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AGENDA 

From WIGU Prototype #1 
to WIGU Prototype #2

Project Goals and headlines 

What did we do?

What did we learn?

Recapping the “So What?”



Introduce young adults to resources and narratives that will help them chart 
their post-high school journey during a critical life inflection point.

Connect with them through trusted social media that they engage with.

Raise their awareness of possible career and education paths that align with 
their skills and interests.

Test WIGU Model #2 at larger scale 
(100-150 participants), to determine 
how well we can:     

PROJECT GOAL



At this scale, WIGU continued to be 
enjoyable and impactful for participants. 

HEADLInes

Challenges remained the most well-liked and helpful 
WIGU element. 

Snapchat and Instagram continued to be the most 
engaging channels, but we learned more about where 
and when to use them. 

There is significant evidence that participants did not 
like engaging with the platform publicly, but they 
enjoyed participating with friends in the program and 
yearned for community. 

The WIGU reality TV show continued not to engage 
audiences, even in a supplemental role.

Advertising on the WIGU website failed to engage 
participants. 

As seen before, the program had different impact for 
different ages. 



Transitions

“When I Grow Up”

February 2013

#whenigrowup

#thisiswigu

From human centered research we developed: 

Personas

Insights

Opportunity areas about  
the student decision making 
process

“Most of the schools that my counseler 
tried to shove down my throat were 
schools that were totally small and they 
were in the middle of nowhere... Just for 
girls. He preaches about all girls schools 
even though he doesn’t know what it is 
like to go to an all girls school.” 

-Jada, 17

STUDENTVOICE



“When I Grow UP”

TRANSITIONS

SEPTEMBER 2014

#whenigrowup

#thisiswigu

After a participatory design studio with students, 
the “When I Grow Up” reality series concept was 
developed as an opportunity to meet students 
where they are, and included:

Video trailer of the show

Potential business models

Recommendation of transmedia model



“WHEN I Grow up”

TRANSITIONS

#thisiswigu

#whenigrowup
April - May 2015
We built a small-scale prototype to test the 
“When I Grow UP” transmedia model,
showcasing heavily the WIGU reality series, to 
assess its: 

Market desirability

Impact on young adults 

Business viability



“WHEN I Grow up”

TRANSITIONS

#WHENIGROWUP

#THISISWIGU
August 2015
We created a new iteration of the WIGU 
transmedia model, using the “When I Grow Up” 
reality series in a supplemental role, and tested it 
with 100-150 young adults nationally to assess its:

Market desirability

Impact on young adults 

Business viability



Original “When I Grow 
Up” Model

before during after

Attract users by spreading 
reality show video content 

across social media channels.

Engagement centers on the show.

Story is extended through 
multiple forms of media (games, 

physical spaces, discussions).

New reality show content and 
activities would be pushed out 
through social media channels.



Previous FINDINGs | Desirability

Daily challenges, facts, quizzes and quotes were effective in helping 
participants think differently about career and education paths.

The reality series failed to engage participants, though they 
understood its value. 

Participants used the website initially as a landing place for information, 
but engaged with WIGU on the social media platforms as time went on.

Instagram and Snapchat were the top channels for engagement.  Twitter 
and Facebook were used as passive channels, but had promise as 
places to house resources or contribute to conversation. 



Previous Findings | Impact

WIGU provided a tangible, meaningful way to support career exploration 
that prompted introspection & self-reflection — both internally and 
externally.

The platform was most effective for younger participants.

WIGU prompted new, meaningful conversations around career 
exploration, which extended their career support network.

WIGU had the building blocks of a strong community. 



Previous findings | Viability

Investors thought the model possessed creative “stickiness”.

The model was accessible and relevant to young adults.

It was criticized as being a nontraditional investment with unclear 
outcomes.

The value of video components within the model were unclear.



Revised “When I Grow 
Up” Model

What could you talk about for hours? 
What are you curious about? Create a 

short  video of you talking about a 

passion of yours and share using 
#thisiswigu! (The “explore passion” 

resources can help get you thinking!)

Todays Challenge

to help you explore passion

before during after
Attract users through peer 

networking and social influencers, 
organic spread of hashtag 

(#WHENIGROWUP)

Model centers on the 
engagement through the journey.

