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ABSTRACT 

The following thesis explores how social media can positively and negatively impact universities 

and the colleges associated with them. Over the past few months, I have spent hours researching 

Midwest American Conference Schools (MAC) and their Honors Programs on Instagram, 

Facebook, and Twitter to see how competitive they are against each other from a social media 

standpoint. I wanted to see if and why Ball State’s Honors College social media profiles are 

weaker than the other MAC schools, and how can this help recruitment and retention of students. 

In addition to generous analysis about social media and branding improvements, I also explored 

to best ways to develop a strong marketing and advertising promotional social media campaign 

for Ball State’s Honors college. This plan, if implemented properly, can increase retention and 

recruitment of incoming Honors College students. 
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PROCESS ANALYSIS STATEMENT 

 It took me quite a while to come up with my “great idea” for my Honors Thesis, but after 

I finally figured it out, I was ecstatic to begin. I did a rebranding project the second semester of 

my junior year and that is where I first sparked initiative for this idea. I wanted to create 

something that could actually be applicable to my audience yet still important to the Honors 

College. Over the course of my college career, I have seen the rebranding and development of 

two Instagram accounts for two different student organizations that I am part of. When I first 

joined the Homecoming Steering Committee, the Instagram account was not followed by many 

people, and no improvements were being made to grow the account and gain a stronger 

following. Wrapping up my final year on the committee, the Instagram now has approximately 

double the followers it started with through recruitment of new members and more modern 

techniques. Additionally, my sorority had to regrow their account after being locked out of their 

original account. Due to following basic design principles and social media trends, they were 

able to create better versions of their accounts in a short time. Through watching these accounts 

be rebuilt, I knew I could create something to benefit another social media account that was 

struggling: The Ball State Honors College. Additionally, with my major being in Advertising and 

minor in Marketing, I wanted to take advantage of my research and design skills. Through this 

type of thesis, I was able to utilize the skills I have developed in my classes and through my 

internships. 

 The work I did for my thesis quickly became very important to me. I knew going into this 

project that I was hoping to make a difference for the Honors College, but this thesis proved that 

my research truly could have an impact on an organization that has helped foster my growth as a 

student over the past four years. As I previously mentioned, I wanted to make a positive impact 
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on something (the Honors College Instagram) that I knew to be struggling. This is also important 

to me, because I wanted to see how I could directly apply what I have learned in my classes to a 

“real” environment versus a simulation in a class. The first semester of my senior year, I used my 

Strategic Communication Design course to aid me in making all of the creative elements to this 

thesis. All materials excluding the Excel charts in the appendix were made prior to the start of 

this thesis. I wanted to “test-run” my idea in the course to ensure its success. Once it was made 

clear that I would be successful in my endeavors, I officially proposed my idea to the Honors 

College to see if this would be appreciated or unwelcome. Once I got approval, this became even 

a high priority to accomplish well, because I realized that the value of this project was not just in 

the growth of my skills, but also that I would be helping an organization open to my assistance. 

 There were many takeaways from this thesis. First, I learned that there is a difference 

between doing research and finding resources to support research and conclusions. I initially 

thought there would have to be a different type of research for my thesis work— finding articles, 

reading expansive dissertations, etc.; however, the extent of my research was mostly looking at 

between 25 – 30 social media accounts for each Mid-American Conference Honors program on 

Instagram, Facebook, and Twitter. After all of my research, observations, and data collections 

from these accounts, I realized there was enough data to finish my work. From that point, I just 

had to find articles and resources backing up what I had found (so still research, just not what I 

was anticipating). Additionally, I learned that Instagram and Facebook should not be linked 

profiles. Having linked profiles means that content posted on the Instagram for an organization 

will automatically be posted to Facebook as well. I have always though this is not the most 

effective way to generate followers, but now I have realized just how different the two social 

media platforms are and it makes sense why they should not be linked. Finally, another large 
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takeaway from this project was that there are not many university and various colleges of 

universities social media accounts that are extremely impressive. In comparison to the thousands 

of students that attend universities all across the United States, not even just the Midwest, every 

year, University social media accounts are not as followed or impressive as I predicted they 

would be. I stand by what I have said: Ball State’s Honors College can and will do better with 

social media, but they are not as lacking as I had originally thought them to be. 

