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Matthew:   Hello and welcome to Marketing Smarts, a podcast brought to you by 

MarketingProfs. I am your host, Matthew Grant, Managing Editor here at 
MarketingProfs, and I thank you for listening. 

 
As I mentioned last week, we held a Marketing Smarts Road Show here in 
Boston at the beginning of October. A host of smart marketers joined us in 
Boston's beautiful Old South meeting house, where I interviewed Rick Jensen, 
Chief Sales and Marketing Officer for Constant Contact, and Kenn Elmore, Dean 
of Students at Boston University. 
 
Last week, I presented my interview with Rick Jensen. This week, I bring you my 
interview with Dean Elmore, in which we discuss how he has used social media 
to build community, create inviting scenes and reach the unreachable.  
 
Before we get started, I want to remind you that if you like what you hear on 
Marketing Smarts and even if you don't, you can always leave us a review on 
iTunes or a comment on our site. You're also welcome to reach out to me directly 
via email. My email address is MattG@marketingprofs.com. Or you can find me 
on Twitter where I'm @MattTGrant.  
 
All right, enough of the housekeeping. Here's my interview with Dean Kenn 
Elmore of Boston University. 

 
Matthew: What? Okay, fine. Thank you. Thank you. First of all, I do want to clarify. This 

gentleman's name is not Dean Elmore. Dean is his title. 
 
Kenn: Yes, that's right. My mother would be very happy if you clarified. 
 
Matthew: This is Kenneth Elmore, or Kenn as he's known, but with two N's. Don't misspell 

it. You did that for your mom, right? 
 
Kenn: I did do that for my mom. Absolutely. 
  
Matthew: Dean Elmore is Dean of Students at Boston University, where he oversees more 

than 400 student organizations and assists students with a wide variety of 
concerns. He loves that which is playful, stylish, articulate, highly referenced, 
coded, transcendent, lyrical, musical, pop, and political. 

 
Kenn: Very good. 
 
Matthew: Right? Over the years, he says, his teachers have been civil rights, urban decay, 

Booker T and the M.G.’s, digital age, poor folks, Elison, DJs and b-boy creators, 
storytelling, Morrison, root medicine, and The Dozens. I'm assuming here you 
mean Toni Morrison, not Jim Morrison? 
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Kenn: I'm talking Toni, but Jim would be okay, too. That's okay. 
  
Matthew: You know, actually, that's funny you say that. There was a guy on Twitter who 

said, "Heaven is just like Earth except no one likes The Doors." 
 
Kenn: Aww. 
 
Matthew: That was cold blooded. 
 
Kenn: I don't like that. I'm not going to his heaven. 
  
Matthew: I know. We're more about warmth here. 
 
 He's also been called The Tweeting Dean. We invited Dean Elmore here to talk 

about how he's used social media at BU in a variety of ways to build community 
and reach the unreachable at BU. Ladies and gentlemen, Dean Kenn Elmore. 

 
Kenn: Thank you. 
 
Matthew: You've been viewed as a sort of pioneer. 
 
Kenn: Yikes. 
  
Matthew: Yes. You are. 
 
Kenn: Yikes. 
 
Matthew: It's the covered wagon you pulled up in, and stuff like that. 
 
Kenn: That's right. 
  
Matthew: What I mean is, a pioneer of using social media within the higher education 

context. I was wondering, where there's so much innovation and things like that 
that happen at universities, why you think that universities have been slow to pick 
up on social media—particularly the administrations, I imagine, but also from 
what I've seen, even as part of the educational landscape. 

 
Kenn: Yes. Wow. Higher ed institutions move at a snail's pace. We're always looking at 

the analytics. We're always looking to test. We're always looking to make sure. 
That means we're always going for what's safe. I think that what has been a 
fortunate circumstance for me is that I've had a President of our university, a guy 
named Robert Brown, who understood that in order to delve into the world that I 
deal in, that you've got to try and test on the fly. 
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I deal in a world that's full of pop culture. I deal in a world that's fast-moving, fast-
paced, that's not just the campus itself. It's the city. It's an environment that goes 
well beyond that. You've got to see the sorts of things that actually work and that 
you can do the look at the analytics, you can do the look at what works and what 
may not work, on the fly, and try to make your adjustments as you go. 
 