Story is extended through personal 
narrative (challenges), peer narrative 

(community), and character driven 
storyline (videos).

Extended learning and advice 
through community a of peers.



#THISISWIGU



The WIGU EXPERIENCE

What could you talk about for 
hours? What are you curious 
about? Create a short  video 
of you talking about a 

passion of yours and 

share using #thisiswigu! (The 
“explore passion” resources 
can help get you thinking!)

Todays Challenge

to help you explore passion

Yesterday you told us what 
you are passionate about, 
today we want to see you in 
action! Show us a pic or video 
of you doing what you love or 
of something you’ve created 
using #thisiswigu

Todays Challenge

to help you share passion

Get to know yourself a little 
better. Take the Myers Briggs 
quiz, then post your personality 
type and a little fact about your 
type using #thisiswigu. 

Todays Challenge

to help you find  meaning

After looking at what makes you 
tick, let’s discover some paths 
that might fit. Explore the WIGU 
“expand possibilities” resources & 
draw out 5 options you like. (Yes, 
draw :) ) Share your illustrations 
using #thisiswigu. Keep in mind 
your talents, interests and values!

Todays Challenge

to help you explore possibilities

Of the 5 possibilities you 
chose, find someone working 
in one of the paths and talk to 
them about it. Maybe ask 
them about what their day 
looks like or what their talents 
and values are. Show us a pic 
or vid of the interview using 
#thisiswigu!”  

Todays Challenge

Dive into a possibility

Everyone has something 
they’re good at, but sometimes 
it’s hard to recognize on our 
own. Ask someone who knows 
you well what they think you 
are good at and share a video 
of their response using 
#thisiswigu 

Todays Challenge
 What skills do you bring to the table?

Use the “try out a career” 
resources to discover what it 
takes to be successful on this 
path. Take a step toward your 
goal & show us what you did 
using #thisiswigu!”

Sometimes the path you 
choose is not what you think it 
is. Tell or show us something 
that surprised you about the 
career you’ve been exploring 
using #thisiswigu.

Todays Challenge

Critique your choice

Open yourself up to new 
possibilities by having a friend 
show you or talk to you about 
their dream path. Think about 
how you would like being on 
that path. Share a pic or vid 
using #thisiswigu!

Todays Challenge

Open up to new possibilities

Once you have dived into a path, 
finding out what it takes to get 
there and how it fits with your 
personality, it’s time to start again 
with a new path! Share a video of 
you talking about what you’ve 
learned and what you will look for 
next. #thisiswigu

Todays Challenge

Finding a new dream

Participants engaged in 
daily challenges to help 
get them thinking about 
their career possibilities 
and how to align a path 
with their passions and 
values.

Challenges and other 
aids such as videos, 
quotes and career 
resources were pushed 
on various social media 
channels to engage 
WIGU participants. 

Todays Challenge

to help you take the next step



About Wigu Meet Other Members Support Career Resources

Career Resources

Good habits can change your 
future. So, what habits do 
successful people do each day?

Habits You Can Use To Be 
Successful (And Some To Avoid)
http://www.princetonreview.com/career-search

What do employers look for 
besides grades and experience?
 
Skills Employers Want

http://www.princetonreview.com/career-search

Need help finding a college or 
major that fits? Here’s a match 
tool!

College Factual 

http://www.collegefactual.com/

Need a little help figuring out 
your passion? Here are some 
good questions to guide you!  

27 Questions to Ask Yourself 
to Figure Out Your Passion

http://www.princetonreview.com/career-search

There are a lot of career 
possibilities out there you 
might not know about. Learn 
about more of them here! 

The Inventing Heron Project

http://www.princetonreview.com/career-search

Here’s a great tool to help you 
discover your interests, values, 
and skills!

ACT Profile

http://act.org/profile/

Ever wondered how much 
different jobs pay and if they’re 
expected to stick around? Check 
out the handbook!
 
Princeton Review Career Finder

http://www.princetonreview.com/career-search

Want to know what it takes to 
get into a specific career? 

Princeton Review Career 
Finder

http://www.princetonreview.com/career-search

About Wigu Meet Other Members Support Career Resources

What are you passionate about? 
What could you talk about for hours? 
What are you curious about? Create a 
video of you talking about a passion 
of yours and share using #thisiswigu! 

