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Harnessing Social Media and Student Research 
to Support Enrolment Strategy
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Manager, Social Media and Media Relations 
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Today’s Presentation 

● Most popular platforms among PSE students

● What it means for MarComm professionals

● How social media supports recruitment strategy

● Enrolment research’s impact on social media strategy 

● Best practices in MarComm/ Recruitment team 

collaboration

● Social media analytics

● Conclusion
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Social Media Research (StudentVu)

● A cross-country community of 5,000 current, 
former, and future PSE students

● Constant engagement through surveys, a 
monthly newsletter, contests, and more.

● The survey received 1,706 completed 
responses



12/7/17

4

Younger Respondents 

● For students 17 and younger, 
Instagram and Snapchat were virtually 
neck-and-neck with Facebook.

● 81% of this group used Facebook, 
77% used Snapchat, and 74% used 
Instagram.
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Engaging with PSE Institutions

● Overall, Facebook had the largest proportion of 
users who said that they used this platform to 
engage with their PSE institution (30%). 

● Instagram (16% of users) and Snapchat (6%) had 
significantly lower proportions of users who 
engaged with their school.

● Platforms like Google+ (25%) and LinkedIn (24%) 
were more commonly used for this purpose than 
Instagram, Snapchat. 

What it means for MarComm 
Professionals
● Adjust current social media strategy 

and allocate resources wisely 

● Look ahead and plan future strategy
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Supporting Student Recruitment 

● Focus your social media efforts

○ #1 Recruitment 

○ #2 Retention 

Recruitment Materials 

12
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Marketing Partnerships
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Forging bonds before students arrive
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Forging bonds before students arrive
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Forging bonds before students arrive 
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Forging bonds before students arrive
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Forging bonds before students arrive
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Student-driven content
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Student-driven content

20
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Our friend Panesar

Our friend Panesar
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Our friend Panesar

Our friend Panesar
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Our friend Panesar

Enrolment Research 

● The Acceptance Declined StudyTM (ADS)

● Creates profile of students who decline an offer of 
admission

● Looks at Key Decision Factors

● Understand what marketing tactics are resonating 
or not resonating with decliners 
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Enrolment Research

● Offers data specific to those who declined your 
school’s offer of admission

● Rates your school’s success across a number of 
categories compared to your biggest recruitment 
competitors

Findings from 2017 ADS reports 

● 16% to 24% of applicants listed website/social 
media presence as a factor in their decision to 
decline an offer of admission. 

● 10% to 14% said that the school they planned to 
attend had a better social media presence than the 
one whose offer they declined. 
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Enrolment Research

● University/College Applicant SurveyTM (UCAS)

● Measures applicants’ perceptions of your school 
according to 48 distinct Key Decision Factors 
(including social media)

● Benchmarks the success of your 
marketing/recruitment efforts year-to-year, shows 
trends in social media usage

● Compare with biggest competitors 

Real-world examples

● Most commonly used is Facebook in almost 
every case.

● Platforms rated most influential by applicants 
are Instagram, YouTube. 

● Snapchat scores as most influential for some 
institutions, yet its overall usage as an 
information source is less common.
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Real-world examples

● Use of Facebook as applicant information source 

dropping between 2016-17

● Use of Twitter dropping 

● Use of Instagram and Snapchat rising

● YouTube remaining steady and retaining a high 

level of influence

● Common trends, yet significant variability between 

schools, institution types

Behavioural vs. Perception data



12/7/17

17

Behavioural vs. Perception Data

Behavioural = Data based on what users 
are actually doing (e.g. clickthroughs, 
retweets, applicant conversions)

Perception = Data based on the 
attitudes/perception/knowledge that is 
informing this behaviour

Behavioural vs. Perception Data

Examples of behavioural data
● Google Analytics
● Twitter Analytics
● Website traffic, clickthroughs 
● Applicant conversions

Can try to gain some sense of why behaviour is 
happening by looking for user responses to specific 
messages, mixed with anecdotal information.
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Behavioural vs. Perception Data

Examples of perception data

● Qualitative feedback (e.g. written replies to social 
media posts)

● Interviews/focus groups

● Survey-based research (e.g. ADS, UCAS, 
Postsecondary Experience Survey)

MarComm + Recruitment 

● Break free from traditional silos

● Set joint business objectives 

● Develop social media strategy based on research for 
each phase of recruitment cycle 

● Establish clear process for tracking and nurturing 
“hot leads”
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Tools + Analytics

Tools + Analytics
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Listening out for Mendy

Listening out for Mendy
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Listening out for Mendy

Winning over Jessica
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Conclusion

● Create a culture of being social 

● Set clear, shared business objectives

● Develop a social media strategy based on research 
for each phase of the recruitment cycle 

● Focus on the right analytics to demonstrate ROI

● Be authentic and human 

Let students take over
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Thank you

Kayla Lewis 
Manager, Social Media and Media Relations 
Seneca College
kayla.lewis@senecacollege.ca 

Philip Glennie
Communications & Partnerships Manager 
Academica Group
phil@academicagroup.com 


