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INTRODUCTION

Given the high usage of social media among 

Millennials, this channel has become a central tool in 

almost every institution’s playbook. In fact, 98% of 

schools use social media, according to Hootsuite.

Universities and colleges are incorporating social media 

into a variety of marketing strategies - recruiting new 

enrolments, boosting student engagement, promoting 

values, fundraising and everything in between. 

And yet, social media platforms are not just brilliantly 

effective marketing channels. When used intelligently, 

social media can also serve as critical communication 

channels to support all of these objectives. Students want 

to connect with schools on the channels they use – and 

we know, this means social media. 97% of students use 

social media, with those at university the most active of 

all students. Students also highly value and expect fast 

support, which social media can again provide.

As our daily lives migrate online more and more deeply, higher 
education institutions are realizing the ever-growing need to 
adopt a digital-first approach to the student experience.

SOCIAL MEDIA USE STATISTICS:

97% 
of students use 
social media

98% 
of schools use 
social media
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INTRODUCTION

By offering (and promoting) social media as a 

communication channel, institutions can use social 

platforms to support the full student lifecycle - 

enrolment, engagement, and retention. Supporting 

a vast international community on social across 

departments, alongside other key digital channels, 

may seem a colossal task.

With a digital omnichannel support platform, it isn’t. 

By connecting every key digital channel together - 

social media, live chat, email and SMS - institutions 

can deliver efficient, streamlined and personalized 

support that today’s students expect. 
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INTRODUCTION

Wherever you are in your journey towards supporting 

students efficiently and consistently across social media, this 

guide will help you to understand:

Why institutions must transition to digital 
channels

The best practices of using social media as a 
student support channel

How to become a truly student-experience-first 
institution

1

2

3

1

2

3

The pandemic has awoken higher 

education institutions to the 

absolute necessity of digitalization. 

If they were transitioning slowly 

towards digitalization, they know 

they need to speed up. 
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CHAPTER 1

Digital Student Support 
– Why You Need to Care
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CHAPTER 1

Communication and engagement play a key role in the 

achievements, satisfaction, and most markedly, drop-

out rates, of students in higher education. This is of 

special concern in North America with college dropout 

rates averaging 40% for undergraduate students, 

and up to 50% for public universities. This has a 

severe impact on an institution’s bottom line. A study 

by Stanford revealed a student who leaves before 

graduating can cost an institution up to $40,000.

According to an Academic Impression’s 
survey, only 6 higher education 
professionals from 79 colleges and 
universities graded their institution’s 
student-centric service with an ‘A’.

By providing students with the digital channels 

that they want to connect on, when they want to, 

institutions increase the opportunity for engagement 

at every stage of the student lifecycle - enrolment, 

engagement, and retention.

If this wasn’t enough, digital transformation can also 

drive down costs. On average, live chat costs one third 

less than phone support. Not only can schools provide 

the 21st century digital support that today’s students 

expect, but they can save money while doing it.

This chapter will take you through the key reasons why 

offering digital support channels is essential, looking 

at it from the perspective of the student and how they 

want to connect with universities and colleges.

Live chat costs 
1/3 less than 
phone support 
on average.
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What Students Want
CHAPTER 1

1

3

2

4

Accessible support

All-day, everyday support

Fast support

Personalized and helpful support
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1

CHAPTER 1

Across every demographic, there is a consumer 

move away from phone and towards digital 

communication, and for younger people, this digital 

preference runs even deeper. 52% of Millennials say 

they feel anxious about taking a phone call, and 60% 

of Gen Z say they ‘hate calling people’.

This preference away from phone and towards digital 

communication boils down to three key attributes, the 

first of which is the desire for accessible support. Phone 

is a notoriously inaccessible channel, forcing callers 

to be passed between agents as they try to find the 

suitable agent who can help them with their query.

In stark contrast, today’s students are digital-first, 

and digital-obsessed. According to a survey by Pew 

Research Center, 45% of Millennials say they are 

online “almost constantly.” That’s almost double the 

percentage who answered the same three years ago. 

"The biggest challenge is getting the 

student over the threshold to ask for help. 

It is hard to admit they need help. You 

don't want unnecessary barriers in the 

way when they do ask for help."

- Cindy Barnes, Director of
Advising and Retention,

West Texas A&M University in  
Academic Impressions. 

Accessible support

As a result, digital channels like social media are highly 

accessible and convenient for students to use, not least 

because of the length of time they spend on these 

platforms and their familiarity using them.
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CHAPTER 1 Although today’s students are digital-first, this 

doesn’t just mean that they want to connect via 

digital channels. It also means that they want they do 

reach out, they don’t think about what digital channel 

they are using. They simply want to use the digital 

channel that is most convenient to them at that 

moment in time. 

