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Executive Summary
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Newhouse MND is the Magazine, News & Digital Journalism department of the S.I. Newhouse
School of Public Communications at Syracuse University.

This semester marks the sixth consecutive semester that Hill Communications has partnered with
Newhouse MND. During this semester, Hill Communications focused on conducting research to
identify Newhouse MND’s audience and their content preferences on each platform, and building up
Newhouse MND’s new accounts on TikTok and LinkedIn.

This long lasting partnership prompted the team to start the semester by looking at what has already
been done for Newhouse MND to find any new ways we could provide Newhouse MND with value.
We quickly noted that research and data analytics would be an opportunity that Newhouse MND
could benefit from, especially as we began looking into what would make Newhouse MND the most
successful on its new platforms. We set two goals this semester to motivate ourselves to continue to
provide great content for Newhouse MND while simultaneously researching what content would
succeed most on each platform, and compare it to the performance of each of our posts to guide our
content strategy. Specifically, our goals were: 1) know who our audience is on each platform, what
content they want to see, and what content they don’t want to see by October 1, and 2) establish voice
and branding on TikTok and LinkedIn by creating successful content and series that can be continued
in future semesters. Our team created three objectives for our two goals: 1) gather demographic and
psychographic data about our audience to understand who they are and what content they want to see,
2) create new content that would appeal to these audiences, especially on TikTok and LinkedIn, and
3) utilize social media analytics to track and adjust our content strategy accordingly.

Throughout this semester our team directed all efforts into achieving our goals. We started off the
semester by conducting a survey of our audience on every platform and carefully reviewed their
feedback to change our content accordingly and create new content guidelines. Further, we developed
monthly analytics readouts where we would compile all of the post performance and audience data
available from each of our accounts to see what our audience engaged with the most. In our team
meetings, we would brainstorm new series or general content for TikTok and LinkedIn, and identify
students and alumni whose work could be featured on our accounts. Finally, our team came up with
several suggestions that we hope can be useful in the future to increase audience engagement and
continually update content strategy.
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Objectives
These are the objectives we created to accomplish our goals:
Objective 1: Gather demographic and psychographic data about our audience to understand who they are and
what content they want to see.

Tactic 1: Conduct a survey on all platforms of our audience.a.
We released a survey for our audience to fill out to see what their relation is to the account, the
content they like to see from it and the content they may see too much. We also had a comment
section at the end for suggestions they may have had for us, as we really wanted to capitalize on
the opportunity to get direct responses from them.

i.

Tactic 2: Use the audience data that is offered from social media platforms to identify our audience’s
age range, geographic location, and other demographics.

b.

We turned on analytics tracking for any platform that did not already have it equipped, and then
analyzed the data that was returned to ensure that the voice and language we used in our content
applied to our audience members.

i.

Objective 2: Create content that would appeal to our audiences, especially on TikTok and LinkedIn.
tactic 1: Analyze survey feedback.a.

Based on the feedback from our audience, we made a couple of adjustments to our content
including having less frequent student takeovers and more content on Twitter/X and LinkedIn that
had an alumni focus.

i.

Tactic 2: Research content that is most successful on each social media platform.b.
After the survey results came back, we conducted further research to see what we could learn
about the algorithms of each platform. We used the information we gathered from this to dictate
what times of the day we post on each platform, the amount of hashtags we use on a post, and the
types of graphics we include so that we have better chances of having our content be boosted by
the platform’s algorithm.

i.

Tactic 3: Develop successful series on each platform to have reliable, long term content.c.
We created a “Where are They Now Wednesday” series on LinkedIn to feature our alumni to
increase alumni engagement and followers, and we have started to save the student takeovers
and compile them into TikTok videos so the takeovers can live on TikTok as long-form content
instead of disappearing after 24 hours on Instagram.

i.

Objective 3: Utilize social media analytics to track and adjust our content strategy accordingly.
Tactic 1: Conduct monthly analytics readouts.a.

