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Alright, Hello everyone. Thank you for joining us for this webinar today. Today, this webinar is 

"Joining the Conversation," and it is about CUKC social media channels, conversations, and you. 

So, glad to have you here today. You are listening to a recorded version of this webinar, and if 

you have any questions, that's quite alright. We will be able to help you out. 

Okay, so just a few housekeeping things before we begin. In this case, you don't have to worry 

about mute, but just know that I can't hear you. As I mentioned before, we are recording this 

webinar and we will send an email out when it's ready along with a list of links to our social 

media addresses. So, you should have that, if you are listening to this now. Let's see, in this 

case, you won't be Skyping your comments, but we hope to have you Skype in with us on future 

webinar sessions. And again, even if you're listening to this now, it is wonderful if you send 

questions or comments to me at jennifer.matascik@cleveland.edu, you can also send those 

comments to communications@cleveland.edu as well. 

Alright, so here's what we're talking about today. Today we're talking about CUKC social media 

presence, what it means to you and how to be part of that conversation. Alright so, for those of 

you who don't know me, I'm Jennifer Matascik, Director of Marketing Communications here at 

CUKC. And as you can see, here's a little bit about me, but feel free to view my profile on 

LinkedIn and connect with me there if you haven't already. I have been professionally managing 

social media since 2009, and to put that into prospective; LinkedIn launched in 2002, Facebook 

in 2004, Twitter in 2006, and Instagram and Pinterest in 2010. So, you could say that I've been 

managing social media since before the birth of Pinterest and Instagram.  

These social media channels, they were not necessarily created to facilitate business 

communications or business conversations, but it didn't take long for businesses to realize that 

something big was happening in social media. And some companies, like Whole Foods market, 

ventured into social media much earlier than others and started to build an online following. At 

Whole Foods market, I launched and maintained local social media accounts for them, and it 

really was an interesting time to be with them. Whole Foods market really invested in their 

training for the social media team. So, instead of investing in online advertising, which they did 

to some extent, they really put their efforts and energy into training their teams so that we 

could get organic traffic, which is basically free traffic, traffic that has a life of its own, if you 

will.  

So, they invested in that and Whole Foods market, especially in the earlier days, was known 

really as an innovator in customer interaction online, and they used their online interactions to 

align a store and the local community with one another, and then to also share Whole Foods 

Markets' core values. So, I was with them for about seven years doing that. And then I had the 

opportunity to create social media content for Goodwill of Western Missouri and Eastern 

Kansas, which was also an interesting experience and different strategies involved there with 



connecting with their local online community. And then, now, I lead the CUKC social media 

presence. And with that, let's see here. What else to tell you? Oh, some reasons I got into the 

field of marketing might be interesting for you. Basically, one of the things that I love about 

what I do is that it is constantly involving and I enjoy bringing people and ideas and resources 

together to make a positive difference however I can. So, it's really exciting to be part of this 

and let's go ahead and move forward now that you know a little bit about me. Oh, by the way, 

yes. I am a mom of two girls, Isabella and Gabriella. I'm a girl scout leader and volunteer with all 

sorts of different things, including the Olathe Pumpkin Run, if you're familiar with that one. And 

I love chocolate, I like dark chocolate specifically. 

Okay, so anyway, enough about me, let's move on to the webinar assumptions. So today we're 

assuming that you are interested in being part of a social media conversation at CUKC. You 

don't have to understand social media, but you do understand that social media is constantly 

changing. You also understand that when you're having a conversation, whether it's online or in 

person, that timing matters and you're ready to start participating with CUKC online, even if it 

might seem a bit awkward at first. So, speaking of timing, we are going to watch a short one 

minute video next. So here we go. 

On August the 21st, Chiquita will physically move the moon in front of the sun to create an 

enormous fiery yellow banana in the sky. But don't look directly at the Chiquita banana sun 

without protective eyewear. It can be very harmful to your eyeballs. I know it may be very 

tempting, but... Oh, okay. Wiggling in that cool way. Oh no, I'm looking at it. Cut to the map, 

unlike the boring total eclipse, Chiquita will make the banana sun visible to everyone in North 

America. What's that music? No no, not the wave. You're just supposed to be a useful 

metaphor, but now you're trying to make people, and they shouldn't do that. This is ridiculous. 

Don't let its hypnotic movements distract you from my main point, which is wear protective 

eyewear when you look at the Chiquita banana we put in the sky. Can someone restrain that 

banana? 

Totally goofy, right? Okay. So basically, timing makes a difference, and social media creates a 

space where we're trying different ways to capture attention and be relevant. So, what is said 

and how it's said, and when it's said on social media makes the difference as to whether 

something is considered relevant, memorable, important, and worthy of our attention. In this 

case, the Case of the Chiquita banana sun. The company took responsibility for the solar eclipse 

of summer 2017, a bold and silly move, and they created positive buzz about their company, 

capturing people's attention with the absurd marketing campaign. And as you see here, these 

are some other visual elements that they had with their marketing campaign. It was not limited 

to the YouTube video that we just saw. They had different elements of the campaign across all 

of their social media channels and on the right there, the vertical image you see is actually a 

full-page ad that they included in the Wall Street Journal.  