I'm playing almost in this game where it's going and as it goes we can call an 
audible or two, and I'm fortunate to have the kind of backup that can do that. I 
think the higher ed community tends to be a little more uncomfortable with those 
kinds of circumstances, tends to want to have a much more safe bet. 
Unfortunately, when you're playing it that kind of safe, by the time you figure it 
out, we've moved well beyond where we need to be. 

 
Matthew: I imagine the students are out moving ahead of you. You've got to kind of keep 

pace with them. At this point, when they talk about digital natives, that's the kids 
at the U now. 

 
Kenn: I wonder if it's really about digital natives, or really just about people who are 

willing to take those kinds of risks. I wonder if it cuts across generations and it's 
really about folks who are willing to try some things out and to fail. There are 
some things we try out that just bomb overall, but you've got to be willing to stand 
up and try something else again. 

 
 We try to make sure that, yes, of course we're keeping up with students but I 

think that what's important, too, is that we try to keep ahead, a little bit. We're 
constantly in my office and I've got a team of folks that we work with, one who's 
here, Kat, who is really good at doing this. We try to get onto a variety of 
platforms and just try stuff. 

 
Try it, try to publicize where we are, try to see where we can move forward a little 
bit here and there. If it works, it works. If it doesn't, we'll pick ourselves up and 
keep going. Or maybe it's not working right now but let's stick with it over a few 
months and see if something sticks. 
 
Even with the common platforms that work real well, particularly in social media, 
we're always trying to see how far we can push them, how we might think of 
different ways to repurpose some of the things that are going on on a platform. 

  
Matthew: Can you give people a sense of what all the different things that you've done? 

Even just in my research, you have your Twitter feed and things like that, but it 
seems like almost every time something new comes along—you know, 
Instagram or Pinterest or FourSquare, not technically new now, but all these 
different things—you try to do something with all of them. Could you give our 
guests a sense of what are a couple of things that you've actually done through 
social media? 
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Kenn: Sure. For us, we look at the online world in a real dynamic way. It's about blog 

posts, for us. It's about looking at platforms like FourSquare, Pinterest, 
Instagram. We try to run contests as much as we can on a lot of these sorts of 
platforms. We try to be as provocative as we can. 

 
 Our real goal is to engage in conversation. We want to bring our clients, and if we 

think about who my clients are, my clients are a broad base of people. Certainly 
they're the students at Boston University but they're also students and young 
people in the city of Boston. We think about those folks 

 
 We think about the sixteen and seventeen year old who's making decisions about 

where they want to spend their time during their college years. I happen to think 
that Boston is a wonderful place for a young person to be. I also think that Boston 
University is a great place for young people to spend their time, too. 

 
We also think about the older generation in age but folks who really get and 
understand this social media, and also a way to have these conversations online. 
That's our audience as well. We think about professors. We think about other 
folks who want to be engaged in a grand conversation about good, pertinent 
issues, to think a little bit about the liberal arts and sciences, and also to think 
about what it means to work. 
 
That's an important piece for us in terms of where we're pushing. A lot of what we 
try to do is to reach the unreachable in different ways but also to firm up an 
infrastructure where we can communicate with a whole lot of people on a variety 
of topics, a variety of subjects. 
 
Then there are these points where we need to communicate with really specific 
people, specifically our students at the university, about important and in some 
cases emergency topics. We try a variety of different things and a variety of 
different ways. Sometimes we fail on that. 

 
Matthew: Okay. I want to come back to the failures because that's one of my favorites. It's 

near and dear to my heart. I'm just kidding. Much like Rick, I've never failed at 
anything. 

 
Kenn: Never ever. Right. 
  
Matthew: I'm kind of incredible, when I think about it. 
 
Kenn: I was just thinking that. 
 
Matthew: Wow. We're so synced up. 
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 Actually, I was realizing as you were talking that I wasn't really sure what a Dean 
of Students ultimately is responsible for. I know the 400 organizations and 
whatnot, but that's the thing.  

