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Introduction

Higher education creates one of the most complex social media 
environments. You have to juggle recruitment campaigns, campus news, 
alumni engagement, student life coverage, and emergency updates—often 
across multiple accounts, departments, and networks.

All with limited resources. And while staying on-brand.

Despite your best efforts, it’s easy to feel like your content is just getting 
lost in the noise.

Does this sound familiar?

•	 You’re posting regularly but you aren’t sure if you’re reaching  
the right people. 

•	 Your approval process is so slow that time-sensitive posts  
miss the moment. 

•	 You know social should support enrollment, but proving ROI  
feels impossible. 

•	 Your team is burned out from creating nonstop content with  
little recognition.

This guide is for higher ed social media managers who want to take a more 
strategic approach. You’ll learn how to identify your key audiences, plan 
content that resonates across departments, streamline workflows, and 
report results that matter to leadership.
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Part 1: Build a Strong Foundation 
Chapter 1: Know your audience and your goals 
 
Managing social media for a college or university means you’re essentially running 
a media company with a half dozen target audiences. Each group wants something 
different from your content, uses different platforms, and engages in different ways.

Who you’re really talking to

Higher ed audiences include everyone from prospective students to members of the 
local community.

•	 Prospective students want authentic, behind-the-scenes glimpses of campus life 
and clear, compelling information about academics and culture. They’re looking 
for proof that your school is a smart decision for their future.

•	 Current students need timely updates about events, deadlines, and opportunities. 
They want content that showcases campus life and student achievements—
because it makes them proud to be part of your community.

•	 Parents care about transparency, safety, academic quality, and the return on 
their investment. They often drive enrollment decisions from behind the scenes.

•	 Alumni want to stay connected to their alma mater. They often look for 
networking opportunities, campus news, and ways to give back via donations or 
mentorship.

•	 Faculty and staff need communication about policies, events, and institutional 
changes. They also serve as ambassadors who can amplify your news to their  
own networks.

•	 Local community members are interested in campus events, research that affects 
the region, and partnership opportunities. They can be valuable advocates. 



The Essential Guide to Social Media Management for Higher Education - 4

Goals that actually matter

Your team’s social media strategy should align directly with institutional priorities—like 
increasing enrollment, improving retention, or deepening alumni relationships.

Start by identifying your strategic goals:

•	 If your goal is enrollment: Focus on content that drives traffic to admissions 
pages and speaks to prospective students. 

•	 If you’re aiming to improve retention: Develop content that fosters community 
and supports students beyond the classroom. 

•	 If you’re looking to support fundraising: Concentrate on messaging that inspires 
pride and connection among alumni.

Make each goal SMART: specific, measurable, actionable, relevant, and time-bound. 
Instead of a general goal like “increase engagement,” aim for something like, “Increase 
clicks from social media to admissions pages by 25% in the next six months.”

https://www.agorapulse.com/blog/higher-education/social-media-college-recruitment/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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Chapter 2: Develop your strategic foundation 

Before you start posting, you need to know where your social media accounts  
stand—and where they’re going. This foundational work is the key to designing a 
winning strategy.

Audit your existing social accounts

Start by reviewing the university’s social accounts for every department and 
organization. Create a chart detailing the account name, manager, purpose, and  
social network.

Then, check follower demographics for each account. Are you actually reaching 
prospective students? Or are you talking to parents or faculty?

Pull each account’s analytics from the last six months. How often do the accounts post? 
What do they publish? What type of content actually gets engagement and clicks?

Next, look at competing universities. How quickly are their audiences growing? What’s 
getting them engagement? How often do they post?

Get clear on your content pillars

Organize your institution’s content around specific themes. These pillars help you plan 
content that’s relevant to your audiences and your goals.

These content pillars offer a strong starting point for higher ed:

•	 Academic excellence: Faculty research, academic programs, and student 
achievements. Show parents and prospects your institution is worth  
the investment. 