So, anyway, with that being said, it is time for us to dive into some basic understanding of social 

media basics. Alright, here we go. "Ahhhhhh," says the woman as she is overwhelmed by all of 



these different social media channels. You don't need to be overwhelmed though. So, one of 

the things that can be so captivating about social media is the immediacy of it. Social media 

users can create, share, engage, and interact with people they know, or don't know for that 

matter, and spread a message like wildfire across the globe. It's something that we almost take 

for granted in this day. We no longer have to wait for the mail carrier, or for a news reporter to 

learn of a story, or news that affects us personally or emotionally, or any other way imaginable.  

So, with that, with this immediacy of all of it and the amount of information that is out there 

and all these different sources, it can seem a bit overwhelming. But, with that too, it's also 

really, it can be very powerful. So, our ability to rapidly communicate can be helpful sometimes, 

and sometimes not. So, social media can also elevate an individual and an organization or just 

the opposite, and we're going to see some examples later on in the webinar. But for now, let's 

take a closer look at those different social media channels.  

Before I split the slide, just take a moment and look at this picture and see if you can identify 

any of those social media icons. Alright, let's go to this next one here. Alright. I know I 

mentioned earlier that I love chocolate. I will admit, I like the donuts too. This is a fun one. Each 

social media channel has a different communication style and purpose. And this chart, like I 

mentioned just a moment ago, it does a particularly nice job of explaining this. Each one of 

these social media channels is worthy of its own webinar, but today we just have time for 

general overview of them. So, as I go through this list, I'll identify them for you, but think about 

your own experiences on these different social media channels and then see what this makes 

you think of.  

So, with Twitter, that's the first one, Twitter, I'm eating a donut and we've got a hashtag in 

there. If you're not familiar, people use that hashtag symbol to help them search on different 

topics and to group content together basically on social media. So, when we talk about Twitter, 

we're talking about short frequent messages. Think of it, you might say, when passing someone 

in the hall, the medium lifespan of a tweet though, it's only 18 minutes. Short attention span 

there. If something doesn't catch on in 18 minutes with a tweet, it's unlikely that the tweet is 

going to reach very many people at all.  

The next one, Facebook. Alright, somewhat longer messages here. Like what you might share at 

a water cooler, two or three times per day. So, Twitter, short frequent messages, Facebook, not 

as frequent here, and the messages are a little bit different. This is more about who you are as a 

person, so telling somebody something about yourself. Alright. So, a few years ago, a study 

Wise Metrics published, found that a Facebook post usually hits 75 percent of its maximum 

impressions in two and a half hours, and that 75 percent of the engagement happens within the 

first five hours of post. This means that the best chance of anyone's Facebook post being seen 

and receiving likes or comments is within that first five hours of being created. So, Facebook, 

we don't do it as often as Twitter, but the message is out there longer and has a little bit longer 

life.  



The next one is Four Square. Four Square is mostly for letting your friends know where you are 

and figuring out where they are. So, this is where I eat donuts, would be a Four Square-type 

statement. Instagram is next and really here the quality of the photo is the key. The better the 

photo, the better someone has a chance of seeing it.  

Next one is YouTube. YouTube is all about videos, and we would love to do more with making 

some YouTube videos for the university, that is something that is on our radar. And then next, 

LinkedIn, LinkedIn is for connecting with other professionals or a professional space, I 

particularly like that. If you happen to have that your skills include donut eating on your 

LinkedIn account, let me know because that's just awesome.  

Alright. Let’s see here. Pinterest is for sharing ideas and finding inspiration. So, for Pinterest, 

when we think about that one, think of it as a digital corkboard where you're using thumb tax 

or sticky notes to pin your ideas together and stay organized. A lot of people use Pinterest for 

recipes or for party planning, or wedding planning. Those are some ideas and things that work 

really well in that area. And then Google Plus, at the bottom there, that was Google's response 

to Facebook. It's still out there, but in 2016 it was visited by just 22% of online adult users per 

month. So, it doesn't get as much traffic as some of the other social media channels. So 

regardless though, now here's the really important part, regardless of which social media 

channel we're using, social media does not dictate who we are as a university. Instead, it's an 

expression of who we are. It is an extension of our university culture, not a model for it.  

Alright, so you might be wondering where is CUKC on social media and online. Alright, what I 

will do, if you don't have this already in front of you, I will tell you exactly where they are, but in 

the email that you received to get the link to this webinar should have provided the social 

media links there for you. So, let’s see here, we have got our website, which is cleveland.edu 

and then if you'll notice these icons here, we have the Facebook, Twitter, and Instagram icons. 