 Going off of my last big takeaway, knowing that not all universities and colleges of 

universities are as profound in social media as I thought they were, I became a bit softer on my 

viewpoint of Ball State’s Honors College. At the start of this project, I had the mindset that Ball 

State’s Honors College on social media was not even close to the standard set by other university 

Honors Programs around them. I soon came to realize that while Ball State still trended near the 

bottom, their accounts were not as horrendous as I had feared. I also had to change my 

perspective at times, because I generally view social media, especially Instagram, as a very 

personable and aesthetic-geared operation versus the academia side of trying to spread what the 

Honors College is up to while being professional. At times I needed to reel back and consider 

that the social media platforms that the Honors College utilizes are not always for “fun” and 

beautification, rather to educate their audience and target market.  

 This thesis had many challenges, but also many moments of success and validation. I was 

able to create an analysis over data and social media that has potential to positively impact the 

Honors College (if the plan is carried through). By using statistics, I had gathered and calculated, 

I was able to apply my findings to prove that Ball State’s Honors College needed some work 

with their social media accounts. I then used various articles on design principles, marketing 
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strategies, and visual processing to create a work that might be able to aid not just Ball State’s 

Honors College, but any college within Ball State University.  
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Rebranded: The Honors College Social Media & How Improvement May Help 

Recruitment 

 Ball State’s Honors College Program is no doubt one of the best in the Midwest. Seeking 

students with exceptional academic talents, driving ambition to achieve, and enormous curiosity, 

the Honors College nurtures and develops those strengths. Ball State’s Honors program already 

welcomes approximately 340 new students every year, but many of these students are lost after 

the completion of their first semester, or deeper in the program before completion of the 

expected curriculum. Additionally, multitudes of incoming freshman are exposed to the Honors 

College through orientation and other university promotional materials before their official 

arrival to Ball State. With approximately 4,000 freshmen arriving to campus every year, the 

Honors College is only retaining approximately 8.5% of those students. Furthermore, by adding 

up all 2020 graduates (Spring, Summer, and Fall), the Honors College had 175 graduates (Ball 

State University, 2021). This would indicate that the Honors College loses approximately 51.5% 

of the original incoming class. This percentage and these numbers are jarring, and clearly an 

issue. 

 Social media platforms have become an integral part of everyday life. They create a 

digital brand image for companies all over the world and can be a driving source of sales and 

recruitment. Not only can social media reach extensive audiences, but it is a fast, inexpensive, 

and effective way to reach a target audience. Put simply, some key benefits of social media that 

would come from bettering the Honors College social media platforms are (Newberry, 2018):  

• Increasing brand awareness 

• Establishing the brand as a thought leader 

• Increased website traffic 



 9 

• Source content 

• Reputation management 

• Customer and audience engagement 

• Monitor conversations relevant to the brand 

• Learn more about the brand 

• Gauge sentiment about the brand 

• Keep an eye on the competition 

• Targeted advertising 

• Reporting and analytics 

With these in mind, it is important that Ball State’s Honors College social media platforms 

outshine the rest. 

 On Instagram, Ball State’s Honors College has 680 followers, 62 posts, and is following 

373 accounts (Ball State Honors College, Instagram). Although this may seem like a lot, direct 

MAC competitor school Miami of Ohio University has approximately 1,000 more followers. 

