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HOUSEKEEPING

 Around 20 minutes for each the presentation, followed by a brief
discussion

« A summary discussion of 25 minutes after all case studies have been
presented

 The presentation is available at www.illuminategroup.com
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INTRODUCTION !

« The workshop draws on the Web 2.0 Tools, Platforms, and Communities
report

* |ICG will commercially release the report in early November 2010

« The 300+ pages report encompasses 18 case studies, including an
extensive data/methodology discussion

e Themes covered:

« Marketing

* Recruiting

e OQOutreach

e Admissions

o Alumni

« Fundraising

« Teaching and Learning
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REPORT TEAM

o Co-author: Dr. Daniel J. Guhr, Managing Director, ICG

o Co-author: Abigail Kimbell, Princeton University and ICG Summer
Intern 2010

 Co-author: Mauro Mondino, Hertie School of Governance and ICG
Summer Intern 2010

o Editor: Andrew Shaindlin, Trustee and Head of the Alumni Commission
of the Council for the Advancement and Support of Education (CASE)

e Research: ICG Research Team Berlin

e Hours: About 1,600 total
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UC BERKELEY !

« UC Berkeley’s main campus was established in 1868 in Berkeley in the
San Francisco Bay Area, California (USA)

 More than 35,000 students attended UC Berkeley in the fall of 2009
 Ranked 3 in 2009 Shanghai Ranking (ARWU 2009)

 Leader in the adoption and development of online content
dissemination and learning technologies

* Publishing video- and audio-lectures online via webcast.berkeley.edu since
2001

* Pioneered lecture podcasting in 2005

 YouTube early adopter since 2006 (previously on Google Video)
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YOUTUBE
Today’s Most Popular Video-Sharing Platform

 Launched in December 2005 and acquired by Google in October 2006
» Designed as an open video-sharing platform

* YouTube EDU, a portal dedicated to educational institutions’ videos,
inaugurated in March 2009

e YouTubein 2010

* Most popular video-sharing platform
« 2b videos watched every day
« 24h of content uploaded by users every minute

e YouTube EDU in 2010

e 300 universities offer 65,000 free videos
350 full courses available
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UC BERKELEY YOUTUBE CHANNELS
Leading Contributor to YouTube EDU

* Five channels featuring lectures, athletics, student life, public events
and student activities

« Two UC Berkeley channels feature in YouTube EDU top 10 channels by
“total upload views” (viewed videos) and by “channel views”

 The lecture channel is UC Berkeley’s top performer

* Ranks sixth overall with 6.1m videos’ views among all YouTube EDU
channels
« Sustains the most “channel views” among ALL YouTube EDU channels

 Publication of free content online as a way to fulfill UC Berkeley’s
public service mission as a publicly supported institution
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UC BERKELEY YOUTUBE CHANNELS

Two Berkeley Channels Feature in YouTube EDU Top 10 List

Top 10 YouTube EDU Channels
Total Upload Views

UCtelevision
CarnegieMellonU
MIT
BerkleeMusic

| |
| |
| | |
| |
StanfordUniversity | |
UCBerkeley r
UCBerkeleyEvents
OUlearn

YaleCourses
UCLA

0 4,000,000 8,000,000 12,000,000 16,000,000

Excluding UCTV and BerkleeMusic, Berkeley’s channels rank 34 and 4th

Source: YouTube, accessed 8 July 2010.
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UC BERKELEY YOUTUBE CHANNELS

Berkeley’'s Lecture Channel Has the Most Views on YouTube EDU

Top 10 YouTube EDU Channels
Channel Views

UCBerkeley #

MIT |
StanfordUniversity
UCtelevision

YaleCourses
CarnegieMellonU
BerkleeMusic
UCLA

UCBerkeleyEvents
OUlearn

0 1,000,000 2,000,000 3,000,000 4,000,000

Berkeley disseminates information to a large audience

Source: YouTube, accessed 8 July 2010.
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UC BERKELEY LECTURE CHANNEL

Lectures Are the Most Popular Material Among Berkeley’s Videos

« The channel layout recalls UC Berkeley’s website

o 775 videos including 27 lecture series among which several feature
entire semester-long courses

e Lectures contribute to 45.5% of all views sustained by channels
associated with UC Berkeley, equal to 6.1m video views (July 2010)

17

o Six “star lecturers”’ courses make up 72.2% of total views for the
lecture channel (e.g. Integrative Biology, Physics)

» Users posted 737 comments - overwhelmingly positive - on the
channel’s homepage
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UC BERKELEY LECTURE CHANNEL

