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About me 

•  Social Media Coordinator in the Division of 
Communications and Marketing  

•  Previously head of Social Media at Manchester 
advertising agency Delineo 
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What I do… 

•  Support colleagues across the 
University with their social media 
activity through support and training 

•  Develop social media activity for the 
corporate University channels, 
coordinating campaigns with 
stakeholders across the University 
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Some of our work.. 
•  Coordinating a Welcome Week 

campaign across the University 

•  Promoting research into the VW 
emissions scandal  

•  Supporting Open Days through 
corporate channels and content 
production 

•  Foundation Day 2015 
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What is social media? 



We should approach social media like any other 
communications and marketing channel… 

Strategy	
  
What	
  do	
  we	
  
want	
  to	
  say	
  
and	
  why?	
  

Ac+on	
  
How	
  are	
  we	
  
going	
  to	
  do	
  it?	
  

Report	
  
How	
  

successful	
  
was	
  it?	
  

Evalua+on	
  
How	
  can	
  we	
  
make	
  it	
  more	
  
effec9ve?	
  



Developing a strategy 

•  What are you going to say… 
•  To who… 
•  And what do you want them to do? 

 
 
 



MICRA: Strategy 

•  MICRA is the information hub for research on ageing at the University of 
Manchester 

•  MICRA provides a framework for academics to engage others in their research 
through collaboration and impact 

•  MICRA brings together academics, practitioners, policy makers and older people 
so our research meets the real challenges and opportunities of an ageing 
population 

•  Research on ageing is making a positive difference to the lives of older people 
(MICRA is linked to goal 3 social responsibility in the University’s 2020 Strategic Plan) 

 
MICRA Review, June 2015 

 



Action – How are you going to do it? 

•  How are you going to speak to your audience? 
–  Twitter, LinkedIn, on-site content, third-party content 

•  What content is best going to tell your story? 
–  Video, audio interviews, research whitepapers, blogs, 

Q&As, Slideshows 
•  What value is your content going to add? 



Content… 

•  Highlighting the £1bn 
campus investment 

•  Demonstrating the 
University’s heritage 

•  Collating tweets to 
showcase the campus 



Content research 

•  Evaluation of previous content (more on that 
later)  

•  Competitor research 
•  Events  
•  External news (e.g. research) 
•  Internal news - and how do you get it? 



Creating a content calendar 



Delivery - Hootsuite 

•  Multiple accounts 
•  Column view 

–  Notifications, searches 

•  Scheduling 



The Division of Communications and Marketing 
measure the impact of its social media in two 
ways: 
 
•  Quantitative 
•  Qualitative 

Reporting 
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Quantitative 

•  Monthly spreadsheet detailing month-on-month 
change across a number of different factors.  

•  But not all. 
 

We only measure statistics that show our 
progress towards strategic goals 
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What do we measure on? 

•  Is the brand reaching new people? 
–  Community growth 

•  Are people engaging with the brand? 
–  Interactions (retweets, favourites and replies) per post 

•  Are we engaging with the right audiences? 
–  Website statistics (time spent on site, pages per vist) 
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Tools to monitor this 

•  Twitter and Facebook analytics 
•  Topsy 

–  Hashtag usage 

•  Social Rank 
–  Influential followers 

•  Google Analytics 
–  Exporting a dashboard 

•  Excel 





Social Isolation PDF (Channel split) 



Seedcorn funding (month on month comparison) 



Campaign tagging 

•  Use Google URL Builder to categorise your 
social media traffic based on campaigns 

•  Insights into the most popular social content 
 

https://support.google.com/analytics/answer/
1033867 



Campaign tagging 

•  Website URL 
•  Campaign Source – e.g. 

Twitter/ email 
•  Campaign Media – e.g. 

social/newsletter 
•  Campaign Name – e.g 

Funding 



Campaign tagging 

•  Google Analytics -> Acquisition menu -> 
Campaigns 



Qualitative 

Each month, we create a qualitative report, which 
includes: 
 
•  Quotable statistics 
•  Examples of work 
•  Particular highlights 
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October at a glance 
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October Highlights 
 
•  6.7% MoM increase in social media 

community (126,575 in October). 
•  25% increase in Instagram followers 
•  242,000 interactions with The 

University of Manchester posts across 
social media (105% MoM increase). 

•  24% increase in Facebook likes and 
comments. 

•  174,000 video views on Facebook. 
•  16,600 visits to manchester.ac.uk 

through social media (12% MoM 
increase). 

•  Coverage of state visit of Xi Jinping. 
•  Promotion of Foundation Day. 
•  Launch of University Snapchat 

channel trial. 
•  Ranked third in the Edurank Higher 

Education social media rankings (up 
from fourth in September). 
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Communications support 
•  Creation of content to increase effectiveness and wider 

engagement of press release content. Included video and 
audio interviews regarding VW engine research (10,025 
views on Facebook), House of Lords reform and live 
coverage of CPR world record attempt (16,732 views on 
Facebook). 

•  Producing content promoting mentions of The University in 
the media (Pictured: World leaders of the University of 
Manchester). 

•  Wider faculty support including coverage of EPS’ Ada 
Lovelace Day, promotion of University Library’s Manchester 
scientist vote and highlighting delivery of particle accelerator 
at Dalton Nuclear Institute.  

•  Promotion of shortlist for the ‘International Academy of Digital 
Arts and Sciences’ awards and coverage of eventual victory. 

•  Promotion of Whitworth Art victory in LCD Awards and BBC 
RIBA poll. 

•  Promotion of media appearances by staff, including Professor 
Danielle George and Lemn Sissay. 



Evaluation 

Don’t just do social media for the sake of social 
media 
 
•  Evaluate and evolve (Quarterly reports) 
•  Don’t be afraid to experiment 



Evaluation: Social Isolation PDF (Channel split) 



How we can help? 

•  Social media surgery 
–  Each month, focused on a specific problem 

•  Training and Development Lecture Series 
–  Launching Q1 2016 (Introduction to social media 

communications and marketing) 

•  Webinar series 
–  Launching Q2 2016 (Intermediate use of social media, specific 

techniques) 

•  Email  
–  Tom.Mason@Manchester.ac.uk 

 



Any questions? 