For those, our handle, or where we are to find us is Cleveland UNIVKC. So that's Cleveland U-N-

I-V-K-C. That's where you'll find us on Facebook, Twitter, and Instagram. And to do that you 

would do the slashes, basically, Instagram.com/clevelandunivkc, and you'd find us there. 

Alright.  

And then for LinkedIn.com., you'd find us at LinkedIn.com/school/CUKC. And then on YouTube, 

you would find us at youtube.com/clevelandcollege. Now, they do not all, as you can tell, they 

are not all the same. That is something that we are moving forward with; to get them all to 

have the same handle eventually. 

So here we are, just a reminder. So again, we are on Cleveland.edu. That is our website, it is not 

necessarily social media as itself. It's the website that we're on. Then we have Facebook, 

Twitter, Instagram, LinkedIn, and YouTube. 

Okay, we're doing awesome here. Let's keep rolling. So now that you know where to find CUKC 

on social media, why are we there in the first place? What do you think? Okay, so, I will tell you. 

We are there for increased brand awareness. So, if you guessed that or something along that 



line, you're right. Social media is one of the most cost-efficient digital marketing methods used 

to share content and increase an organization's visibility. We know that online experiences 

affect all fine decisions. In fact, our online experiences can be a very powerful influencer. Social 

media can lead prospective students to our website and to our campus and prospective 

students are already online and using social media as a means to communicate, gather 

information, share information, and formulate opinions. So essentially, we want to be where 

our audience is.  

So, who is our audience? What do you think? Alright, if you said our audience includes current 

and prospective students, alumni, faculty, staff, community partners, and family and friends 

from each of these groups. You are right. So here we have a Facebook post that is designed to 

give someone insight into our university. It's highlighting important news about the new force 

sensing table technology lab, and it draws people to our website to learn more. We highlight 

the Force Sensing Table Technology lab here as a way to differentiate CUKC from other 

chiropractic universities. I'm just going to shorten it and say this new FSTT is something that we 

can be proud of as a university community, and the information we provide about it on our 

website gives prospective students yet another reason to consider CUKC for their education. So, 

you can see how, in providing and sharing this information with people who are interested in 

our university, how this can contribute to the growth of our enrollment. So now that I've given 

you a little taste of some of our social media examples, we're going to dive into more, and into 

the power of social media.  

Alright, here's next. Anybody recognize this one? Do you remember what year it was from? 

Okay. So, this is an example you may remember from summer 2014, the ALS Bucket Challenge, 

did you participate? Do you know anybody who did? Alright. What's interesting is that it 

actually wasn't a campaign organized by ALS. The idea was to nominate someone for the 

challenge to help raise funds for a charity of their choosing. Basically, what someone would say 

is “Hey, I dare you to donate $100 to a nonprofit organization and dump a bucket of water on 

your head or donate $150 and challenge somebody else.” Anyway, the idea morphed, and at 

some point, someone with a large social media following, someone who might be considered 

like a power user, if you will, donated to the ALS and at that point, the campaign again, started 

to morph into the ALS bucket challenge.  

It gained the attention of celebrities who got in on the action. Here's Jimmy Fallon and his team 

participating on late night TV. What's really amazing about this is 17 million people posted 

videos on Facebook. Now let's think about this for a moment here. Have you ever posted a 

video of yourself on Facebook or on social media? For most people, it's not something that we 

do every day, right. Alright. But 17 million people posted videos on Facebook and they 

generated $115 million in charitable donations within six weeks. This ALS ice bucket challenge, 

this idea and challenge, it became viral in that it caught on and spread rapidly across social 

media, and as people liked and shared these posts that were related to it. And as they posted 

their own posts and tweets, it just totally grew.  



So, what was interesting is, not only did the Ice Bucket Challenge become viral, but there was 

all of this offline activity that people were being encouraged to take and then share online. So, 

it was really an interesting combination there. Somebody saw something online or they heard 

somebody talking about the ice bucket challenge, and then they decided to physically get a 

bucket and fill it with ice and fill it with water and dump it on themselves and record it, or have 

someone else record it, and then take the effort to upload that. That means someone else, 

once they uploaded it onto social media, they shared it and then people liked it, and then they 

did it themselves. So, really very fascinating how online and offline, that back and forth, play 

here with this particular challenge.  

Alright, let's see. Another fun one that you might remember. Alright. Dunking cookies in the 

dark. So, the Oreo in the dark at the Super Bowl. This was 2013 and when the power went out 

at the stadium during the Super Bowl. The Oreo brand seized the moment in a clever and timely 

tweet that captured attention across the nation. So, look at the retweets there, this single 

Twitter tweet, which, as you recall from our earlier discussion has a medium lifespan of what? 

