


In 2022, social and digital content continued to

foster connections and serve as the front door to

the University. From viral TikToks to spotlighting

the student-led clothing Swap Shop to UConn
Football making a name for itself to a new University
President announcement, the University was engaged
with UConn Nation more than ever before.

While the main focus of social content was on campus
inclusion, overall togetherness, and expanding the
use of user-generated content, the social team

helped promote new campus-wide initiatives and
retained its focus on a strong approach to video
content on all relevant platforms — which included
launching the University’s flagship TikTok account.

The news team saw an impressive year with 580
stories posted on the homepage of UConn Today,
garnering 2.3 million pageviews, a 15% increase in
pageviews from 2021. University Communications
writers were instrumental in elevating UConn’s
expertise on all things climate change, research,
entrepreneurship, innovation, and community impact.

UConn’s experts were in high demand this year, being
called to weigh in on topics ranging from politics to
current events to health behaviors and beyond. In 2022,
UConn contributed 41 articles from 28 faculty members
in seven schools and colleges plus the Rudd Center to
The Conversation, resulting in nearly 2.2 million views.

In the summer of 2022, the social and news teams
added a digital media producer to support increased
video and photography needs. In the last seven
months, this person has exceeded expectations by
providing 12 full-length and Reel-style videos for social
media and UConn Today, fulfilling more than 46 photo
requests, and assisting on three videos produced by
the video team to ensure the content all teams are
disseminating is fresh, relevant, and engaging. This
digital media producer role has also been instrumental
in supporting our video team’s needs as well as serving
as a mentor to colleagues and student workers.
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Morch 16, 2022 | Jaclyn Severance

UConn and Scholars at Risk: A Life-Saving
Partnership, A Transformative Educational
Experience

Ajournalist and activist, Marvi Sirmed faces threats of violence in her home country of
Pakistan, but has found safety and academic freedom through UConn's unique and
longstanding partnership with the Scholars at Risk Network
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With the recent revamp of UConn Today, the et UConn Today wew news
digital team spent the better half of 2021 P
conceptualizing and developing interactive and Abortion in Colonial America: A Time of Herbal s

. . . Remedies and Accepted Actions dovryillng oran honor iling,conceled ntoaccident”
engaging story templates, with the goal to find IR

UConn historians discuss abortion in Colonial America
ways to better package UConn Today content and —_—
to present it to our audience in a way that makes

them want to engage and share our stories.
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COMMUNITY IMpACT.

July 6,202 | Stacey Stearns, UConn Extension & Jessica McBride, PhD

Who You Gonna Call? UConn Extension!

Part of a national network of Cooperative Extension Systems at land-grant universities across
the country, UConn Extension reaches every community in the state to help real people solve
real problems
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‘want to know and what we don't want to putin our
publication, because these are not pretty faces. Ifyou want
todoamodelingsession witha

real people solve real problems.

In 2022, those templates were put to good use and
took important content to the next level, resulting in
more pageviews and an overall better user experience.
At right are a few examples of content that utilized
our full-width video capabilities, interactive stats
displays, and the ability to add color for a more
stylized approach to the delivery of content. ez T
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of supporting journalists and holding governments.
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Children wrestle with family control

Life in the mid-to-late 1700s was different than today.

Slavery

opportunities, Libal notes.
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COMMENCEMENT
PACKAGE

In 2022, University Communications shifted its
commencement content strategy, launching UConn’s
first-ever “Countdown to Commencement” series

and revamping the annual commencement package.
Historically, any and all commencement content
would culminate the week before commencement in
the form of a commencement package that lived on
UConn Today. This package would spotlight various
graduates from every school and college accompanied
by a user-submitted photo and a filled-out Q&A. The
team decided in early 2022 that something different
was needed to keep up user engagement and to
enhance overall user experience. It was decided

that the best way to do that was to make the entire
package more visually appealing. To achieve this, 28
graduates were spotlighted. University photographers
took every photo at a spot around campus to keep the
photos professional-grade and UConn-branded, and
the student questions were revamped to add some
variety into the mix. The UComm video team created
three accompanying commencement videos, one

of which spoke to one of UConn’s oldest graduates
and one of its youngest with the goal to draw a
parallel between their UConn college experiences.
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UConn has so many unique commencement-related
stories to tell and the news team set out to do just
that. The month before commencement, UConn
Today’s “Countdown to Commencement” series began,
publishing a couple stories per week spotlighting
graduate stories in more depth. From stories of
husband and wife nurses walking the commencement
stage together to a father and daughter graduation
duo to a piece about first-generation students

having their own special commencement tradition,
the stories were wholesome and plentiful.

