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THE NEW

COLLEGE ORIENTATION

How Social Media Has Revolutionized Back-to-School



Back-To-School Basics

Each year hundreds of thousands of students graduate high
school and begin the most formative chapter of their lives—
college. They leave their comfort zones, their routines, and their
communities for a world of the unknown. They’ve seen the movies
and heard the stories, but, ultimately, they have no idea what to
expect. For some, it represents freedom, the first time in their lives
when they are in full control of their every decision. For others,

it represents exploration, the time to develop their passions and
experience everything the world has to offer. Of course, there’s
education, the time to nourish interests and develop new ones.
Understanding the opportunity back-to-school offers—an average
spend of $800/student for a combined total of $33.77 billion —
brands design programs that attempt to engage students from
their first moment on campus with the hopes of turning them into
brand advocates and ultimately, loyal lifelong customers. Typically,
the industry identifies August and September as the center of the
back-to-school bullseye. Though this may be when most dollars
are spent, it’s the tail end of a 6-month journey that brands, for the
most part, are completely missing.
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The New College Orientation

College orientation has been the same for decades. After being
accepted to school, students receive a letter in the mail with
orientation details about where and when they’ll meet their future
classmates. Traditionally, this was the first time students were able
to meet one another, make new friends, and explore their campus.
With the proliferation of social technologies, this tried and true
ritual has evolved.

Growing up with social media, the Class of 2015 represents a new
generation of students. With the world at their fingertips and a
second-nature understanding of social, they have fundamentally
changed the college orientation experience by effectively
leveraging social tools to onboard themselves to college.

Within minutes of acceptance, today’s students seek out, join,
and co-create online communities—communities that represent
the incoming class at their future school. This indicates a
dramatic shift in the flow of information, taking the power away
from the admissions office and putting it in the hands of socially
empowered students who connect with future classmates and
important information on-demand and online.

Within minutes of acceptance, today’s students seek out, join, and co-create
online communities

Students are no longer lone soldiers, forced through this

journey in the dark with the helpful, yet antiquated support and
understanding of their parents. They have naturally, organically,
and instantly come together to transform the journey into a shared,
global experience. Powered by students and enabled by social,
this is the new college orientation.
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---------------------------------- build a deep emotional connection that could pay off at retail.
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The Journey

According to the actions as observed and noted within this

study, after receiving their acceptance letters in March, students
instantly seek out and join their class community. As strangers
brought together by a common denominator, they celebrate their
accomplishment and future together through proclamations of school
spirit. Throughout April students connect with each other over
shared interests, majors, and geographic location, building digital
friendships across the globe months before arriving on campus.

News of their orientation group assignment arrives in May amid
senior prom and high school graduation. They say goodbye to
lifelong friends while simultaneously building digital friendships

with future classmates. Through the month of June, students seek
potential roommates and arm themselves with friends to combat the
anxiety that comes from leaving the familiar behind for their new,
college lives.

As room assignments and class schedules are released in July,
students share where they'll be living and what classes they’ll be
taking to further connect with their classmates. With the school
year approaching in August, students seek out information from
their peers and upperclassmen about back-to-school basics.
Orientation sessions close out the summer, bringing students
together with the intention to do what, for the most part, has
already been accomplished online—create friendship, familiarity,
and comfort within the incoming class.

September marks the long awaited move-in and students

head to campus, teary-eyed parents in tow. After unpacking
and accessorizing their dorms, they see their families off with
bittersweet goodbyes, full of nervous excitement for the first day
of class.
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The overall activity across the 6-month
journey is made up of eight core
themes: Making Friends, School Spirit,

Orientation, Residential Life, Local
Activity, Student Life, Academics, and
Social Marketplace.

The Core Conversation

While it is important to identify when these online communities are
most active, the power comes from understanding the root of the
activity. With a wide range of topics being discussed, the volume
and timing of the discussion varies from topic to topic. While
every school is unique, each Class of 2015 community hosts the
same core conversations, revealing a universal back-to-school
journey. The overall activity across the 6-month journey is made up
of eight core themes: Making Friends, School Spirit, Orientation,
Residential Life, Local Activity, Student Life, Academics, and
Social Marketplace. The chart below visualizes the activity levels
throughout the 6-month period across each key category. By
understanding the different discussions taking place and when
these conversations are happening, brands can identify where
they can add value and when to engage.