CHALLENGES to help you explore 
your passion.

RESOURCES to help you explore 
passion.

Need a little help figuring out your 
passion?

27 Questions to Ask Yourself to 
Figure Out Your Passion

http://idealistcareers.org/27-questions-to-ask-your-
self-to-figure-out-your-passion/

Explore Your Passion

Magnus Walker talks about building 
something with your passion.

What Percent Of US 
Workers Aren't Engaged 
At Work?

 0 - 25%

 26 - 50%

 51 - 75%

 76 - 100%

According To 
Research,What Has 
More Impact On Job 
Satisfaction?

 Salary - how much your job pays

 Meaningfulness - how much   
 your job gives purpose to 
 your  life

About Wigu Meet Other Members Support Career Resources

What do you value? Get to know 
yourself a little better. Take the Myers 
Briggs quiz, then post your type and a 
little fact about it using #thisiswigu. 
Knowing what gives you meaning is 
important for finding your best path.

CHALLENGES to help you find your 
meaning

RESOURCES to help you explore 
your talents.

Discover your interests, values, 
and skills!

ACT Profile

http://successstory.com/inspiration/top-secrets-to-get-suc-
cess-in-life

Find Meaning

Mihaly Csikszentmihalyi asks “What 
makes life worth living?” and talks 
about finding meaning in your path.

Mihaly Csikszentmihalyi: Professor and 

Keynote Speaker on Creativity, Innovation 

& Managing "Flow"

Everybody is a genius.But if you judge a 
fish by it’s ability to climb a tree, it will live 
it’s life believing that it is stupid.

Got skills? Everyone has something 
they’re good at, but sometimes it’s 
hard to recognize on our own. Ask 
someone who knows you well what 
they think you are good at and share 
a video of their response using
 #thisiswigu.

CHALLENGES to help you explore your talents.

Platform Prototype

Career Resources

Want to know what it takes to 
get into a specific career? 

Princeton Review Career 
Finder

http://www.princetonreview.com/career-search

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac 
with education pricing and receive a 

pair of Beats Solo2 On-Ear 
Headphones.*** Or save up to $20 on 

a new iPad.

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac 
with education pricing and receive a 

pair of Beats Solo2 On-Ear 
Headphones.*** Or save up to $20 on 

a new iPad.



Measures for Success

DESIRABILITY

VIABILITY

IMPACT

Desirability

Impact

viability

Is the content and 
delivery valuable & 
engaging?

Is engagement having the 
desired effect - to 
expand young adults’ 
thinking about future 
possibilities?

Will an advertising model 
provide ample revenue?

Do they want this?

Should we do this?

What’s the effect?



test #2  strategy

Before
Career Exploration Questionnaire

Beginning Questionnaire
User Demographics

Daily Reflections
Challenge responses

Social Media/Metrics & Traveling
Daily Surveys
True Social Metrics - for industry standard

Post-Testing Questionnaire

during

after

Qualitative

Quantitative

Qualitative

Quantitative

Qualitative



Meet the WIGU USERS

“I don't know if there is a specific job that fits my 
interests so I'm not sure on how exactly to work 
towards it.” -Natalie, 20

“There are so many things in the world to do as a 
career, and I’m scared I won’t choose the very best 
one for me.” -Kasa, 18

“I struggle with choosing a job that I will enjoy and 
have a passion for.” -Andrew, 14



Participant demographics

Regions

Mountain

Pacific

West North 

West South 

43

34

Central

25

Central 8

East North
Central

East South
Central

South
Atlantic

Middle
Atlantic

New
England16

1025

16

0



Participant demographics

Level of Career Exploration

Household income racial /ethnicity 

Male/female

10944

I have no idea 
what I want to do 

with my life

I have some ideas 
in mind but don’t 
know where to 

start

I’m pretty sure I 
know what I want to 

do, but I’m also 
open to other 
opportunities

I know exactly what 
I want to do and 

I’ve got it all 
planned out

0%
10%

20%

30%
40%
50%

60%

70%
80%

90%
100%

White or
Caucasian

Hispanic 
or Latino

Black or
African 

American
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Pacific

Islander

Other or Prefer 
Not to Respond
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ip
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ts

Less than $25,000
$25,000 - $49,999
$50,000 - $74,999
$75,000 - $99,999

$100,000 - $124,999
$125,000 - $149,999
More than $150,000

Prefer not to answer
I have no idea

29
28

15
16

13

9
14

8

21



Participant demographics

Typical social media channel use Age ranges of patricipants

Twitter
0 0
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What Did we learn?



overarching findings

Participants enjoyed the experience on social media, but did not like 
sharing responses with their personal social networks, and desired a 
stronger private WIGU community.