Ball State ranks seventh out of the ten MAC Honors program accounts on Instagram (Appendix 

A). One of the largest issues with the 

Instagram account is their hashtag and 

username inconsistency. The Ball State 

Honors College username is 

“@ballstatehonors”, but their hashtag that 

followers are encouraged to use is 

“#bsuhonors”. This would be a non-issue; 

however, when users search “bsuhonors” 
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on Instagram one of the first pages that comes up is for the Bridgewater State University Honors 

Program, because their username is “@bsuhonors”. Additionally, as can be seen above, the 

account is not properly utilizing the story icons function, and the content is cluttered and 

unengaging. There is an overwhelming number of graphics, and not enough images of students 

and staff. Graphics are great in moderation and for story posts, but they should not make up the 

majority of posted content like the current Ball State Honors Instagram page. Instagram is a 

photo-based platform and utilizing stock pictures of Honors students and Ball State’s campus is 

more visually appealing than graphics. Based 

off of a study of  1.1 million photos at Georgia 

Tech, posts with faces in them performed 38% 

better in terms of likes and were 32% more 

likely to attract comments (2014). 

 When it comes to Facebook, the Ball State 

Honors College profile struggles even more to 

keep up with its MAC competitors. Of the 

eleven schools with a page dedicated to their 

Honors Program (Central Michigan created a 

group), Ball State is second to last falling in 

tenth place with only 332 page followers (Ball 

State Honors College, 2021 January 12). Ball 

State is below its competitors in all aspects to 

Facebook, and the only school in close 

competition is Toledo (Appendix B). The 
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profile graphic and cover photo banner on the page are well designed and modern, especially for 

the purpose of the page. Unfortunately, it is also clear through the posted content that the 

Facebook and Instagram accounts are connected so that each post created on the Instagram feed 

also shows on the Facebook feed. In theory this may seem like a good idea, but the reality is that 

Facebook and Instagram are two completely different platforms, and sometimes posts that are 

best for Instagram will perform less on Facebook. Much like the Instagram, the Honors College 

Facebook page is also extremely graphic-heavy. In the post above, there is a lot of information in 

a graphic that could very easily be converted to a graphic with much less text and the majority of 

the text in the caption. 

 The last social media platform I evaluated is Twitter. Much like the Ball State Honors 

College Facebook page, the profile and banner graphics are modern and trendy. Parallel to the 

Instagram profile, the Twitter bio section encourages Twitter users to use the hashtag 

“#bsuhonors”, and once again when searching the 

term “bsuhonors” Bridgewater State University is 

the first profile that comes up. The Ball State 

Honors College profile does not even register as 

being associated with that term. Furthermore, the 

Ball State Honors College Twitter account has 

281 followers, 870 tweets, and is following 309 

accounts (Ball State Honors College, Twitter). In 

comparison to other MAC Honors programs, Ball 

State once again ranks tenth out of eleven MAC 

Honors programs with Twitter accounts. Ball 
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State is nearly 1,400 followers behind Buffalo, the leading MAC Honors Program Twitter 

account (Appendix C). Like their other social media profiles, there is too much text within 

graphics and images. As can be seen in the post above, there is an extensive amount of text 

hindering the user’s ability to see all of what the post says. Twitter is a short, sweet, and to the 

point platform. Elongated text is not going to attract users to the content.   

 Evaluation of other MAC Honors programs on social media showed that Ball State is 

behind when it comes to current trends and recruitment and retention through social media. 

Facebook, Instagram, and Twitter were the three platforms I used to analyze how current and 

competitive the Honors program is from a social and outside point of view. I created a chart of 

statistics and analysis (Appendix J) over each platform for each MAC school: Ball State, Kent 

State, Central Michigan, Bowling Green, Miami of Ohio, Akron, Buffalo, Eastern Michigan, 

Northern Illinois, Toledo, Western Michigan, and Ohio Universities. Each school’s profile was 

evaluated on the number of posts, followers, following, average like/post, and additional notes I 

felt were relevant to the account. This data collection provides concrete evidence that Ball 

State’s Honors College has lower numbers when it comes to social media through comparison of 

account followers and following. Although the other measured data points are important to 

consider, these two are the most critical to help with recruitment, retention, and exposure. In 

addition to social media research, I also used various articles about better ways to publicize 

organizations, design principles, and marketing tactics to help the Honors College make an effort 

to beautify their social media platforms and generate a stronger following. 