om0 UConn Today

April 28, 2022 | Mike Enright '88 (CLAS), University Communications
First-Generation Students Now Have Special
Commencement Tradition

UCONN | UNIVERSITY OF CONNECTICUT

s UConn Today

Api 19,2022 st Severance
Dad and Daughter Huskies Ready to Walk the
Gampel Stage — Together

‘They say the best-laid plans are not planned at all, and we didn't plan it'

Green cords symbolize overcoming the distinctive challenges faced by students who are the

first in their families to pursue higher education
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Now, the wearing of a green cord with cap and gown by
first-generation graduates can be added to that list. The
idea was developed last year by the First Generation
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Headline

Breaking Barriers: The First Patient in the World Receives Moderna mRNA
Trial Infusion for Glycogen Storage Disease at UConn Health

Regrowing Cartilage in a Damaged Knee Gets Closer to Fixing Arthritis

Know Thyself: The Philosophy of Self-Knowledge

Study: Electroshock Therapy More Successful for Depression than Ketamine

Statins Provide Protective Immune Benefits for Females, Nutritional
Scientist Finds

What you need to know about Pfizer’s anti COVID-19 drug Paxlovid

Why is the FDA Funded in Part by the Companies It Regulates?

A Message to UConn Students Concerning the Spring 2022 Semester

Ground-Breaking Clinical Trial Participant First in the World to Receive
Phase Il Infusion for GSD Type la

Record-Setting 40,000+ Applicants Seek to Join UConn’s Class of 2026

What’s in a Name? It’s UConn, not UCONN

COVID is Not Just a Respiratory lllness - It Can Cause Strokes Too

Board of Trustees Approves Construction of New South Campus Residence Hall

What You Need to Know About Your Next COVID Booster

UConn Names Radenka Maric as 17th President

Ovarian Cancer Diagnosis Discovered During Visit to Emergency
Department for Cough

The Price of Fame: Celebrities and the Right to Privacy

University to Launch UConn+ Streaming Digital Network

Radenka Maric Named UConn’s Interim President

Five Questions About the Surging Outbreak of Respiratory Syncytial Virus

UCONN
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In 2022, COVID-19 content continued to capture

our audiences’ interest. And between surges in RSV
and a first-ever mRNA infusion trial for GSD, topical
and relevant information was in high demand and
so was the need for UConn experts to weigh in and
shed light on topics that were of high interest to our
readers. It’s worth noting that stories of research,
expertise, alumni, climate change and sustainability,
and current events were just as important in

establishing UConn as a thought leader in this space.

arison

2022

2021



Weekly Emails

UConn Today’s email system is extremely important
in terms of getting content out to our audience. In
fact, 13.6% of UConn Today pageviews come from
the weekly and monthly emails. It is imperative that
we understand how people are interacting with these
emails so we can make adjustments to help enhance
user experience and ultimately bolster engagement.

The weekly emails are sent by 9 a.m. on Fridays to
more than 90,000 people. These emails are both
manually curated and approved by the digital team.

Weekly email data:

sessions

(a period of time a user
is actively engaged
with UConn Today)

new users
(number of first-time users
during the past year)

average session

duration
(average length of session)

pages/session
(average number of pages
viewed during session —
repeated views of a single
page are counted)

The UConn Today team has worked with the
Foundation this past year on monthly UConn Today
emails — an email send that reaches roughly 181,000
alumni, donors, and friends of the University. For
months that there isn’t a UConn Magazine drop, the
digital team works with the Foundation to identify
UConn Today stories and ‘In The News’ features to
spotlight in the monthly email. The email is built

by the digital team in WordPress and shared with
the Foundation’s digital team who tweaks it to

fit their email platform specs. Both digital teams
meet a few weeks after each send to review data
and discuss potential adjustments or additional
A/B testing that might need to be done to ensure
we’re getting the most engagement out of these
email sends. Over the past couple months, the
open rates tend to average 30.2% and the click-
through rate tends to be between 0.4%-1.5%

UCONN
TODAY

The second year of this collaboration was spent
using A/B content testing to identify whether the
order of the content affected the click-through rate.
The subject line for both emails was kept the same
regardless of the leading story, but one lead story
was chosen based on a more general audience and
the other tailored toward UConn’s “GOLD alums” -
those who graduated in the last 10 years. Since this
slight shift in audience segmentation, we noticed
open rates remained consistent between both
audiences, but found a lower click rate for GOLD
alumni. Both audiences tend to have similar “top

5” articles based on clicks, however the Non-GOLD
audience appears to be more inclined to click through
to the full story in comparison to GOLD alumni.
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Over the past year, numerous UConn experts were
called on to weigh in on trending and emerging

news topics. In 2022, UConn researchers and experts
made 98 appearances in major national news media

outlets (print and digital), with topics ranging from
politics to the formula shortage to climate change
and beyond. UConn students, faculty, and staff
also made 7 appearances on major cable networks,
appeared 12 times in international publications,
were quoted 13 times in regional media, and made
352 appearances in statewide news publications.

