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; ansv]i;::(:]cs illlmltelnft to develop a robust community of influencers on all platforms within a
specific timeframe, many steps had to be taken and dynamic metrics had to be follox\./cd
and maintained. At the end of the project, the college would ideally have an all-knowing
tone among the student and professional body as well as an exciting attitude with a passion
for the business world. The college sought fewer casual conversations and more thought-
provoking, share-worthy discussions. The students’ words would eventually inspire action
within the college and social networks, while allowing those with a passion for business

'} to have fun among fellow enthusiasts.

1 With all of that in mind, how would success be measured and reached? Basics had

to be set—in a case like this, with so many intricacies and so many potential critics,

! it’s the little things that would matter the most. It began with a three-tiered system in

regards to the social tone, voice, and personality, which would aim to encompass the
following criteria:
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* Knowledgeable—always current with what is happening in the college and busi-
ness worlds.
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resstve—inspiring and broadening ideas with a fresh business perspective.
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E"gflged—starting, sharing, and continuing the conversation.
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