Connect through their digital choice

Be confident that their query will be 
understood and resolved.

To cater to this mindset 

and achieve high levels of 

engagement, institutions must 

provide a range of digital channels, 

connected together through a 

digital omnichannel platform so 

that students can:

1

2
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CHAPTER 1

The speed at which students can ask a question and 

get a fast answer is key to the popularity of support via 

social media. Students have grown up in a digital world 

that has created a desire for instant gratification, and 

this has seeped into customer support. The speed, 

and sometimes, real-time nature of social media 

caters to this behavioral expectation. In fact, 71% of 

16-24-year-olds believe that customer experience can 

be drastically improved by quick responses.

The need for speed is driving students away from 

phone (and even email in some cases), and towards the 

instancy of live chat and social media.  

An integrated knowledge base also helps produce 

quick responses and resolutions. Connected within the 

console, an agent can quickly search for the information 

they need, and pass it on to the student, allowing them 

to provide faster and more accurate support.

To speed up response times even further, AI-powered 

virtual assistants are invaluable. By monitoring live chat 

conversations in real-time, these AI tools automatically 

find and provide answers for the agent to send to the 

student. This reduces (or even eliminates) the time spent 

looking for information, as well as typing out the answer.

Fast support2

of 16-24-year-olds believe that 
customer experience can be 
drastically improved by 
quick responses.

71%

11 Student Social Media Expectations – How to Support & Engage on the Platforms of Choice

https://www.comm100.com/resources/infographic/millennials-prefer-live-chat-speed-convenience/
https://www.comm100.com/resources/infographic/millennials-prefer-live-chat-speed-convenience/


CHAPTER 1

Today’s students have grown up surrounded by 

technology, so it should be no surprise that they prefer 

the accessibility and speed that digital channels provide. 

However, if they don’t receive this level of support, this 

experience can quickly sour. After all, 58% of Millennials 

expect to be able to connect with a company whenever 

they want to. This is why AI chatbots should be every 

educational institution’s best friend.

Students are most open to 
chatbots than any other 
demographics. 

Gen Z and Millennials are most likely 
to have used AI in customer service, 
and are most likely to agree that 
chatbots make it easier and quicker 
for their issues to get resolved. 

By setting up an AI chatbot – both within live chat and 

social platforms - a large portion of frontline customer 

care can be automated so every student can be 

listened to and engaged with immediately – even when 

support volumes are at their peak. With Comm100 

AI Chatbot, you can create one bot and implement 

it across live and social media, including Facebook, 

Facebook Messenger, and Twitter. More importantly 

than all the above, chatbots are 24/7 so students can 

receive support whenever they need, even when your 

team is offline.

All-day, everyday support3
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To be clear, there is a difference between chatbots and AI-powered chatbots. Chatbots that 

run on keywords and without the benefit of AI technology like Natural Language Processing 

(NLP) are common, easy to spin up, and can work well in the right context. However, chatbots 

that are powered by AI take the student experience up a level.

AI chatbots can engage in far more natural conversations; they’re far more accurate at 

understanding your students’ intentions, and as a result, can respond more effectively. If you’re 

wondering where to start with chatbots, here are just a handful of use cases they can handle:

1 224/7 service: 

Chatbots provide an additional channel 

for students to still get answers during 

off-hours so they can get assistance on 

their schedule, not yours.

FAQs: 

Chatbots can handle common questions 

to free up your agents to handle the 

more complex or sensitive queries.

Gathering student information:

Chatbots can pass off the who, what, 

where, when, and why to an agent, 

helping them contextualize queries and 

reducing time spent on each question.

Shorter queues, faster responses: 

Chatbots can handle an unlimited 

amount of chats simultaneously. They 

can also deliver responses more quickly 

than human agents.

3 4
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CHAPTER 1

We know students want fast and accessible support 

– but this not all they expect. While quick response 

and resolution is vital, the support must also answer 

their query. With a digital omnichannel platform, 

institutions can provide exactly this with personalized 

and helpful support.

Omnichannel platforms connect every digital channel 

together within one console, bringing together 

historical conversations across every channel, as well 

as individual information such as course history, date 

Audio and video chat is a great tool 
within Comm100 Live Chat to bring extra 
personalization to student interactions. 
(More on this in Chapter 2.)

Personalized & helpful support4

Digital omnichannel support 
empowers higher education 
institutions to treat every student 
as an individual.

of birth, and any other valuable individual information. 

With this information at hand, agents can immediately 

build a clear image of the student and their full 

lifecycle, empowering them to better understand the 

student and provide more helpful and personalized 

support. 

