centralize control of university social accounts in 
order to broadcast accurate and timely updates 
across all networks and prevent the transmission of 
misinformation.

Social Media in the President’s 
Office 

University presidents are responsible for 
nurturing lasting relationships between the 
institution and its students, their families, and 
the community at large. Not surprisingly, most 
presidents are embracing social media to 
break down barriers. In a 2012-2013 study, the 
University of Massachusetts Dartmouth Center for 
Marketing Research found that higher education 
executives are far more active on social media 
than their corporate counterparts: over half 
of college presidents studied are posting on 
Facebook (58%) and Twitter (55%), while 35% host 
their own blog. 5

Presidents should: 
�� Use their own authentic voice, channels, and 

tactics, but always with their audiences in 
mind. 

�� Offer a personal take on the day’s events and 
participate in campus culture by engaging 
directly with students.

�� Use their soap box to draw attention to faculty 
experts, and to promote student achievements 
in academia, athletics, and the arts.

�� Communicate the university’s strategic 
direction to all stakeholders and instill a 
transparent management culture.

Percentage of College Presidents Posting on: 

Facebook Twitter

Their Own Blog

58% 55%

35%
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Admissions
Admissions departments in higher education institutions 
are quickly learning that social media is an effective 
and cost-efficient way to engage with prospective 
students, drive traffic to application portals, and gather 
intelligence to steer their strategies. In 2012-2013, 
41% of school officials surveyed by the University 
of Massachusetts Dartmouth Center for Marketing 
Research responded that they could “directly attribute 
an increase in enrollments” to their social media 
efforts.6

The importance of social media is growing for 
prospective students, too: a study of American high 
school students indicates that 75% of the class of 2013 
used social media in deciding where to enroll, up from 
39% for the class of 2012. Of those students who used 
social media in their decision making, 38% said it had 
influenced their choice of school.7 Given the online 
habits of today’s youth, it’s vital to engage prospective 
students in the social media channels where they seek 
out admissions advice and share their opinions with 
peers. 

Begin with Listening
Admissions departments that want to connect with the 
next generation of students on social media must begin 
with a comprehensive plan for listening. The institution’s 
main social media accounts are obvious channels 
to monitor for wall posts, comments, and mentions; 
however, prospective students reach out to schools 
at a variety of social touchpoints, not all of which are 
managed by university Admissions or Communications.

Prospective students often post Twitter messages 
about universities and colleges without referencing their 
official account handles. They also share their thoughts 
on external review sites, blogs, and forums. Admissions 
departments can cast a wide net to discover this activity, 
using a social relationship platform with comprehensive 
listening capabilities to filter messages for relevance and 
sentiment.

In order to move the needle on enrollment targets, 
the Admissions department should incorporate social 
media listening into its overall strategy for relationship 
management. By pulling intelligence from social media 
into their CRM technology, Admissions staff are able to 
bridge the divide between an online persona and an 
application record. With a socially integrated view of 
admitted students, they can make better predictions, 
lose fewer recruits to competing schools, and hit 
enrollment targets.

75% of the class of 
2013 used social media 
in deciding where to 
enroll
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Drive Enrollment with Engagement
Armed with better intelligence through the use of social 
media, Admissions counselors can employ a number of 
engagement tactics to convert recruits into registrants:

Social media allows Admissions counselors to initiate 
personalized, two-way dialogues with prospective 
students and show them the kind of experience they 
can expect from the institution. 

Instead of simply telling prospective students that their 
university is great, the Admissions department can 
provide real value by answering students’ questions with 
a human voice. The department can also proactively 
solicit questions from students to make sure every 
applicant understands the admission process. The 
University of Northern Florida, for example, uses Twitter 
to invite applicants to inquire about their application 
status, then tells them when to expect decisions. 

Once applicants receive their admissions letters, the 
Admissions department must make sure they choose 
to enroll at the institution. Today’s high school students 
use social media to share the elation of being admitted, 
often posting photos of their acceptance letters on 
Instagram, Twitter, and other channels. The Admissions 
department can reach out to these admitted students 
to congratulate them, share their excitement, and 
encourage them to sign up for orientation.

Create an Online Community
About 50% of students researching schools want to 
connect with current students.8 Therefore, Admissions 
counselors should leverage the student body on social 
media, much like they already enlist current students to 
provide campus tours. By directing prospective students 
to social media communities where current students are 
active, they can reveal campus life and create an early 
emotional connection.