UC Berkeley Home Page Header

Berkeley

UMNMIYERSITY OF CALIFORMIA

About Berkeley

Applying to Berkeley
Academics

Research

Teaching

W orking

Campus life

Fublic service & community
Wisiting & getting around
Administration & services

GIYE TO CAL

mar | camall | searcH: ||| o

© Berkeley web '® Directory '® NewsCenter

Students | Prospective students | Faculty | Staff | Cal Parents | alurnni

(]

'ﬂ ATHLETICS VYIDEO B: PODCASTS

Source: UC Berkeley. http://www.berkeley.edu, accessed 12 July 2010
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Courses (General Catalog)
Schedule of classes | Summer
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International student semvices

Jobs | Career Center
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Computing | Blu
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UC BERKELEY LECTURE CHANNEL
UC Berkeley Lecture Channel Layout

Courses

Berkeley ampus G

University of lifornia Donate = Donate now to support UC Berkeleyon YouTube

s Sut I Uploads Playlists ===
e | /CBerkeley's Channel uascres p gliaks m ===

Un l\'l.:l'Sll_\'n[l alifornia Diate Added | Most Viewed | Top Rated

Computer Science f:!
162 - Lecture 14

2 wiewvs - 13 hours ago

PP}

#= || Biology 1A - Lecture
L0 1| 22: Gene Structure

112 viewws - 19 hours ago

Biology 1B - Lecture
23: Species and
72 viewys - 20 hours ago

Computer Science 10
- Lecture 14: How
93 viewvs - 20 hours ago

Info Favorite Share Playlists Flag Chemistry 1A -
Lecture 23

45 vigwws - 21 hours ago

2010 Commencement Convocation

The lecture channel mirrors UC Berkeley’'s homepage layout

Source: YouTube, accessed 9 July 2010.
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UC BERKELEY LECTURE CHANNEL
Metrics on Videos’ Views in UC Berkeley Portfolio

UC Berkeley Channels, Share of Total Upload Views

4% oCalTVv

B BerkeleyLab

B CalAthletics

OCampus Life
46%
B Events

B UC Berkeley

O Other

Lectures sustain more views than traditionally popular sectors

Source: YouTube, accessed 8 July 2010.
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UC BERKELEY LECTURE CHANNEL

Views for Top 5 Leading Contributors

450,000
400,000
350,000
300,000
250,000
200,000
150,000
100,000
50,000
0

UC Berkeley's YouTube Channel

Top 10 Video Views from Five Leading Contributors

10

—|ntegrative Biology

—Physics

——Psychology

Introduction to

Nonviolence

Computer Science

Video views are unevenly distributed but follow the same pattern

Source: YouTube and ICG elaboration, accessed 12 July 2010.
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CONCLUSION !

« UC Berkeley has been successfully using YouTube (EDU) as a learning
and marketing/outreach tool

 Despite YouTube’s entertainment orientation, lectures constitute UC
Berkeley’'s most popular channel

* High levels of view counts (300,000+ for a video) can be attributed to
secondary media coverage and prominent placement on the channel

 The ability of “star lecturers” to engage the audience is a key factor in
UC Berkeley lecture channel’s success

By providing free lectures, UC Berkeley fulfills its public service
mission while promoting its brand

Functions: Learning platform, outreach, and recruiting
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CONNECT2CANADA
Introduction

» Web-based outreach project sponsored by the Canadian Embassy in
Washington DC with two main goals:

o Establish a friendly communication channel for the Embassy
* Provide an online interaction platform for Canadians and “Friends of
Canada”

» QOutreach strategy broadened over time

* Main website launched in July 2005
e Social Media outlets added in 2009

 Expanding target audience

o At first Canadians living in the US
« Today Canadians and “Friends of Canada”
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CONNECT2CANADA
Main Website

* First element of Connect2Canada (C2C) communication strategy
launched in 2005

» 47,000 subscriptions as of October 2010

 Features a comprehensive portfolio of communication and interaction
tools (newsletters, secure messaging, public calendar with events,
photo- and video-sharing)

 Takes advantage of most recent web solutions to integrate social media
and content-sharing platforms
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CONNECT2CANADA

Main Website’'s Homepage

el GO Sl Canadi

CONNECT 2CANADA
connect2canada.com
Francais Help Search canada.gc.ca
Home
About Ninth Quarterly Report on Ask the
' .