Read more on digital omnichannel in Chapter 3.
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“Speaking with the students over video 
meant our college representatives 
had the chance to connect with the 
students on a more personal level, as 
if they were face-to-face. This is so 
important to developing relationships 
with the students and allowed us to 
recreate the experience of our typical, 
in-person open house events.”

- Derek Gaucher, Coordinator of
IT Solutions at Dawson College

Click here to

read the full

story!

Audio and video chat is a great tool within Comm100 

Live Chat to bring extra personalization to student 

interactions too. Developing relationships with 

international students is crucial to the level of 

engagement that follows. Video chat brings students 

face-to-face with agents and helps them to connect 

on a more personal level. This is all the more helpful 

in the age of Covid-19 as many universities and 

colleges remain closed.

Dawson College faced this problem in the fall of 

2020 and used Comm100 video chat to support 

their open house event and ensure enrollment was 

not negatively impacted.
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CHAPTER 2

Social Media – Best Practices for 
Student Support & Engagement
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Best Practices for Student Support & 
Engagement

CHAPTER 2

1 Respond quickly 

3 Hone your public-facing image

2 Know when to move it to the DMs

4 Keep brand voice consistent
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CHAPTER 2

As of 2020, there are 2.6 billion monthly active users 

on Facebook and over 1.2 billion on WeChat. Instagram 

has over one billion, and Twitter has 330 million. 

Chances are high that some of these users are your 

students. And whether you’re aware of it or not, those 

students are actively seeking support via social media. 

The numbers back this up: in a study by J.D. Power, 

67% of respondents said they had reached out via 

social media.

When approaching social media support, it’s important 

to keep in mind why the student is using that channel 

in the first place, and how they use it. Students may 

be hopping on social media as a simple preference. 

But other times, they air their grievances on a social 

platform because they want to discuss something 

your institution did (or didn’t do!) publicly. How agents 

respond can be the difference between enrollment at 

your institution or a competitor.

ACTIVE MONTHLY SOCIAL 
MEDIA USERS (2020)

2.6 
billion

1.2 
billion

over 
1 billion

330 
million
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CHAPTER 2

Social media is a channel that was designed for 

communication between friends, families, and social 

groups. When students invite brands into their social 

spheres, they do so wanting the same quick response 

times that they would get (or hope for!) from their 

closest friends.  

According to influencer and author Jay Baer, 32% of 

consumers expect a response on social media channels 

within 30 minutes. The same report found 57% of 

consumers expect the same response time at night 

and on weekends as during normal business hours.  

Speed on social media is critical to not only providing 

good service, but to establishing and maintaining a 

brand image that is centered around attentiveness and 

care. Use these tools to keep your social media support 

quick and competitive. 

A big pain-point with social media is that it isn’t just 

one channel: it’s a series of platforms that share a few 

commonalities. Not only does juggling platforms like 

Twitter, Facebook, and Facebook Messenger create 

internal friction that slows down customer service – 

it’s also easy for incoming queries to fall through the 

cracks. To nail quick responses on social media, the 

first thing you need is a unified inbox for processing 

social requests. 

A unified platform keeps all incoming customer 

queries in one place, eliminating the need to toggle 

between social media accounts. Agents can seamlessly 

tackle requests no matter which social channel the 

student is engaging from, increasing operational 

efficiency and bringing about faster resolution. 

Respond quickly1
KEY TOOLS:

• Unified platform

• SLAs

• Ticketing

• Custom views, tags, and filtering
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Unified platforms increase speed by making workflow 

management simple and intuitive. When a new social 

media request comes in, a ticket is created and 

can be flagged with the necessary tags to indicate 

priority. Agents can filter through tickets and see 

which incoming messages need to be addressed 

first -- keeping response times fast and your team 

on top of social media requests. This can be aided by 

features such as custom views, which allow you to 

create custom filters that group and display tickets. 

If a customer reaches out to your company on two 

different channels, such as email and social media, 

those tickets will be grouped. This keeps agents from 

PRO TIP: 

Expectations vary depending on the social 

platform, and your SLAs should reflect this. 

Students generally post longer, more thought-out 

comments on Facebook, where 71% of all social 

media complaints are made. Meanwhile, Twitter 

users engage in a way that is more immediate and 

informal, and generally expect faster replies.

doing double the work and prevents two different 

agents from being assigned a task they might 

inadvertently give two different answers to. 