Share Experiences
Admissions counselors should curate and share the 
most engaging social content from across the campus, 
whether it’s generated by official university accounts, 
students, or faculty. For example, they can share the 
football team’s game-day Twitter feed with an athletic 
recruit, the Vine videos of an acapella group with a 
musically-inclined applicant, or the Tumblr page of the 
Astronomy department with a budding scientist.
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Student Services 
The broad mandate of the Student Services department 
is reflected by the sheer variety of inquiries and issues 
they now face on social media. Students have always 
had questions and concerns about financial aid, housing 
and residence, orientation, counselling services, and 
public safety, but social media has brought them out 
into the open. By communicating with a human voice 
and in a timely manner on public channels, Student 
Services departments not only provide value to 
students, but gain a deeper understanding of the issues 
that matter to them. 

A growing number of universities and colleges are 
seizing the opportunity to prove that they care about 
students’ well-being. In 2013, 89% of higher education 
institutions looked to engage current students on social 
media, marking a drastic increase of 20 percentage 
points over the year before.9 

Here’s how they are doing it:

Immediate Response
Staff can monitor student feedback and comments 
on social media in real time, and address problems 
before they escalate. Using keyword search streams 
and intelligence tools, university representatives can 
uncover messages that aren’t directed to the university’s 
official channels. By engaging in the social communities, 
blogs, and forums that are popular among students, 
administrators are able to proactively resolve issues and 
also provide greater visibility for their official channels 
and resources.

An effective customer service strategy requires 
teamwork from every group in Student Services. Teams 
must define who is responsible for monitoring each 
channel and know where to route incoming messages 
that can’t be resolved within a single team. Working 
together, they can accelerate response times and 
make sure all students are served. If they assign and 
resolve messages quickly, they also reduce the volume 
of support requests because the correct information is 
made available to other students.

Resolving student inquiries on public channels is 
not without its challenges. Administrators in Student 
Services must balance the need for efficient customer 
service with the imperative to protect student privacy. 
Here’s what Student Services departments can do to 
stay compliant with institutional policies and regulatory 
requirements:

�� Provide staff with guidelines for taking conversations 
offline and for removing student-generated content 
from public channels.

�� Employ automated systems to immediately remove 
non-compliant messages that have been erroneously 
published by staff or students, including credit card 
information, account numbers, and other private 
data.

In 2013, 89% of higher 
education institutions 
looked to engage 
current students on 
social media
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Build Campus Culture and Promote 
Events
Student Services departments are increasingly using 
social media to enrich the student experience by 
promoting clubs, activities, and events. Staff can 
leverage the institution’s main social media accounts to 
re-tweet, re-pin, and re-share social content from across 
the wider community. This cross-promotion raises the 
profile of niche groups and helps students organize 
themselves around shared interests. 

When looking to engage students in campus culture, it’s 
critical to bridge the online and offline worlds. Here’s 
how: 

�� Leverage location-based services like Foursquare 
to enhance student affinity for campus landmarks, 
venues, and facilities. 

�� Use hashtags to promote events across multiple 
social networks and help like-minded students form 
connections.

�� Cross-promote compelling content on visual 
channels, including Instagram, Vine, Youtube, and 
Tumblr.
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Athletics 
The Athletics department is crucial to the reputation of 
many higher education institutions, especially those in 
large athletic conferences. A successful sports program 
not only raises revenue, but allows the community, 
alumni, and prospective students to connect 
emotionally with the institution. Athletics directors often 
refer to their department as the “front porch of the 
university.” Using social media, the athletics department 
can make the front porch bigger, more entertaining, and 
more welcoming than ever before. 

Drive Fan Engagement
Athletics departments are leveraging a variety of social 
platforms to expand the fan experience. They use 
compelling visual mediums such as Instagram and Vine 
to take fans behind the scenes, and provide live, in-game 
updates on Twitter. Some of the biggest and most active 
fan communities are on Facebook, where Athletics 
programs promote interaction among supporters and 
stir up friendly debate with rival fan bases. 

Contemporary sports fans want to be active 
contributors to the success of their favorite Athletics 
programs, rather than passive observers. In social 
media, they have powerful new outlets to share their 
passion with fellow supporters and evangelize the 
brand to future fans. Their social contributions can 
help improve the reputation and recruiting efforts of an 
Athletics program, and therefore its on-field success. 
It is imperative for Athletics departments to harness 
this energy for maximum brand exposure and fan 
engagement.