WIGU continued to have strong impact on young adult career path 
exploration.

Participant experience on WIGU was largely affected by:

 Age
 
 WIGU Element Use
 
 Social Media Site Choice



Desirability



Desirability | Engagement Over Time

We had an initial drop-off in participation, 
but after mid-week, activity remained fairly 
consistent.

The biggest reported reason for drop-off 
was not having enough time to complete 
the program.

Didn’t like sharing personal info about path exploration with their followers.

Didn’t want WIGU info in their newsfeed.

Wanted challenges to go deeper into exploration.

Wanted more time to complete challenges.

Other reasons for drop off included that they:

29

165

155

145

135

125

115

105

95

85

75
1 2 3 4 5 6 7 8 9 10



Though required, challenges continued to be the most 
engaging and well-liked aspect of WIGU.

“I really like all of the challenges they post up everyday. I 
was able to wake up every morning and start thinking about 
my future and the thing I am doing today will benefit my 
career path.”

Apart from challenges, which were required, 
supplemental videos, quotes and community posts 

were the most-used elements. The website and career 
resources were used simultaneously, and were the 

least-engaging elements of WIGU.

Desirability | WIGU Elements

0%

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 9 Day 10

20%

10%

30%

40%

50%

60%

70%

80%

90%

100% Participated in 
Daily Challenges

Watched posted 
videos/read 
quotes

Other

Used shared/
career resources

Visited the WIGU 
website



The website was used when prompted for career resources, 
but was not self-perpetuating — use decreased over time.

The most website traffic came from Facebook — it was the 
best channel for transmitting information. Twitter users did 
not use the website frequently after the first day. 

The website was an effective home for career 
resources, but was not used for daily 
interaction.

Desirability | WIGU Elements: Website
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& Other)
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Facebook



*The cast member video was featured 
on Day 1, Episode 1 on day 6 and 
Episode 2 on Day 8

The “When I Grow Up” reality series overall was not 
watched or well-liked in a supplemental role. 

Desirability | WIGU Elements: Videos

Videos highlighting “When I Grow Up” 
cast members were more popular than 
the episodes and were considered more 
helpful.

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 9 Day 10
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WIGU Youtube
Content Episode 1

WIGU Youtube
Content Episode 2

WIGU Youtube
Content Yelitsa



“Discovering something I love and want to do for the rest of my life 
is exciting and I want to share it with people I care about.” 

“I was comfortable sharing WIGU activities with friends because it 
was fun explaining what it was and what my passions… [and] my 
career paths were.” 

“They were really interested in it and really got involved it was so 
cool.” 

“I like others to know what I like”

 “I felt like people were annoyed with my posts, so I kept them 
private…”

 “…A lot of the challenges included personal information that I did 
not want to share.” 

 “There was no way I was going to post pictures or videos of these 
challenges on my social media because it would have been very 
embarrassing.”  

“Not what kids my age usually share on social media” 

Enjoyed uncomfortable

There was a strong divide between people who 
loved sharing WIGU activities with their 

followers and those who felt uncomfortable. 

Desirability | Social Media Privacy



Participants also 
reported using “private” 
or less-popular
 channels to submit 
responses in order to 
avoid posting publicly. 

“I don’t like to post so Snapchat was a perfect fit.”

“I made a new twitter account for this.” 

“I didn’t care about who saw what I posted on Facebook… 
because I don’t usually go on there, so it’s mostly relatives 
who see my stuff.”  

Although over 70% of participants said they were 
comfortable sharing with friends, an increasing 
number of challenge responses were submitted 

privately as time went on.