 
 Are you the person responsible for making sure the students get there, is 

admissions part of your job? Or are you just responsible for making sure while 
people are there that no one does anything stupid, or nothing bad happens to 
anyone? Or are you the ombudsman type person? If they have problems, they 
can go to you? 

 
Kenn: Right. 
  
Matthew: What do you do anyway? 
 
Kenn: What do I do for a living? My mother asks me that all the time. There are a few 

things. I think I'll just boil it down. What we try to do is make sure that we are able 
to respond to students, and that's a broad base: Observe what they do and 
respond to them. Sometimes real specifically but other times in terms of what we 
see and observe. 

 
 We also try to help students build the best communities that they want to build for 

themselves. We also try to help students solve their own problems. That's an 
important piece, not to solve it for them. These are young folks who know how to 
think and can solve problems for themselves. 

 
Real specifically, how do we do that? I think that a person like me is trying to 
make sure that students can find their way in safe environments and in really 
vibrant communities. Real broad base. Specifically, if we drill down, it's looking at 
things like how they live in a campus environment, what they think about doing 
when they leave the institution through their careers or graduate schools.  
 
Thinking a little bit about how we work with transitions for new students to the 
place, how we engage them on issues around culture or community service. Also 
making sure, too, that we provide some structure and support for them in living in 
those environments. That means sometimes I have to deal with the discipline 
and all that other stuff. Then, anything else that might come up outside of the 
classroom. That's what we do. Communication is a very important part of that. 

 
Matthew: It's dealing with dorm life, it's dealing with career planning, stuff like post-college. 

It's also, then, campus life more generally. 
 
Kenn: Right.  
 
Matthew: I was wondering, you do a lot of fun things. It seems like you're always having 

contests and there are concerts on campus. 
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Kenn: Sure. 
 
Matthew: You're always asking people to add to playlists and things like that, to get tickets? 
 
Kenn: Playlists are important. So much of what we do is about setting scenes and 

making a scene and creating an environment. I'm not about just community. 
Community is okay but community can be this stodgy kind of thing. 

  
Matthew: Tell me about it. 
 
Kenn: It's just there. It hangs there all the time. Scene has movement to it. Scene 

changes a little bit. Scene is where you want to be. 
 
Matthew: Totally. I want to make the scene. 
 
Kenn: There you go. Something's going on in the scene, right? 
  
Matthew: That's what I heard. 
 
Kenn: I'm that guy who wants to hang around with the Sith more than anything else. 
 
Matthew: Than the Jedi? 
 
Kenn: They're paying jazz there, right? I'm the guy who wants to be a part of Slytherin 

because they're a little more stylish. You can go in and out. We're trying to set 
that scene and not be so stodgy about it. I think that for young people, and for the 
folks that I deal with, music is really important. Music's a way that people 
remember things, music is a way that motivates people. 

 
We do a lot with music and playlists, and what's more, certain apps like Spotify or 
Pandora, those sorts of things, particularly Spotify, give you that way that you 
can kind of wall off a community for yourself and say, "Hey, here's something we 
should all be thinking about for a moment or two," and it feels good, it brings 
memories, and it might move you forward in terms of the real specific idea that's 
at play. 

  
Matthew: Right. I like the idea that you say you make "scenes". I don't know if this really 

falls into that, but you also, for the campus refrigerators and stuff like that, you 
put Golden Tickets in some of them. 

 
Kenn: Absolutely. 
 
Matthew: Kind of like Willy Wonka. 
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Kenn: Yes, I did. 
  
Matthew: Then you used Twitter and stuff to show pictures, that you put them in. 
 
Kenn: That's right. 
  
Matthew: Did anyone find them? 
 
Kenn: Well, one person did. One person still has got a free nice, wonderful prize worth 

a couple of hundred bucks but they don't know it yet. 
 
Matthew: It's just sitting in their fridge? 
 
Kenn: Just sitting in their fridge. 
  
Matthew: Getting moldy? 
 
Kenn: What he's talking about is we have these refrigerators that we rent and what I did 

was to go and pay for a couple of them and I put some Golden Tickets, literally 
Golden Tickets, into a couple of them. If you found it, it has instructions for you in 
terms of how to redeem it so you get a free one. One person redeemed it. The 
other person doesn't realize it yet but probably they've got a little ice growing all 
over their freezer. Maybe with the spring thaw they'll figure it out? 