Sign Up / Login Canada's Engagement in Ambassador
Ambassador Doer Afg ha n ISta n
Newsletters On September 22, Lawrence Cannon, Minister of Foreign

Affairs and Chair of the Cabinet Committes on
four Stories afghanistan, released the Government of Canada's ninth

guarterly report on Canada's engagement in
Get Connected Afakbanistan, This report covers the period from &pril 1 to
Get the Facts June 30, 2010, and highlights Canada's efforts to

increase the Government of Afghanistan's capacity to
FAQ deliver basic services to Afghans.,
Resources TAGGED AS Defence and Security  Perrnalink / Read More 2 SIGN UP NOW!
Proactive Disclosure Fareign Affairs

C1C ON TWITTER )

- == C2C Podcast: Dr. Kenneth Lee ¥)
SOCIAL MEDIA OUTFOSTS

X . ® Roval Bank of Canada to spend
Dr. Kenneth Lee from Fisheries and Oceans Canada was  $1.58 to acquire Britain's

in Washington for meetings with US partners to discuss BlusBay Asset Management.

A, http:ffbitly/avKAZC
## Flickr ﬂ Upceming  the clean-up response to the Gulf oil spill. We talked to p_ ! )
bicn oboat boww Canmadg contribotod to thie offort | ictoe # Foreigners double Canadian bond

Fa-:eboc-k | Twitter

Intuitive layout and structure with functional social media integration

Source: Connect2Canada, accessed 18 October 2010, available at www.connect2canada.com/home-accueil
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CONNECT2CANADA
C2C Social Media Footprint

« Comprehensive set of Social Media and content sharing tools, including
Facebook, Twitter, Flickr, YouTube, LinkedIn, iTunes

 Two goals with Social Media deployment

 Provide information about Canada and US-Canada relations
« Augment the Embassy’s role as enabler for interaction between the
Embassy and people interested in Canada

» Users show high degree of engagement across various platforms

« Each post on Connect2Canada Facebook page received 9 comments on
average (March-August 2010)

 Users spontaneously created a C2C LinkedIn group

« Canada Day Across America served as areference point for the celebrations
of Canada national holiday in the US
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CONNECT2CANADA

Facebook Fan Page

Home  Profile

Connect2Canada / Lien Canada

wall

e

Suggest to Friends
Subserbe via SMS

Caonnecting fiends of Canada and
Canadians in the LS, — Le réseau
du Canada aur Etats-Unis

Information

Founded:
July 1, 2005 - 1 juillet 2005

2,757 People Like This
“ H
Brad Marco Socrates
Pollock Aurelio Cabrao

.
ﬂ mrapa
John &, Ingles Socrates &
Birowen Tacnica Aldrabao i

Info Boxes RS5/Blog

ConnectzCanada / Lien Canada Ambassador Doer refukes myvth about
Canada-U.5. border.

Ambassador Doer sent a letter bo Republican Senate Candidate Ms, Sharron
Angle on Ockober 18, informing her that her comments reqarding the
Canada—.5, border were erroneous and misinformed, Ambassador Doer
reassures Ms, Angle that there have been no terrarist atka, ..

See More

Speeches, Statements and Dutreach
v canadainternational .go.ca
Speeches, Staternents and Cutreach

#71 7 hours aga + Comnment © Like © Share * Flag
g7 18 people like this,
L Wiew all 7 comments

Harvey Reinblatt What about the atrest at the BCWashington
border where the temarist was heading For the Ly airpott, The trunk
was flled with explosives, T believe it was 10 years age after 911
4 hours ago * Like @ Flag

Inforrnation out and debunking this riyth, T wos at Meocaran
International Airport as an Aidine groundhandler and directhy work
with Canadian Air Cartiers, Canadian toukists put a roof awver my

head and food on the rable,
3 hours age * Like + % 1 person * Flag

w Stevart Ruskin Thank you Ambassador Doer for getting this
L

Write a cornment...

ConnectZCanada / Lien Canada Check out "“anada's Top 100
Emplovers'. After an extensive review of the more than 2,750 employers
that started this vear’s application process, the winners emerge. ..

Find Friends  Account ~

Craate an Ad

Betabrand Clothing
betabrand.cam

or g =

Made in San Francisco and
only sold online, we invent
new ideas each week,
Pants, jackets, bags, and
morke at

v betabrand.com

What Animal Are
You?
survey .qualtrics.comn

Find Zout! Take Cur Free
Petzonality CQuiz,

Hail the Mighty
Nickel
bewrno.com

Small but highly interactive C2C community on Facebook

Source: Facebook, accessed 19 October 2010.
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CONNECT2CANADA
Twitter Feed

Have an accourt? Signin

Get short, timely messages from Connect2Canada.

