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Communications have shifted 



For everyone, even in Harvard Yard 



Where today, social looks a lot like this 
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And also like this     



Information spreads through peer to peer networks 
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This is actually my professional network on linked in, visualized. Commonly shared through networks … 

We use information about how people in your network are connected to you and each other to create your personalized map. Groups like colleagues, people you went at school with, or friends are separated into color-coded clusters, as people within these groups are also interconnected with each other



“Frank is watching “The Hangover,” Jane is 
listening to Jay-Z, Mark is running a race 
wearing Nike sneakers, and so forth. That 
in turn, Facebook and its dozens of partner 
companies hope, will influence what Frank 
and Jane and Mark’s friends consume.” 

Source: Poynter; The New York Times 

As do news and tastes 
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We use information about how people in your network are connected to you and each other to create your personalized map. Groups like colleagues, people you went at school with, or friends are separated into color-coded clusters, as people within these groups are also interconnected with each other

http://www.poynter.org/latest-news/romenesko/146205/the-next-generation-of-news-consumers-relies-on-social-media-tv-web-for-information/
http://www.nytimes.com/2011/09/23/technology/facebook-makes-a-push-to-be-a-media-hub.html?pagewanted=1


In this new social 
environment, institutional 
messages resonate less 

than personal ones do 



  Meet your new brand management colleagues 



Think of them as inter-related  
circles of everyone  

 

 
(for us: faculty, students, alumni, staff, public) 
 



Messaging is still a critical component 



 

Data smog is not just the pile of unsolicited catalogs 
and spam arriving daily in our home and electronic 
mailboxes. It is also information that we pay 
handsomely for, that we crave--the seductive, 
mesmerizing quick-cut television ads and the twenty-
four-hour up-to-the-minute news flashes. It is the faxes 
we request as well as the ones we don't; it is the 
misdialed numbers and drippy sales calls we get during 
dinnertime; but it is also the Web sites we eagerly visit 
before and after dinner, the pile of magazines we pore 
through every month, and the dozens of channels we 
flip through whenever we get a free moment. 

Some would argue, more critical than ever  

Source: David Shenk  

http://www.nytimes.com/books/first/s/shenk-data.html
http://www.nytimes.com/books/first/s/shenk-data.html
http://www.nytimes.com/books/first/s/shenk-data.html


But there’s a necessary rebalancing 
of communications strategy 

Influence 

Control 
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As well as for the tools of communication 
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Seven steps to advance 

1. Get buy-in 
2. Show, don’t tell 
3. Follow the users 
4. Corral the content 
5. Integrate, don’t isolate 
6. Get guidelines 
7. Partner up 
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1. Get buy-in 
Achieve buy-in for strategy from leadership based 
on data, not anecdote.  
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This is a no-brainer, right? It’s the HOW that matters. 

Approach has to appeal to the head and the heart. Bring the data, but also compelling (and verifiable!) use cases. Tie to the ROI – not always obvious in higher ed, but everyone has a metric

This helped shift emphasis from solely from the website to a suite of digital presences including Facebook and Twitter.



2. Show, don’t tell 
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We are investing in video because personal narrative makes a difference – particulalry when you have an iconic brand whos flagship product, a Harvard



3. Follow the users 
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Watch what your users are doing. For example,



4. Corral the content 

aggregate  
+ syndicate   

+ (sometimes) automate 
= amplify 
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There are many more content creators in your organization than you may be thinking of – and social channels are ideal for this. Pull in disparate voices via RSS and social

Enlist. Empower. Aggregate. Syndicate.



5. Integrate, don’t isolate 
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6. Get guidelines 



7. Partner up 



Digital Rx: Seven steps to advance 

1. Get buy-in 
2. Show, don’t tell 
3. Follow the users 
4. Corral the content 
5. Integrate, don’t isolate 
6. Get guidelines 
7. Partner up 
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– results matter. 



Thank you. 

 Perry Hewitt 
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