 As I have previously mentioned, Ball State has an opportunity for growth. The Honors 

College is lacking modern design principles, brand consistency, and a strong following. Other 

MAC schools are capitalizing on Ball State’s losses and creating unique and intriguing social 
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media platforms to engage current and incoming students. Through breaking down each social 

media platform analyzed (Instagram, Facebook, and Twitter) we can see why Ball State is 

lacking compared to other schools. 

Instagram 

 Miami University in Ohio reigns as the most followed MAC Honors College account. 

When looking at their feed and page itself, this is no surprise. The account has 1,662 followers, 

831 posts, and is following 231 other accounts. They get an average of 40 likes/post and post 

engaging content for their followers. Of the seven principles of design, contrast can be seen most 

clearly through their profile. Contrast is the ability to make designs pop, and the background of 

the design should strongly contrast the element colors, so they work harmoniously and are 

readable (Reid). As can be 

seen in the image on the left 

Miami of Ohio Honors 

College clearly uses 

contrast in their story 

highlights (Miami 

University Honors College, 

Instagram). Not only are 

these highlights attention 

grabbing from the contrast, 

but they also provide the page visitor with quality content about the program like resources, meet 

the honors staff, and “how to.”  
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 As for the 

individual posts 

themselves, 

according to 

Donald. A 

Norman, there are 

three levels of 

processing 

information and 

visuals: visceral, behavioral, and reflective. The visceral level is fast and makes rapid judgements 

of what is good or bad, determines the decision, and alerts the rest of the body. The behavioral 

level is next, as the human body will then choose what to do (swipe or look more in this case). 

Finally, the reflective stage, which does not have direct access to either sensory input or control 

over behavior (Norman, 2003, p. 3), rather the reflective stage watches over and tries to bias the 

behavior. This type of processing is what social media thrives on. A poorly designed post is 

immediately tossed into the processed “bad” 

category, and the user swipes on. Miami of Ohio 

has clearly taken advantage of this through their 

posts. For example, one of their posts this semester 

that did better was of an aesthetically pleasing 

image of the campus with a meaningful caption 

(Miami University Honors College, 2021, February 
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24). This would hit all three levels of processing, which is more than likely why it resulted in 

higher than the average likes, 105. 

 Another competitive and attractive MAC Honors account is Bowling Green State. With 

1,568 posts, 1,465 followers, and following 636 accounts, Bowling Green also applies important 

design principles to their profile (BGSU Honors College, Instagram). Much like Miami of 

Ohio’s Honors College account, Bowling Green also has story highlights that attract the user 

through contrast. Additionally, they are extremely repetitive with their designs. Repetition in 

design is using the same typefaces and strong colors to help strengthen and unify a brand (Reid). 

As can be seen above, Bowling Green uses the same main colors in all of their designs to keep a 

consistent brand color scheme going throughout their page (BGSU Honors College, Instagram). 

Although the account is more graphic-heavy than what is desirable, it still generates a lot of 

attention among students, averaging at 20 likes/post. 

 One MAC Honors program similar to Ball 

State in following is Central Michigan University. 

Central Michigan’s Honors College account has 

616 followers, 55 posts, and is following 533 

accounts (CMU Honors Program, Instagram). 

Much like Ball State’s Honors College account, 

there is too much of one thing (for Ball State, it is 

graphics, for Central Michigan it is photos), poor 

edits, and a small following. One great 

component of Central Michigan’s page is the 

application of movement to their posts. Through 
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the principle of movement, the designer is able to control the elements in the composition to lead 

the eye to start with the most important piece of information and finish with the least important 

piece of information. A great example of using movement in a post is demonstrated above (CMU 

Honors Program, 2020, December 11). This post literally guides the viewer from top to bottom 

explaining the new Central Michigan Honors College criteria and where to apply. Additionally, 

this post got high engagement, with 91 likes.  