Twitter iz a rich source of instantly updated information. It's easy to stay updated on an
incredibly wide variety of topics. Jein today and follow @connect2canada

Sign Up » fallaw connectZoanada to 40404
Codes far other countries

Name ConnectCanada

Location Washington DC
conhect2canada Web hitpisioonnectzes. .
Bio C2C is Canada's Network
in the United States. Join us
@ connect?canada.com:
Friends of Canada and
Canadiansin U.&.

Air Canada nut-free buffer zone gets M7 2030 119
OK. http://bit.ly/cfMGmz I

Twveats 1,273

Favarites
Carleton doctoral students' DMA dance a winner in Mew York.
Fittp: it Iy dze il vz Following

Ca l&!l
ili

Cne weard for youw, Terrific! Montreal-based Flatterme ca, Started a5 a
gilly and wacky ides’ and has spread ke crazy hitp: i lykvHOPE

Ambassador Doer refutes myth about Canada-U.S. border. hito: ot Jy
TCCRIDN

b3
o)
©
<
o
<
z
'ﬁ
3
(10
z
z
o)
%)

[T IRL (5 P
Melly Furtado, fimmaker Sarah Polley, actor Eric McCormack and more .
inducted onto Canada's Walk of Fame. hitp: it s OLEBS e all...

E) RES feed of
connectzcanada's ueets
Royal Bank of Canada to spend $1 .58 to acoguire Britain's BlueBay

Azzet Management. httpoibit S A 20
Foreigners double Canacian bond purchases. bitp: it izl 2HU2

Bombardier annoUNCes Neyw corporste jets; Glokal 5000 will be
longest-range jet in it category; Hong Kong-MY non-stog, bittp: it 1y
TBKSIT

Constant updates to a large audience of followers (2,000+)

Source: Twitter, accessed 19 October 2010.
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CONNECT2CANADA
Conclusion

« The Canadian Embassy managed to project a friendly and engaging
image

« C2Ctoday serves as a key enabler for interaction for online and real life
activities centered around Canadians living abroad and “Friends of
Canada”

e C2C project demonstrates that governmental institutions can fruitfully
take advantage of Social Media and engage key constituents

Functions: QOutreach
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

POWERED
BY ORANGE

GET

CONNECTED\

Oregon State

UNIVEREITY

L)hbhu#:‘h N

0SU Rally in the Square

Come welcome the Oregon
State class of 2014.
Picneer Courthouse Square

Downtown Portiand

Orange.
Spotlight

Shine a spotlight on businesses

1 0

| <
ABOUT PBO

BLOG

ORANGE BUSINESSES

GET ORANGE STUFF

MAFP YOURSELF

BE ORANGE

ORANGE SPOTLIGHT

0O5U's IMPACT

CAMPUS BANNERS

0OSU ALUMNI
ASSOCIATION

. Our Impact

Solving Global Problems: OSU
is Oregon’s leading research
university, recognized nationally
in the top tier of U.5. institutions
for the depth and breadth of its
research and graduate programs.
Its contributions on issues such
as alternative energy
development, disease prevention
and management, sustainable
food systems, climate change and
more both push the boundaries of
science and inform the work of

researchers at other world-leading
motitutinng,

ORANGE SPOTLIGHT
Do you know a business that:
Is owned by an OSU alum

Has lots of O5SU alums
working there

Supports OSU

Drives innovation
Supports economic growth
Serves in the community

If you know a business that meets some or all of these criteria then please

@ From the PBO Blog

September 10, 2010
Prof's op-ed causes a stir on the
Huffington Post

September 9, 2010
OSU experts in the Gulf

September 1, 2010
The Long Shot

POWER UP!

Source: Powered by Orange, accessed August 2010, available at www.poweredbyorange.com.
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Overview

OREGON STATE UNIVERSITY: POWERED BY ORANGE !

« The Powered by Orange campaign grew out of the OSU Advancement
office in spring 2009

« The campaign demonstrates an effective and comprehensive use of
social media for marketing and outreach

« OSU is not a wealthy private institution and lacks extensive resources

e 18,067 undergraduate students
» 3,328 graduate students
 Oregon’s largest public research university

Universities lacking large endowments can engage in outreach campaigns
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

The Campaign

« The Powered by Orange campaign has three main goals

 To create pride
e Toinform
* To engage

« The campaign features three main themes

e Food
 Energy
e Water

 PbO utilizes a variety of channels

 Websites

* Blogs

e Social Media
 Multimedia

OSU strengthened its brand via a comprehensive media strategy
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

Main Website

POWERED
BY ORANGE

KET Oregon State
CONNECTED\

Q)hbhﬂﬁ"ih \

LEARMN

Learn about Oregon State
University's impact on Oregon
and the world, Then help us tell
the story.

