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Purpose of Research

- Positive and Negatives of Social Media in the
Recruiting Process

» Past and Future Trends
« Success Rate via Return on Time (ROT)
 Perceptions of Social Media



The Definition of Social Media

» Social media, also known as social networking,
has been defined as websites that construct a
public or semi-public profile within a bounded
system, they articulate a list of users with which
they share a connection, and view and traverse
their list of connections and those made by
others in the system (Boyd and Ellison, 2007).



Review of Literature

+ Meat Market (2008) by Bruce Feldman

- News Articles Related to Social Media Use
in College Athletics

- Trust Agents (2009) by Chris Brogan and
Julien Smith

- The Whuffie Factor (2009) by Tara Hunt



EEEEE————————..,
NCAA Division | Rule

« NCAA Division I Social Media Rules

Documented on June 4, 2009

Divisions I and II rules allow for coaches to contact prospects
through the direct-message function on Twitter, subject to the
same rules applicable to email communication with recruits.

However, publicly mentioning a recruit’s name or sending an
“@reply” message via Twitter are both considered NCAA rules

violations.

Coaches can “follow” recyuips on Twitter — and vice versa — SO
long as the @reply function is not used.

Any direct messages sent through Twitter must conform to the
contact-period legislation for each NCAA sport.



NCAA Division | Rule

The 1ssue of social networking is still under
discussion within the membership, and the
Division I Recruiting Cabinet has identified
the issue as a priority for the coming months.

The membership will continue to discuss the
issue with a focus on limiting the amount of
intrusion in the lives of recruits and
maintaining equitable competition among
member institutions.



Twitter

 Direct Messaging Rule ' l

- Following Impact

» @replies

- Applications and Usage
« Mobility




Facebook

« Wall Posts ‘ I

« Messaging
« Timelines
« Friend Invites

 Pages and Groups
Authenticity




YouTube

- Video Uploads

« Comments

» Subscriptions

e Mobile YouTube
iPhone
Android
Blackberry

» TestTube
Comment Search
Analytics

Broadcast Yourself



Success Rate via Return on Time

- A different way of viewing success with social
media.

» Social media requires a lot of time for it to be a
successful venture.

« When talking about social media metrics:

“Success takes time. Opportunities don’t always
make themselves clear right away. Sometimes the
answer to your next step takes more time than you
will feel comfortable with.” (Hunt, 2009)



Research Methodology

e Survey
11 Likert Scale Questions
4 Open-Ended Questions

 Subjects

Athletic directors at institutions with at least one
sport team competing at the NCAA Division I
level.



Analysis of Accumulated Statistics

» 349 NCAA Division I Institutions targeted

Exclusions for Consideration

- 34 total forfeitures of response expectations
13 e-mail “bounce-backs”

21 Institutions have internal policies prohibiting their
participation in survey

Response Rate

- 80 total responses = 22.92% response rate
63 respondents completed the entire survey
17 respondents partially completed the survey




Usage of Social Media

Heard Of Usage of
Posterous Posterious | 0.00%
Blogger Blogger Bl 7.14%
Wordpress Wordpre.. | 0.00%
Tumblr Tumblr | o0.00%
His Hi5 |o0.00%
Livestream Livestre.. | 0.00%
Ustream.tv Ustream..
Rivals.com Rivals.co..
Scout.com Scout.com
Flickr Flickr
Twitter Twitter 38.46%
Myspace Myspace
Youtube Youtube
Facebook Facebook 49.37%




Usage of Social Media

i « Top Networks Used
Facebook
33 Twitter
[ YouTube

Use social Do not use social
networking networking




Use of Social Media by
Recruiting Budget
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Perception of Social Media by Budget
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Time Spent

16.7%

7.1%

4.8%

26.2%

Less than once a month At least once a month A few times a month

45.2%

At least once a week

More than once a week




Perception

 The schools that used the service more than once
a week had a more positive view of social media
than those that spent less time.
More helpful to recruiting
More cost effective way to recruit
Find it easier to track success



Conclusion

- Using social media to recruit players takes time.
Through the data we obtained, we believe that
success should be measured on a return on time

(ROT) metric instead of a return on investment
(ROI) metric.

» Schools with a budget greater than or equal to
$200,000 are more inclined to use social media
to recruit potential athletes.



Conclusion

 Schools with larger budgets have a more positive

perception of social media than smaller budget
schools.

This could be because there are more people
working in the athletic department at larger

schools, thus more hours to be used in social
media.

Based on the perceptions displayed in the survey,
social media is closing the gap between small
budget and big budget recruiting.



Suggestions for Further Research

» Division II level

» Division III level

- Broken down by conference

« Broken down by region

- High school athlete perspective



Social Media ol t ] S a Neyvy

e Chris Brogan and Julien Smith talk about
making their “own game” in their book
Trust Agents:

Make your own rules
Make your own system
Do it different

 Social media is a different game and the best
way to use it at a competitive advantage will be
to make your own game.

 The schools that can do that will achieve the
most success.