“Making Friends” conversations were most active in March, April and May,
accounting for 40% of the overall conversation.

Making Friends

Making new friends is, by and large, the most formative part of the
incoming college freshman’s journey. For the first time in years these
students are free to reinvent themselves, redefining who they are,
what they stand for, and who they associate with.

In years past, students were limited to meeting their future classmates
at official orientation events shortly before the school year began.
Now with the emergence of co-created online communities, students
connect from the moment of acceptance to share the experience and
build friendships months before they arrive on campus.

Shortly after joining their class community, students share where
they’re from, what they plan to study, and other personal interests
in an effort to connect with like-minded classmates. Students write
“Friend Me” or “Message Me” on the community wall, calling on
their peers to add them as friends. Students even plan local offline
gatherings to meet other fellow students from their area.

The high level of connection between incoming freshmen powerfully
changes the back-to-school dynamic. Students now arrive on campus
with a built-in network of “friends” and a level of comfort never before
possible. Rather than a sea of unfamiliar faces, students spend their
first days on campus connecting people with their digital personas.



School Spirit

nation.... talk about some good hype... WHOOP!

. $:::::;I\:‘b::)otball team is starting off the season ranked #9 in the
On the heels of college acceptance, students are exploding with

Like - Comment * August 4, 2011 at 10:32pm * @

school spirit. This is a deep-rooted and meaningful school spirit, 18 el he

O View all 4 comments

representing their sense of pride and accomplishment. College
acceptance represents the culmination of everything they have
worked for their entire lives. It represents their future, both short- B

and long-term. These students’ sense of pride in their school is [Wescommenc. ]
really their sense of pride in themselves.

April Arrendondo Do you know where you can still get a sports pass? :p
August 6, 2011 at 2:20am - Like

“School Spirit” conversations most active in March, April, and May accounting for 12% of the overall conversation.

Orientation a Anyome i our s from the Midwest? Chicaga?

Like - Comment * June 6, 2011 at 1:31am - @
After the initial flurry of socialized school spirit and new friendships, 2 Specplllhe i
students eagerly await their first opportunity to connect offline at o
“Freshman Orientation.” Though the emergence of co-created Bl s o e
online class communities has taken much of the allure out of the R e e
official Orientation program, the excitement and anxiety around Sl consideredpar o1t 2015 elss. v nead o apoutyou 00 1o

meeting new friends and future classmates in person for the first —
time endures. Orientation-related online chatter revolves around

students socializing their Orientation program timeframe and
connecting with other students who share the same dates.

“Orientation” conversations most active mid-April through mid-July, accounting for 14% of the overall conversation.



“Residential Life” conversations most active from April through July,

accounting for 23% of the overall conversation.

Niccole Rosa
How are you guys hanging up posters & such since the walls are
cinder block?

“! ke - Comment - August 15, 2011 at 10:02pm - @
) 10 people like this.

©) View all 6 comments

E‘
Like * Comment * April 29, 2011 at 7:08pm * @

Steve Cronin they aren't exactly hooks. Command strips are more like
double sided tape depending on what kind you get. It's a litle stronger. 9 3 people like this.

August 17, 2011 at 1:59am - Like

YYou can buy these plastic hooks which are pretty sturdy.
s you aren’t handing like a kettlebell you should be fine
August 16, 2011 at 9:10pm - Like

Alex Thi
As I

e % Colleen Smith
<" I'm a SEBS biochemistry major looking for a roommate that likes going out,
f* laid back, and wants to be on Cook or College Ave as a first choice!

O View all 25 comments
PP Lauren Benzinger We are like the same haha ;)
‘f& April 29, 2011 at 7:11pm - Like

¥ Keri Gausney I'm still looking for a roommate too!
4 August 17, 2011 at 1:59am - Like

Write a comment.

Residential Life

Leaving home for the first time is an experience no student is fully
prepared for. Moving out of their parents’ house and into the dorms
gives students the long-awaited freedom they’ve only dreamed of.
For the first time, they are fully in charge of their every decision;
how much they study, what time they go to sleep, and how they
spend their money. At the same time, leaving the comfort of their
friends, family, and life-long routine isn’t easy.