Ticketing makes it easy to route incoming social media 

requests to the appropriate department. Just like with 

email, routing can be done automatically, ensuring 

fast response and resolution times. Social media 

inquiries can be assigned distinct SLAs depending on 

the department they belong to and even the platform 

that they originated from. This helps your agents 

prioritize and respond quickly to the most pressing 

social media inquiries.
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PRO TIP: 

Some public social media posts require a special 

level of finesse. Consider routing more complex 

social media queries to specific agents who are 

specialized in social media customer service.

KEY TOOLS:

• Unified platform
• CRM Integration

There are two ways that a student can reach out on 

social media: on the public feed, or in a DM (direct 

message). Both can be successful arenas of support, 

with the exception of two caveats: (1) there are some 

limitations to addressing inquiries in the public sphere, 

and (2) channel switching is a delicate matter.

It’s important to define which incidents should trigger 

a channel migration and actively monitor them. For 

example, you should ask students to contact you 

through your direct messages if supporting the student 

requires the exchange of their private info. You should 

also switch to direct messages if a student has an issue 

that will require significant back and forth, or that needs 

very specific support from a department or agent. 

Your unified platform is not just useful for answering 

queries quickly: it can help reduce channel switching, 

while making any necessary switches easier on your 

students and team. Comm100’s unified platform has 

omnichannel functionality, making it an effective 

hub for not just social media, but all lines of digital 

communication. When coupled with an integrated 

CRM, you have 360-degree visibility into your student’s 

entire cross-channel history, as well as valuable 

account data.

If a student has corresponded privately with your 

company in the past, you already have access to 

information that would have required you to switch 

channels under other circumstances. If changing 

platforms is advised, Comm100 helps with that too: the 

full conversation history will follow your social media 

ticket. This makes it easier to switch to a more private 

setting without forcing the student to start over and 

re-contact the company.

Know when to move it to the DMs2
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KEY TOOLS:

• Chatbot
• Mention tracking

Hone your public-facing image3

If there’s one problem that higher education 

institutions have with social media, it’s that the world 

of social is truly the wild west of communication. Not 

every message for or about your school will arrive 

neatly -- or quietly -- in your inbox. Unlike channels 

that are tied to your own website or servers like live 

chat or email, students can complain -- or praise -- on 

a channel that your team may not even know exists. 

Having a proactive social media strategy is vital to 

catching those unexpected requests and controlling 

the narrative about your brand. 

Students don’t just want fast responses on social 

media: they want around-the-clock support. If no 

one is online to lend students the hand they need, it 

can be easy to opt for a scathing, public post instead 

of a private DM -- especially if they believe that’s 

more likely to get them help. And, if other frustrated 

students jump on the bandwagon to publicly flame 

your brand, you could have a PR nightmare on your 

hands by morning.

CHAPTER 2
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with a chatbot. Not only is this public recognition of 

attentiveness good for your brand, but it also funnels 

more users to your chatbot, reducing incoming 

queries and freeing up your agents to tackle more 

involved issues.

Getting frustrated students into your DMs is a win for 

brands. But your public image won’t always be crafted 

in your arena. Often, students are talking about your 

brand without directly involving you, keeping you out 

of the loop and unaware of their frustrations. 

Social chatbots can help you provide quick and 

immediate support at all hours of the day via direct 

messages on Facebook or Twitter. Social chatbots 

can help users book appointments, pay invoices, find 

relevant media, and more, giving frustrated students 

an immediate way to remedy a number of concerns.  

Comm100 uses a single unified chatbot, meaning that 

the chatbot you use on live chat can also be deployed 

on social media. This eliminates the need to piece 

together two separate chatbot programs and keeps 

your chatbot experience cohesive across platforms. 

Because the chatbot uses advanced NLP technology 

to learn from each interaction, it provides increasingly 

advanced and accurate resolutions to problems – 

reducing customer effort and boosting satisfaction on 

both live chat and social media.  

Chatbots have an added benefit: they are reliable, 

consistent, and speedy, which social media rewards. 

Facebook grants businesses a “Very responsive to 

messages” badge if you maintain a 90% response rate 

and a response time of 15 minutes – easily achieved 
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Brand name

Product lines

Marketing campaigns/slogans

1

2

3

Once you find your preferred 

method to track hashtags and 

mentions, it’s time to plan what 

you will track. Compile a list of 

terms related to your company, 

such as:

One way to keep tabs on your brand’s public 

image is to track your mentions. Companies like 

Mention and Social Mention can help you track 

what students are saying about your brand on 

social media -- and even on blogs and websites. 

That way, you can proactively reach out to social 

media users who are complaining into the ether. 

CHAPTER 2
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PRO TIP: 

Depending on your target audience, your tone on 

social media may be vastly different than it is on 

live chat or email. Once you have decided how you 

want to brand your social media presence, make 

sure to train your agents to be experts in that voice. 