12

appearances in
international media

13

appearances in
regional publications

appearances in
major national news
(print and digital)

7

appearances in major
cable networks

appearances in
statewide news outlets
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In 2022, UConn contributed 41 articles from 28 faculty members in seven schools and
colleges (CLAS, Pharmacy, CAHNR, Engineering, Neag, Law, Medicine) plus the Rudd
Center to The Conversation, garnering nearly 2.2 million views. Four of the articles
were translated into French, and three were translated into Spanish. Of total views,
61% came from within the United States, with the rest coming from other countries;
France, Canada, Australia, and the United Kingdom were the four other nations with
the most readers. The most popular single article was “Schools Will Stop Serving
Free Lunch Soon — A Pandemic Solution Left Out of a New Federal Spending
Package,” published on March 14 with more than 282,000 views to date. By subject,
our most popular area was health, with articles in that category accounting for more
than 711,000 views, followed by science and technology, with roughly 688,000 views.

By comparison:

YALE 9 483,556

e A 527,991

TEXAS-AUSTIN 15 688,533
RUTGERS 4 228,688
MARYLAND 20 /75,866
PENN STATE 81 3,101,844
WASHINGTON /7 3,586,458
FLORIDA 50 4,600,971
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From those 41 articles, 31 appeared in major national news sources, including
The Washington Post (4), PBS (4), U.S. News & World Report (4), the Daily Mail
(4) Smithsonian Magazine (3), Business Insider (3), the Religion News Service
(2), CNN (2), the Daily Beast (2), CBS News (1), and National Geographic (1).

Articles appeared in eight major U.S. newspapers and newspaper chains, including
the Chicago Sun-Times, the Houston Chronicle, the St. Louis Post-Dispatch, the Seattle
Post-Intelligencer, the San Antonio Express-News, the Albany Times Union, and the
respective wire services of the Lee Enterprises and Hearst Newspapers chains.

Non-traditional, online, or atypical news sources also published articles, including
Neuroscience News, ScienceAlert, the Raw Story, Salon, Snopes, Talking Points
Memo, Fast Company, the Nieman Journalism Lab, the World Economic Forum, E/
Pais - the largest newspaper in Spain, and RTE, the Irish national broadcaster.

UCONN
TODAY

THE CONYERSATION

RSY: A pediatric discase oxpert answers 5
guestions about the surging outbreak of

respiratery syncytial virus \

Hew satellite mapping with Al can quickly
plrpolnt hurtlcane darmade across an ertlie
state to spat where people may be trapped
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SOCIAL
MEDIA

Total followers:

Our growth rate was
8.3% overall.

Total engagement:

Engagements include likes,
comments, reactions, link
clicks, and shares on posts for
Facebook, Twitter, Instagram,
LinkedIn, and TikTok.

Total impressions:

An impression is when a post
is visible in a social feed. This
is how many times people
saw UConn’s content across
Facebook, Twitter, Instagram,
and LinkedIn. Note that
Instagram does not measure
impressions on Reels, and
we posted 37 Reels in 2022
— which was due to a mid-
year change in Instagram’s
video strategy and a large
increase from past years.

Total video views
across all five
platforms:

SOCIAL

me

OVERVIEW

@UConn

Since 2004, social media has become
more integrated into everyone’s daily
lives. It has changed the way people get
news, how people interact with each
other, and provides a way to share user-
generated content. There are currently
approximately 4.5 billion social media
users, and that number is projected to
increase to almost 6 billion by 2027.

At the start of 2022, the University
still maintained some COVID-related
guidelines, like wearing masks in
classrooms. However, those guidelines
began to dissolve and the 2022 school
year has been the closest to the pre-
pandemic atmosphere since before
the initial outbreak in March 2020.

dia

The University’s flagship accounts

have played an important role in
communicating this shift into a “new
normal” as well as portraying the return
to most pre-pandemic operations.

As video content continues to evolve
and take precedence in the algorithms,
the social media team has retained its
focus on a strong approach to video
content on all relevant platforms

— which included launching the
flagship TikTok account. Given that

the University’s two largest student
audiences are on TikTok and Instagram,
which both prioritize vertical video, the
social media team has collaborated
closely with the multimedia team to
determine ways to incorporate vertical
video as strategically as possible. The
social team also grew by a member, a
Digital Media Producer, who has

been tasked with developing content —
both photo and video — specifically

for social media.