ABOUT PRO
BLOG

tell e more

ORAMGE BUSIMESSES

) GET ORAMGE STUFF
Connect with thousands of

0suU alumni, students and
friends via our social media
tools and Google map.

add a dot

MAP YOURSELF

BE ORAMGE

ORAMGE SPOTLIGHT

PARTICIPATE

Show your colors, brand your
workspace, home and

OSL'S IMPACT

2010 BANMERS

buisness.
get vour gear OS5 ALUMMI
ASSOCIATION
Our Impact From the PBO Blo
. B ORANGE SPOTLIGHT . 9
Solving Global Problems: C5U Do you know a business that: BOWERED g Cctober 19, 2010

i Oregon’s leading research BY ORANGE Tomorrow, OSU is purple
university, recognized nationally Is owned by an OSU alum v
el & £i £ o : Ockober 15, 2010

Content is centered on the PbO website

Source: Powered by Orange, accessed 21 October 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE
Twitter

1ge to 40404

. poweredbyorange o

following  followers  listed
Orange looks good on

Favorites

W'y e W=

ME=R S

= fiF @ LT

“ew all...

B Fss feed of
pomeradbyorange's
tne ats

noit-Bird, one

PbO Twitter feed appeals to a larger community

Source: Twitter, accessed 20 October 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

Flickr

] - SignIn Help
flickr:. .o

Home The Towr Sign Up Explore Upload Search

Actions ~ + Mewer Older —+

By Oregon State University

This photo was taken an January 8, 2010 using a
Canon EOS Digital Rebel.

Il 25 wiews

This photo belongs to

Oregon State University's photostream

L

This photo also appears in

F Power Up Challenge

Tags
thumbs

License
Poweer Up teammates try to figure out if theywe successfully completed a nonverbal challenge. Date:
Jan. & 2010 {photo: Theresa Hogue)
Want to comment on this photo? Privacy
Sign up for a free account, oF sign in (fyou're already a member). [ ]

PbO presence on Flickr links to real-world action

Source: Flickr, accessed 4 August 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE
YouTube

Subscribe

osu Oregon State Unwersﬂy e ——— - m
irerife egonStatelniv's Channel

b )| o190z

Info Favorite Share Playlists Flag

PbO on YouTube covers all the campaign’s targets

Source: YouTube, accessed 19 October 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

Facebook

Home Profile

Suggest to Friends

Share how you, the pecpla
connectad to OSLL make an
impact on Cregon and beyond,
Tell us what you are doing nowe,
It could be wour career, a hobby,
zormething that wou doin the
cornmunity oF a general state of
rrind.

Information
Lacation:

Gragan State University
Corvalliz, OR

10,166 People Like This

EE W
e Aol

Jim Taylor Jon Trend
Copeland  Wold

Powered by Orange | £ Like |

wall Info Welcome Yideo Photos Boxes 3

CLICK ON THE
E

BUTTON ABOVE

e wwould lowe to hear wour stary. Record a quick video (doesn't have to be HE) telling us why you
are Powerad by Orange. You can then send it to us in 3 wadety of ways, Upload it to YouTube and
then post the link ta our Facebaok page. You could also upload it directly ta Facebaok and then share
rthee link, Lasthy, iF wou want o ernail a link to us, or even the wideo fle itself, we will add wou o the
collection of Beavers doing great things! To send in your wideos or iF wou need help sharing wour stary
contact Web, Communications@are gonstate edu

Featured Yideos

Students

Faculty and Staff

BEYFNET

Alumni

nd Friends  Account ~

Craate an Ad

Betabrand Clothing
betabrand.com

Made in San Francisco and
only sald online, we inwent
new ideas each week,
Pants, jackets, bags, and
more at

wavww bt abrand .com

Hail the Mighty
Mickel
bewma.com

The BevMal 5¢ Wine Sale
iz onl Buy one wine an
get the second For just S¢
an awer 200 wines, &t
Bevtal the nickel iz King.

Expandable Design
Seat

Expandable bench seat For
up to 16 people — stratches
like an accordion, Sawe up
to #0965 off retail prices!

Harley Farms Goat
Dairy

Harey Farms is a restored
1910 dairy Farm, wwith 200
alpine goats on nine acres
af pasture in Pescadera,

Califarmia. te Chat

PbO on Facebook is multi-purpose driven and encourages real life action

Source: Facebook, accessed 19 October 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

Real World Events

f I i c k r b Sign In Help
from WRETOO!