•	 Campus life: Events, traditions, facilities, and everyday moments. Help 
prospective students picture themselves on campus.

https://www.agorapulse.com/blog/content-marketing/content-planning-tools/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
https://www.agorapulse.com/blog/content-marketing/content-planning-tools/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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•	 Student success stories: Current students and grads doing notable things.  
Provide social proof for prospective students and inspire pride in faculty  
and alumni. 

•	 Community impact: Research, service projects, and cultural programming.  
Share how your institution benefits the local area and engages the community. 

•	 Institutional achievements: Awards, new programs, and facility improvements. 
Don’t overdo this one

Don’t stop there. Work with stakeholders to decide on essential themes for your 
institution so you feel confident knowing you’re publishing content that matters. 
 



Develop brand voice guidelines

A consistent brand voice ensures that every post, story, and short-form video you 
publish sounds exactly like your higher ed institution. Your voice should reflect 
institutional values while remaining accessible and engaging.

Think knowledgeable but not pretentious, friendly but not overly casual, and confident 
but not boastful. The voice should work whether you’re addressing a prospective 
student’s question about campus life or sharing a faculty research achievement  
with alumni.

Your brand voice should also reflect your institutional personality. For example,  
are you a: 

•	 Research-focused university with a tradition of academic rigor? 

•	 Community college known for practical programs and student support? 

•	 Liberal arts college emphasizing personal attention and intellectual exploration?

Let these characteristics inform your tone, but incorporate some flexibility across social 
networks. For example, your LinkedIn posts may sound more professional, while your 
TikTok content may be more casual and fun. However, the underlying personality and 
values should remain recognizable across all channels.
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Chapter 3: Choose platforms strategically

Not every higher ed institution needs to build a presence on every social media  
network. Select channels based on where your primary audiences spend time and 
where your team has enough resources to create good content.

Why each social channel matters for higher ed

Understanding the strengths of each social channel helps you allocate resources  
smartly and create higher ed social media content that actually works.

Facebook: Your community headquarters

Facebook is where people go to connect with their communities, making it perfect for 
bringing together everyone who cares about your school.

•	 Parent engagement: Parents love having a place to ask questions, connect with 
other families, and stay in the loop about what’s happening on campus. 

•	 Alumni relations: Your graduates want to stay connected via Facebook events for 
reunions and alumni groups to help people find their old classmates and network. 

•	 Crisis communication: When something goes wrong on campus, parents and  
students immediately check Facebook for updates.

 

Instagram: Where students spend time

Instagram is where prospective students get a real look at what your campus is actually 
like—and where current students engage with the moments that matter most to them.

•	 Visual storytelling: Beautiful campus shots, student activities, and cool academic 
spaces tell your story better than any brochure ever could. 

https://www.agorapulse.com/blog/infographics/universities-colleges-social-media/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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•	 Program showcases: Show art students displaying their work, engineering  
projects that actually work, or business students pitching to real companies. 

 
 
 
 
 
 

LinkedIn: Your professional credibility platform

LinkedIn is where you prove to parents (and students) that your education actually 
leads to good careers and financial success.

•	 Faculty expertise: Share when your professors publish research, win awards, or  
get quoted in the news. 

•	 Industry partnerships: Highlight internship programs, employer relationships, and 
research collaborations that show you’re connected to the real world. 

•	 Thought leadership: Position your school as a place where important ideas  
happen by sharing faculty insights, research breakthroughs, and innovative  
programs. 

TikTok: Where prospective students actually hang out

TikTok is where you can reach the students you want to recruit. 

•	 Authentic campus moments: Use TikTok to share real student reactions, weird 
campus traditions, and events that actually happen at your school. 

•	 Student perspectives: Let current students create content with minimal oversight, 
allowing their voices to shine through and connect with prospective students.

Campus culture:              Your traditions, events, and everyday 
moments help prospective students figure out if they’d actually 
fit in at your school.

Campus culture:
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•	 Quick program highlights: Show the most interesting parts of your academic  
programs in bite-sized, visually interesting ways that grab attention immediately.

YouTube: Your depth and credibility platform 

YouTube is where you can show prospective students the substance behind your school 
when they’re ready to get serious about their decision.