As it did in each year since 2019, Instagram saw
unprecedented growth in 2022. Outpacing Twitter,
Facebook, and LinkedIn, Instagram added about 31

followers a day. UConn’s LinkedIn following continued

to grow substantially as well, leading to a change in
strategy to better serve our LinkedIn audience. Our

TikTok following grew to more than 4,000, which may
seem small compared to the other platforms, however

Facebook
followers:

Twitter
followers:

Instagram
followers:

TikTok
followers:

LinkedIn

connections:

YouTube

subscribers:

f

105,136
105,274
105,535
105,846
105,974
106,522
106,787
107,514
108,279
108,456
108,593
108,676

SOCIAL
MEDIA

the TikTok algorithm allows for small accounts with
good content to perform just as well as larger accounts.
Although Twitter and Facebook didn’t see the growth
the other two platforms did, our increase in following
was comparable to 2021, which is an accomplishment
given the drastic changes in the platforms —
specifically Twitter due to its change in leadership and
subsequent drastic change in platform prioritization.

Y

104,850
105,357
105,877
106,436
106,717
107,000
107,210
107,506
107,683
107,885
107,601
107,708

o)

88,833
90,035
91,488
93,110
93,747
94,164
94,697
96,189
97,121
98,155
99,347
100,064

in
201,188
202,524
203,264
204,762
206,146
207,012

208,509

210,044
213,086
215,092
217,259

218,763

d




PEER-
TO-PEER

HOW

COMPARES

Each year the social team utilizes Crowdtangle to
take a deeper dive into Facebook and Instagram
data. This platform helps dig deeper into
engagement data when comparing UConn to other
institutions in the social media realm. Twitter was
removed from the Crowdtangle tool, so the only
stats available on this platform are followers.

UConn’s social channels aren’t far behind a
handful of aspirant institutions. In fact, UConn’s
Instagram and Facebook channels lead the way
in follower growth percentage and engagement
rate year over year. UConn continues to be a top
player among comparator institutions as well.

And, taking Yale out of the equation, UConn

dominates institutional social media in Connecticut.

Aspirant

UVA
MICHIGAN
UNC

PENN STATE

UCONN

Comparator

SYRACUSE
UMASS
RUTGERS
MARYLAND

UCONN

Connecticut

YALE
QUINNIPIAC
FAIRFIELD
TRINITY

UCONN

FOLLOWERS

143,853

153,790
231,147
100,066

69,422
79,161
(/7,654
100,066

35,816
27154
14,826
100,006

INTERACTIONS

885,745
62/,/56
718,925
623,287

476,891

454,355
299,094
339,858

266,510
224101
73,411
623,287

VIDEO VIEWS

152,908
238,717
248,301
145,572

143,572
93,447

50,903
28,460

115,053
16,342
39,377
145,572

PEER-
TO-PEER

GROWTH %
(FOLLOWERS)

9.65%
9.91%
1.77%
13.76%

16.04%
16.89%
15.63%

13.76%

11.93%
8.73%

11.59%
13.76%
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Aspirant

UVA
MICHIGAN
UNC

PENN STATE
UCONN

Comparator

SYRACUSE
UMASS
RUTGERS
MARYLAND

UCONN

Connecticut

YALE
QUINNIPIAC
FAIRFIELD
TRINITY

UCONN

FOLLOWERS

203,290

286,029
398,893
110,826

106,877
108,282
173,103

110,826

52,169
27,504
32,094
110,826

INTERACTIONS

369,415

151,546
141,769
110,848

60,183
77,079
68,943
110,848

88,852
41,102

24,894
110,848

VIDEO VIEWS

230,022

269,868
564,939
91,722

24117
31,586
123,763
91,722

79,712

39,347
29,987
91,722

GROWTH %
(FOLLOWERS)

1.87%
0.44%
0.66%
2.14%

3.07%
3.95%
2.712%

2.14%

0.51%
1.49%

1.84%
2.14%

FOLLOWERS

Aspirant

UVA
MICHIGAN
UNC

PENN STATE
UCONN

Comparator

SYRACUSE
UMASS
RUTGERS
MARYLAND

UCONN

Connecticut

YALE
QUINNIPIAC
FAIRFIELD
TRINITY

UCONN

104,301

143,206
226,933
107,698

58,154

141,660
104,965
107,698

36,873
12,971
9,095
107,698

PEER-
TO-PEER
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Facebook

Facebook is the largest social network in the world
with more than 2.9 billion monthly active users. It’s
the world’s third-most visited website (outranked

by Google and YouTube) and was the third most
downloaded app in the last year, behind only Instagram
and TikTok. However, the length of time spent on
Facebook has decreased in the last 5 years, and the
platform’s growth rate has slowed substantially in

just the last year. Therefore, we have paid careful
attention to the time invested in the platform and
prioritized content relevant to our audience — parents
and community members interested in how UConn
benefits their children and Connecticut as a whole.

lysis

Total followers:

UConn added roughly 8
followers per day and saw
the largest growth during
the month of September.