Home The Tour Sign Up Explore Upload |

Search

Actions = 4+ Mewar Clder —+

= = By ahubertus

Thi=z photo was taken onJanuary 17, 2010 using a
Fanasonic DMC-TZ3.

Il 26 viewves

This photo belongs to

ahubertus' photostream
L . ‘i phota
] —

Shoot. Upload. Share.

All on your mobile device

http:ffm.flickr.com

i
7 R,
-

=%

L

Benny's board, Cranmore, NH

flickr

et Flickr Pro!
YWant to comiment on this photo?

Sign up for a free account, or sign in {ifyou're already a member).

Tags

License

PbO presence on Flickr also encourages real-life action

Source: Flickr, accessed 19 October 2010.
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

“Map Yourself”
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The PbO “Map Yourself” section shows the reach of the campaign

Source: PbO/Google, accessed 19 October 2010.
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CASE STUDY OUTLINE

Introduction: Oregon State University
Powered by Orange (PbO) goals and structure

PbO implementation via online communities and Social Media

Conclusion
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

REES

« Effective outreach and marketing via social platforms, combined with
traditional events

 Moderate to high traffic on all online platforms, users contributing
photos, videos, comments

« Balance between institutional control and “bottom up” efforts by
audience

* Indirect influence over fundraising and alumni and student relationships
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OREGON STATE UNIVERSITY: POWERED BY ORANGE

Key Insights and Recommendations

« OSU researched its communication needs and target audience before
launching PbO

« OSU’s integrated social media strategy enabled the campaign’s
message to spread and successfully balanced control with bottom-up
efforts

 PbO adjusted its strategy over time, updating content to include alumni,
students, faculty members, and staff members

 PbO asked little of its audience but offered many incentives to engage
with the campaign

Functions: Marketing, Outreach, Alumni
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AGENDA

Housekeeping

Introduction

Case study: YouTube EDU (UC Berkeley)
Case study: Connect2Canada

Case study: Powered by Orange (Oregon State University)

Case study: Recruiting & Admissions (Yale, Tufts, Oxford, Wageningen)

Discussion
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CASE STUDY OUTLINE

Introduction: College Admissions

That's Why | Chose Yale — Yale University

Video Application Supplement — Tufts University
Wall of 100 Faces — Oxford University
Wageningen University — Lipdub

Conclusion
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INTRODUCTION: COLLEGE ADMISSIONS !

 Traditional admissions procedure relied on paper-based
communication and followed a codified set of rules

« Communication never involved two-way interaction

« With the popularization of Internet-based technologies the nature of
admissions process has been shifting towards a more interactive
model

» |nstitutions are now running student-centric campaigns

* Prospective students are offered the chance to market themselves as
individuals via non-conventional channels (e.g. video)
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CASE STUDY OUTLINE

Introduction: College Admissions

That's Why | Chose Yale — Yale University

Video Application Supplement — Tufts University
Wall of 100 Faces — Oxford University
Wageningen University — Lipdub

Conclusion
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THAT'S WHY | CHOSE YALE — YALE UNIVERSITY !

* Yale is globally known for the quality of its research, academic
programs and the selectivity of its admissions process

 Recently Yale Admissions Office circulated institutional videos (“Yale
and the World”)

* In 2009 a new approach resulted in the YouTube video “That's Why |
chose Yale”

« Long musical (16 minutes) starring (volunteer) Yale students and faculty
« Low budget video directed by a Yale student

 National media (NYT, Chronicle, Washington Post) covered the launch
and viral spread of the video in winter 2010
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THAT'S WHY | CHOSE YALE — YALE UNIVERSITY

YouTube Caption

.
You Tuhe | | Search Browse Upload Create Account Sign In

Yale Campus
YaleCampus's Channel

Subscribe

. = see all uploads

Search resulis for “why™

2009 Yale
Commencement
WaleCampus - 9 663 wiewws

Prometheus: Poem of
Fire
YWaleCampus - 1,386 views

West Campus Reports:
September 2010
WaleCampus - 295 views

| Q™
5
) | 020871649

w Favorite = Share < Playlists ™ Flag AYA Video: Day Of
i | Service

WaleCampus - 2 232 viewws

That's Why | Chose Yale
From: %aleCampus | January 14, 2010 | 705 848 vievws

A0 introduction to undergraduste life st vale College. The project swas an independent collaboration between Yale 2 That's Why | Chose Yale
undergraduates and recent alumni working in the admissions office. Al filming, editing, snd vocal recording was done on SaleCampus - 705 548 views
“ale's campus exclusively by Yale students. wenew yale edufadmit

{more info)