Desirability | Social Media Privacy



“I wished I could ask other participants about 
their experiences with the challenge.”

“I think it would be great to have a place where 
WIGU participants can collaborate about the 
daily challenges or ask questions about a 
career and someone who knows more about it 
can answer them.”

WIGU participants 
enjoyed seeing 
other participants’ 
posts…

and yearned for more 
private community 
interaction among 
WIGU participants. 

Desirability | Community

“I enjoyed connecting with others and learning 
about their dreams and goals.” 

“I found other people’s posts to be the most 
helpful because some of their thoughts and 
feelings about certain things helped me identify.” 



“At first it was scary for me to share the 
activities with my friends on social media… But 
it was really cool to see the support my friends 
showed me! It gave me a lot more confidence.” 

Though timid to share with their larger 
networks, they enjoyed completing 

challenges with friends who were also taking 
part in the WIGU program. 

Desirability | Community



“Even though I am shy, I was glad it got some of 
my friends thinking about their potential future 
careers.” 

“Maybe they’d get curious about [and] explore 
their interests and passions.” 

“I think it may help others looking for career 
choices.”

 many participants desired to aid their 
friends who are also searching for their

career/educational paths.

Desirability | Community

91% of participants said 
they would recommend 
WIGU to a friend in need 
of help.  This shows the 
possibility of building a 
stronger community 
through referral.



Desirability | Social Media Channel Engagement

Instagram was most-liked and utilized 
with Snapchat in close second-place. 

Facebook and Twitter were used less 
and enjoyed less. 

When compared to typical channel use 
for this group of participants, they used 
Facebook less than usual, and Twitter a 
lot more to engage with WIGU.

This makes sense as participants sought 
to utilize channels where they did not 
typically engage (Twitter) or could post 
more privately (Instagram and 
Snapchat), as opposed to more 
relationship-oriented sites (Facebook).
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Didn’y enjoy at all
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Though Instagram was found most liked and
 helpful, it garnered few responses and had little 

community interaction or conversation. 
Applause on the channel also plummeted 

over time. 

Desirability | Social Media Channel: Instagram

Instagram use peaked when participants were 
challenged to interact with a friend or family 
member.

Instagram was really enjoyed by the younger two 
groups, especially 16-18 year-olds. It was used least 
by 19-21 year-olds, but those that did use it enjoyed 
it.  

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old

0% 20% 40% 60% 80% 100%

Very much enjyed

Somewhat enjoyed

Didn’y enjoy at all

Didn’t use



Snapchat was great for “fun”-focused 
interactions, but there was little opportunity 

for community engagement or “deep diving” into 
challenges and resources. 

Desirability | Social Media Channel: Snapchat

Snapchat use and responses peaked on days that 
participants were asked to showcase themselves 
and when challenges were less information-driven.

Snapchat really engaged middle age group. Many 
in the youngest age group did not use Snapchat, 
but those that did liked using it. 

Users enjoyed the personability of receiving 
individual messages and responses from WIGU 
facilitators on Snapchat.

0%

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old Very much enjyed

Somewhat enjoyed

Didn’y enjoy at all

Didn’t use

20% 40% 60% 80% 100%



Facebook was great as a channel to transmit information and 
resources, but it was the least liked and not well utilized.

There were not many responses on Facebook and no 
community engagement, though the site had the most 

potential for an organized community.

Desirability | Social Media Channel: Facebook

Facebook use peaked on days with interactive and 
information-heavy challenges, such as personality 
quizzes. 

The middle age group liked Facebook the least of 
any site. The youngest group used it the least, but 
those that did use it liked it. 

The oldest group used Facebook the most of any 
site, but only somewhat liked it. 

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old

0% 20% 40% 60% 80% 100%

Very much enjyed

Somewhat enjoyed

Didn’y enjoy at all

Didn’t use



Twitter had the most challenge 
responses; however, it was not well-liked. 

Desirability | Social Media Channel: Twitter

Twitter responses peaked on days with interactive, 
information-heavy material. Use was low when 
asked to interact with others. 

The middle age group by far used Twitter the least 
of all the channels. 

Both old and young participants used Twitter, but 
the oldest group liked it more. 