18 minutes. It was retweeted more than 14,500 times reaching thousands of people. The tweet 

even captured the national news spotlight. It was the right message at the right time to the 

right audience and it paid off for Oreo by growing their audience.  

So, there were some questions during the…earlier about that. Did their sales increase? 

Probably. All of a sudden, this brand is top of mind. I don't have any numbers to support that. 

Someone asked if, if milk sales increased too. It will be fabulous to see if you can attribute a 

jump in milk sales to this and I didn't get to look that up, but that's something that you can 

check out. Let me know if you find the answer to that, but in addition to just increasing sales 

over a period of time. Which you'd have to factor in how long would that period of time be, 

how long did that particular tweet and the ideas stick with people.  

Even so, with all that, when someone chooses to follow a person online or a brand online, the 

person is saying, 'I'm interested in what you have to say.' So even if somebody didn't go out and 

buy cookies right then and there, the single tweet grew their following, grew Oreo's following 

by 14 percent and gave Oreo the opportunity to continue contributing to conversations on 

social media. So really very powerful, how just one message can get out there and resonate. 

Also, I just want to point out here, notice how short the messages are. Okay? We don't have to 

have really lengthy statements to get our ideas across in social media. 

 

Okay, now let's see what happens when it doesn't go quite right. So sometimes organizations 

are a bit tone deaf online. I think most of us could probably say they've run into one or two 

occasions where a company just didn't get it. So, in this case when the gap posted this tweet, 

the hashtag, #sandy, was a popular hashtag, and people were using the hashtag in searches to 

find out what was going on during the hurricane and give updates.  



And it's not uncommon for businesses to jump on the bandwagon when it comes to popular 

hashtags and current events and that can be okay. In some ways, you can really make that 

work. And in this particular case, you could say that The Gap was probably aware of their 

timing. They were aware that Sandy was going on and that people weren't necessarily getting 

out into their stores. So, the tweet starts out right. And I'm not sure how well you can see it on 

your screen. So, I'm just going to read this, "All impacted by #sandy, stay safe," great stay safe 

message. Cool. But then it goes wrong. "We'll be doing lots of gap.com shopping today, how 

about you?" And then they give a web link to go shopping online.  

Well, it's pretty safe to say that people do not like it when businesses come across as self-

serving on social media. And in this case, asking if people will be shopping at their online store 

during a crisis comes across as insensitive. So, insult to injury, many people at the time had lost 

power during the storm. So, not a good idea to have sent out this tweet. When tweets like this 

go out; organizations can lose followers, fans, trust, and businesses, which may or may not be 

recovered over time. So, it's not particularly easy to earn someone's trust or someone's 

business, and it's even harder to earn lost business back.  

Let's take a look at just one more. Okay. Do you see what's wrong with this? This one is an 

embarrassing blunder. So, British Airways accidentally promoted their competitor Virgin 

Atlantic by sharing Virgin's Facebook post. A fan caught the mistake, so it wasn't even Virgin 

Airlines that caught it, it was a fan. So here, this is 19 minutes into when the post was posted. 

I'm not sure how long this was up before a fan caught the mistake, but a fan caught the mistake 

and Virgin then capitalized on the mistake by tweeting out their thanks, and creating hashtags 

such as #somethingweagreeon. British Airways tried to rebound by editing their old post, but by 

then Virgin and Vance had already gotten in a really good laugh at British Airways, basically at 

their expense.  

So, did British Airways lose fans or followers from this? Maybe. They didn't really offend me 

when they just looked kind of dumb. They looked foolish, I should say that. They looked foolish 

and Virgin took advantage of the moment and Virgin probably did profit somewhat off of this. 

The lesson here is…there's a few of them. First of all, your fans will catch a mistake if you don't. 

So, do be aware of that and we're aware of that, managing social media. And then, do your best 

to be timely, and this goes for your role in being part of the CUKC online communications. So, 

do your best to be timely. But do take the time to know what you're sharing. Stay calm and 

read on before sharing a post or a comment. 

Let's keep going. Okay. So, we're going to shift gears a little bit now that we've considered the 

power of social media and that it can have in general. And now that we have a basic idea of 

what people can do while on social media. Just a quick reminder that people use social media 

to create, engage, share, and interact with content. Alright, now we're looking at what social 

media can do. These are just a few examples.  



So, social media can merge or blend our online and offline experiences in a bunch of different 

ways. The ALS bucket challenge that we talked about earlier, did a good job of encouraging this 

since people were taking an offline action of dumping ice water on themselves and then posting 

a video. That's, in some ways, kind of a more extreme example, but can you think of another 

opportunity or another time when you had something out there that you saw on social media 

or online and then you took an offline action? Okay. 

So maybe you saw somebody post about a concert and you ended up getting concert tickets 

because you really wanted to go see that particular performance. Maybe somebody posted 

about a sale going on at your favorite store, or maybe someone that you know that... Girl Scout 

cookies are on my mind. Maybe someone let you know that Girl Scout cookies were available 

for sale, or maybe there was something else. Maybe you wanted to donate blood, all sorts of 

different things. You see it online and it compels you to take action offline and it can be vice 

versa too.  

