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Introduction: Who am I? What is this? Why is this happening? 
 
For the Spring 2016 semester at SUNY Oswego, I was asked to hop on the social media 
train for the Department of Communication Studies. The department has a Facebook, 
Twitter, and Instagram account to post about events relating to the department. The pages 
also share faculty and student research and highlights (awards, recognitions, etc.). As the 
new Social Media Intern, working along side Stephanie Wideman, we have changed the 
pages to look more active and reflect a welcoming environment for those looking into SUNY 
Oswego, the department, or any of the majors offered. This social media analytics report will 
be looking at how each social media platform has grown since I first started working on it in 
late January as well as what audience the platforms targeted, my personal goals, and what 
to think about for the future. 
 
*Note: When I refer to the Department of Communication Studies, I will be using our Twitter 
and Instagram handle, OzCommStudies, so it is easier to refer to. 
 
The Target Audience: Who do we want to look at our 
content? 
 
Social media allows people from all over the world to connect with one another and to share 
what they like. But, for the content produced on the OzCommStudies social media networks, 
I wanted to connect with a more narrow audience versus the whole world and people who 
may stumble across the pages.  
 
The audience is focused around future and current SUNY Oswego/OzCommStudies students, 
alumni, and faculty of the department.  
 
S tudents  
What makes a college a college? Teaching students. And what makes a communication 
department a communication department at a college? Communicating with students. 
Incoming and current students follow the accounts to know what is going on within the 
department and what events they should attend to. 
 
SUNY Oswego has different clubs and organizations that draw in communication students. 
The clubs/organizations: WNYO, WTOP-10, The Oswegonian, PRSSA, and National 
Broadcasting Society always are posting about their shows and articles, as well has what 
events they have planned. Lambda Pi Eta is the communication honors society. According to 
the SUNY Oswego website, “It recognizes academic excellence, cultivates student interest in 
the communication discipline, aids in professional development, and fosters student-teacher 



relationships.” Students who are planning to be a part of this organization need hours and 
want to get involved with department events. What better place to find out where and when 
they are by following OzCommStudies? 
 
A lumni  
When targeting those who have graduated from the department, we want them to feel 
nostalgic. By posting about events that are being held, highlights in research and how far 
our department has come, and responding back to them really help. Alumni also come and 
visit the campus to aid in programs. They talk about their college experiences or their 
current occupations. We always look to the students and faculty to send us any pictures 
they have taken from the program so we can post and tag the alumni on the 
OzCommStudies pages. 
 
Facu l ty  
What better way to represent the department than to show the dedication the faculty have? 
When one of our faculty members receives a mention in a book, an award or nomination, or 
have done an interview for an online publication, we want to share that with our followers. 
Plus, the faculty love to see their hard work being praised and shared. 
 

Goals: What did I want to achieve while running the 
accounts?  
 
I have two short-term goals and one long-term goal when I came into this 
position as the Social Media Intern.  
 

Shor t  Term Goa ls  
1) I wanted to make the accounts look more active and presentable. A key component 

of social media is if it looks alive. Is the most current post from just a few days ago 
or a few months? Are there current pictures? Does the voice sound friendly and 
inviting?  

2) Gaining traffic is also very important. What kind of posts do I need to put out there 
to get people to click like/follow? Since each social media platform has it’s own 
voice, how should I word or present the same message differently to have more 
people follow each individual network? 

 
Long Term Goa l  
I want whomever it is to run this account in the future to be able to look back on what I’ve 
done and continue to follow with it, but also put their creative spin on it. 



 
The Analytics: Is what we’re doing working? 
 
Here it is! The part you really wanted to read and look into. This section will go through the 
analytics of each social media platform that the OzCommStudies has and how it has grown 
over time since I first started in late January. Did I achieve my short-term goals? 
 
Facebook – Us ing Facebook Ana ly t ics  
 
 

	  
	  
Here is what the Facebook’s analytics looked like from the end of January to the beginning 
of February 2016. The page had 1,009 likes with a total post reach of 773. It seemed to go 
down as the week progressed. This could be because only on certain days at certain times, 
people look at Facebook and see the specific post. When looking at when people check 
Facebook, it is around 9:00am, 12:00pm, and around 9:00pm, due to getting up, having a 
lunch break, and then winding down. At this early point, the posts that were being created 
may not have correlated with these time specifics.  
 
As far as engagement, it was pretty steady. Sometimes it peaked, especially with gaining 
new likes. But when it came to the actual post, not a lot of people engaged with it. 
	  
Here is a full break down of likes, reach, and engagement from the start to as of April 2016: 
	  



	  
	  
The Facebook page has gained only 17 new followers. That doesn’t seem like a lot for 
about 3 months, but what matters is that people actually like our content enough that they 
want to see it on their newsfeeds. For the performance that we had before compared to now 
with the amount of posts and the events that go on in the spring at the college, 17 new 
people is an average amount. 
	  