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old

0% 20% 40% 60% 80% 100%

Very much enjyed

Somewhat enjoyed

Didn’y enjoy at all

Didn’t use



Desirability | Social Media Applause & Post Engagement

Applause decreased over time and 
tapered out at the end of the study.

Interactive challenges tying self 
knowledge with career choice were 
the most popular.

Days where the theme focused on initial 
path exploration were most applauded 
& engaged with.

Day 1

0

10

20

30

40

50

60

0

50

100

150

200

250

300

Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 9 Day 10

Day 1 Day 2 Day 3 Day 4 Day 5 Day 6 Day 7 Day 8 Day 9 Day 10

Instagram

Twitter

Facebook

Twitter

Facebook



IMPACT



IMPACT

The platform also 
helped them solidify 
and gain confidence in 
their ability to choose 
a career path. 

WIGU helped participants 
know more about their 
prospective path and 
align their path with 
personal passions and 
values. 



Impact | Path Knowledge

WIGU helped the older age 
groups think more about 
career possibilities, 
particularly those from 
16-18. 

30% changed what 
they value in a career 
path. 

The majority
of participants 
reported an increase 
in knowledge about 
their chosen path 

“I see I have more than one path I can 
take.”

“It really helped me organize myself to 
find a career path and learn more and 
more about that career.” 

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old
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Impact | Self Knowledge & Value Alignment

The younger age groups 
were helped more with 
self knowledge and value 
alignment.

Though over 50% 
of participants showed 
critical thought in 
value alignment, WIGU 
had less significant 
impact on self 
knowledge than path 
knowledge. 

“I’m looking much more for a field of work than can 
really inspire me, and not just something that I can 
make money at. The first few discussions about 
passion really got me thinking about that.” 

“When asked what my passion was today, I real-
ized that I’ve never really taken the chance to just 
choose one thing and really think about what I find 
truly interesting. Today’s challenge definitely 
strengthened my engineering desires.” 

13 - 15 yr. old

16 - 18 yr. old

19 - 21 yr. old
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“I found out that I am also 
capable of being other ca-
reers than the one I have in 
mind.”

“Just thinking about what I 
really want to do and where 
I see myself has really been 
intruiging me these last few 
days  because I have come 
to the conclusion that I 
really don’t have it all 
together like I thought.” 

“I think critiquing my career 
was worth to see what 
obstacles I need to go 
through to achieve my 
goals.”

20% changed their 
prospective career 
choice over the 
course of the pro-
gram. 

WIGU caused 
participants to 
think more 
critically about 
their path choice 
and plans. 

38% became more 
sure of their career 
or education path, 
while 18% became 
less sure.

28% had their 
post-graduation 
plans become more 
concrete, and 14% 
became less sure of 
their plans.

Impact | Path Choice



Impact | Confidence

Confidence in their ability 
to choose a career path 
increased in almost half of 
participants. 

Confidence increased more 
for younger participants, but 
stayed the same or decreased 
for older participants. 

“Even though I already knew what I wanted to do, 
it was good to build my confidence in that career 
choice.”

“I really have seen a change in myself as I did this 
program... I am more confident and ready to do 
what I need for my future.”
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Challenges were the most helpful WIGU element, 
followed by the supplemental quotes, videos, and 
career resources. The WIGU videos were the least 

helpful element.

IMPACT | Elements

“I really enjoyed the daily challenges. A 
few of them really got me thinking about 
certain aspects of career exploration 
that I would [have not] thought about 
otherwise.”
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IMPACT | Element: Challenges
Challenges that were interactive 
and tied self-knowledge and career 
choice were most used and found to 
be most helpful, particularly 
personality assessments. 

Challenges that involved asking a 
friend or relative to talk about 
their path or the participant were 
seen as least helpful.

“[I would like] more assessments because I think 
it’s cool when certain answers to questions can tell 
you so much about yourself.”



IMPACT | Element: Challenges

Participants also thrived 
with mentorship from WIGU 
facilitators.

They found talking to those in the 
field to be very helpful, though 
difficult to do with limited time.

“By talking to someone in the field and hear-
ing her stories I realized how fun and exciting 
it might be to become a realtor.” 

“I loved how when you had a concern or a 
question they were always there to help 
you!” 
 



