
One school district discovers how using social media can 
increase scholarship money earned by students. 
BY BRIAN COOK

Back in 2012 and before, Dorchester County Public Schools, on 
Maryland’s Eastern Shore, often saw scholarship money left on 
the table. Scholarship organizations claimed no one was filling 
out their applications, and after tracking completed applications 
for a year, we discovered the allegations were true. 
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time gave us more time to respond to indi-
vidual student and parent tweets, answer-
ing questions as they arose. 

Powerful Results
In 2013, after the first year of our Twitter 
initiative, not only did we see an increase 
in the number of scholarship applications 
completed but the amount of scholar-
ship money awarded to students from the 
two high schools topped $4.1 million, an 
increase of $1.2 million from the previous 
non-Twitter year. 

Students looking for up-to-date infor-
mation regarding scholarship opportu-
nities quickly accepted Twitter. School 
counselors continued to share scholar-
ship information and even expanded their 
tweets to include other college application 
and FAFSA events. Whenever we heard 
about any students receiving scholarship 
awards, we tweeted out that information. 
Students jumped on board and began 
tagging @DCPS_Scholar and sharing via 
Twitter when they received scholarships. 

By continuing to embrace social media, 
the district saw its students earn a record-
high $5.3 million in scholarship money 
in 2015. This is the largest sum earned 
by a graduating class in the district’s his-
tory and an increase of $2.9 million over 
2012, before we started using Twitter. 

No one individual or group is respon-
sible for students earning scholarship 
money. The district school counselors 
certainly weren’t the only ones communi-
cating scholarship information. However, 
their ability to adequately communicate 
scholarship information to the masses – 
students, parents, teachers and commu-
nity members – where they were already 
congregating (i.e., social media) was vital 
to this initiative’s success.

In the beginning, it took some effort to 
get school administrators and district-level 
personnel to embrace digital communica-
tion tools and social media platforms like 
Twitter. But with the staggering results 
we’ve seen, it’s a no-brainer now.  
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Embarrassed by the findings, school 
personnel and members of the business 
community decided to use social media 
as their newest communication tool and 
created a set of goals to help promote 
scholarships: 
• Increase the amount of scholarship 

money by 10 percent
• Increase the total number of completed 

applications 
• Create a common application for small 

scholarship organizations
To help meet these goals, we turned to 

Twitter, and the results were staggering. 

Creating an Online Presence 
We developed a simple Twitter handle,  
@DCPS_Scholar, to represent the two 
high schools within the district and to 
make information about scholarship 
applications and events accessible to stu-
dents at all hours. 

To bring students onboard, school 
counselors initiated conversations about 
Twitter during each high school’s open 
house. We also created signs, posting 
them throughout both schools, offering 
parents and students information on how 
the school counselors were using Twitter 
to communicate scholarship information. 
Unsure of communicating with school 
counselors in a virtual, yet, personal 
world, students were understandably 
hesitant at first. But the campaign began 
to gain traction, with tweets being shared 
quicker than end-of-day announcements 
and weekly principal messages. Here are 
a few things we learned:

Day-to-day tweets: A Twitter initia-
tive should begin with regular posts. The 
two school counseling departments des-
ignated one person to send out tweets 
on a daily basis throughout the school 
week, with a primary focus on providing 
information on scholarships, applications 
and deadlines. We sent messages during 
the hours when most students use social 
media – early in the morning, at the dis-
missal bell and late in the evening. Often 
we shared and reinforced the same schol-
arship message over multiple days to make 
sure students saw the messages among all 
the other tweets they receive. 

Digital storage: Simply tweeting the 
scholarship information wasn’t enough. 
We also needed to make the scholarship 

applications available to students to work 
on at their convenience. We added a digi-
tal storage component to each tweet. For 
example, each tweet covered the scholar-
ship name, its due date and a link to an 
electronic copy of the scholarship appli-
cation. We chose to use Google Drive 
to host the applications, but other free 
platforms are also available. Now stu-
dents had around-the-clock access to all 
the district’s scholarship applications and 
requirements.   

Digital traffic: School counselors are 
busiest during March, April and May. 
To make sure we didn’t drop the schol-
arship promotion ball during this time 
frame, we wanted the ability to sched-
ule tweets in advance, a traffic control 
device, so to speak. The traffic control 
component we settled on was HootSuite. 
With HootSuite, you can create messages 
whenever you have a few moments and 
schedule when you’d like them to be auto-
matically sent. Once you’ve developed 
the messages and scheduled them, the 
individual responsible for posting mes-
sages now merely oversees the account. 
Creating automatic messages ahead of 
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