•	 Campus tours: Virtual tours help families explore your campus when they can’t 
visit in person.

•	 Academic deep dives: Faculty interviews and detailed program overviews give 
serious prospects the information they need to make big decisions.

•	 Student testimonials: Longer stories let students share honest experiences about 
academics, campus life, and career prep.

•	 Event documentation: Capture lectures, performances, and special events that 
show your institution’s intellectual and cultural life.
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Quality beats quantity

It’s better to succeed with a few channels than to struggle on many. Think quality over 
quantity when choosing social networks and formats.

Consider your team’s skills. Video platforms need scripting and editing expertise. If your 
team is great at writing but struggles with video content, consider prioritizing channels 
like Facebook and LinkedIn. 

Be realistic about resources. Each platform needs content creation, community  
management, and analysis. Spreading your team too thin is likely to get you mediocre 
results across the board.

Use these tips to prioritize social channels for your institution: 

•	 Identify the channels that drive results. If a single channel drives 50% of your 
social traffic, it deserves more than 15% of your resources. 

•	 Create efficiently across platforms. Turn one campus event into Instagram stories, 
Facebook posts, LinkedIn updates, and TikTok videos. 

•	 Set posting schedules you can actually keep. Three quality posts per week beats 
posting daily for a month and then going radio silent. 

•	 Plan for busy seasons. Admissions content needs more attention during  
application periods, while alumni content peaks during fundraising initiatives. 

                                                                       South West College 
found it difficult to maintain a busy marketing calendar with  
a small social media team. With Agorapulse’s centralized  
dashboard, the team gained the ability to manage all social  
accounts in one place and work more efficiently.

Real Results: South West College

https://www.agorapulse.com/blog/success-stories/higher-education-marketing/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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Part 2: Execute Your Strategy 
Chapter 4: Create content that connects 
 
The best higher ed content balances multiple audience needs while remaining 
authentic. To truly connect, it has to feel natural and valuable, not overly promotional.

Create content that gets results

Include these content types in your higher ed social media strategy:

•	 Student takeovers offer authentic perspectives and show real perspectives that 
prospective students trust. Give students guidelines but not scripts. 

•	 Behind-the-scenes content humanizes your university. Show dining staff prepping 
for events, grounds crews maintaining the campus, and faculty conducting 
research. 

•	 Day-in-the-life content helps prospective students picture themselves on  
campus. Follow students through their day from the residence hall to the library 
to the gym. 

•	 Faculty highlights showcase academic excellence while making scholarship 
accessible. Turn complex research into stories about real-world impact. 
 

Make content work for everyone

Use these practices to help your content make the maximum impact:

•	 Alt text for images helps people with visual impairments engage with your content. 
Describe what’s in the image to improve accessibility 
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•	 Captions for video content serve both accessibility needs and platform algorithms. 
Many users watch videos without sound, especially in classrooms or at work. 

•	 Clear, conversational language makes captions easier to understand. Skip 
unnecessary jargon and aim for inclusivity. 
 

Leverage student-created content

User-generated content (UGC) provides new perspectives for your social channels. 
Encourage students, faculty, and alumni to share campus experiences using branded 
hashtags. Curate the best UGC to share on your official accounts—with permission.

Create photo opportunities around campus to encourage social shares. Beautiful murals, 
iconic locations, and Instagram-worthy spots are great for UGC.

With Agorapulse’s social listening tool, you can discover UGC by monitoring branded 
hashtags and mentions across social channels. Turn every mention into potential content.

Pro Tip: Amplify with Influencers Partner with student ambassadors and faculty thought 
leaders to increase reach and engagement. UGC often gets higher engagement rates.
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Chapter 5: Social media publishing and workflows

Efficient workflows separate schools that maintain consistent social media from those 
that post sporadically when someone remembers. But in higher ed, you’re not just dealing 
with content creation. You’re navigating approval processes, department politics, and 
institutional hierarchies.

Multi-platform scheduling that simplifies publishing

Scheduling social media content lets you maintain consistent posting without constant 
manual updates. But scheduling every every piece of content means you risk missing  
real-time engagement opportunities.