For more on social media customer service best 

practices, check out our eBook, The Definitive Guide 

to Social Media Customer Service.

Keeping communications branded is especially 

important for social media, where interactions can 

occur publicly, and screen captures of interactions 

are shared freely. According to research by Sprout 

Social, 41% of customers will share a bad social media 

experience they had with their network. And make no 

mistake, inconsistent and confusing tones make for bad 

student experiences.  

Keeping a brand voice consistent can be difficult without 

a strategy, but a little forethought goes a long way. Plan 

words and phrases that work for your team and use the 

following tools to help keep brand voice on track.

With canned messages, agents can access pre-written 

and pre-vetted language that can keep tone consistent 

across the board--especially on more publicly 

scrutinized channels. And with real-time monitoring, 

senior agents and management can keep an eye 

on social media channels, making sure the voice is 

consistent--and appropriate-- among various chats.

Keep brand voice consistent4 KEY TOOLS:

• Canned messages
• Real-time monitoring
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CHAPTER 3

Digital Omnichannel 
– The Glue to Flawless
Student Support
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77%
of GenZers 

‘expect consistent 
interactions across 

departments’

63%
of GenZers ‘expect all 

company representatives 
to have the same 

information about me’

61%
of Gen Zers ‘expect 

companies to 
anticipate my needs’

CHAPTER 3

So far we’ve explored how important digital channels, 

and particularly social media, are for student support, 

highlighting the best practices for social media. 

However, the journey to providing excellent student 

support doesn’t stop here. While social media is a vital 

channel within your support stack, you must make 

sure that:

1. You offer a variety of digital channels 

2. Each of these channels is connected. 

Today’s students expect schools to be available 
to them wherever and whenever they need 
support, on their terms. 
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With this in place, student support 
can become truly:

You can satisfy each of these expectations 
and many more by adopting ado all this with 
digital omnichannel support platform.

Digital omnichannel platforms weave together 
every digital channel - live chat, social media, email, 
ticketing, and SMS - integrating them and their data 
into a single console.

• It means that agents can move between live 

chat, email, social media, and SMS support with 

little more than a click.

• It means that agents, team leads, and managers 

can collaborate in real-time.

• It means saying goodbye to operational 

silos and hello to a flawless digital journey 

where students and agents experience fluid 

conversations across channels.

• It means routing between channels, agents, and 

even departments becomes effortless.

- Personalized

- Helpful

- Streamlined and,

- Cost-effective

CHAPTER 3
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CHAPTER 3

Digital omnichannel is not about making sure 

you’re on the latest channel. Instead, omnichannel 

represents a big-picture shift in how higher 

education works and what customers want in today’s 

digital-first world. At its core, digital omnichannel 

is about how seamless experiences, not channels, 

are changing the entire student support experience, 

from the front desk to the backend. 

A digital omnichannel solution is not a CRM or 

a phone system. It is not focused on one digital 

channel. Instead, digital omnichannel offers one 

holistic student view through data, reporting, and 

insights across digital channels. The result: improved 

student support and engagement, and greater agent 

efficiency tied together by a unified experience no 

matter the channel.

Digital omnichannel stitches together 
every avenue of support to create 
a cohesive student experience 
throughout the lifecycle.

SMS
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CHAPTER 3

While making a shift across to digital omnichannel 

may seem overwhelming, it’s important to remember 

that a shift in any area takes time. It is a journey 

that you build upon, step by step - understanding 

customer intents, building a foundation of 

information, adding new channels and introducing 

automation – until your team becomes digital student 

experience experts.

Rome wasn’t built in a day, and nor is an 
excellent student support system.

At Comm100, we specialize in leading higher 

education institutions through this journey. We 

work with the likes of McMaster University, San 

Jose University, Open University, Dawson College, 

Thompson Rivers University, and many more to help 

their team and institution become experts in digital 

student support.

Making the Shift

With data centers located in Canada, the US, and 

Europe, and audited compliance including ISO 27001, 

SOC 2 Type 2, GDPR, CCPA, and more; only Comm100 

can meet your complete security and compliance 

requirements.

Whatever stage you are at, we can 
help you get there with a proven 
platform and method. We combine 
world-class technology with expert 
guidance – all at a cost far below 
what you’re used to seeing with 
phone-based solutions.
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Comm100 is a leading global provider of omnichannel 

customer experience solutions with a mission to make student 

support more genuine, personalized, and productive through 

meaningful conversations. Let us show you how.

Exceed your students support
expectations with Comm100

Learn More

https://www.comm100.com/solutions/industries/higher-education/
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