View comiments, related videos, and more

The video depicts a genuine and friendly image of the Yale community

Source: YouTube. http://www.youtube.com/watch?v=tGn3-RW8Ajk, accessed 19 October 2010.
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THAT'S WHY | CHOSE YALE — YALE UNIVERSITY
Analysis and Metrics

« The video was widely praised as innovative but also faced criticism

 While there was mixed feedback, Yale achieved three objectives

 National media coverage, thus benefiting from a large-scale, free
advertisement campaign

« Engaging key internal constituencies

« Conveying an unconventional and friendly message

e Metrics confirm the video’s success

« “That’'s Why | Chose Yale” totaled 150 times more views than the previous
admissions video “Yale and the World” (as of July 2010)

« Thevideo represents 11.7% of all YouTube Yale-affiliated videos’ views
counts across 31 channels and 1,956 uploaded videos

150 times more views than the previous Yale admissions video
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CASE STUDY OUTLINE

Introduction: College Admissions

That's Why | Chose Yale — Yale University

Video Application Supplement — Tufts University

Wall of 100 Faces — Oxford University

Wageningen University — Lipdub

Conclusion
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VIDEO APPLICATION SUPPLEMENT — TUFTS UNIVERSITY !

o Tufts University

« Medium-sized and selective liberal arts university
« Based in Medford, MA, USA
 Around 10,000 undergraduate and graduate students (2009)

* In 2003, Tufts’ president outlined five strategic goals, among which
one was to work across traditional boundaries

* In 2009, Tufts crossed one such “traditional boundary” by offering
applicants the option to submit a supplementary video with their
application

 Around 1,000 (of the 15,400) applicants chose to submit a video,
mostly via YouTube

ICG © 2010 2010 CAIE Conference — 21 October 2010 60



VIDEO APPLICATION SUPPLEMENT — TUFTS UNIVERSITY

Amelia Downs’

‘Math Dances: Tufts’ Optional Essay: 6b”

Search

Yﬂu TUhE | downsamelia

Math Dances: Tufts” Optional Essay: 6b

downsamelia 1 wvideos = Subscribe

Bg;_anll wmsl(é'r"ﬁlnt

. ¢.-

Uploader Comments (downsamelia)

B mornths agqo

Browse

Upload

Suggestions

Create Account Sign In

Here | Am - Tufts University
Application “ideao
by Dravwmaticone

6,753 views Featured “ideo

Tufts Rap. mov
by shelbylistokin
5,223 views

In by Shoes- Tufts Application
“ideo

by redheadliber sl

S6,732 views

Tufts Admissions Wideo for
Haley Cottrell

by bmiz 207

15,524 views

Hayley Grunebaurm - Original

P ) | 04ss100 360p L £ Ll Rap for Tufts appli...
by Hayleyqdb
downsamelia = x> 144,627 [= 7 A6 viewes
Hello Tufts Admission person! This movie shows me perdorming my math wiEwws
. Tufts University: Danali H.

As Seen On: charlotteobserer.cam by CollegeclickTy

— 9,240 wview's
'k Like - 4+ Addto | Share =Embed= L]

Sam Zuckert Presents: Tufts
Optional Essay Ba
by zooksofhazzard

isminil 4 you were also on newsweek's wehbsite this weaekl 18,315 views
& merths ago did this girl get in??22??727777
Caolar -- & Tufts Supplement
@isrninil 4 ves | didl Stop Motion by Bett..
i _ by bettygoeshoop
downsamelia G months ago 4 = 24 393 views
flexirulers awhkward that you thought it was cotangent... Tufts Admissions Optional

Essay Parody

The most popular video totaled more than 135,000 views on YouTube

Source: YouTube. http://www.youtube.com/watch?v=CNPXUWsMdlo, accessed 19 October 2010.
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VIDEO APPLICATION SUPPLEMENT - TUFTS UNIVERSITY
Perspectives

 Concerns about “fairness” of the video submission procedure are
unfounded

« Two-thirds of the videos came from financial aid applicants

o Tufts’ video supplement provided prospective students the opportunity
to express their talents beyond the limits of a paper application

» Tufts showed openness to innovative admissions procedures that
received positive feedback from students
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CASE STUDY OUTLINE

Introduction: College Admissions
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Conclusion
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WALL OF 100 FACES — OXFORD UNIVERSITY

o Oxford University

« Top research university in the UK and recognized global brand
 Around 20,000 undergraduate and graduate students (2009)

» |n fall 2008 the university appointed a team chaired by a professional
film producer to convey the “real” image of the average Oxford student

 The project ran over eight months and collected short video interviews
with students describing their activity and experience at Oxford
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WALL OF 100 FACES — OXFORD UNIVERSITY
Caption from Oxford’s Site
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The Wall features an accessible and interactive design