VIABILITY



VIABILITY | Comparative Industry Standards

The majority of participants 
reported an increase in
knowledge about their chosen path 

It is unclear how rates would 
compare outside of a testing 
situation, but over half of WIGU 
participants said they would take 
part in WIGU without 
compensation. 

Facebook Instagram

YourMetric MetricCountry Global Your Country Global

Convers. Rate 13.63

2.77

28.18

37.00

504.27

102.56

0.00038

0.0011

0.0057

12.27

2.27

6.61

0.00096

0.00041

0.0039

15.14

14.09

5.96

1042.74 33.88 57.91

2.17

0.24

41.79

36.00

78.26

8.70

0.0074

0.0046

0.29

4.62

6.33

3.97

0.0037

0.0016

0.14

5.39

6.97

3.05

1504.35 248.89 271.19

Amplif. Rate

Applause Rate

Posts

Comments

Shares

Favorites

Convers. Rate

Amplif. Rate

Applause Rate

Posts

Comments

Shares

Favorites

Twitter

Metric Your Country Global

1.32

3.96

5.06

45.00

59.41

178.22

0.025

0.14

0.18

50.23

2.19

11.08

0.035

0.19

0.33

42.71

1.77

10.93

277.72 14.44 14.86

Convers. Rate

Amplif. Rate

Applause Rate

Posts

Comments

Shares

Favorites

*Metrics captured via TrueSocialMetrics



Going back to school 
never sounded better.

Save up to $200 on an eligible Mac with education pricing and 
receive a pair of Beats Solo2 On-Ear Headphones.*** Or save up to 

$20 on a new iPad.

VIABILITY | Advertising

Advertising was not 
effective on the WIGU 
website. 

Over a  testing period 
where the WIGU website 
had over 200 views, there 
was only 1 engagement 
with featured ads.   

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac 
with education pricing and receive a 

pair of Beats Solo2 On-Ear Head-
phones.*** Or save up to $20 on a 

new iPad.

About Wigu Meet Other Members Support Career Resources

Career Resources

Good habits can change your 
future. So, what habits do 
successful people do each day?

Habits You Can Use To Be 
Successful (And Some To Avoid)
http://www.princetonreview.com/career-search

What do employers look for 
besides grades and experience?
 
Skills Employers Want

http://www.princetonreview.com/career-search

Need help finding a college or 
major that fits? Here’s a match 
tool!

College Factual 

http://www.collegefactual.com/

Need a little help figuring out 
your passion? Here are some 
good questions to guide you!  

27 Questions to Ask Yourself 
to Figure Out Your Passion

http://www.princetonreview.com/career-search

There are a lot of career 
possibilities out there you 
might not know about. Learn 
about more of them here! 

The Inventing Heron Project

http://www.princetonreview.com/career-search

Here’s a great tool to help you 
discover your interests, values, 
and skills!

ACT Profile

http://act.org/profile/

Ever wondered how much 
different jobs pay and if they’re 
expected to stick around? Check 
out the handbook!
 
Princeton Review Career Finder

http://www.princetonreview.com/career-search

Want to know what it takes to 
get into a specific career? 

Princeton Review Career 
Finder

http://www.princetonreview.com/career-search

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac 
with education pricing and receive a 

pair of Beats Solo2 On-Ear 
Headphones.*** Or save up to $20 on 

a new iPad.

About Wigu Meet Other Members Support Career Resources

What are you passionate about? 
What could you talk about for hours? 
What are you curious about? Create a 
video of you talking about a passion 
of yours and share using #thisiswigu! 

CHALLENGES to help you explore 
your passion.

RESOURCES to help you explore 
passion.

Need a little help figuring out your 
passion?

27 Questions to Ask Yourself to 
Figure Out Your Passion

http://idealistcareers.org/27-questions-to-ask-your-
self-to-figure-out-your-passion/

Explore Your Passion

Magnus Walker talks about building 
something with your passion.

What Percent Of US 
Workers Aren't Engaged 
At Work?

 0 - 25%

 26 - 50%

 51 - 75%

 76 - 100%

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac 
with education pricing and receive a 

pair of Beats Solo2 On-Ear 
Headphones.*** Or save up to $20 on 

a new iPad.