Traditionally, schools do their best to assign compatible
roommates based on a short survey. Who students would

live with, a major variable in their overall quality of life, was
determined by disconnected adults or an impersonal automated
system. The Class of 2015 took the task of finding compatible
roommates into their own hands, turning to their online community
to socialize their search and screen potential candidates.

The next residential life milestone is the announcement of room
assignments. Until this point, students may know who they are
living with and when they move-in, but receiving their assigned
room number in a specific dorm is the final piece of the puzzle.
A rush of activity follows, where students socialize their dorm
assignments to connect with students living in the surrounding
rooms, on their floor, and in their building.

With the knowledge of where they will be living and with whom
they’ll be living with, students begin to search for dorm room
specifics. They socialize any and all questions, from the exact
size of their beds to how they should accessorize their room.
Rather than relying on the school’s official packing list, students
turn to their peers to find out how to best prepare and what they
really need.



Joey DiStefano

Class of 2015, congrats on those of you guys getting into SU. How many
of yall are ready for the coldest winters you will ever meet? lol
Like - Comment - June 25, 2011 at 12:46am - @

Y 3 people like thi

Q) View all 25 comments

=1l 'saac Whelan bring it on!
- June 25, 2011 at 7:38pm - Like

ovieri Wisconsin has worse winters, so it’ll b fine
at 5:00pm - Like

Adiee Gonzales

® Can't wait for next year! Any other girls rushing? I'd love to meet some
new people before August!

O) view all 19 comments

Olivia Harrison you should! | rushed last semester and | love every
1If questions about it just ask!

Nicos Georghiades

mpletely agree. Rush was the best decision |
Al I to live in Traditions at Northgate?! 1l

I love sorority life. : )
n - Like

“Student Life” conversations most active in August and September,

accounting for 19% of the overall conversation.

Student Life

A student’s college experience is made up of many factors, most of
which take place outside the classroom. Schools pride themselves
on offering a wide variety of student organizations, active Greek
life, and competitive athletic programs. While the glossy brochure
presents a school’s offerings in the best light, students want the
real deal on student life and leverage these communities to get the
inside scoop from their peers. Most interesting about the student-
life dialogue taking place within these communities is the presence
of upperclassmen participating in the conversation. Older students
who understand the socially infused journey join these pages to

answer questions about student life and recruit incoming freshmen
into their organizations.



Academics

The freshman year academic experience is made up of required
courses and lecture-hall learning, different than the high school
format these students are used to. For the most part, this is the
first time they have been able to design their own schedule,
choosing when they want to be in class and what courses they'd
like to take. With little familiarity with the professors and their new
academic system, students make these choices with the help
and guidance of their peers, turning to their online community for

advice on professors, class combinations, and related workloads.

Upon completing their schedule, students socialize their chosen
classes as a way to build new connections. In a fascinating

use of the Facebook platform, they share screenshots of their
schedule for all to see, calling on classmates to add them as
friends. This allows them to collaborate on summer assignments,
discuss homework due the first day of class, and establish a
sense of camaraderie before stepping inside the classroom.

Theerayut Jaiyen
Hey I’'m Tj, I'm enrolling in school of engineering, is there anyone in the
E.O.F program in here.

Like * Comment * April 22, 2011 at 4:29pm * @
III£] 11 people like this.

) View all 7 comments

Karen Lopez hey are u in honors engineering at busch?
July 6, 2011 at 4:29pm - Like

Brunswich. Message or add me, or both! :)
Anyone in the Social Justice Learning Community?

Like * Comment * May 1, 2011 at 9:01pm * @

Theerayut Jaiyen nah im not that smart lol Ashley Heather Garner
July 6, 2011 at 4:29pm - Like Hey, I'm Ashley. SAS Comparative Literature or English major at New

‘Wri(e a comment...

23 11 people like this.

O View all 7 comments

Danica Rei I'm looking into that learning community actually! :D
July 6, 2011 at 4:29pm - Like

= Brittany Anderson Parabjit Kaur Im also going into Rutgers SAS NB. Lol :)
i Who's doing pre-med? July 6, 2011 at 4:29pm - Like

Like - Comment * July 6, 2011 at 4:29pm *

| write a comment..

2 14 people like this.

O View all 5 comments.

Kate Lanza | am!

July 6, 2011 at 4:29pm - Like
Karen Lopez idk | think so my advisor told me | was.
July 6, 2011 at 4:29pm - Like

[ iite a comment...




