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New Social Media Mindset  

• Community building – create connections among parents  
• A way to tell your story 
• Connects to our mission of supporting student success 
• Personal/less formal  
• Allows you to debunk myths 
• Get a sense of how parents feel/think 
• Respond quickly in difficult situations 
• Showcase resources 
• Provide a window into your university  
• And more!  



Where to Begin? 

• Don’t worry! We do not 
need to be on every 
social media network. 

• What are your goals? 
• Who is your audience? 

Where are they at?  
• Join the conversation 

with campus 
experts/groups  



Look Sharp 

• Utilize your communications 
department  

• Update cover photos with the 
seasons  

• Have your crest/university logo 
appear somewhere on your 
account 

• Myth: Social media is a throw-
away marketing strategy*  



Build a Strategy  

• Content balancing 
• Academics 
• Research 
• Athletics 
• Student Life  

• Define your voice 
and tone 

• Myth: Use an 
institutional voice. 



Who Does All of This? 

• Identify support in before you start  
• Start small – scale up, not back  
• Utilize students – especially those who may already 

have experience/writing skills  
• Plan your posts, but be aware so that you can change 

content/adapt 
• Myth: All you need is social media.* 

* Mirman, E. (2013, February 15). 30 Terrible Pieces of Social Media Advice You Should Ignore. Retired from 
blog.hubspot.com/blog/tabid/6307/bid/34180/30-Terrible-Pieces-of-Social-Media-Advice-You-Should-Ignore.aspx 



Key Terms Defined   

•Reach: Potential audience size – how 
many people are seeing your content in 
their news feed 

•Engagement: How people are interacting 
with your content – shares, likes, 
comments 

•Audience: Your market – in this case, 
parents and family members 

•Campaigns: Coordinated marketing effort 
 



What makes a post work? 



• Share photos from 
other institutional 
accounts 

• Share photos from 
students and 
community members 
(make sure to 
provide photo credit)  

• Original content often 
performs better than 
shared content  

• Images are ”look 
bait” and take up 
more screen real 
estate 

Pretty Photos 



•What’s unique to 
your community? 

•Showcased State 
Capitol  

•People are excited 
about changing 
seasons/weather 

•Parents want to 
have a window into 
what their students 
are experiencing– 
creates connection 

Showcase the Seasons 



•My audience likes 
hearing from other 
parents  

•The video was 
funny and relatable  

• Just make sure to 
read/watch the 
content from start to 
finish and ensure 
it’s appropriate for 
your 
audience/brand 

Viral Videos 



•Celebrating recently 
admitted students 

•Very shareable – 
people want to tell 
others about happy 
news on their 
personal pages 

•Drives new 
followers/new 
parents and family 
members to my 
account 

Celebratory Posts 



•Allows you to 
showcase content 
beyond pretty 
photos and Athletic 
wins  

•Supports our 
program goal of 
parents feeling like 
their student made 
a good choice 
attending UW 

Points of Pride  



•Not just rankings 
•People are excited 
about positive 
programs and 
services 

•Especially 
interested in 
programs that 
directly support 
students 

Points of Pride  



•My audience is less 
interested in alumni 
or faculty stories 

•More interested in 
stories that spotlight 
a student 

Student Stories  



•Provides an inside 
look at the student 
experience 

•Makes your 
audience feel 
included and “in-
the-know” 

•Successful when 
the story contains 
compelling images  

“Behind-the-scenes” Looks 



Strong Pull Quotes  

•Pull quotes = key 
phrase or quote 
pulled from an 
article 

•Allows your 
audience to 
connect with the 
content without 
reading the article 



What makes a post…not work? 



• Okay reach – 
Facebook favors 
articles from major 
outlets, like NY 
Times  

• Helpful content – but 
too “informational” in 
nature for my 
audience 

• The quote I chose to 
pull wasn’t 
clear/didn’t tell them 
much 

Highly Informational Content 



•  Decent reach – low 
“likes” shows that 
the content was not 
compelling 

•Newsletter article 
had a high click-
rate and web hits 

•Topic parents ask a 
lot about  

•My audience cares 
about this content, 
but not on social  

Social Isn’t Always the Best Medium 



• Good pull quote – spoke 
to something parents 
care about 

• In order to really 
understand the content, 
you had to leave 
Facebook to watch a 
video 