  
Matthew: It's iced over. As you were saying, too, obviously at any university but also here 

in Boston you do hear about things happening at the U that aren't fun, in fact 
they're bad things. I was wondering how you've used social media as part of this 
maintaining and cultivating a safe community like around hazing, excessive 
drinking, or sexual assault awareness and prevention, that sort of stuff. How 
have you used social media to help spread the word or make people aware of 
what you guys are doing in that area? 

 
Kenn: Yes. Of course we have. I have the luxury of also having an extensive journalistic 

group that gets together. We have something called BU Today. It's an online 
newspaper, if you will. I think it goes beyond being our own Pravda and it is freely 
a group of journalists who report about things that we employ, but we give them 
that free editorial rein, if you will. They write about a number of things that will 
happen, good and bad, and in some cases we get a lot of the bad stuff. 

 
 What we try to do is to use social media to point people in the direction of getting 

more information, sometimes about safety alerts, sometimes about what was 
going on in a specific context. We also try to coordinate with a number of other 
folks around the university, whether it be the university's main social media 
streams and others, to stay on point in terms of pointing people in that direction 
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and maybe even refraining, in some cases, from going about the regular 
business of the day. 

 
 Just the other day, we had the death of our former President, John Silver, and 

you know, a controversial figure in his own right, but you know what? He was the 
President of the institution and what we decided to do was to coordinate and to 
make sure that we just pointed everyone towards the obituary type of information 
that was out there and that we refrained from doing a whole lot of the other things 
that maybe we wanted to do that day so that we don't confuse people. 

 
So that we say to people, "This is something that's really important, that you 
should pay attention to." The next day, we go back to our lives, but the 
coordination is also an important part of all this. 

 
Matthew: Just speaking o John Silver, as controversial as he may have been from time to 

time, it was my understanding that he was this kind of monumental figure in the 
history of the U. He made the U what it is. 

 
Kenn: A real historic figure. I'll tell you what I think was absolutely wonderful about all 

this, and he's probably rolling around in his grave a little bit, he was a trending 
topic at some point during the day. I wonder how he would have felt about that, a 
little bit. I kind of chuckled during the day about that, that he was trending in 
Boston. He probably had no idea what that means, but he probably would have 
had something to say about it. 

  
Matthew: It was funny when I was looking you up on Twitter. You come up, of course, 

Dean Elmore. Then there was an "Evil Dean Elmore" Twitter feed parody 
account. 

 
Kenn: Oh, yes. 
  
Matthew: It kind of stopped back in 2011. Why did it fizzle? 
 
Kenn: Because I went in with a buck knife and said, "You've got to stop—" No, just 

joking. You know why I think it fizzled? It wasn't funny. Right? 
 
Matthew: Yes. 
 
Kenn: I think if you're going to do those parody sites, you've got to go over the top, not 

offend, by the way, but be funny. I don't think Evil Dean Elmore was funny. 
  
Matthew: It wasn't. 
 
Kenn: If it was funny, it would survive. It just wasn't funny. Maybe I should write it 

myself. 
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Matthew: That's an idea. I was thinking more if you'd gone more Evil Dean Elmo. Now that 

would have been funny. 
 
Kenn: You should go for it. 
 
Matthew: I will definitely not do that. 
 
Kenn: Go for it. The problem is, I've already picked it up. I've got the password. I'll give 

it to you. 
  
Matthew: I said "reach the unreachable" because you've said that was one of the things 

that you were trying to do. Of course, it's sort of a poetic turn of phrase, but what 
does it mean literally? Who are the unreachable at the U? 

 
Kenn: I'm always looking for that person who maybe lurks and watches but won't 

participate. I'm also looking for that person who might have moved out of the 
space of the sphere, maybe moved off campus or moved outside of the normal 
life or flow that we've got, whether it be online or otherwise. I want that person 
who is just too cool for all this sort of stuff. I want that person who is going to be 
hypercritical and thinking a little bit differently. 