Local Activity

] So were College Students at Illinois State University!!! We Just opened
for Na Palm and Twista and would appreciate it if you could like our
FAN PAGE!! Thank You so much Repost it on 3 peoples walls to

#DOMINO AFFECT hitp:/ . acebook com/officilteejay Local businesses and area nightlife promoters have caught on to the

. T TR existence of these communities and have proactively used them as

a marketing platform to speak at incoming students. More often than

e T not, these unwelcome outsiders post marketing messages on the

Frac 11608 ke i community wall, asking students to attend their events or purchase
their products. Without adding value to the student experience or

solving a need along this journey, these messages go unread as

social savvy students glance over what they see as spam. Worst yet,

ﬂ Marissa Scarlata these marketers run the risk of turning students off from their brand

ﬂ Like * Comment * May 1, 2011 at 9:01pm * @

http://www.vspink.com/pink_collegiate/showdown.jsp?cm_re=110401-

el oo keep voting! Cmmon guys! before they arrive on campus as a result of ill-executed outreach.

Victoria's Secret PINK is the #1 loungewear brand in the world. Live PINK in
our campus-ready sweats, sleepwear, & ultra-cute bras & undies.

ﬂ Like * Comment * May 1, 2011 at 9:01pm * @
v Jillian Sands Beaker! Shes on my team | love her!
July 6, 2011 at 4:29pm " Like

Michelle Voter youuuu haveee a storm cheerleading outfit on!
July 6, 2011 at 4:29pm - Like

Write a comment...

“Local Activity” conversations most active August and September,

accounting for 6% of the overall conversation.




Social Marketplace 2ttt g

For Sale: My sports pass for the OSU game! I'll give it to the highest
bidder. Let me know if you’re interested!

Like - Comment * September 17, 2011 at 11:44am - @

While students leverage these communities to connect with each “39:‘”
other and share important information, they also recognize the

market opportunity of several hundred students with similar needs
and interests. Upperclassmen leverage these communities to sell e e Dy R i et e e 0

used textbooks to the incoming class at a discount, rather than September 18, 2011t 101pm ke : ‘

selling their books back to the college bookstore for a small fraction @ g;;ggﬁ:i%i(:am:sh?:fz,u;ih:;s:h;:T:m%;gxr;;iomics,
of what they initially spent. Freshmen resell sports tickets to games P e Commenty 7201117550 @

they can’t attend to ticketless fans. Students sell each other furniture 0

and dorm-room supplies they no longer need. Rather than turning [ v oo e

to Craigslist or eBay, students keep the marketplace within their C

campus community.

one but idk

Lindsie Michelle How much do they usually go for? | really need
i September 17, 2011 at 1:44pm - Like

3 Sophia Chang im selling for $20 and its two books the main text/
@ exercise manual that you need for hw
A

i 5 . y
Janny Moroland May 7, 2011 at 11:57pm - Like
I'm selling my Texas game sports pass! let me know if you are interested : )

CollegePost.me to sell it!




FIVE KEY

IAKEAWAYS

So what does this mean to the brand marketer? Our research
informed five key takeaways for your brand to consider when
designing back-to-school initiatives:



UNDERSTAND WHAT THIS

JOURNEY REPRESENTS

Beyond the specific student needs and corresponding
conversations within the journey, realize what this experience
means for the incoming college student on the deepest level. After
living under the authority of their parents for 18 years, they are
finally in the driver’s seat of their every decision, their lifestyle, and
their future. These students are making cross-category purchasing
decisions for the first time, forming buying patterns and brand
loyalties they will take with them throughout life. Furthermore,
when transitioning to college these students experience the rare
opportunity to re-define who they are. This new chapter offers a
unique ability to recreate themselves, reshaping the identity and
reputation they’ve developed over the past 18 years. They use the
6-month journey to architect the person they want to become the
moment they arrive on campus. This is done through strategically
selecting the people they connect with, the organizations they
associate with, and the brands they identify with. Playing a key role
in the journey will keep your brand top-of-mind as students create
their new identities.



DELIVER ON CORE NEED-STATES

At the highest level, all activity across the 6-month journey reflects
three core need-states of inbound college freshmen. Design
programs that enhance, streamline, or deliver on these need-states
to secure your spot in the heart of the college experience.