• My audience is less 
interested in alumni 
stories  

•  Very low reach – 
Facebook does not favor 
content from YouTube  

• Upload videos directly to 
Facebook for maximum 
reach  

YouTube Content on Facebook 



• Content should have 
a broad appeal – this 
was information for a 
highly segmented 
audience 

• Link displayed 
strangely without 
preview text or a 
photo  

• Performed well in my 
group, but not on the 
page – no two social 
networks are the 
same 

Too Niche 



•That’s okay! 
•Part of the fun with 
social is 
experimentation – 
helps you learn 
your audience 

•A similar post to this 
performed much 
better on Twitter 

And Sometimes, it Just Doesn’t Work 



Brand Management 



Facebook Pages vs. Groups 

• Segments your audience on Facebook – takes away from 
engagement on your Facebook Page  

• Problems can seem larger, but so can successes  
• Facebook Pages are becoming more pay-to-play 
• If you’re not in the space, they will be – who do you want driving 

the message?  
• A lot more considerations with a group 

• Who can post?  
• Who can join?  
• What account will you use? 
• Open/closed group  
• Checking for legitimate accounts  

 

 



Challenging Situations 

• Address it 
• Be informative, not defensive  
• Do not delete  
• Stay calm and be kind  
• Offer solutions  
• Be human, apologize if needed  
• Let parents respond  
• Follow-up directly 
• Utilize your community standards  
• If a tragedy occurs, go silent, unless you can directly relate to it.   



Our Community Standards 
• Welcome to the Badger Parents and Families Group! This group is hosted by the UW-

Madison Parent and Family Program, a service dedicated to keeping parents and 
family members connected to the university so that they may support their 
student’s success. We invite you to make this a relevant forum and ask that you post, 
interact, ask questions and discuss topics relevant to the UW-Madison 
experience. UW-Madison parents, family members or anyone who supports a student 
are welcome as members. 
 

• This group is a safe space that supports diversity and tolerance and is intended 
to foster civil and productive discussion. While UW-Madison welcomes and 
encourages postings from group members, the university reserves the right to block 
individual accounts and/or remove comments, links, photos or other content. For more 
information about appropriate use of this page, please refer to the UW-Madison Social 
Media Statement, found here: http://www.wisc.edu/social-media-statement.php. 
 

• The UW-Madison Parent and Family Program moderates this group and will 
answer questions and give feedback. We respectfully reserve the right to use photos 
and comments. 
 

• You can always contact the Parent and Family Program directly with comments or 
questions. Reach us by phone, email or chat: https://www.parent.wisc.edu/ask.html. We 
look forward to connecting with you!  



Emergency Response 



•Proactively 
addressed campus 
safety  

•Generated a huge 
reach and tons of 
parent comments 

•Helped educate 
families about a 
serious topic, while 
making them feel 
good about our 
efforts  

Proactive Outreach 



• Using the Notes 
feature on your 
Facebook Page can 
help you inform 
families without 
having to alert 
thousands of folks in 
your database  

• How do you share 
campus safety 
alerts? 

• Important to think 
about strategy in 
advance with 
communications 
office and campus 
police  

Sharing Critical Information 



Tips and Tricks 



Let Compelling Content Work for You 



Repurpose Good Content 



Repurpose Good Content 



Facebook Live Stream Large Events 

•Free 
•Huge reach  
•Builds your 
followers  

•Work with your 
communications 
department  



Write Easy-to-Use Hashtags 

•Not too generic  
•Useable in a 
sentence  

•Specific to your 
event 

•Short and easy to 
remember  

•Easy to use 
#BadgerFamily for 
multiple 
events/campaigns 
 
 



Tie into Campus Campaigns  



Analytics and Assessment 



Facebook Insights 



TweetDeck 



Grytics – Paid Platform for Facebook Groups 



Grytics – Post Statistics 



Grytics – Member Statistics  



Grytics – Identify Stakeholders 



What’s Next? 



Facebook Live in Facebook Group 

• Strengthen community 
between me and our 
parent/family community 
in the group 

• Humanize the institution 
• Provide the feeling of 

“exclusive access” to 
parents – behind-the-
scenes look feels like a 
gift  

• Potentially replace our 
web chats? 



Shareable Fun 

blah 



What are your best 
practices? 



Thank you!  
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