You can go and see a great movie or to be part of some wonderful event and encourage others 

to do that. In this example, the one that you're looking at here, we're using social media to 

invite prospective students to visit our campus. So again, the idea of increasing our enrollment 

is right here, and you're welcome to invite people, prospective students, and their friends and 

family to visit our campus too, of course.  

So, social media can bring people together physically as this example post does, but it can also 

bring people together through shared ideas and sentiments. And if you notice, what this is, is if 

you've been on Facebook before, this is a Facebook event where we've told people when an 

event is happening and provided details and given them the opportunity to say if they're 

interested or going or not able to attend. A bunch of different choices, and then someone can 

share this and invite someone else to go with them.  

Let’s see here, social media can also strengthen a brand identity, which is how a business or 

organization presents itself. And that brand identity again, is how an organization wants to be 

perceived. So, when you are sharing, and liking, and interacting with CUKC social media, you are 

actually helping to reinforce those ideas and images. Those things that we identify with as 

Cleveland University-Kansas City. You're helping to spread that image of the University, which is 

a really powerful thing there.  

And then social media can also track people to a particular website, store, business, an app, or 

even campus. So again, in this particular case we're trying to encourage prospective students to 

choose CUKC as their university. And one of the ways that they would do that would be by 

learning more about the two-year occupational therapy assistant and radiologic technology 

degrees and attending this free information center. And you can see that we also give them the 

link so that they can register to attend and any information that they might need there to help 

them make their decision. 



Okay. So, now with an understanding of what social media can do, we can then look at what we 

at CUKC can do on social media. So, we can share our university culture and values. And we do 

that by providing insight into activities, ceremonies, and programs. We can also do this through 

the use of colors and style photography. In fact, sharing images is a really important part of 

social media. And we, mean all of us, we would love it if you send us your photographs. And 

again, you can send it to me at Jennifer.matascik@cleveland.edu, or you can send it to 

communications@cleveland.edu. Both of those work just fine. Sharing your pictures is 

something that we would really appreciate. 

 

Okay, so going back to this. So, we can share our university values and cultures. We can also 

recognize and celebrate accomplishments, those accomplishments of alumni, faculty, staff, the 

university as a whole, students as a group or as individuals, and the larger community. And we'll 

see some examples of this in just a bit. We can inform and educate about changes in the 

chiropractic profession, for example, as well as things unique to CUKC. Again, we can bring 

people together for events and to rally around causes, and we can also entertain and tell 

stories, capturing minds and hearts through what we share, helping to communicate who we 

are as the University, and just strengthen the connections with those who would be our 

followers or our audience, if you will. 

Alright, so our social media efforts at CUKC are intentional. We are tweeting, Instagramming, 

and posting to Facebook with the purpose of reaching our goals. These goals boil down to 

creating an online community where people feel welcome and compelled to stay connected 

with CUKC. It's an online community that's authentic, relevant, and engaging. In meeting our 

goals, we grow our network. And this little diagram shows that when one person shares on 

social media, but that message spreads to others, and then to others. So, let's look at some 

CUKC examples of social media messages that help us to reach your goals. 

Okay. This one is our top Facebook post so far ever. So, let's take a moment to dissect it. A good 

Facebook post for us is one that reaches a thousand or more people, but this single post 

reached nearly 11,000 people that's more than four times our Facebook following. People who 

don't normally see CUKC in their Facebook news feeds were seeing this post, so what helped it 

to work? What do you think is going on here? 

Well, a lot of different things. Let's see here. Somebody had suggested previously that it had to 

do with the quantity of the people in the picture, that more people would share. I would agree 

that that was right, because it was a large group. Someone else said the timeliness. Definitely, 

this was shared right after an event. By the way, someone had asked, did we boost this post? 

Boosting means to pay to have more people share it. We did not. We did not pay a single penny 

to have this post out there. Alright. So, the photo here, in case you can't totally see it, the photo 

is of students who have received their white coats that day. The students just reached a 

milestone. So, this photo and post captures that milestone.  



We recognize their accomplishment with congratulations and the post lets people know that 

there's a special ceremony for these students. And this Facebook post takes people to our 

website to learn more about the special event. You can see it there where we have, I'll go 

ahead and read you the text that says, "Congrats to all CUKC doctor of chiropractic students 

who received their white coats today. Learn more about the CUKC White Coat ceremony in this 

new blog post." So, we've written something specifically for this, and then we provided the link 

to that post.  

So, let's see here, in this particular thing, just again, the post lets people know that there's a 

special ceremony going on. Alright. Friends, and family, and fellow students help to recognize 

these students’ accomplishments by liking, sharing, and commenting on the post and in doing 

so this Facebook post reaches more and more people. You can see that 27 people shared this 

post and then it received... Let's see here, yep, 27 shares and that received 91 likes directly on 

the post, and then it received another 285 likes on the shares.  