Total
impressions:

UConn averaged 31,191
impressions per post.

Total
engagements:

UConn averaged 309
engagements per post.

videos posted

video views
UConn averaged 2,451
views per video.

increase in
following

UConn &
Published by Brandwatch @ - August 11, 2022 - @

Sunsets on Horsebarn Hill never disappoint.
mw Milton Levin

UConn &
Published by Brandwatch @ - October &, 2022 - @

Someone turns 9 today!
Happy birthday to the best mascot, Jonathan XIV! »

See insights and ads Boost post

©QO% Jonathan the Husky and 1.4K others 36 comments 104 shares

UConn
Published by Leann Hennessey @ March 28, 2022 . @

That game. This team.
FINAL FOUR BOUND!

See insights and ads

QO 15K

See insights and ads

OO0 44K

PLATFORM
ANALYSIS

Boost post

183 comments 110 shares
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Twitter

Total followers:

UConn added roughly
4 followers per day
and saw the largest
growth in March.

Total
impressions:

With 211 million daily active users, Twitter’s steady growth continues to

lend itself to being the go-to platform for news and real-time updates.
Elon Musk acquired the platform in late October and has promised to make
sweeping changes to the platform — some of which we have already seen,

UConn averaged 5,373
impressions per post.
Our biggest month for
impressions was January.

and to which we will adjust our strategy as necessary. It’s important to note
that this change in leadership has already resulted in a non-transparent Total

upheaval to the verification process, allowing users to pay for verification and

engagements:

algorithm prioritization and hurting previously verified accounts like UConn’s

— resulting in sharp declines in our stats in the last quarter of the year.

While Twitter’s user base is getting younger, Gen Z is still much more likely to be

UConn averaged 44
engagements per post.
Our biggest month for
engagement was March.

using YouTube, Instagram, and TikTok. Although Twitter is not our top-performing
platform in terms of reach or engagement, it is our most frequently used platform
to talk about the University. We engage with our audience and create conversation.

Content is timely, urgent, and fresh. Whether it be breaking news, University

increase in
following

stories, or an emergency response, everything is getting pushed to Twitter.

LinkedIn is UConn’s largest platform by sheer
following and our audience has become more and
more diverse — and is increasing at a significantly
faster rate than Twitter and Facebook. While it mostly
consists of alumni and donors, the alumni base

spans decades and we’re seeing many young alumni
engaging with our content. After reviewing metrics
from past years, it was clear that it’s worth spending

more time and pushing out more content on LinkedIn.

To this end, we updated our LinkedIn strategy to
increase our daily posting to an average of 1.5 posts
each day, share every single news stories directly
related to our strategic pillars, and post at least one
“campus life” feature each week — for example, fall

foliage, move-in weekend photos, and athletics stories.

Since we have increased our posting frequency,

we are able to make our feed slightly more “social”
and less “news” while still ensuring that our primary
audience knows where the University is headed.

University of Connecticut
B 218,952 followers
2mo - ®

Total
connections:

Total
impressions:

Total
engagements:

7.5% Increase in following

University of Connecticut
B 218,952 followers
2mo -+ ®
There's nothing better than fall in New England #&

Photo credit: Milton Levin

Does it ever make you cringe seeing our University’s nickname, UConn, written
in all caps? Us, too. So we wrote all about it.

Learn mare about where our nickname came from, why it's in all caps on many
promotional and athletics materials, and why using "UConn,” not “UCONN," in
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Our campus is beautiful in every season . ¢§

@zh_drones on Instagram

7:08 PM - Jan 3, 2022

ili View Tweet analytics

36 Retweets 3 Quote Tweets 267 Likes

UConn &
e = ek

& Breaking news

We’'re going bowling!

& UConnBowl.com

UConn &
@UConn

This good boy was introduced to #UConnNation eight

We will be taking on Marshall on December 19th at 2:30 PM in the My|  years ago today! @9 %y
Bowl in Conway, SC!