Facebook 

  Although at first sight Buffalo’s Honors College profile may seem underwhelming, they 

are the most followed page in the MAC. Buffalo has 2,240 page followers, 2,146 page likes, and 

most posts get an average of 10 likes (University at Buffalo Honors College, Facebook). 

Especially during the COVID-19 era, Buffalo’s page posts extremely consistently about virtual 

events that not only help with current student body engagement but creating an alumni presence 

as well. In addition to virtual events, the Buffalo Honors College page posts about alumni 

research projects, campus and college reminders, 

and fun updates around holidays from the staff. 

According to Hootsuite, each type of post made 

indicates different potential engagement (Newberry, 

2020). Buffalo’s posts are mostly photo or linked 

content, which means they contain an image, or they 

take the user to an outside source of information or 

media. Photo posts generally have the highest 

engagement, and linked content posts have less 

engagement than photos, but more than a status 
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update, a post without any visual stimulation. Using the strategy of integrating linked posts and 

photo posts, Buffalo has created an engaging Facebook for both current students and alumni. 

 Right behind Buffalo is Eastern Michigan University’s Honors College Facebook page. 

This page has 2,206 page followers and 2,145 page likes (The Honors College at Eastern 

Michigan University, Facebook). With significantly less likes/post, roughly three, Eastern 

Michigan’s page makes many photo-based posts with graphics and a lot of information. 

Additionally, much like the Buffalo page, Eastern Michigan posts many virtual events for their 

page followers to engage with. As can be seen above, the Eastern Michigan Honors College 

posted a trendy link to play the popular game “Among Us” over Zoom with other members of 

the Honors College (The Honors College at Eastern Michigan University, 2021, February 22). 

This post would qualify as both a linked and photo post, since there is a Zoom link within the 

text above the photo. There are multiple other posts like this, which can help with engagement of 

current students and alumni. The biggest downfall of this profile is linking their Instagram page 

with the Facebook page. This means that all posts on Instagram are automatically posted to 

Facebook. Considering Facebook and Instagram are two completely different platforms, this 

does not make sense and is not the most effective way to generate strong engagement through 

Facebook. 

 Compared to the other schools in the MAC, Ball State came in last place for number of 

Facebook Page followers. Second to last was Toledo, with only 384 page followers and 335 page 

likes (University of Toledo Jesup Scott Honors College, Facebook). Much like Eastern 

Michigan, this Facebook page is linked to the Toledo Instagram account (University of Toledo 

Jesup Scott Honors College, Facebook). Some posts do not get even a single like, and even posts 

with photos that trend to be more attractive to friends and followers are ignored. As can be seen 
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on the right, this post is a clear example of what should not 

be posted (University of Toledo Jesup Scott Honors 

College, 2021, March 1). This is a grainy photo with no 

explanation of who is in the picture. There is only a link 

taking the viewer to Instagram. To put it simply, if the 

Facebook user wanted to be on Instagram they would. This 

post should have been created separate for Facebook to best 

engage those users. It’s no wonder this post did not get any 

likes.  

Twitter 

Leading the MAC Honors Programs on Twitter is 

the University of Buffalo. With 1,676 followers, 4,978 tweets, and 868 accounts followed, it is 

no wonder Buffalo is able to keep its audience engaged (UB Honors College, Twitter). By 

looking at their profile, it is clear that 

they use some strategies suggested by 

Hubspot (Baker) to help keep their 

engagement flowing. The most 

obvious of these suggested strategies is 

driving traffic to their website. As can 

be seen on the left, Buffalo includes 

the link to their website just under their 

bio (UB Honors College, Twitter). In 

their latest post, it can also be seen 
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they have linked a spreadsheet to sign up for one of their events, a Bob Ross Paint Night. 

Additionally, Buffalo uses another Hubspot strategy very consistently by tweeting with hashtags. 