So that means, in case you're not familiar with it, the University posted this Facebook 

information. I didn't want to say post again, sorry. We posted the post onto our Facebook page, 

and then people saw it and they clicked like, or someone liked it and then they shared it. And 

then when they liked it and shared it, someone else saw it, and then they liked it. So, if they 

liked it on the version that someone else had shared, when you share a post, you're basically 

making a copy of that Facebook post and including it as if it's your own collection of news, if 

you will.  

So, this one did really, really well. And not only did we get likes and shares, but we also saw a 

jump in the number of people visiting our website to read the White Coat Ceremony blog, so 

we got to bring people to our website who may have never been at that website before. Now 

this we did again last week with the spring 2018, White Coat Ceremony and let's see here, 

today is Friday. So, it was basically a week ago that we did that one and it had already reached 

6,700 people so far. That one probably is not going to go much farther.  

Basically, like what we talked about earlier, a Facebook post, the 75 percent of the engagement 

that it's going to get is within the first five hours that the post has been created. So, it might get 

a little bit more, more views to it, but 6,700 people is wonderful, and this one that reached 

nearly a thousand people, fantastic! That's what we like to do. And we did both of those for 

free.  

We haven't really talked a whole bunch about Instagram, but here are some of our highlights 

from the past year on that account. We don't have a dedicated photographer, though I am 

really grateful to our team and the photos that they take. Because we don't have a dedicated 

photographer, again I ask of you, we love it when you send pictures. So please, if you will send 

us pictures, it greatly helps us out.  

So here are some of the pictures that we captured last year that received attention in this 

space. And then, just so you know, when we posted things like the...going back a slide, when 



we posted things like this picture from the White Coat Ceremony, you're seeing the Facebook 

post here. Excuse me. But we also posted that to Instagram. This is actually in a different way, 

but it is on LinkedIn. And then we also included this on our Instagram account. So, we try to 

take, when it's the right news, we try to take it and remix it across the different channels.  

Not everything will go across all of our channels, but a lot of things we can rework and 

repackage. So that makes sense. So here again, we are back to Instagram, and if you'll notice 

too, Instagram has a square format photo. Facebook is a little bit more of a rectangle; Twitter, 

typically a rectangle, but each of the different social media channels have their own image 

format sizes. So here again, we're looking at squares. In the first photo, we're showing our staff 

having gathered which provides insight into the energy and the culture at CUKC. It's just a fun 

picture. People enjoyed that.  

In the next photo. Second from the left, we see Dr. Cleveland and student, Ryan Burdick, 

holding an official document, and then in the comments we find that it's the mayor's 

proclamation of October is National Chiropractic Health Month in Overland Park. That's the 

proclamation that they're holding. And again, this particular image would have also been on 

Facebook and it would have been on Twitter. It could have been on LinkedIn, we just weren't 

using LinkedIn particularly at that time.  

And then in the next photo, the photo to the right, we capture a behind the scenes moment, 

which those can do really well, those behind the scene moments. Right, and it's right before a 

graduation ceremony. You can sense the pride, and the excitement, and that anxious energy to 

get started in that hallway going into the other room. And then the photo on the far right is 

when celebrating graduation, and it captures that very symbolic business card toss that we do 

here at CUKC.  

Here are some more examples. And in these examples, we are educating and informing our 

followers. And followers are people who like a particular Facebook page or Twitter handle or 

particular Twitter, Tweeter, Twitterer. Basically, the people who are watching for news and 

information from us. So, we are educating and informing people who are seeing these 

messages about CUKC news. These two examples show our connection with the local 

community and that they also communicate that CUKC invests in the resources available to our 

programming. They recognize the universities achievements and offering you programming and 

they give our audience a way to find out more.  

So, on the left, you've got Dr. Cheryl Carpenter-Davis, and she was on Better Kansas City, 

discussing the new OTA and RadTech degree programs, and we give an image of her on the set 

there. And then if you were to click on that, if you were on social media and you were to click 

on that. Then you would be able to actually see the article, or the transcript I should say, and 

watch the video.  

And then the one on the right there, we are recognizing the ribbon cutting that we had for the 

OT and rad tech programs in their new labs. And we have tagged the Overland Park Chamber of 



Commerce. And I should mention here, too, when it comes to tagging, because we are 

considered an institution or an organization, we are not able to tag individuals. So, you won't 

ever see us do that, because we can't, but we can tag other organizations. Just a little nuance 

there. 

