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Northeastern University
Founded in 1898
Private research university 
Located in the heart of Boston
A leader in interdisciplinary and translational research, 
urban engagement, and the integration of classroom 
learning with real-world experience. 



Word of Mouth

Consumer created marketing-relevant 
information

Also known as consumer generated media 
(CGM)



Presentation Objectives

Recognizing key shifts….
Influence, Power & Speed

Discovering application….
Reaching our Students

Understanding position….
What is your virtual image?



Influence, Power & Speed



Who is Talking?

Prospective freshmen are the biggest audience 
out there

Current students talk about their experiences

Parents are biggest user of university sponsored 
Blogs

Alumni are reconnecting outside of the web 
through WOM including  classmates.com and 
other online community 



The Student Mindset
Who are they?
“The Millennial Student”
iGeneration
The Net Generation
MyPod Generation
Generation Next
D.A.R.E. Generation
Reality to Generation 
Authenticity is the Holy 
Grail



What are students doing on Web sites?

97% of incoming students would like access to a campus portal 
with information about class registration, billing, financial aid, and 
my account

94% of incoming students would like access to online forms to 
send in housing contracts and meal plans 

30% of incoming students have read student blogs; 91% would 
like to if they were available

21% of incoming students have read faculty blogs; 88% would like
to if they were available

Source: Noel-Levitz / James Tower/ NRCCUA E-Expectations Class of 2007 Study



“About two-thirds of all economic activity 
in the US is influenced by shared 
opinions about a product, brand or 
service.”

McKinsey Consulting 2005

www.researchandmarkets.com

http://www.researchandmarkets.com/


Challenges of WOM
Perception becomes reality at warp speed

The starting point may define the direction of the 
dialogue

Its potential impact on our market is huge

Yes, it is out of “our” control 



AOL HELL



June 15, 2006

June 20, 2006

http://insignificantthoughts.com/


June 24, 2006June 24, 2006

June 25, 2006June 25, 2006



June 26, 2006

June 27, 2006

July 14, 2006



Consequence or Concurrent AOL Impact

In the quarter that ended Sept. 30, AOL lost 2.5 
million subscribers

Revenue declined 3 percent

AOL abandoned its “pay-to-play” model, is now 
trying to succeed as a free service in a very 
crowded marketplace



Remember These:
Traditional Media Readership

The Washington Post  647,000

The Los Angeles Times 858,497

The New York Times 529,575

2005 DMA Circulation, 
http://www.washingtonpostads.com/adsite/why/media/versus/page1316.html



“The New Influencers”

By Paul Gillin – Quill Book

Published Spring 2007
Former Editor of Computerworld Magazine

Paul Gillin – www.paulgillin.com



4 million 
page hits 

per month

30 Million 
page views 

per day

300,000 
downloads per 

month 400,00 
million 

page views 
in 2004

http://www.engadget.com/2006/09/18/welcome-to-the-new-engadget/
http://blog.outer-court.com/
http://www.fark.com/


Reaching our Students



We have largely  focused tactically

Getting in the game:
Creating Blogs (students, faculty and staff)

Creating Facebook, YouTube and iTunes 
channels

Participating in the conversation

Managing content

Understanding how to use it









Market Response

Helpful and convenient information

More parents than students

Not perceived as “real” consumer information

“Flogs” versus Blogs

Student to student connection



What is your virtual image?



What do you need to explore?

The strength of our brand 

A consumer perspective 

What is driving students’ decisions?

What starts the best (and worst) conversations

Where are our brand advocates 

Where/what de-brands our universities



Transparency is not an option, it IS a 
reality of the new world.



What is OUR virtual reality? 

And what can we do about it?



What’s Out There?
Information sites

Post information from various sources 
(that may or may not be correct)





The U: Have you seen 
your university’s video?