Implement an Intelligence Strategy
Making sense of all the social media activity around 
a college sports brand is challenging. However, with 
a prepared strategy for listening, engagement, and 
analytics, Athletics departments can gain an intimate 
understanding of their supporters. They can discover 
exactly which players, rivalries, and in-game moments 
are driving fan engagement and build those concepts 
into their marketing strategy across all media channels. 
Using social media intelligence, Athletics programs can 
also identify their most creative and passionate fans. 
They can then respond to these supporters and reshare 
their content to the wider community, giving them a 
feeling of ownership in the brand.

Protect the Brand with Content 
Moderation
Social media’s bias toward inclusive participation also 
exposes higher education brands to new risks. Fans 
can cross the line between friendly rivalry and hate 
speech, blighting an athletics program’s Facebook page 
or Youtube comment section with racism, homophobia, 
and violent threats. Failure to remove such speech is 
inevitably viewed as a tacit endorsement, so athletics 
departments are now being called upon to moderate 
very large volumes of user-generated content. 

Since manually reviewing every message is a 
monumental task for even the best-staffed social media 
team, scaleable technologies should be employed. 
Working together with the university Communications 
department and IT Services, the Athletics department 
can automate content moderation with natural language 
algorithms that delete undesirable content or flag it for 
review.

In 2012, the University of Oregon Athletics department 
launched the Quack Cave, the first social media 
command center in college athletics. From this hub, 
student volunteers are able to monitor all activity related 
to University of Oregon Athletics across multiple social 
networks.
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Enhance Recruitment
Social media has revolutionized the way coaching staff 
build relationships with high school athletes by putting 
them in close contact throughout the recruiting process. 
According to Mark Pantoni, The Ohio State University 
football program’s director of player personnel, social 
media is “an everyday deal.” On National Signing Day, 
2014, Pantoni told reporters, “A lot of kids hate talking 
on the phone... It’s easier for them to talk on social 
media. You have to use it and be good at it.”10

Boost Ticket Revenue
While many still struggle to quantify the ROI of social 
media in driving sales or event attendance, some 
Athletics departments are now using sophisticated 
methods to calculate the direct impact of their social 
strategies on ticket and merchandise revenue. By 
integrating social media publishing and web analytics 
technologies, Athletics programs are able to conduct 
end-to-end tracking of social media campaigns to online 
stores and ticket portals. 

Social Media in Action 
The University of Tennessee football program garnered attention across the NCAA in 2014 with one of the top 
recruiting classes in the country, despite having posted four straight losing campaigns. A key to the program’s 
success was the concerted social media campaign of head coach Butch Jones. Every time Jones made a Twitter 
connection with a student, he publicly demonstrated the accessibility of the coaching staff for other potential 
recruits. 

Jones was assisted on social media by an early recruit, Vic Wharton. Over 13 months of tireless peer-recruiting, 
Wharton reached out to other recruits with “probably thousands” of phone calls, text messages, Twitter posts 
and other social media interactions. Wharton’s social recruiting was instrumental in convincing other top 
athletes to join him at the University of Tennessee.11 Working together, the school’s social media champion and 
his future coach proved that open communication can inspire team loyalty before the season even kicks off.
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Alumni Relations 
Alumni Relations is far and away the most common 
application of social media in higher education. A 2013 
survey by the Council for Advancement and Support 
of Education (CASE) showed that 97% of U.S. colleges 
and universities are using social media to engage 
alumni. Furthermore, 81% of all campaigns involving 
social media were focused at least in part on alumni 
engagement.12

Strengthen Fundraising
With social media usage on the rise in every 
demographic, development offices should incorporate 
social media into their outreach and fundraising for 
both young and old alumni. 

Alumni giving statistics reveal that early donations lead 
to long-term donor retention,13 so it is vital to cultivate 
relationships with young “digital natives” through social 
media. Millennials spend about 1.8 hours every day on 
social media, and more than three-quarters of them 
have created a profile on at least one social networking 
site.14 Older classes of alumni can also be found on 
social media. In late 2013, 45% of internet users age 65 
or older used Facebook, up from 35% who did so in late 
2012.15

With such a broad selection of alumni using social 
media, it is not surprising that many development 
professionals now use social media to solicit annual 
fund donations and capital campaign contributions. 
By integrating their social media campaigns with web 
analytics platforms, they can calculate the dollars 
directly generated from these solicitations. However, 
social media’s overall impact on fundraising is far greater 
than such figures alone might suggest. 

According to CASE, the most popular use of social 
media for fundraising is keeping donors up to date on 
institution news. Other common fundraising tactics 
include thanking donors for their contributions and 
inviting donors to donor events.16 All of these tactics 
increase the number of touchpoints between the 
institution and its alumni, leading to greater donor 
engagement and retention.