Plan a mix of scheduled and real-time content. Schedule evergreen content like campus 
tours and program highlights. But leave space for spontaneous content about current 
events and immediate campus happenings.

Adapt text, image, and video content for channel-specific requirements instead of 
cross-posting identical content everywhere. Repurpose a short-form video as an  
Instagram story, a TikTok video, and a YouTube short.

https://www.agorapulse.com/blog/video-marketing/higher-ed-marketing/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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With Agorapulse, you can schedule content across all major platforms from one  
interface. Plus, you can easily customize captions, creatives, and even features (like first 
comments) for each channel.

Agorapulse’s publishing calendar view shows all your scheduled content across  
platforms in one interface. You can quickly identify gaps, spot potential conflicts, and 
ensure you’re maintaining consistent messaging across all your social channels.

Advanced scheduling strategies that save time

Smart scheduling is about creating sustainable workflows that help your team  
publish consistently.

•	 Batch scheduling: Block out several hours at a time to create multiple posts, 
schedule everything at once, and set regular review sessions so your team isn’t 
constantly switching between tasks.

•	 Recurring post templates: Create templates for content you post regularly—like 
Monday student spotlights or monthly alumni updates—so you’re not starting 
from scratch every time.

 
 

•	 Content calendar: Color-code different content types so you can see your mix  
at a glance, plan around big institutional events, and coordinate with other  
departments during busy periods.

                                                      Test different posting times to 
see when your actual audience is online, and use scheduling to 
post during high-engagement evenings and weekends when your 
team isn’t working.

Optimal posting times:



•	 Bulk publishing: Upload and schedule multiple posts at once across  
different platforms, helping you create hundreds of posts at once and plan weeks 
or months at a time. 

•	 Publishing queue: Set up a queue of pre-approved content that automatically 
posts at optimal times, helping you post consistently, even during busy periods or 
slower seasons. 
 

 
 

 
 
Establish approval workflows and responsibilities

When everyone knows their role and the process runs smoothly, you avoid missed 
deadlines, conflicting messages, and burned-out team members.

Define essential roles. Map out who handles content creation, community  
management, approvals, strategy, and crisis communication. One person might  
wear multiple hats on smaller teams.
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Set up approval workflows. Create different tracks: fast track for routine  
content, standard track for most posts, and sensitive track for crisis response or  
controversial topics.

Create content handoff processes. Document exactly what happens when different  
departments need social media support, including submission requirements and  
realistic timelines. 

With Agorapulse’s approval workflows, you can set up these different tracks and  
automatically route content to the right internal or external stakeholders. Content  
won’t go live until it’s approved.
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Chapter 6: Engagement and community building

Your social media presence isn’t just about posting content. It’s about building  
relationships through meaningful interactions with your community. Every comment, 
message, and review is an opportunity to show what your institution really cares about.

Responding to engagement

Not every comment or message warrants the same response. But having clear  
guidelines and saved replies for social media engagement helps your team  
stay consistent.

Respond to direct questions about admissions, programs, or campus services right 
away using saved reply templates. Move complicated issues to private messages where 
you can actually solve problems.
 
 
 
 
 
 

If your team includes admissions counselors, student life staff, communications people, 
Agorapulse’s social inbox helps you get messages to the right person fast. That means 
no more important questions getting lost in the shuffle. 
 

 
 

Negative feedback stings, but it’s actually your chance to show how much 
you care and how well you solve problems. Acknowledge concerns quickly 
without getting defensive.

 
                                                                     Nexford University was overwhelmed 

by hundreds of daily social media messages, often taking weeks or months 
to respond to potential students. Agorapulse’s unified inbox helped the team 
get a handle on this communication, giving the team tools to moderate  
engagement and respond to prospective

Real Results: Nexford University

https://www.agorapulse.com/blog/social-media-management/how-universities-social-media-keep-students-engaged/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
https://www.agorapulse.com/blog/success-stories/educational-institution-social-media-success/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR
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Social listening 

Social media monitoring lets you track what people say about your school everywhere, 
not just on your official accounts. Students, parents, and community members talk 
about you whether you’re listening or not—and you’ll definitely want to know what 
they’re saying.