Sponsored by: 

The WB and U.S. News & World Report



Collegeconfidential.com

Average 300,000 visitors per month 

Founded to “demystify” the admissions 
process

College Counseling – specializing in Ivy 
League and elite college counseling

Staff has served as college counselors







Networking Sites
Allow users to connect with others



Facebook
More than 80 active users

Over 55,000 regional, work-related, collegiate, and high 
school networks 

Maintain 85 percent market share of 4-year U.S. universities 

Sixth-most trafficked site in the United States 

More than 54 billion page views per month 

People spend an average of 20 minutes on the site daily 

Canada has the most users outside of the United States, 
with more than 6 million active users; the U.K. is the third 
largest country with more than 5 million active users 

http://www.facebook.com/press/info.php?statistics







Dialogue & Opinion Sites
“the bloggosphere…”

Allow users to talk amongst themselves 
about your University and other issues and 
to rate and review their experiences



MySpace.com

More than 50 million members

Fastest growing Web site in the country

75% of members are over the age of 18

Murdoch’s News Corp. bought MySpace for $580 
million one year ago

http://www.comscore.com/press/release.asp?press=1019



LiveJournal.com
Total accounts:                  15.8M

Accounts active in some way:               1.7M

Posts per hour: 18,367

Top Countries where Livejournal is most popular:

United States 3.3M

Russian Federation       500,00

Canada 295,430

http://www.livejournal.com/stats.bml







Affiliated, Unauthorized Sites
Managed by current students, sharing opinions

Not authorized by the University (often carries the brand though)

Northeastern’s list includes:
Renegadehuskies.com
NUshuffle.com
NortheasternOTR
Dieharddogs.com

What’s on your University’s list?



Social Networks

85% of teens who have created an online profile they 
use or update most often is on Myspace

Nearly half of teens who use social networks visit the 
sites either once a day (26%) or several times a day 
(22%), while 17% visit the sites three to five days per 
week, 15% visit on to two days per week, and 20% visit 
every few weeks or less often

Source: January 2007 Project Data Memo released by the Pew Internet & American Life Project





Online Video
YouTube

12- to-64-year-old Internet users, daily usage of 
online video rose by 56% over the last year 
#1 type of video viewed is news, followed by video 
content (bloopers,/jokes, weather, movies) and 
user-generated content  
80% of 18-to-24 year old male Internet users in the 
U.S. watch online videos at least once a week, and 
35% on a daily basis 
Among females ages 18 to 24, weekly use of 
online video is 53%. 
YouTube acquired by Google in November 2006

Source: Magid Media Futures
http://publications.mediapost.com/index.cfm?fuseaction=Articles.showArticle&art_aid=62558



Northeastern’s YouTube Site

http://www.youtube.com/northeastern


Understanding Perception
Gather market intelligence
Spend as much time examining how messages 
are received as framing them
Use it internally to create a deeper community 
understanding of our university
Examine the agility of decision-making
Gain a better understanding of functionality on 
Web sites



Campusdirt

Princeton
review

Livejournal

Facebook

Myspace

College
confidential

Yelp
Friendster

CollegeBoard

Dieharddogs.com

High Penetration

Low Penetration

Low Activities High Activities



Affiliated, 
unauthorized Sites 
(NUNews.com)

Third Party Sites 
(College Board)Affiliated Sites 

(Blogs)

Insider View Distant View



Methodology Currently Being Tested

Retained Cymfony Inc. for site monitoring

Dashboard designed to maximize analytical view

Dashboard designed for action







Learning From Our Students
Jeffrey Fontas – 19 year old NU student;        
won State Rep in New Hampshire

Sees his knowledge of the internet as a          
big advantage

Jeffrey used his campaign blog and social 
networking sites to rally support, voice his 
stances on the issues and raise money 

 

Media Credit: News Photo/Zach 
Virgilio 

Jeff Fontas 
 





Lessons Learned from Facebook

One student’s story



A Reminder about Today’s Student ….

YouTube - A Vision of Students Today

http://www.youtube.com/watch?v=dGCJ46vyR9o


A satisfied person tells one person

A dissatisfied person tells 3 
people or is it...

“3 million or 10 million”
Paul Gillin “The New Influencer”



Sites to Watch
• www.collegeboard.com

• www.collegeedge.com

• www.collegenet.com

• www.dialyjolt.com

• www.facebook.com

• www.hobsons.com

• www.petersons.com

• www.ratemyprofessors.com

• www.campusdirt.com

• www.collegeprowler.com

• www.theu.com

• www.mtvu.com

• www.epinions.com

• www.iagora.com

• www.studentsreview.com

• www.yelp.com

• www.xap.com

• www.Myspace.com

• www.Friendster.com



Comment...Question…Discussion
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