Source: www.ox.ac.uk/videowall/, accessed on 14 September 2010.
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WALL OF 100 FACES — OXFORD UNIVERSITY

Authenticity Issues

» As of August 2010, the Wall received 100,000 visits with around 250-300
views per day

» Despite the relative success, the page lacks the authenticity observed
in other cases where content was user-generated (Tufts and Yale)

« Although the project attempts to dispel stereotypes around Oxford, the
Wall has perpetuated a contrived image, thus failing to reach its main
objective
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CASE STUDY OUTLINE

Introduction: College Admissions
That's Why | Chose Yale — Yale University
Video Application Supplement — Tufts University

Wall of 100 Faces — Oxford University

Wageningen University — Lipdub

Conclusion
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WAGENINGEN UNIVERSITY — LIPDUB

 Wageningen University (WU)

Small Dutch university (5,000+ students)

Research strengths in “healthy food and environment”

International students represent 24% of the student body (2009/2010)
54% of all students are female (2009/2010)

* In spring 2010 WU recorded a lipdub video featuring the song Tik Tok
(by Kei$ha) involving hundreds of WU students

* Video is part of a broader multi-channel recruitment and outreach
campaign

 More than 40,000 views on YouTube in three months (July to mid-
October 2010)
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WAGENINGEN UNIVERSITY — LIPDUB

Wageningen University m m Uploads PoS——
WageningenUniversity's Channel

Google TV El

Sony® Intfernet TV
The world's first HDTV powerad by Google TV™

el
Learn Mo » Replay ke

i

Uploads (8)

- |
Wageningen
. ] University Lipdub
. ' 40,253 viewws - 3 months ago
)| 0457440 K ;
Making of Lipdub
ilnfo % Favorite = Share + Playlists ™ Flag Wageningen

17 viewws - 12 hours ago

Wageningen University Lipdub .
. : e . 3 Study at Wageningen
From; Wageningenlniversity | July 01, 2010 | 40 253 views == Uni\rersity

This Lipdub showes what studying at Wageningen University in the Netherlands is all sbout ... 295 viewrs - 3 months ago

Well executed and entertaining

Source: YouTube, accessed on 19 October 2010, available at http://www.youtube.com/watch?v=tuX-vrOrZWk.
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WAGENINGEN UNIVERSITY - LIPDUB
Successful execution

 Good technical execution given the involvement of hundreds of
students in the video shoot (all in once)

 The video builds on an established practice (HEC Business School —
Paris, Faculté du Droit — Montreal and others)

« The message appears authentic and engaging

e However, the video has been accused to overlook cultural and/or
religious sensitiveness, and thus be a less effective recruitment tool

e Clothing choices
» Display of alcohol
« “Unconventional” behavior (e.g. pole dancing)

The video is authentic and engaging

ICG © 2010 2010 CAIE Conference — 21 October 2010 70



WAGENINGEN UNIVERSITY - LIPDUB
YouTube users’ comments

143 comments posted by YouTube users, of which 89 positive (~62%)

 Potential cultural sensitiveness issues

« Carolineeeee - “Stripping while in school? Everything in possiblein
Holland...”

* International students largely missing

 Sophialorenl —“why are they all white? isn't it an INTERNATIONAL
university?”

» lidaxiake21 —“I found some Asian friends in the video, but no so many. |
was there in Forum that day, but | did not know.. Probably, next time we can
have a more international one:)”

Positive feedback but diversity and cultural sensitivity issues
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CASE STUDY OUTLINE

Introduction: College Admissions
That's Why | Chose Yale — Yale University
Video Application Supplement — Tufts University

Wall of 100 Faces — Oxford University

Wageningen University — Lipdub

Conclusion
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CONCLUSION !

* Universities are progressively embracing video communication in
admissions and marketing

» Arisk for institution-sponsored video campaigns lies in the potential
lack of authenticity

 Genuine videos are more likely to be received favorably by the target
audience — mostly students —

« Top-down campaigns that do not involve key constituencies (e.g.,
students, alumni, students’ parents) are unlikely to be successful

* University-sponsored recruitment videos must take into consideration
(some) cultural sensitiveness to be successful internationally

Functions: Recruiting and Marketing
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CONTACT INFORMATION !

Dr. Daniel J. Guhr
Managing Director

llluminate Consulting Group
P.O. Box 262

San Carlos, CA 94070

USA

Phone +1 619 295 9600
Fax +1 650 620 0080

E-mail guhr@illuminategroup.com
Web www.illuminategroup.com
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