•	 Set up social monitoring for every version of your school’s name that people  
actually use, including abbreviations, nicknames, and common misspellings. 

•	 Track your campus hashtags and watch for sentiment changes around your  
programs. Are people getting more excited about certain aspects of your school, 
or are complaints starting to pile up? 

•	 Look for patterns in conversations about your institution. When multiple people 
mention the same campus service problems, you’ve spotted an issue before it 
turns into a crisis.

Agorapulse’s social listening features help you discover these conversations by  
monitoring mentions of your institution, campus locations, and academic programs 
across all major platforms. This insight helps you understand what each audience cares 
about most and adjust your messaging accordingly.

 
 
 
 
 
 
 

 
                                                                  Hillsdale College struggled with  

managing a busy inbox and engagement that didn’t always fit the  
institution’s standards. With Agorapulse, the college added automated filters 
to moderate profanity and set up saved replies to respond to common  
questions and concerns more quickly.

Real Results: Hillsdale College

https://www.agorapulse.com/blog/success-stories/college-saved-money-case-study/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=blog&utm_term=guide&sfc=701bD00000WaieRQAR


The Essential Guide to Social Media Management for Higher Education - 20

Crisis communications

Social media crises at colleges can gain traction fast and attract negative attention. 
Being prepared and responding quickly usually determines whether problems stay 
manageable or turn into reputation disasters.

Get a crisis plan ready now, before you need it. Figure out who should speak for your 
institution during emergencies and what approvals you need during crisis situations.

Monitor conversations about campus safety, controversial events, and policy  
changes that might inspire engagement. Catching issues early means you can get 
ahead of problems instead of just reacting.

Agorapulse’s listening tools track both positive and negative conversations. Set up 
searches for your most important keywords and get alerts when conversation volume or 
sentiment shifts. The platform monitors social platforms and thousands of news sites, so 
you get the complete picture of what people are saying—and you can easily  
monitor crises.
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Part 3: Measurement and Growth 
Chapter 7: Measuring what matters 
 
Social media metrics can get overwhelming quickly. In higher education, it’s particularly 
important to prove that social media drives enrollment, retention, and institutional 
goals—not just likes and shares.

Outcome-driven metrics

The metrics that matter most directly connect to your institution’s core objectives rather 
than surface-level engagement numbers. 

•	       Enrollment metrics reflect genuine interest. Track prospective student 
behaviors like engagement with campus tour content, info requests via DMs, and 
campus visit registrations. Monitor conversion rates from social media. 

•	       Website performance metrics show whether visitors are browsing content, 
booking tours, or starting applications. Monitor which posts drive the most 
valuable website visits, visitor duration, and page views to identify content that 
moves prospects through your enrollment funnel. 

•	       Engagement rates indicate how frequently followers are liking, saving, sharing, 
and commenting on your content. Look for meaningful comments, content 
shares, and high save rates—these metrics reflect useful content. 

•	       Community growth proves that you’re successfully expanding your audience 
and connecting with the right people. Track follower demographics to ensure 
you’re reaching high school students, alumni, and recent graduates rather than 
just increasing your follower count.
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Advanced measurement strategies

Once you’ve mastered the basics, look for deeper patterns and optimize your strategy.

•	 Attribution tracking: Add UTM parameters to the links you share on social media. 
Track the results so you better understand how social media factors into your 
admissions funnel. 

•	 Competitive benchmarking: Compare your social media performance (audience 
growth, posting frequency, and engagement) to competing institutions. Check 
their top-performing content to get inspiration for your own. 

•	 Response times: Track how quickly your team responds to messages. Set goals to 
improve response times and boost your institution’s reputation for prompt replies. 
 

Reporting for stakeholders

The most effective social media reports translate social media data into insights that 
stakeholders and campus departments can understand and act upon.

Different stakeholders need information tailored to their specific concerns and 
objectives:

•	 For admissions: Prospective student engagement and lead generation metrics
•	 For alumni relations: Alumni community growth and event participation
•	 For senior administration: Overall reach, reputation indicators, and ROI evidence

Build social media reports that stakeholders actually read. Instead of raw data, use 
visuals to highlight key metrics. 
 