 
 Those are the folks that I do want to engage in conversation on a regular basis. I 

want to invite them in and say, "Let's have a conversation. Let's get your ideas. 
Let's think a little bit. And by the way, there are times when I want to give you 
important information that you should pay attention to." Those are the 
unreachables. I think for me, in my college experience, and I think maybe even in 
my personal experience, I'm that unreachable guy, so I understand those folks. 

  
Matthew: You are an unreachable guy? 
 
Kenn: I think that I've got that kind of attitude where I'm a little suspicious of the 

mainstream, I'm a little put off by the things that might be cliché. I like to see 
something different and surprising. I want to see something that's going to always 
keep me engaged and not the same old, same old, not the old happy stuff all the 
time. 

 
I think I understand them and I get them, and I want to get that message to them 
that, "I gotcha, but it's important that you be a part of some sort of community 
where you might get some information that could be useful to you, or maybe 
you've got something that's empowering, something that's attractive to you, and 
something that might be a little different." 

 
Matthew: Part of your strategy there is to try to incorporate them into the process, rather 

than hammering them constantly with messages, invite them in. 
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Kenn: That's right. Some people will describe my tone as being a little snarky. We're 

snarky and I think that it's important for us to be a bit snarky because I think 
that's a bit real, that's a bit of who I am and who the folks of my department are. 
We're all a little snarky, but we also are optimistic and hopeful. We also believe in 
a certain set of things that I had mentioned, and in the city and the young people 
of the city, but we try to take more of a tone and an edge where we say, "Yes, 
we're inviting to those folks who are going to be happy about a whole lot of things 
but we're also inviting to the unreachable types that are out there, too." 

  
Matthew: Right. A final question here before we open to Q&A: The way I see it, the way 

you're using social media within the context of the U, it's essentially as part of a 
customer outreach, customer service, community building, community 
management, and also certainly like event promotion or scene promotion. What 
do you think that the business folk in the audience here could learn from your 
experiences working in these fields, which every business organization has to 
confront? 

 
Kenn: I was mentioning with some friends earlier tonight when we were talking that we 

have certain situations where we are treated as a brand. Take FourSquare for 
example. We have Dean Elmore treated as a brand on FourSquare but we're 
constantly saying to those folks on FourSquare, "We need for our brand to do 
certain things a bit differently than the way that you would have a bran act." 

 
 As an example, we say that our brand has to talk to people. It can't just be about 

us putting information out and people accepting it and running with it. We've got 
to have interaction. We've got to have the ability for people to criticize the brand. 
We've also got to have a mobility to the brand itself. The brand has to act like a 
person. 

 
I think that would be the advice that I would give is, have the brand be an 
authentic, almost person-like circumstance because that can get some legs. That 
can certainly work. I happen to be the face of the brand but I think the brand is 
about conversation, for us, and as I said, conversation around a certain set of 
areas that are important, so have the brand act as a personality and make sure 
the brand has some personality online that might be very different than how you 
might seem in the real world. 

  
Matthew: Right. Okay. Wow. Thanks. We have some time for questions here. I was 

wondering who has a question for the good Dean Elmore. The Evil Dean Elmore, 
we're not going to have questions for that person tonight. 

 
Audience Q: I'm very interested in figuring out how you bridge the gap between the students 

who are very progressive in social media and the traditional teachers and 
professors who made the college what they are, but then probably are not versed 
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in social media but need to be part of the community. How do you bridge with the 
old timers? 

 
Kenn: You know, the bridge can be tough, I'll admit that. I think that what I tend to do is 

to make a decision that it's about the students. I've made this joke before that 
there are professors out there who just don't appreciate my style of writing, that 
just don't appreciate the tone, the attitude, the trash talk, the slang, the verse that 
I use, and I say, hey, I appreciate that. I do know the King's English. I do know 
the right way to write. I am perfectly aware of all that, but you're not my audience. 

 
 My audience is first and foremost young people, less so professors, older folk, 

and I say, do me a favor. In the same way that you may study other things, study 
what we're trying to do here and really understand that. I must admit, I may be 
doing less to bridge and more to say, "Here is the path that we've chosen and it 
would behoove you, if you would like to participate in this community that we're 
trying to build, to understand the code and the thinking and the language that fits 
into all this." 