We compiled what posts performed the best, how our follower count changed, etc. to see how
effective we were on a monthly basis. Based on the results, we adjusted our content strategy to
increase engagement and followers.

i.
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Task Total Time (Over 14
Weeks) Cost

Research 5.5 hours $412.50

Writing 3 hours $270

Social media content creation 26 hours $2,340

Team meeting time (per
person)

4.5 hours $405

Brainstorming 3 hours $270

General account maintenance 36 hours $2,700

TOTAL 47 hours $6,397.50
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Budget

Agency rates for comparison (rates provided by Hill Communications staff):
Research: $75 per hour
Writing: $90 per hour
Social media: $90 per hour
Meeting time: $90 per hour
Brainstorming: $90 per hour
General account maintenance: $75 per hour

Throughout the course of the contract, each team member had consistent hours per week with
few outliers. The following numbers represent the hypothetical weekly cost for the account’s PR
activities.
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Results
These are the results of our communications efforts this semester:

Tactic 1: Analyze survey feedback.a.
We decided to post less student takeovers, more upcoming events/speakers and posts
with photos of people rather than graphics. Our highest performing posts both in terms of
engagement and reach were photographs of events/speakers/professors, student
takeovers and event/speaker graphics. This directly correlated with the research we
conducted and what posts our followers wanted to see from the accounts.

i.

Tactic 1: Conduct a survey on all platforms of our audience.a.
We received 24 responses from our audience through a survey that was posted and
promoted on our social media platforms. Most survey respondents were between the ages
of 18 and 22 with only 3 respondents being older than 23 years old. Most respondents
were current MND students or MND alumni who spend most of their time on Instagram.
Many respondents did not use X or TikTok. Most respondents were interested in seeing
more job opportunities on social media, with upcoming events/speakers and professor
takeovers trailing closely behind. Event recaps were the least sought after social media
content based on the survey results, although it still remained in ⅓ of respondents'
choices. When given the opportunity to write out a response to the previous question, most
people wanted to see more student takeovers and spotlights. Most students prefer not to
learn about events from graphics because of it feeling too impersonal. Student work was
also a response from multiple respondents when asked what should be showcased more
on social media. All of these results were compiled into a presentation that was presented
to the client.

i.

Tactic 2: Use the audience data that is offered from social media platforms to identify our
audience’s age range, geographic location, and other demographics.

b.

BothInstagramandLinkedInprovideduswithaudiencedatatobackupoursurvey data. On
Instagram, most users are between the ages of 18 and 34 with nearly half of the users
being in Syracuse. On LinkedIn, nearly half of the users are within the communications and
media field, with 19.6% of users being in the Syracuse area. 51% of users are in entry-
level positions while 17.6% are in senior positions. These statistics were also summarized
in monthly data reports that were sent to the client.

i.

Objective 2: Create content that would appeal to our audiences, especially on TikTok
and LinkedIn.

Objective 1: Gather demographic and psychographic data about our audience to understand
who they are and what content they want to see.
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Tactic 1: Conduct monthly analytics readouts.a.
From looking at each content report, we are able to see not only the highest performing
content, but also the improvements from the previous month. By looking at the highest
performing content, we can adjust our content strategy for the following months to
include content that performs higher. For example, if a post on highlighting professors'
published work did well on LinkedIn, we know that for the following month, we should
implement more highlights of professors' published work. We can also track how our
strategies are doing, if accounts went down one month, we can

i.
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Tactic 2: Research content that is most successful on each social media platform.a.
Using pre-existing research that is available, we compiled a social algorithm document
that includes each social media platform and what does well and what doesn't. Each social
media platform has its own algorithm, so it was important to take that into consideration
before posting on said platform. For instance, Instagram’s algorithm boosts accounts that
you as a user engage with. This means that we needed to focus on engaging with more
accounts and receiving engagement ourselves so that our posts would be prioritized in our
viewers’ feeds. Most platforms also show what times our audience are on the platform
during the day. This drove us to alter our posting times, that way, the posts were seen by
the largest portion of our audience right away.

i.