Their hashtags are not only relevant to the Buffalo Honors College itself, but to the entire 

university. Almost all tweets and retweets made by the Buffalo Honors College include 

“#UBuffalo”, “UBHonors”, and 

“#GoBulls”. 

 Runner-up to Buffalo in MAC 

Honors Twitter accounts is the 

University of Toledo (UToledo 

Honors College, Twitter). The 

University of Toledo Honors College 

Twitter has 1,255 followers, 2,199 

tweets, and is following 599 accounts. Although the tweets get little engagement, Toledo does a 

good job applying modern design techniques to their graphics and tweets. As can be seen above, 

the Toledo Honors College created a simple, 

text-light graphic to accompany a tweet about 

their April Wellness Challenge (UToledo Honors 

College, 2021, March 30). Graphics like these 

are what help set the Toledo Honors program 

apart from others on Twitter. Additionally, 

Toledo also uses some of the Twitter marketing 

principles suggested by Hubspot (Baker, 2019). 

Toledo does an excellent job promoting their 
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own events by using a variety of tweets to promote their various events. Toledo also uses many 

images to keep their audience engaged with the content. 

 One Honors Program with a similar Twitter account to Ball State’s is Central Michigan 

University. Central Michigan has 261 followers, 55 tweets, and is following 76 accounts (CMU 

Honors Program, Twitter). This account has a strong bio section and has connected its website to 

the profile. Additionally, the Central Michigan Honors account has many hashtags to help 

engage users. The biggest flaw of this Twitter account is that it is relatively inactive. As can be 

seen above the account does not have any new tweets since 2014, meaning it has been inactive 

on Twitter longer than it was ever active (CMU Honors Program, Twitter). Although this 

component is not similar to Ball State’s Honors College Twitter account, both accounts still have 

similar, low levels of engagement. 

 Compared to other MAC Honors Colleges, it is clear that Ball State is lacking and needs 

to take action. Mending the problems with their social media could lead to increased retention 

and recruitment of Honors Students. To start, the Honors College will use Key Performance 

Indicators (KPIs) to measure their levels of success on Instagram, Facebook, and Twitter. KPIs 

are used to achieve goals that organizations have set for themselves (KPIs). They indicate 

whether or not the organization is headed in the right direction and whether or not they should 

adjust their plan of action. KPIs worth exploring for Ball State’s Honors College are media 

mentions, content quality, social engagement, and impressions (KPIs). Media mentions indicate 

how popular the organization is and how much it is discussed about on social media. Content 

quality determines if the organization should move forward with the current voice being 

portrayed on social media and if it is appealing to the target audience. Social engagement refers 

to how many people are aware of the organization and can determine how far the organization’s 
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reach extends. Finally, impressions monitor the number of views the content receives. This KPI 

does not do well standing alone, rather it acts as support to the other KPIs. 

 In order to set effective KPIs, it is important to understand the design thinking process. 

To begin, the Honors College needs to empathize with their audience to help them understand 

the Honors College and the services they provide for students. Empathy is critical to human-

centered design processes, and it allows design thinkers to set aside their own assumptions in 

relation to the organization (Dam, 2020). In order to best empathize with their audience, the 

Honors College will need to come out with a unified brand image on all platforms. Inspiration 

for this can be found on the Mood Board (Appendix D). To put it simply, “all your visual choices 

need to grow out of what you’ve learned—and decided—about what your brand needs to 

project…make choices that will help your constituencies see you as you wish to be seen” 

(Sametz). Second, the problem must be defined. The Honors College needs to put together the 

information laid out in the empathize stage to analyze the observations and define the core 

problems of the situation (Dam, 2020). Doing this will allow the Honors College to generate 

ideas to solve to problem. For example, “how do we encourage engagement on social media?” 