Want to know what it takes to 
get into a specific career? 

Princeton Review Career 
Finder

http://www.princetonreview.com/career-search

About Wigu Meet Other Members Support Career Resources

Going back to school 
never sounded better.

Save up to $200 on an eligible Mac with education pricing and 
receive a pair of Beats Solo2 On-Ear Headphones.*** Or save up to 

$20 on a new iPad.



VIABILITY | Partnership Opportunities

We talked with Roadtrip Nation 
about their business model 
and they are open to further 
conversations about the 
possibility of combining 
capabilities.

They have a strong online fan base, 
but have not yet developed an 
interactive social media platform 
to engage their community in 
personalized exploration and 
conversation. 

They are experts in connecting 
young adults to professionals 
in the field and storytelling 
around career exploration. 
Their current focus is 
producing deeper video 
content around specific 
career paths. 

Other Groups have seen success in engaging 
young adults in career path discussion outside 

the classroom.



Recapping the
“so what”



RECOMMENDATIONS

WIGU was most helpful for the middle and older age 
groups to learn about career paths, but younger 
participants had the most increase in self-knowledge 
and value alignment. Confidence also grew most for the younger and 
middle age group participants. 

Snapchat was the best channel for the middle age group, 
while Facebook worked best for the oldest group. 
Instagram was most enjoyed by the youngest and middle 
age group, and Twitter appealed to the old and young, 
though it was an atypical channel choice for both.

Choose your age group for impact



RECOMMENDATIONS
Act on insights to maximize effective use on each channel. 

Snapchat was great for fostering personable interactions 
with facilitators and completing “fun”-focused challenges. Its 
simplicity, push-notification features and privacy made it the prime choice 
for challenge response, but it also was difficult to engage 
deeply with participants. 

Instagram, though found most helpful and liked, had a 
low response rate, with many directly-messaged responses. 
WIGU had little amplitude or community potential, and 
engagement with posts decreased sharply over time. 



Twitter garnered a high number of public responses, but 
this was likely because they were using the channel particularly to engage 
with the WIGU program. The channel was good at 
transmitting information, but was not liked overall. 

RECOMMENDATIONS
Act on insights to maximize effective use on each channel. 

Facebook was not liked or utilized overall, but as a channel 
has the most potential for a private community. It 
also was the greatest referrer to the website, showing that it was the 
best site for transmitting information and engaging 
deeply with participants. 

Participants needed a prompt to use the website and career resources. 
Because of this, the website should be used as a home for career 
resources, but not as a daily interaction tool. 



RECOMMENDATIONS
Focus on interactive challenges that bring together self-knowledge 
and career path options. 

Resources and assessments matching personality 
characteristics to careers, challenges that allowed 
them to interact with professionals and those that 
urged participants take a step on their path were most helpful and 
liked. Focus on these challenges, but give them plenty of time to complete 
exercises that require interacting with others. 

Avoid challenges that require them to interact with 
friends and peers outside the program. 



RECOMMENDATIONS
Deepen personal “out of the classroom” mentorship and 
connection to professionals in their fields of interest. 

Participants desired more in-depth material and 
interaction with professionals in their field, 
and wanted information and storytelling tailored to their 
experience. 

They also found it helpful to have a mentor figure who could 
direct them to resources and urge them to complete challenges. They 
particularly enjoyed the personability of private Snapchat interactions.



RECOMMENDATIONS
Alter the model to include aspects of private community or create 
a program around private social media interaction. 

WIGU participants wanted to post challenges privately, but also wanted 
the opportunity to interact with other participants as a community. For 
this reason, the program might work well as a private community. 

Since young adults did not naturally develop a community during the 
program, and also desired personal mentorship, another model to 
consider would be using private sharing options as the 
primary source of interaction. 

Participants enjoyed interacting with friends, but only those also 
participating in the program. They were also eager to share the
 program with friends in need of help, showing the possibility to 
grow the program through referral. 



RECOMMENDATIONS
The revenue model does not currently hold up on its own.

Advertising failed to engage participants, and should not be considered 
as the sole revenue option for the model. 

A partnership such as with Roadtrip Nation could be considered to fill in 
missing revenue capabilities. 
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