	  
	  
As far as reaching out and having engagement, it has sparked. More people like the posts, 
looking at them, and sharing them on their pages. It seems to peak a lot in earlier April, 



probably due to some of our undergraduate students going to the Eastern Communication 
Association conference in Baltimore to present their research. We posted different pictures 
of our students and faculty spending time there, as well as congratulating them on winning 
some awards. 
 
Overall, the Facebook page looks a lot more active, with posting an average of 3-4 times a 
week. The cover photo has been changed to the match the seasons and it looks 
presentable. Facebook was a success. 
	  
Twi t ter  – Us ing Tw i t ter  Ana ly t ics  

	  
 
When I first started to use the Twitter, everything seemed very positive. People were more 
active on Twitter. We had 524 followers, with a lot of profile visits, and people liked what we 
were tweeting. But, our average of tweets was low, and didn’t have a lot of replies or 
mentions.   
	  

	  
 
For January, we only gained 14 new followers and didn’t tweet as often. But, we had a high 
amount of impressions on both our tweets and our profile. This was the building block of 
how the next 3 months should be.	  
 



Now let’s look at the current analytics, as of April 2016: 
 

 
 
From the results, we can see that we started to tweet a lot more often during the month. 
Posting something on Twitter, whether it is just text, using media, or posting an article, can 
be much more effective when it is done daily. Tweet impressions have increased by about 
45,000. People saw a lot of our tweets and they even went to our profile to check out what 
they missed. More people were mentioning us and replying. And the most important of all: 
We gained 156 followers in just 3 months! That is excellent. 
 

 
 
When comparing April to January, the account has become a lot more active. The main 
reason for this is posting the events for COM Week. One week in April each year, 
OzCommStudies works with the communication/media clubs and organizations to make 
programs and events for communication students to go to. At the end of the week, they 
hold an award show called The Ozzies. Department faculty members and the board give 
awards to communication students from the different majors and media organizations that 
are picked.  
 



 
 
For this year, we worked with the committee to use our social media accounts to nominate 
and pick the winner for Cutest COM Couple, Social Media King, and Social Media Queen. We 
started a social media campaign asking people to tweet with the appropriate hashtag to 
nominate people and then the week of The Ozzies, vote using a Twitter poll for the winner. It 
got us a lot of publicity. Finally, at The Ozzies, I live tweeted all the winners of the awards. 
This way, all of our followers who cannot attend the show, or watch it on WTOP-10, were 
able to know who won. Also, for the winners, they can retweet us. Students and faculty 
helped us represent the Department of Communication Studies on social media. 
 
Someth ing Coo l  That  Happened 
Before transitioning to the next analytics, I just wanted to acknowledge a tweet I posted that 
got us a lot of recognition.  



 
Alumna Linda Cohn did her 5,000th show on ESPN’s Sports Center this past February and 
she also was given a sub named after her at the Oswego Sub Shop. This was a huge 
accomplishment for an alumna from SUNY Oswego and our department, so I posted a 
congratulations tweet tagging her and adding a story one of our students did about the 
sub. She followed us back and retweeted us. More people started retweeting, liking, and 
following our page. It was a small tweet that impacted the Twitter page. 
 
Ins tagram – Us ing Iconosquare 
 



 
 
When comparing to January, the Instagram account wasn’t really active. The last time it got 
some spiked hits was in 2013. So, we have nothing to really compare to with such a long 
gap. But, the posts have doubled since I started running it. 
 



 
 
As far as overall analytics for Instagram, it is pretty standard. People seem to like it when 
we show what is going on in our department and show off students and faculty. Plus, we 
started participating in the hashtag, #MotivationMonday, where we post inspirational 
quotes to get people through the day. Those have gotten some traffic.  
 

 
 
We have received 437 likes in the past month, with posting over 60 photos. We currently 
have 554 followers, but I wanted to follow a lot of people back on some of our 
communication organizations’ Instagram pages to let people know we have an active 
Instagram. So, was it a success? It could be later on. 



Future Plans – What will happen when I am gone? What do I 
wish will continue? 

 
Like I said for my long-term goal, I want the next person/team to run the accounts similar to 
me, but also be creative and add their own ideas. The most success we had on all the 
platforms was posting daily, making more engaging content, replying back to people, and 
using different types of media.  
 
We should try expanding more by adding some news releases, interviews, and maybe 
adding a video element. Also, use more Instagram posting events and sharing pictures of 
students. Maybe add another social media platform to the mix (Tumblr, Snapchat). 
 
Did we succeed? 
I believe my goals were mostly met and the OzCommStudies accounts have become a lot 
more active this past semester. May they continue to grow and bring new people into the 
communication and social interaction, mass communication and broadcasting, journalism, or 
public relations majors. 