The ideate stage coincides with the defining the problem stage. Generally, as the problem is 

defined, people naturally come up with solutions to fix the problem. Following ideating comes 

prototyping. The Honors College would then generate samples of rebranded and remodeled 

social media posts to increase their engagement on social media. This would include modifying 

their logo/profile photo on all platforms, Facebook Cover Page (also adaptable for Twitter, the 

style of Instagram posts, and discontinuing the blog and sending out a weekly newsletter instead. 

The final stage of course, is testing. During this stage the Honors College would begin posting 

their new, engaging content. 
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 New and improved final content will have a cohesive and modern feel. The profile image 

would be changed to the new Honors College Logo (Appendix E), which will feature the 

Beneficence statue and “Honors College” underneath. This logo creates an on-brand, modern, 

and modifiable feel that allows the Honors College to clearly be associated with Ball State while 

still being unique. This uses the design principle of emphasis, as it draws the user’s attention to 

both the Ball State logo and the “Honors College” text beneath it (Reid). The new Cover Page 

image (Appendix F) will say “Honors College” in large font, with a smaller “Ball State 

University” font directly above it. The entire rectangle is outlined in red, with a photo of 

DeHority Complex, the Honors College Residence Hall, in it. In the top right corner is a small 

square with Ball State’s logo. The Honors College’s new modern take on a sample Instagram 

post will still feature the heart of the college, the Honors House (Appendix G). The background 

of the post will be the Honors House with a search bar in the middle of the image reading “the 

best of ball state”. The caption will say, “Looking for the best of Ball State? Look no further, 

you’ve found us. Join the Ball State Honors College today at bsu.edu/honors.” This post 

encourages new applicants to the College and choosing to also promote the post will ensure more 

views by the Honors College target audience. Of the seven principles of design, this Instagram 

post uses contrast, by placing a search bar in the center of the post with a completely different 

background (The Honors House) behind it (Reid). This allows the search bar to stand out from 

the background and be the focal point of the post. Finally, the Honors College blog is seldom 

read or visited. It is not directly promoted and converting the blog to a weekly newsletter could 

increase retention and attention in general towards the Honors College. There are two 

recommended types of newsletters: one sent to current students and one sent to alumni. The 

current student newsletter (Appendix H) would contain information about the Honors College 
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curriculum, available scholarships, and current events around the Honors College and their 

student organizations. This newsletter utilizes white space to make the content pop more. This 

concept is the opposite of all other principles of design, as it deals with what is not added to the 

space (Reid). The newsletter for alumni (Appendix I) would provide information about how to 

donate to the College, updates about faculty, and what current students are up to. 

 This comprehensive plan to help rebrand the Honors College on social media has been 

proven to lead to success. As noted by The Conversation, “Research shows that young people 

view communications on social media as more credible compared with traditional media and 

information provided by companies. And social media also has more impact on consumer 

decision making” (2018). In the past students have relied heavily on official university guides 

and rankings to aid their decision, but now approximately 83% of students rely on social media 

heavily to help make their university choices (2018). Students can find university posts through 

different hashtags. For example, using the hashtag “#ballstatehonors” would allow students to 

link more directly to Ball State’s Honors College profiles. Creating a more inviting and modern 

social media can help the Honors College generate interest in its programs and the organizations 

that surround it.  

 The Honors College at Ball State has a strong foundation, no doubt. The College has built 

itself for years on strong academics and an incredible reputation, but it is time to do more. Low 

retention rates require mending, and better retention is a window of opportunity when it comes to 

modernizing the Honors College’s Instagram, Facebook, and Twitter profiles. Although 

statistically speaking, Ball State’s Honors College is at the top of the pyramid, they are faltering 

on the increasing importance of social media platforms. Modernized and cohesive social media 

will increase recruitment numbers for the Honors College along with increased website traffic. 
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Better social media will lead to increasing brand awareness and it will potentially lead to better 

community engagement. Additionally, improved social media will allow the Honors College to 

monitor conversations about the brand, and the ability to keep an eye on the competition. All of 

these clear benefits are reasons why the Honors College should invest in modernizing their social 

media to create a cohesive brand. 
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