 
 I've just made a real deliberate decision because I think if I'm trying to write blogs 

and participate in 140 characters or fewer—fewer is the better word than less—if 
that's the case, I just don't think we can be all things to all people. First and 
foremost, I'm trying to go for students and young people. 

 
Matthew: Thanks for the fewer versus less thing. That always— 
 
Kenn: Yes. Just so I let the English folks out there know, I do know. 
  
Matthew: You do know the King's English. 
 
Kenn: I do know it. I really do but that's just not my focus. 
  
Matthew: Nice. What other questions do we have here? Yes, sir. If we can wait for the 

microphone. 
 
John: Hi, I'm John Wilburs from Degrees to Dreams. I saw that you made FourSquare a 

requirement for freshman orientation. How'd that go? 
 
Kenn: Well, I don't know if I made it a requirement for freshman orientation as much as, 

what I try to do is to, during our freshman orientation or transfer or new student 
orientation, I try to make sure that we say to students, "You've got to look at the 
ways in which we will try to communicate with you. We'll certainly do it through 
email but we are going to on the fly use FourSquare. We're going to use 
Facebook to some extent. We're going to be using Twitter." 
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Part of what we're trying to do is to have examples of how they can use these 
fora so that they can get information. We also try to make this guarantee to them, 
too, that we will have different content on all of these platforms so that they're not 
getting the same thing over and over. We, again, made a real deliberate decision 
that what we put on FourSquare will be different from what you'll see on 
Facebook, will be different from what you'll see on Twitter, so that you can get 
different ways of getting information overall. 
 
I think overall what we're trying to build on FourSquare is a base particularly of 
new students. We try to work with, in the example of FourSquare, specials and 
other sorts of things to let them know that, yes, we're going to put things here that 
might be of interest to you about programs, give you inside information, and give 
you content that you will indeed find interesting. 
 
Tonight, for instance, I try to make sure that I use FourSquare to hashtag this 
and then encourage young people to come in here so that they could network a 
little bit with some of the folks who are here today. I think it's slow starting, to be 
very honest with you. We really pushed this approach to FourSquare just over 
this past summer. I'm a firm believer that I want to stick with this for another 
couple years and see how it goes, and not just drop it right away. I do think it will 
take a couple of years for us to be able to do that. 
 
With Twitter, for instance, it took us a long time before we got a real, heavy-duty 
dose of followers and it started to roll. We had to stick with it and try to use it for 
some time before it worked. We'll try to do the same thing with FourSquare. 
Overall I'd say the jury's out in terms of whether or not it worked and how 
effective it was, but we're going to stick with this for a little while. 

 
Matthew: Before we take this next question, you said "fora." Is that the plural of forum? 
 
Kenn: Yes, that's correct. See, I do know, I do know. For the English professors out 

there, I'm fully aware. I am. Now, if I were talking slang, I might have said forum. 
  
Matthew: Or forums. 
 
Kenn: Or forums. I know. 
  
Matthew: I got that. Cool. All right, excellent. Sir, question? 
 
Audience Q:  Dean Elmore, how do you see social media impacting the actual face to face 

interpersonal reactions of the students today, and do you think that they need 
some kind of additional training to actually speak in person with people? 

 
Kenn: Sure. From a personal standpoint, I believe that I have had more face to face 

conversation and contact with people once I started using social media. Hands 
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down. I can think about a world before I started using social media and the world 
after. No doubt, I've been able to be in contact with far more people face to face 
than I had been able to do so before that. 

 
 You've got to remember this: I said that part of what I'm trying to do is to grow 

conversation, and growing that conversation is about face to face conversation. 
Now, in terms of young people in my observations, yes, I hear you. I hear where 
you're coming from. There are a lot of people with their heads down, looking at a 
mobile device of some sort. There are a lot of people who are very awkward in 
their social situation. There are a lot of people who've got no game whatsoever 
when they're trying to interact with each other. There are and I'm always saying, 
"Man, we've got to show them the way a little bit more." 

 
 I am worried about that. I am worried that there is a world out there where people 

have been a little more attached than they should—well, I wouldn't say attached 
than they should. They haven't been able to put it into the perspective that's 
necessary to use it the way that I do. The way that I do is to use that online 
media as a way to have great offline conversations with people. 