 
 
 
 

Provide context for changes like seasonal patterns during application periods 
or drops during finals week. Include both successes and challenges with honest 
analysis that deepens trust and demonstrates your understanding of what works.
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With Agorapulse’s analytics dashboard, you can track the metrics that matter across all 
profiles and social networks in one place. Create custom reports for each stakeholder 
group and send them automatically every week or month. 
 

Proving ROI

To demonstrate the value of your institution’s social media strategy, look beyond vanity 
metrics like follower count and likes. Instead, measure the ROI of every social profile, 
network, campaign, and even post.

With Agorapulse’s ROI reporting features, you can track UTM parameters, measure 
conversion rates, and connect social media activities to website goals, making it easier 
to demonstrate concrete value to institutional leadership.
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Chapter 8: Future-proofing your strategy

Social media platforms, audience behaviors, and institutional needs change constantly. 
Building adaptability into your social media strategy helps your team continue to  
perform as conditions change—and avoid the reactive scrambling that burns out  
social teams.

Scale your team thoughtfully

As your university’s social media presence grows, you’ll need additional team  
members or expanded responsibilities for existing staff. Plan these decisions based  
on institutional priorities and available resources instead of trying to accomplish  
everything with insufficient staffing.

Think about specialized roles as your program matures. Initially, a small team might 
handle all social media responsibilities. As you grow, you might need content creators 
and community managers for different accounts and networks. Define roles based on 
skills and interests.

Budget for professional development and training. Social media platforms and best 
practices change rapidly, so ongoing education keeps your team current and effective.

Develop succession plans for key responsibilities. If your primary social media  
manager leaves unexpectedly, you need documented processes and trained staff to 
avoid major interruptions. Cross-training helps you build a more resilient team and  
prevents over-dependence on any individual.

Create training programs for new team members that cover technical skills, brand 
guidelines, and institutional culture. Remember, social media staff represent your 
institution’s voice and values—so cultural alignment matters as much as posting  
frequency or graphic design skills.
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Build adaptable frameworks

Use these tactics to continuously improve your social media management:

•	 Schedule monthly or quarterly strategy review sessions instead of waiting  
for annual planning cycles. 

•	 Talk to admissions counselors, student affairs staff, and alumni relations  
professionals to understand how social media supports their goals and where 
improvements might help. 

•	 Set up A/B testing protocols for new content types, posting schedules, and  
platform features. 

•	 Document successful and unsuccessful initiatives to create institutional memory. 

•	 Monitor industry best practices and competitor strategies without losing focus on 
your unique institutional needs and goals.

Most importantly, build flexibility into your strategy and goals. Rigid plans become 
obsolete quickly in social media environments. Set goals while remaining flexible with 
tactics so you can maintain strategic focus while adapting to changing conditions.
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Start Building Your Strategic Social Media 
Program 
 
A successful higher ed social media program results from understanding 
your institution’s goals, assessing available resources, and implementing 
solutions tailored to your specific needs. The right approach combines 
strategic thinking with powerful tools.

Identify the biggest pain point your team faces right now. Solving one major 
problem quickly is a great way to get buy-in right away.

•	 Overwhelmed by managing multiple platforms? Centralize everything in 
one dashboard. 

•	 Spending too much time on repetitive tasks? Automate scheduling and 
engagement. 

•	 Struggling to show results to leadership? Generate reports that connect 
to institutional goals.

Watch for improvements in team efficiency, audience engagement, or 
administrative confidence in your program. These wins build the foundation 
for expanding your social media impact across the institution.
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Ready to transform your approach? 
Book a demo and discover how Agorapulse  
provides strategic social media management  
for higher education.

Book a demo

https://www.agorapulse.com/request-demo/?utm_campaign=en-abm-higher-ed-072025&utm_medium=content&utm_source=marketing&utm_content=demo_request&utm_term=guide&sfc=701bD00000WaieRQAR
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