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● Learn from organic community 

conversations

● Assess market trends

● Develop key stakeholder personas

● Understand who is ready to engage with 

your institution to support growth goals

Valuable and 
relevant 
environmental 
and market 
scanning Timely and unfiltered insight

mailto:info@campussonar.com
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Retain your greatest asset.

1 2 3Students are your 
best marketers.

Gain insight into what 
makes your institution 
special.

Showcase a robust 
student experience.

Identify student stories 
that reflect your brand, 
traditions and values. 

Meet students 
where they are.

Support students in the 
digital age. 

mailto:info@campussonar.com
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Alumni hold unique value.

1 2 3Long-term brand 
insights

Alumni capture a longer 
history and evolution of 
your brand.

Most credible 
influencers

Evaluate how they carry 
your brand with them in 
the world, formally and 
informally.

Wear multiple 
hats

Gather and analyze data 
on your alumni 
behaviors. Happy 
alumni are more likely 
to become parents of 
students, donors, 
returning students, or 
employees.

mailto:info@campussonar.com
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● They are more likely to use a wider range 
of online platforms than other 
audiences.

● They may have diverse needs by age, 
location, career, milestones, etc.

● Invite them to contribute insights and 
perspectives through engaging content 
so you can better understand their 
priorities.

Engaging alumni

6

Alumni can be especially important around:

● Celebrating success and praising 
campus strengths and achievements.

● Sharing real-time feedback around 
crises, strategic priorities, planning 
shifts, and change management.

mailto:info@campussonar.com
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The Core of the Nexus: 
Humans

How are stakeholders communicating online?

mailto:info@campussonar.com
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Leverage Social 
Intelligence for 

Stakeholder Engagement
How does social intelligence inform your work on 

campus?

mailto:info@campussonar.com
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1. Tailor your messaging.
a. Deliver the right message at the 

right time.
2. Assess and adapt to the needs of 

your audience.
a. Use social intelligence to support 

your students as well as your 
institutional priorities.

3. When you have valuable feedback, 
share it!

a. Inform campus partners to 
improve systems and service.

Plant the 
seeds of 
engagement.

mailto:info@campussonar.com


Campus Sonar 2025  |  info@campussonar.com  |  campussonar.com      14

1. Amplify stories from your key 
stakeholders.

a. Leverage positive alumni and student 
stories to engage prospective students 
and donors. 

2. Shape your brand narrative.
a. Alumni and current students offer a 

firsthand look at what life is like on 
campus. 

3. Align your brand.
a. Identify strengths and opportunities to 

support your brand perceptions.

Watch brand 
awareness 
grow.

mailto:info@campussonar.com
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Your Social Intelligence Plan

What do you need to be successful?

mailto:info@campussonar.com


Campus Sonar 2024  |  info@campussonar.com  |  campus sonar.com      16Campus Sonar 2025  |  info@campussonar.com  |  campussonar.com      16

1. Answer critical questions 

about the market, industry, 

brand, audience, or topic.

2. Measure your progress over 

time - get an idea of who’s 

talking about you, how and how 

much, and where as a baseline.

An always on 
focus group.

mailto:info@campussonar.com
mailto:info@campussonar.com
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● Surveys and focus groups make 
assumptions about audiences to 
facilitate data collection.

● Social intelligence leverages organic 
online conversations to learn about the 
experiences and beliefs of a community.

● As a form of market research, it’s faster, 
more fluid, and more authentic than 
traditional methods.

Value of Social Intelligence

17

We collect large volumes of audience 
feedback using

● Historical analysis to capture relevant 
conversation from the past to provide 
unfiltered insights

● Real-time analysis to measure 
progress and effectiveness as you 
implement new strategies

mailto:info@campussonar.com
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A Strategic, 
Collaborative Partner 
for Higher Ed Teams
● Understand insight - generate discussion, 

understanding, and action.

● Apply insight - strategy discussions and 

brainstorming.

● Activate capability - grow skills required 

for success.

● Spark change - increase buy-in and 

alignment.

mailto:info@campussonar.com
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Listen + Engage

Leverage social intelligence findings to understand 
and engage your audience. 

mailto:info@campussonar.com
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More than just a number.

1 2 3Understand 
incoming needs.

Understand what 
prospects and their 
families care about 
most during the college 
decision-making 
process.

What’s your 
reputation?

Analyze audience 
perceptions about your 
institution and its 
perceived reputation 
within the market.

Reach your 
target audience.

Deliver the right 
message at the right 
time (and place). 

mailto:info@campussonar.com
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Listen more, talk less.

What questions do you have?

mailto:info@campussonar.com
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