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We are an award-winning, nationally recognized higher education research, planning, and 
marketing communications company. Our mission is to help college and university leaders 

achieve their most important marketing, recruiting, and fundraising goals through the creation 
of customized integrated marketing solutions.

Research, Planning, and Consulting Services
• Image and competitive positioning studies 
• Tuition price elasticity studies
• Alumni and donor studies
• Marketing communication audits
• Recruiting audits
• Campus visit audits 
• Integrated marketing plans
• Brand clarification and communication plans
• Recruiting plans 
• Strategy development and strategic plans 
• Board presentations 
• Project-specific consulting 

Creative Services
• Recruiting and fundraising publications
• Brand campaigns
• Web site development
• Virtual tours
• Direct marketing strategies (search, annual fund)
• Targeted e-mail marketing systems
• Advertising 
• Creative concepting 
• Content management systems
• Dynamic news and events calendars
• Social Media Consulting

About Stamats

•  Offices:Tucson, San Francisco, Los Angeles and Cedar Rapids
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Fritz McDonald has more than 20 years experience as a professional writer, 
editor, and creative strategist. He earned his bachelor’s degree at UCLA, and 
an M.F.A. from the University of Iowa Writer’s Workshop. At Stamats, Fritz 
has created marketing communications, Web sites and digital strategy, and 
branding programs for colleges and universities across the U.S. He has an 
extensive background in Web 2.0 technologies and social media and has 
delivered webinars on the subject and written an industry-leading white 
paper on social networking strategies. He has been a keynote speaker for 
CASE, CCAE, and ACT, and presented at such well-known conferences as the 
Infinite Solutions HighEd Web conference. He has written articles on higher 
education marketing for Admissions Marketing Report and University 
Business, and his creative work has garnished numerous awards, including a 
CASE Gold Regional, more than 40 ADDYs, and Admissions Marketing Report 
Gold, Silver, and Bronze awards. His Stamats clients have included Furman 
University, St. Olaf College, Villanova University, Harvard Medical School, 
and many others. 

Fritz McDonald, 
Vice President for Creative 
Strategy



Definitions



Social Media

The full range of sites, technologies, and services that comprise the
social  web, ranging from social networks to blogs to open-source software
development to aggregator sites and much more. 





Broadcast Conduits: Senders & Receivers…



…all build community



Social Media Platforms

• Social Networks
– Facebook
– LinkedIn
– MySpace
– Reunion.com
– Cafemom
– Gather & Boomertown
– Ted.com

http://en.wikipedia.org/wiki/List_of_social_networking_websites



Social Media Content

• Comments, reviews, ratings
• Photos, video, podcasts
• Text, Gmail, SMS, IM
• Wikis
• Blogs, microblogs



Social Media Interactions

• Tagging
• Social Bookmarking
• RSS
• Widgets
• Email & SMS
• Support Forums, message boards
• File sharing



Convergence

Community 
Members

Platforms

Content

Interactions



Social Media Convergence Marketing

• The occurrence of two or more things coming together
• What happens when various platforms come together
• The art of bringing them together



What Social Media Convergence Can Do

• Build a farm team
• Inspire Evangelists
• Develop continuous focus groups
• Improve brand experience
• Expand brand reach
• Inspire an army of volunteers



I. Participate



Start With Strategy



A 
Participatory 
Culture



Participation Strategy

• Go to blog connections and participate
• 5 active social network accounts: LinkedIn, Yahoo! Groups, Facebook, 

Twitter, and YouTube*
• Visit forums and start multiple threads in multiple accounts
• Share your videos on Facebook 

– Include discussion forum

* Chris Brogan: http://www.chrisbrogan.com/what-i-want-a-social-media-expert-to-know/



II. Think People First, Then Technology



Understand Your 
Audiences



Develop A Listening Strategy



Listening Tools

Technorati:(http://www. technorati.com)

Major social search engine
Google Blogsearch: (http://blogsearch.google.com)

Wide view of blog conversations
BlogPulse: (http://www.blogpulse.com)

Define activity level over time
BlogPulse Trend: (http://www.blogpulse.com/trend)

Define trends
YouTube:(http://www.youtube.com)

Video presence & commentary
Google Alerts:

Notice of mentions/references



What To Listen For

• Wherever your name appears
• What prospects say about you 
• What prospect say about their experience with you
• References to past campaigns and messages
• What prospects say about your competition
• How well prospects know you



Audience-centered Insight



III. Rethink Marketing





Message Control?



Dialogue, Not Monologue



A Sustained Relationship



SEO=Contact 

SM=Relationship

TM=SupportPrint=Emotion

Web=Experience 



Community Manager Responsibilities

• Align audience needs with networks 
• Develop appropriate external social media platforms, services, and 

technology to drive traffic
• Seed and participate in conversations on strategic internal and external 

platforms 
• Schedule, organize, and monitor staff who will contribute content
• Monitor, revise and improve the social media campaign 



IV. Offer Value



Let Them Make Content



Social Network Hierarchies: Participation Levels

• Creators—create more content than anyone else, highly motivated
• Critics—react to online content from creators through comments, etc.
• Collectors—organize and aggregate content by saving URLs and tags on 

social bookmarking services
• Joiners—build profiles on typical social networking sites and never get 

beyond them.
• Spectators—passively take in what everyone else puts out
• Inactives—members who don’t do much of anything