Tactic 3: Develop successful series on each platform to have reliable, long term content.b.
One of the series that was especially successful on social media was student takeovers
and spotlights. This content was a pre-existing series on the account before we took over
this semester, and we furthered it by identifying that it was something that could be posted
on more platforms than Instagram. This was an especially important realization as we
were also trying to create more TikTok content, and this series could live on that platform
long-term, unlinked Instagram stories. This series was saturating the account before we
took it over this fall, but as the survey noted, followers felt that it was posted too often. We
pulled it back from a weekly series to a bi-weekly series. As a result, these posts ended up
being our best performing ones, especially on TikTok. The information in the takeovers is
interesting and engaging, and by limiting the amount of times we posted the series our
followers were not fatigued by it. We also created a “Where Are They Now” series on
LinkedIn that highlights MND alumni and their work. This will hopefully appeal to our
alumni audience on LinkedIn, and show students potential futures they could have in MND.
These are simple, yet effective, series as they rely on students and alumni giving us all of
the content, and are evergreen series that can be used throughout the semester.

i.

Objective 3: Utilize social media analytics to track and adjust our content strategy
accordingly.
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investigate why and change up our strategy. If the accounts increased since the
previous month, we know that we have done something right.

Instagram:a.
Followers: 714 total, increase of 82 followers in the past 90 days.i.
Engagement: 334 accounts engaged, 54.7% increase from followers, 210% increase from
non-followers. 

ii.

Interactions: 1,170 content interactions, 304% increase vs Jun-Sept.iii.
Accounts reached: 1,552 accounts reached, 15.7% increase from followers 98.5%
increase from non-followers.

iv.

Twitter/X:b.
Followers: 10 new followers, lost one old follower in the past 90 days.i.

Engagement: 3.6%.1.
Impressions: 6.6K impressions, 78 impressions per day.2.
Link clicks: 38.3.
Retweets without comments: 18.4.
Likes: 39.5.
Replies: 1.6.

Threads:c.
Followers: 154 total, increase of 15 followers, 155% increase in the past 90 days.i.
Engagement: No data.ii.

LinkedInd.
Followers: 676 total followers, increase of 46 followers, 1,433.3% increase (according to
LinkedIn’s statistics) in the past 90 days.

i.

Engagement:ii.
Reactions: 700% increase.1.
Reposts: 200% increase.2.
Comments: 0% increase.3.

TikTok:e.
Followers: 22 followers, increase of 4 followers in the past 90 days.i.
Engagement:ii.

Video views: 3.3K.1.
Profile views: 43.2.
 Likes: 62.3.
Comments: 1.4.
Shares: 10.5.
Unique viewers: 2.9K.6.
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Overall growth and statistics by platform from 9/11/23:
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Recommendations

After working with Newhouse MND this semester, we have created future recommendations to be
considered if this partnership is continued:

8

Consider increasing posts on TikTok.1.
Once we reach 100 followers on TikTok, we will have access to follower insights. The best
way to increase followers is to increase content.

a.

Continue the monthly social media report.2.
Based on these reports, we’ve learned that certain posts tend to do well (highlighting
professor work, posts about alumni, and posts about current students specifically). By
continuing with these reports, we can continue to post the highest quality and most engaging
content.

a.

Consider cross promoting Threads and increasing the number of Threads posts.3.
From the October social media report, we learned that there is an extreme lack of
engagement on Threads. In order to increase engagement, there can be not only more
Threads posts but also when we post on Threads they can be cross promoted on different
platforms that already have higher engagement (ex: Instagram).

a.

Prioritize content with alumni spotlights, takeovers and interviews.4.
Create a diverse list of alumni contacts that would be interested in participating in an
interview or helping to make content. 

a.

Reach out to alumni early and delegate weeks to have their content be posted.b.
Consider ways for all aspects of the MND field to be covered via alumni developments and
projects.

c.
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Appendix

Appendix A. Instagram Content
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Appendix B. Twitter Content
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Appendix C. Threads Content
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Appendix D. TikTok Content
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Appendix E. LinkedIn Content
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Appendix F. Monthly Social Media Data Report - October
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Appendix G: Survey
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Appendix H: Content Calendar Preview
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Appendix I: Media Monitoring Log Preview
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