Celebration

College acceptance represents the culmination of everything these
students have achieved in’and out of the classroom for the past 18
years. When students celebrate their acceptance and school spirit,
they are ultimately celebrating themselves and the countless hours
of hard work, extracurricular activities, standardized testing, and
college applications that got them to where they are. Their feeling
of accomplishment is overwhelming. This celebration offers them

a sense of release from the stress and pressure they have been

putting on themselves, and allows them to reward themselves for the

success of their hard work.

Connection and Connectivity

Leaving their family, friends, and everything familiar behind is
likely the boldest move any of these students has ever faced.

The deep need to connect fills the entire journey. By establishing
these connections before school starts, students are able to piece
together the unknown, one friend at a time.

Exploration

After being accepted to college, students enthusiastically explore
everything about their new world; from what classes to take and
what items to buy for their dorm to what organizations to join and
where to hang out around campus. As schools proactively develop
ever-broader academic and social offerings, students spend the
summer exploring everything their college life will bring.



TIMING IS

EVERYTHING

Don'’t think of Back-to-School as just August and September.
Recognize that the journey begins with college acceptance and
runs through the first days on campus. The conversation and
underlying student need-states shift throughout the journey,
reflecting a variety of offline events and key back-to-school
milestones. Building programs that deliver on core needs is only
powerful when executed at the precise time the corresponding
conversation is taking place. Providing a tool for students to find
the perfect roommate in August is destined to fail because it
doesn't take into account that roommate seeking takes place May
through July. Design a program that solves a student need during
its respective timeframe within the journey. This provides the
relevance and value add needed to achieve traction and virality
across the incoming class.



- B NUMBER OF COMMENTS
40K
B NUMBER OF LIKES

30K VOLUME OF WALL POSTS

ORGANIC ENGAGEMENT

MAKING  RESIDENTIAL STUDENT SOCIAL ORIENTATION SCHOOL ACADEMICS  LOCAL
FRIENDS  LIFE LIFE M&%KEET SPIRIT ACTIVITY

OF 50K POSTS

PROACTIVE (WALL POSTS)
I REACTIVE (LIKES/COMMENTS) Is%

17%
16
13%
12% : : .
Each core conversation throughout the journey generates different
Ay Ay Oy levels and types of engagement. When students celebrate their

3w 3w school spirit, they’ll receive a high volume of “likes” on their post.

2% 2% 2y When students announce their dorm rooms, classmates continue

Tn T Tn the conversation by “commenting” with their room assignments to
| _l_ __B___ B _N B _B . __ R the thread. Understand the type of engagement each conversation

generates and which topics garner the highest levels of engagement.
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EMPOWER THEIR

SOCIAL NATURE

These students are social media machines. Of the Class of 2015,
50% have over 300 friends on Facebook, 43% have “liked” more
than 23 brands, 40% visit Facebook more than 10 times/day, 67%
access social sites from their smart phone, 75% upload photos
via mobile devices, and 58% use Twitter “all the time.”? If you
streamline their journey, they’ll socialize the experience to help
their friends and get “cool cred” (read: social currency) for being in
the know. Don't just solve their need, bake in social through every
step of the process. If your tool helps students design their dorm
room, offer the ability to share their “dream dorm” across social

to collaborate with roommates and get friends input on selected
products. As their peers engage with this content through their
feeds, they’ll experience your platform firsthand and ultimately
create, curate, and share a room of their own.

2http://meet2015.com/Content/Pdf/MrYouth_ClassOf2015.pdf



About Mr Youth Contact Us

Mr Youth works with many of the world’s leading brands to We love hearing fro_m our fans and followers. Shoot us a twget, Like

connect them with today’s digitally savvy consumers. We are us on Facebook, Circle us on Google+, or send us an email below

a social media agency at our core, developing platforms and gnd we will respond na timely fashion. Plea_se submit all press

campaigns across an integrated mix of word of mouth, social inquiries and/or questions about our study directly to David Yarus at

interactive and experiential channels, with a strong focus on DavidY@mryouth.com.

building consumer advocacy. With our headquarters in New York,

our global footprint includes offices in London, San Francisco & Please submit any new business inquiries or requests for a full

Toronto. Mr Youth is a subsidiary of LBi International. presentation to our Vice President of Marketing, Christian Borges at
ChristianB@mryouth.com.

& =R

OAHEKEY

- &