E UConn Football 3 @UConnFootball - Dac 4, 2022
IT'S OFFICAL! 1}

Get the latest information at: UConnBowl.com

#HuskyRevolution

MONDAY, DECEMBER 19™

10:00 AM - Jan 29, 2022

il View Tweet analytics

45 Retweets 3 Quote Tweets 552 Likes

print is important to our identity as a public university.
https:/finkd.in/ek9BPyGq

What's in a Name? It's UConn, not UCONN - UConn Today

today.uconn.edu « 5 min read

University of Connecticut
L 218,952 followers
3mo - @

Radenka Maric, an acclaimed innovator in clean energy technology whose
leadership as a vice president helped propel UConn to new heights in research
funding, has been selected as the University's 17th president.
https://inkd.infeCEZUXAY

UConn Names Radenka Maric as 17th President - UConn Today
today.uconn.edu « 9 min read
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ANALYSIS Total followers: Z'&‘:L'igFSM
UConn added about
31 followers per day
andisawithelargest Instagram Reels — short, snappy videos similar to those on TikTok - are
SO I B the dominant form of content on the platform. In 2022, Instagram made
Even with the rise in popularity of platforms like TikTok, with more than 1.3 billion Total post a number of changes to its video strategy and we’ve adjusted to keep up
active users, it’s no surprise that Instagram is still the platform to be on. This impressions: with their changes knowing that video content is served to audiences at
platform is where the majority of our student audience lives and is also how an ever-increasing rate. Adjustments have included collaborating with the
we connect with prospective students, young alumni, and a growing number Post impressions multimedia team to determine when vertical video is and isn’t necessary for
of parents. For Instagram, aesthetics are key and video content continues includes single photo a video going on social media, working with students to develop content
to evolve. Strong imagery and short copy tend to appeal to the general and carousel posts. for reels, and increasing the number of videos we produce overall. Total Story
audience. We tap into UConn’s main feed to feature campus life, spotlight UlCierin e ezl 22205 impressions:
UConn Magazine content, share student stories, and overall drive the University LGSR Instagram Stories are photos and videos that post for only 24 hours. As in
brand through batches of photography and short- and long-form video. Total post years past, we’ve continued to leverage Stories to get important information and Ui e e B
engagements: updates in front of students. Since so many students see social media as their most impressions per Story.

immediate way of connecting to the University as a whole, we also use Stories to

@ S eraET e s engage with our aud|e.nce through interactive polls, ques.t|ons, stickers, Ilnks' to web
single photo posts, content, event promotions, and campus takeovers. The “link” feature of Stories lets Increase in

carousel posts, and us share websites, UConn Today stories, and other general links with our audience following

Instagram Reels. . . . . .

UConn averaged 3,747 W|th9ut making them leave the a.DIO, rgsultlng in morg er?gagement. Ir.1$tagra'm Stories

engagements per post. provide a way for us to communicate important, institutional messaging while also Total Reel reach:

appealing to the younger generations through the aesthetics of our main feed.

UConn’s reels
reached an average

@ uconn & of 37,475 accounts.
@ uconn &
114 Total Reel
engagement:
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@B Liked by stephhenn0720 and 9,468 others
uconn UConn stands with Ukraine.

UConn averaged 2,823
engagements per Reel.

W e
R
LN

W 0wy

/
g!

@ uconn &

v . N
ed by angela_villella and 7,133 others Q Q V . N
P reciating the final pops of fall color *

% PP Liked by marsa_jess and 9,613 others

uconn It's official! Welcome to UConn Nation, o Q V m

#UConn26! @ &

@D3B Liked by mcbridejessie and 5,108 others

uconn @UConnRec is lit up with Husky Pride @ @
A A A4
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‘:‘)‘&b Liked by conor_patrickk08 and 11,178
others
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TikTok

TikTok is a short-form, video-sharing app that allows
users to create and share up to 10-minute videos —
although most are under a minute — on any topic.
Creators have access to an assortment of filters and
effects, as well as a massive music library. TikTok
makes content discovery central to its experience.
The ‘For You Page’ delivers an endless stream of
videos curated by the TikTok algorithm. The video
feed plays the minute the app opens and finds
success by ultimately taking the decisionmaking
out of the equation for users. It’s no surprise it’s

the app of choice for the hyper-influential Gen Z.

As of 2021, TikTok commands more attention per
user than Facebook and Instagram combined. It
has more monthly users than Snapchat, LinkedIn,
and Twitter combined. The app was 2021’s most-
visited website and it essentially went from a dance
app for teens to the world’s most influential social
media company. As some would say, TikTok is on the
Iron Throne of the content Kingdom. The platform
grew to 1 billion users faster than any application

in history (Instagram now holds the number two
spot), and 55% of its user-base consists of creators.

Total followers:

UConn added about 13

followers per day since
launching and saw the
largest growth in August.
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% uconn - 6-22

;{ S Not a good look, @Syracuse
2

i University @ #uconn #cu...

