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Strategic framework 

• Goals 
 Major Goal: increase doctoral 

applications and ultimately, doctoral 
enrollment through increased brand 
awareness  
 Critical to increase applications 

and/or yield to maintain quality during 
doctoral enrollment growth 

 Secondary Goal: to promote successful 
launch of new Professional Master’s 
programs 

• Important Shifts  
 Targeted ad and email campaign 
 Cohesive handles 
 Constant use of images and videos 
 Consistent branding and aesthetic 
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• Who? | Identify your target population(s). 
 

• What? | Identify the type of content you will communicate, for 
each population, for each platform. 

 

• When? | Identify a good entry point in the calendar to launch 
your new strategy and social presence. 

 

• Why? | Have an answer to this.  This speaks to the way you 
communicate. The content you communicate. And, it will ultimately 
drive your social strategy. 

 

• How? | How will you manage this work, maintain it, and ensure 
that it evolves with the times, the platforms and your target 
populations? 

First steps 

 



Communicating with graduate prospects 
• Importance of tone 

 Inclusive 
o Be conscious of the diversity of the audience 
o Speak to all 
o Avoid aligning with specific values or belief systems 
o Be consistent with institutional messages 

 Approachable  
o Opportunity to be more conversational than the tone of more 

official communications 
o Balance approachability with professionalism  

• Keep expectations flexible 
 Some needed directions may be challenging to achieve 

 Ex: User Generated Content is a big value added bonus. But, 
graduate students are quite uncomfortable on camera, thinking 
about social in a way that takes them just beyond their own basic 
use. Makes getting student made videos and images from their 
perspective a challenge. 



Platform selection 

• Meet people where they are  
 Choose platforms that graduate prospects use 
 Must understand where your demographic spends their social 

media time 

• Fit of platform and message 
 Popularity should be balanced with fit 
 Not all platforms are the right format for intended message 

 Examples: Snapchat, Pinterest 

By the Numbers: between 
October 2016 and April 2017, 

our demographic was far 
more likely to engage in social 

media via mobile devices 
versus desktop 
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CRM e-mail campaign plan 





Initial message inviting application 



Admission message  



Social Media Strategy &  
Growth by Platform 

 



Which social medial channels to use? 

Survey responses 

Twitter Facebook Instagram LinkedIn



Social media management software 
 Schedule posts 
 Ability to plan, populate 

and edit posts in 
advance 

 “Needs Approval” 
feature places a hold 
on select posts to allow 
for review 

 Background tracking of 
platforms for basic metrics 

 Integrates and tracks the 
bit.ly shortner 

 Reduces staff time and 
allows for better overall 
strategy integration 
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Platform focus: Facebook 
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• In 2010 – not a major 
place for engagement 

• In 2016 – engagement 
in organic posts often 
outperforms Facebook 

• Characteristics 
 140 character limit: soundbites 

and teasers, not dense content 
 “Real-time” feel: reduces 

saturation for consumers 
 Instant response/feedback from 

followers 

• Other Ways to Engage 
 Share live account of events  

allows remote participation 
 Polls  generate engagement 

 
 

Platform focus: Twitter 
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Platform focus: Twitter 
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• Launched in 2010 
• “Video is King”  
 Video as a critical window into UCI, graduate 

education, constituent experience which 
provides a feel for who we are 

 Provides an important searchable 
archive/library for video content that can 
always be referenced in other platforms 

• Linkability 
 Can link to YouTube videos from other Social 

Media channels 
 Ability to highlight other social channels on 

YouTube 
 

Platform focus: YouTube 
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• Launched in 2016 
• Unique Characteristics 
 Focus on professional development 
 Opportunity to maintain connection w/alums 
 Ability to link to other social channels 
 Nature of content and voice must shift to 

reflect professional stance 

• Challenges 
 Newest platform;  
 Takes time to gather same level of followers 

as other platforms 
 Different content, different strategy 
 More expensive ad cost-per click (CPC) 

 

Platform focus: LinkedIn 

 



Personal LinkedIn account 



• What is a Klout Score? 
 A number between 1-100 that represents a user’s 

influence on Social Media 
 Greater influence yields a higher Klout Score 
 According to experts:  

o 60+, and you’re doing pretty good, takes work to maintain 
o 80+: rockstar status  

• The power of a strong Social Media 
strategy that is also multi-faceted is 
evident via Klout: great measure of 
performance in one value  
 UCIGD Klout Score at the time of ad launch: 44 
 UCIGD Klout Score 6 months into our ad campaign: 53 

• How to Increase your Klout Score? To start… 
 Increase followers/likes AND diversity of followers/likes 
 Achieve active engagement in social (beyond likes and     )   
 Increase number of active platforms and activity on each 
 Run an active ad campaign 

 

Overall social media growth 

 



Professional Master’s programs growth 
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• Communicate with other units on campus 
 Make note of other Social Media accounts. Actively tag, like, retweet, share, etc. 
 Speak with the managers of these accounts to get a sense of different strategies, 

what works, what doesn’t in their experience 

• Maximize connections 
 All connections in Social matter 
 Garnering attention (via engagement) from accounts with larger followers will pay 

off in your reach, following, and ultimately your Klout Score 

• Designate social media staff 
 Assign a staff member, student or volunteer the responsibility of monitoring social 

activity, developing content, scheduling posts, noting changes within platforms, 
capturing special events, daily images and videos, tracking metrics and more 

• Solicit graduate student opinions & input 
 Student Working Group  

 Start-up in-progress at UCI  

 Engage students (or your target population) directly as part of your strategy 

 

Maximize existing resources 

 



Questions? 
 
 
 
 
 

 @UCIrvineGD  
  

 @UCIrvineGD  
  

 @UCIrvineGD 
  

 UC Irvine Graduate Division  
  

 UCIrvineGD  
  

 flickr.com/photos/ucigd/ 
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