Relationships between alumni and the institution may 
include multiple online and offline interactions, so 
donations are not always directly attributable to a single 
channel. Development offices can gain a more holistic 
view of their success in social media by supplementing 
their direct revenue figures with other metrics, such 
as engagement volume, click-through rates to their 
website, and event participation by members of social 
media communities. If they incorporate social media 
data into their CRM records, they can also determine 
which donors are members of social communities 
and which are not. This allows them to compare the 
donation statistics of different groups and determine 
the ROI of their social engagement more accurately.  

Relationship Management for the Long 
Haul
Universities must think of relationship management 
in terms of the entire student lifecycle, which begins 
at matriculation, rather than graduation. Therefore, 
Alumni Relations cannot be the responsibility of a single 
department. 

When they graduate college or university, students are 
thinking about job prospects and major life decisions. 
Countless other brands are competing for their 
attention, and the Alumni Relations department cannot 
afford to play catch-up in the race for social media 
connections. After four years of student engagement, 
the university should be able to seamlessly transfer 
existing social media relationships to the Alumni office.

97% of U.S. colleges 
and universities are 
using social media 
to engage alumni.
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One way to pass the baton is to encourage current 
students to engage with alumni on LinkedIn, Facebook, 
and other social channels, even before they graduate. 
In doing so, the university can facilitate employment 
opportunities for students and demonstrate the mutual 
benefits of a long-term relationship with the institution, 
both online and offline.

The development office should also consider how social 
media can be used to maximize the lifetime value of 
graduating seniors who contribute donations to their 
senior class gift. According to Campbell & Company, 
a U.S. firm that counsels nonprofit organizations in 
fundraising, only one in five students who give to their 
senior class gift are retained as donors the year after 
graduation.17

Leverage Online Ambassadors
In order to stay relevant, universities and colleges 
need to be present in the online channels where 
alumni spend their time. They can do so by cultivating 
relationships with former students who enjoy strong 
blog followings and influence on social media. With a 
concerted strategy, the university can convert these 
alumni into online ambassadors and give them social 
content they can share with their own networks. These 
individuals not only expand the brand’s social reach, but 
also influence fellow alumni to attend events and donate 
funds.

Build a Stronger University
Alumni can give back to their alma mater in more ways 
than just financially. They have a deep and diverse 
pool of knowledge that higher education institutions 
can draw upon for curriculum development and other 
program improvements. Therefore, the social media 
strategy of the Alumni Relations department should help 
alumni build the future of the university with their minds 
as well as through their financial contributions.

Alumni Relations professionals can solicit and monitor 
feedback from former students in multiple social media 
channels, including the institution’s official LinkedIn 
University Page and unofficial groups on LinkedIn and 
Facebook. They can also look for unsolicited feedback 
on open social channels and the web, using keyword 
searches and content discovery tools. This monitoring 
can reveal the pulse of the alumni community: how they 
are reacting to new executive hires, strategic initiatives, 
fundraising campaigns, and more. 

With an organizational strategy for social media 
intelligence, the benefits of alumni feedback and 
expertise can be felt throughout the institution. Alumni 
Relations should work with university Communications 
and IT Services to create workflows for disseminating 
information to other departments. This information-
sharing can occur at the tactical level through message 
assignments, and at a strategic level through periodic 
reporting. 
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The Future of the Social Campus
The development of the social campus has already 
begun. It is advancing simultaneously with the digital 
revolution in education, which is challenging universities 
and colleges to rethink the way information is imparted 
to students. As the benefits of open communication 
and social collaboration become even more apparent 
in the classroom, institutions will empower a larger 
and more diverse cross-section of their staff and 
faculty to participate in social media initiatives. Every 
employee will be given the platform and training they 
need to collaborate at scale, both within the institution 
and externally. New insights will emerge from social 
media intelligence, allowing universities and colleges to 
capture and expand institutional knowledge. Emerging 
in real time, these insights will drive better decisions 
by students, staff, and other constituencies. Most of 
all, social media will continue to deepen relationships 
across the institution.

The Communications department will lead the 
way, helping other teams align their strategies and 
technologies. In the Admissions office, counselors will 
build connections with applicants and convert them 
into registrants. From the time they enroll until the day 
they graduate, students will receive rapid service from 
the institution through a variety of social channels. As 
alumni, they will maintain connections with their peers 
and loyalty to their school. Through it all, the Athletics 
department will engage recruits, athletes, and fans, 
driving success both on and off the field. 
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