IF
THE
UNIVERSITY

OF
CONNEGTICU$
WASA....

uconn - 10-3 see
UCONN o
We love you, #UConnNation

#UConn #UConnhuskies

Total video views: Total

engagements:

UConn averaged 17,356
views per video. UConn averaged 1,311

engagements per video.

All of this led to the launch of UConn’s official TikTok

account: @UConn. Since its launch in February 2022,

59 videos have been posted that cover topics from
academics, athletics, research, student life, and of
course Jonathan XIV (yes, #dogtok is a thing).
Several videos have gone viral after jumping on
trending sounds and making it relatable to our
specific audience — poking fun at Syracuse fans
and acknowledging that Storrs wind tunnels make
for good TikTok fodder.

7 essentials that
every college
student should have

uconn - 8-4
UCONN :
Packing for school and not sure

where to start? We've got you...

I UCONN

uconn - 9-22
UConn'’s first student-created
Ll

thrift store is now open! If you'..

Instagram reel users

finding out UConn’s

| applications are
standardized test optional

- 8-12
| Starting with the class
red in fall 2021, we’..
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YouTube
- b 4

With more than 2.6 billion monthly users, YouTube ﬂ\{a J N .t/} Wy -h ._\:ﬂ “‘""M\
Total is the most popular video platform out there. Nearly i - 7 g™ r e | __ 3\
subscribers: 81 percent of U.S. adults use YouTube and with 1 n / i G ) 5 T

billion hours of video being watched every day, ﬂ‘ [ ] e q

YouTube continues to be an important platform - ASIa n N Ite 2022 4{
Total public for us. In 2022, UConn’s YouTube page contained el
uploads: research features, student life profiles, and the 1.8 . W

brand new, long-form interview series “Worth “' . _ UmVerS'ty Of Conne(:tICUt

Repeating” with President Radenka Maric. H_,.o\ 4 3
Total (public and g
unlisted) video 7
views: X g
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Athletes Becoming Entrepreneurs

A Factbry in the Mountains
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Worth
Repeat'ng

JIM MORA
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@UConn

president

University Communications launched and branded
a standard social media presence for University
leadership on social media in 2021 with the

launch of the @UConnPresident (Twitter) and
@UConnPres (Instagram) handles. President
Maric has occupied the social accounts since

early 2022 with content focusing heavily on
student, faculty, and staff engagement; notable
sustainability research; national and international
leaders visiting campus; and campus updates.

President Maric also launched a long-form video
series titled “Worth Repeating,” where the
President sits down with distinguished students,
faculty, staff, and alumni to talk about their UConn
connection, projects they are working on, where
their careers have taken them, and, overall, what
impact UConn has had on their lives. A new episode
of the series debuts each month on YouTube with
promotional trailers posted to both the President
social accounts and the flagship social accounts.

Total
followers:

# of posts:

Total
engagements:

Engagement
rate:

Total reach:

Total
impressions:

Video views:

# Dr. Radenka Maric
@UConnPresident
It's truly an honor and a privilege to serve as UConn's

17th President. I'm excited to continue to serve our
campuses and the people of this state.

We will continue building a strong, inclusive, and
vision-driven University guided by the principle of
“students first!”

é - Dr. Radenka Maric
@UConnPresident

Good luck to @uconnwbb as they get ready to
represent @UConn on the biggest stage. We couldn’t
be more proud to have you represent #UConnNation!

. uconnpres #UConn22 was defined
by their exceptional resilience,
talent, and ambition.
Congratulations and welcome to our
newest @UConnAlumnit
32w

View insights

oQv Al

@BB Liked by uconnneag and 237 others
MAY 10

© Addacomment

" uconnpres

Original audio

. uconnpres We're getting excited for

the completion of the new Science 1
Building located in the Northwest
Science Quad! It's a state-of-the-art
facility to expand research and
education in STEM fields. Once
complete, it'll have a combination of
wet and dry laboratories, core-lab
facilities, an active-learning
classroom to engage students more
dynamically than traditional lecture
halls, Materials Science and
Engineering teaching labs, a new
cleanroom, faculty and
administrative offices, and a new
cafe. And best of all, it will be
incorporating best practices in
sustainability, energy efficiency and

oQv A

@B3B) Liked by jorgensenuconn and

313 others
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admissions

We’ve continued to build our relationship with
Admissions this past year, which has led to new
methods of pushing out Admissions-related content
that students will better connect with. For example,
instead of doing a standard Instagram takeover with
a student to answer questions about life at UConn, we
produced an Instagram Reel of a student answering
common questions that included engaging b-roll
and offered Admissions an opportunity to link to
the video in their marketing materials, as opposed
to having the takeover disappear after 24 hours on
Instagram Stories. In addition, Admissions helped

us connect with students at the Lodewick Visitors
Center that have been instrumental in maintaining
our TikTok account and growing our following.

uConn &
Published by Leann Hennessey @ - October 10, 2022 - &

Overview  Comments

Future members of UConn Nation: learn all about our Admissions
process in just three minutes.