 
 They're young and I think that it's my responsibility, my job, to try to help people 

see that and to be a bit more effective at it. It's hard to do that, in all honesty, but 
that conversation is still important and we've got to push that any chance that we 
get. I'm not saying it's perfect but here's the other piece, too. Who's to say that 
the way that I use it is the right way either? 

 
 At one point, I grew up in an age where people thought that people like me 

watched far too much television, listened to far too much radio, and didn't have 
enough conversation, either. My father just bemoaned the day that they brought 
the black and white TV into the house. My father bemoaned the day that we were 
able to put 8-tracks in. 

 
He thought that it was going to make for a really socially awkward set of children. 
I'm not sure that's happened and maybe right now we're in not only generational 
transitions about this technology, but maybe we're also in this transition about 
what the technology actually is all about. I'm willing to say, give it a few more 
years and let's see if we should really be worried about it. 

 
Matthew: All right. Last question, I believe. 
 
Audience Q:  Hi there. I just have a question. A lot of us think social media is fun and it sounds 

like a lot of the initiatives that you're doing are a lot of fun. I'm wondering how you 
measure the success of your social media strategy. Sometimes it's hard in 
business to justify the time that you would be spending on social media so I'm 
just wondering how you go about justifying and measuring your success. 
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Kenn: Yes. It's hard to do that. I think that there are a few ways that we look at our 
success. Sometimes we will have functions that we will do and it will be only put 
out through our social media channels, and we look to see how many people are 
going to show up. That's easy. 

 
We try to look at how many problems we're able to solve through DMs or 
Facebook messages because people will contact us with their issues and 
problems. We try to keep track of that. I do think that that's a way that you can 
see the effects in my line of work, in terms of all of that. 

 
 I also try to see if we can spark conversations and how much the spread of that 

sort of thing happens. You know, whether or not we can correct myths and errors 
that are out there. We try to use social media to do that, and that's invaluable. 
Also, we try to look at those opportunities that we have for people to come in and 
see us, to make use of services, that we've used social media to put out or to 
spark a conversation about here and there. 

 
 They're really soft kinds of things. This is not the same sort of return on 

investment that sometimes people want, in terms of specific numbers. Look, this 
is still a human endeavor. I know it's a technology kind of thing but it's still about 
human beings and word of mouth and the spread of that kind of thing. For us, 
these small ways that we're able to talk to people are invaluable. 

 
 I can't prove this but if we did not have the channels that we're using right now, 

our blogs, any number of social media platforms, I think that if they weren't there, 
we'd have a very different tone. We'd have a very different outreach to people 
and we would know if they did not exist. I'm able to communicate to far more 
people right now than I ever was able to do about five years ago. I've got to think 
that there's some success there but if you really pinpoint me on the dollars and 
cents of all of this in terms of the time we spend on it, it's hard for me to put a real 
heavy-duty handle on that kind of thing. 

 
 Again, I just had this massive party on our campus for our seniors, class of 2013. 

We didn't put one poster up. We didn't put one piece of paper into the stream. It 
was purely about using things like EventBrite and people seeing who was going 
to be able to come. It was purely about Twitter. It was purely about the social 
media streams and we had to turn people away from the event. 

 
I think that says something about our infrastructure and building our infrastructure 
for communicating and to me, that is invaluable, especially in times of emergency 
and especially when we've got to get a real specific message out. That's when 
you see the real return on your investment and your time. 
 
By the way, this doesn't take as much time as people think, especially when 
we're talking about a mobile era where you can change a website via the device 
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in your pocket. When you can change a message right away and on the fly, that's 
invaluable. I couldn't do that five years ago. 

  
Matthew: All right. Thank you, Dean Elmore. 
 
Kenn: Thanks for having me. 
  
Matthew: Thus ends the two-part series chronicling our most recent Live Marketing Smarts 

Road Show in Boston, Massachusetts. If you missed the interview with my first 
guest, Rick Jensen, Chief Sales and Marketing Officer at Constant Contact, you 
can check that out on our website. 

 
 Once again, I've been your host, Matthew Grant. Talk to you next week. 
 
 