Okay. I've said it before, and I will say it again, we need you. Now that you've had a chance to 

see some examples of our CUKC social media presence, we've got to have your help to make 

this work even better. So, your online interactions with CUKC help the University to gain online 

visibility. Again, when you interact with CUKC on social media, you help to amplify the 

university social media presence. You also have CUKC experiences, stories, news, successes, and 

teamwork to share. All of which are needed to help us continue sharing what CUKC is all about, 

and to further our connection with the Clevelander community.  

And remember from earlier too, short and sweet matters. We're not necessarily looking for you 

to send us a ton of information or something long and lengthy, just letting us know, hey, we are 

so proud of our university staff today. They did a major accomplishment with something with 

the NBCE, perhaps they were asked to do some special projects, or they won an award, or 

something like that. There's all sorts of great things going on here all the time, but as you know, 

our communications team can't be everywhere. So, we really, really need you.  

And again, your involvement with CUKC social media in these ways helps grow the University's 

enrollment, because when you interact with CUKC on social media, you're helping the 

University gain visibility, and the more people who know about the incredible things that are 

going on at CUKC, the better it is for all of us. And don't you worry about how incredible your 

news is or not. We are always ready to listen and to see what we might be able to do with that. 

So, it's better to tell us, to let us know.  

Sometimes we think, 'Oh, well, you know that's not really a big deal,' because it's common to us 

perhaps. And in fact, it actually is a big deal and the community would really enjoy hearing 

about it. So, don't hold back. So, what to do here? Okay, well, first of all, receive CUKC social 

media content. Alright. Consume that content. Yum, yum. You can like it; that's consuming it. 

You can read it, if you read it, like it.  

You can comment, we'll talk about that in a minute. You can mention it and you can share it. 

You can also set up notifications and alerts to let you know when CUKC tweets or posts 

something to Facebook. So, for example, on my phone, I'm able to see if someone has had any 

interaction with our Facebook page. I'm able to see if certain people have, that I'm interested in 

following, have posted to Facebook. And then I can go and look at it and either like it or have 

some sort of engagement with it. Alright, so you can set up notifications on your phone to make 

that easy for you. 

Let's see here. What else? Oh, let's go to this part. So, if you choose to comment on social 

media, please do so as yourself. Do not speak on behalf of the University. When it comes to 

commenting, I recommend saying something, like commenting on something that you're 



retweeting and sharing, rather than directly commenting on the original message. So basically, 

what that means is it means before putting in your comment, you push the "Share" or the 

"retweet" button, and then you add your note to the original message and it will reach more 

people that way. So, remember to keep your comments short and the things that work really 

well are things like: "What great news," "Way to go CUKC," and other encouraging short 

statements like that are very welcomed.  

Now, let's see here. I do just want to look at some notes from somebody who I'd said before, 

we do need to respect privacy issues with that. So, you don't necessarily want to call out an 

individual student, but if you are wanting to share information. Send that again to 

Communications@cleveland.edu or jennifer.matascik@cleveland.edu and we can work with 

that, because I have experience with that and make sure that it's done the right way. You don't 

have to worry about that part of it. 

Alright. Let's keep going here. Oh, and I do want to give credit here to Maggie on her suggestion 

for this. Maggie is our graphic artist here, and I believe Scott, who is one of our communication 

specialists here, he took the picture for us, but the picture of all these students here, it was, 

there's a lot of students and it wasn't going to fit into a square format. So, the photo is great. 

Maggie suggested that we break it into three individual photos and then put it on to Instagram. 

And that worked really well for us. I think each of the photos received about 30 or so likes. So, it 

was a nice way to present those images and to get some more followers and likes out of that.  

Alright, we are just about done. Thanks for hanging in there. So now that you know what to do, 

it helps to know how to do it. So, you want to go ahead and log on to your social media 

accounts when we're done here. And if you're not sure where to begin, start with Facebook. 

And if you haven't made an account before, or had a social media account before, again, I 

would start with Facebook, followed by Twitter, or LinkedIn and/or Instagram. You want to 

create your account. You want to bookmark the social media pages so that you can access them 

quickly and easily on your computer. And then once you've created your account, you've 

bookmark the pages, then you're going to press the little buttons to “Like” and “Follow” CUKC 

online.  

And on Facebook you can even click on the triple dots, which I've shown here and choose to 

invite your friends to like this particular Facebook page. So, if you have content that you think 

might work well to share on CUKC social media pages. Please, please, please. Photos, blurbs, 

please send them and suggestions to communications@cleveland.edu instead of posting them 

directly to social media. By sending the news via email first, you give us the opportunity to craft 

the social media messages for the appropriate social media channels. And then you also give us 

the opportunity to leverage your suggestions in ways that help us to drive additional traffic to 

our website. So, you help us to time the message when you send it to us so that we can get it 

out in the way that's going to work best for each social media challenge.  