Most relevant w

HOW TO APPLY
TO UCONN

@ uconn & ey

@ uconn &

Feed Posts:

Total posts:

(15-FB, 10-1G, 14-TW)

Total

. . %™ Liked by marsa_jess and 8,510 others
Impressions:

uconn What a pawfect day to be a Husky. We're
excited to welcome the #UConn26 and family to N
campus today for UConn Bound Day ‘*g., )

©% 3,014 likes

uconn We're so glad we crossed paths with you %

This does not include two
Instagram reels, “How to
Apply to UConn” and a
Husky Insider takeover.

Tuesday, November 15 is Application Fee Free Day.
Connecticut high school seniors applying to UConn
on November 15 for the Fall 2023 term will have the
opportunity to waive their admission application fee.

@ uconn &

Total
engagements:

Interested? Apply to UConn, link in bio.

Instagram

Story Posts:

Total posts:

Total
impressions:

Qv

@BB Liked by mcbridejessie and 4,491 others

uconn Tik tok Z ... it’s almost that time,
#UConnBound Huskies.
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UConn Health leverages its social
media channels to position it as
a leader in the state with medical
experts at the forefront of clinical
care, conducting groundbreaking
research while educating the
next generation of physicians.

UConn Health’s social media channels
focus on providing a balance of
timely and relevant content to our
audiences by accentuating stories of
the impressive work taking place in all

our settings including clinical, research,

ea

community outreach, patient, the School
of Medicine, and School of Dental
Medicine areas. In 2022, in addition to
our stories of clinical and patient care,
we provided a well-rounded volume

of student, resident, and fellow stories
focusing on their educational experience
and work in the community and their
respective fields. Cutting-edge research
was highlighted in traditional posts

and increased video posts utilizing

our recurring Science in Seconds and
UConn Health Minute segments.

At the end of 2022, we hired UConn
Health’s first-ever social media manager
to support the academic medical
center’s ever-growing social media
presence. This person started in early
2023 and is responsible for managing
and maintaining UConn Health’s social
media strategy, serves as a social
media expert for other social media
accounts within the UConn Health
realm, and continuously provides
guidance on industry best practices.

Total followers:

Our growth rate was
10.35% overall.

Total
engagement:

Engagements include likes,

comments, reactions, link

clicks, and shares on posts

for Facebook, Twitter,
Instagram, and LinkedIn.

Total
impressions:

An impression is when

a post is visible in a
social feed. This is

how many people saw
UConn’s content across
Facebook, Twitter,
Instagram, and LinkedIn.

Total reach

An impression is when

a post is visible in a
social feed. This is

how many people saw
UConn’s content across
Facebook, Twitter,
Instagram, and LinkedIn.

Total video
views:

An impression is when

a post is visible in a
social feed. This is

how many people saw
UConn’s content across
Facebook, Twitter,
Instagram, and LinkedIn.

UConn Health
uEﬂ';tN 18,366 followers

6mo +
Breaking Barriers — the First Patient in the World Receives Moderna mRNA Trial
Infusion for Glycogen Storage Disease at UConn Health. https://Inkd.in/g5URKtn8

Breaking Barriers - the First Patient in the World Receives Moderna mRNA Trial
Infusion for Glycogen Storage Disease at UConn Health - UConn Today

today.uconn.edu 6 min read

Total Facebook Total Twitter

followers: followers:

UConn Health @uconnhealth - 11 May 2022 7:00 PM

Dr. Isaac Moss and his team at the UConn Health Spine Center
performed the first Augmented Reality Spine surgery in Connecticut
using the Augmedics xVision system and the Airo TruCT Mobilr

Imaging System.

@ uconnhealth

uconnhealth 52 Future Dentists
Receive Their White Coats at the
UConn School of Dental Medicine
White Coat Ceremony. Link in bio

‘ UConn Health

@uconnhealth

UConn Health’s Marina Creed APRN arranged for a
donation of UConn-created, White House-backed
innovative air purifiers to @TheVillage CT, as picked up
by Greg Plourde and Eddie Samuel from The Village for
Children and Families.

View insights Boost post

oQvy A

=P Liked by uconnhr and 239 others

© Addacomment

Total Instagram Total LinkedIn
followers: connections:

UCONN

900L0F DENAL MEDICIN

Total YouTube
subscribers:
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