And also, when you send it to us, we're able to navigate some of that constantly 

changing…those constantly changing aspects of Facebook that we mentioned earlier, and in 

social media in general. So, for example, Facebook has recently determined that words like 

“share” and “click here,” and opposed, can actually negatively impact how many people get to 

see a particular message. So, I know not to include that, and I'm aware of that. But those 

nuances, they're changing all the time. So, don't burden yourself with that. All you need to do is 

again, just send a picture, send a quick blurb. If we have any questions, we will just get right 

back to you. Not a big deal. We would really appreciate your help with that. 

Okay, so I realize that you might not have any particular questions, or if you do, you're listening 

through a recorded session, so I'm not able to have you Skype in right now, but you may 

certainly email me and that would be wonderful. And I'm going to see here, do something a 

little bit different this time. I am going to go ahead and see if I can share with you, for a 

moment, our social media page, so that you can see that and just show you really quickly where 

to like and follow, and some of the things that we were talking about earlier. So, give me just a 

second, and I'm going to see if we can flip that over for you. 

Okay, I'm going to present the desktop. Alright, we are you' going to look at Facebook right 

now. That's going to be okay. You're going to be seeing everything on my Facebook page here 

for a second. It's not actually mine, it’s our Facebook page, but I have to log in to see it. Okay, 

so right now you're seeing that. If you look up at the very top, you're going to see 

www.Facebook.com/clevelandunivkc. So that's what we talked about earlier. Right under that 

you're going to see a white box with a blue letter “F” in it. And there you see Cleveland 

University-Kansas City. That's where you can search and find us if you don't have that address 

up top.  

If you just go to Facebook.com, you will notice there's a little tiny circle there. There's my 

profile there. So, you can see that I am logged in as myself. And then you can see, as you scroll 

down, some posts. This post here about Dr. Mike Miller has been a fun one. I posted this one 

yesterday and this one is really neat. It's not something that we do all the time, because it 

doesn't drive people directly to our website, but it does drive people to have a conversation. 

And so, if you look down here, you see that a student, Mike Miller…Michael Miller, he put 

somebody else's name there to draw their attention to it. And then Christine Miller, down here, 

she got a kick out of Dr. Mike Miller, because her son, well…her husband, will soon be called Dr. 

Michael Miller. So anyway, there's some other conversations that went on. There were some 

shares, 17 shares in fact…some people are really enjoying that. 

So, while we're here, I'll go ahead and take a moment and just show you how to share 

something. You can notice my cursor is on the share button on Facebook, just click on it. 

Another box appears. I can say something in this box. I'm just going to say, "Wow, wouldn't," 

let's see, "another read would be awesome." Alright. Just sharing something like that. Simple. It 

says up top, I'm sharing it on my timeline, and all I have to do is press this blue post page or 



blue post button, and now it has been shared to my own timeline. And that's basically my, a 

timeline for a person is like a page.  

Alright, so, we just did that. I'm going to go ahead and scroll up a little bit here. Now what we 

saw earlier on that slide there. I already liked this page, this is our Cleveland University-Kansas 

City page, as I mentioned before. Just click that button there. You like it, and then I'm already 

following it, but if you weren't, you would just click this button. You could share this page to 

your own newsfeed or timeline, so to speak. It'd actually be your timeline. And then there are 

those triple dots here that I showed earlier, and then you just scroll on down and you can invite 

your friends to like this page too.  

So, you've got a lot of options, it's super easy to do. And take some time, just to browse 

through the page that we have. And if you like something, just click on that like button. Well, if 

you want to love it, you could love it too. You just hold on it...you’ve just got to like it. Let's see. 

Let's see if we could love something down here, I'm going to go to posts, to see our posts. 

Excuse me, while I scroll. Here we go, I'm going to hover over the like button. I can like it. I 

could love it. Maybe you want to laugh, it depends on what the post is. We could say wow, sad 

face, anger face. So anyway, those are your options. But really all you have to do is, if you like 

something, just press the like button.  

So that is a quick look at Facebook. Again, really easy to interact with us on Facebook. I'm going 

to go ahead and go back to the PowerPoint here. So, give me just a moment please while I 

switch back. Alright. Here we go. So, thank you so much for listening today. We do have some 

upcoming webinars coming. One is creating your social media accounts, so if you do not have 

any social media accounts yet, this next webinar is for you.  

The one after that is participating beyond likes and shares. So, if you are somebody who has 

already been using social media for a while, feel really comfortable on it, and would like to get 

even more involved with CUKC on social media. Then that webinar would be for you. And 

whether you have any social media accounts yet or not, please remember to send photos and 

just things that are going on. Go ahead and send them to the Cleveland communications team, 

at communications@cleveland.edu, or to me: Jennifer.matascik@cleveland.edu. And it's been 

awhile since I've shown my last name on these screens. So, my email address is 

jennifer.matascik@cleveland.edu.  

So, I hope you are able to join us for one of these upcoming seminars and thank you, thank you 

so much for being a part of this presentation today. I hope you found something useful and 

look forward to connecting with you again. Thanks. 
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