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Client Overview

OBJECTIVE

TARGET AUDIENCE

Dr. Andrea Golato
Graduate Dean

AGOLATO@TXSTATE.EDU

Emily Garcia
Publications Writer

EMG148@TXSTATE.EDU

The Texas State Graduate College aims to provide the best learning environment a
graduate student may need during their time at Texas State University. The Graduate
College does this by aiding students to stay on track, providing resources and support for
professional development, as well as resources to help with students’ thesis and research.
The Graduate College utilizes social media to stay connected with students and faculty, as
well as advertise themselves in order to attract prospective graduate students. They do so
by promoting Graduate College events and posting information that may be useful to
students. 

The Texas State Graduate College works hard to inform current graduate students about

any events being held through out the year. However, they also target any potential

graduate students by posting helpful information and other opportunities to learn more

about the program. 3



INSTAGRAM ANALYSIS
FOLLOWER COUNT
The Graduate College
currently has 1,603
followers. They have gained
77 followers since August 1,
2022, which as about 4.8%
increase.

POST FREQUENCY
The Graduate College posted on
Instagram a total of 34 times from
August 1 to November 15, with the
most being 17 posts from October 1
to November 15. The average posts
per report is around 11.3 posts per
report. 

CONTENT, TONE & ENGAGEMENT
The top Instagram posts from each analytics report were all
promotional in some way. The top post from the first report was about
a giveaway, and it had the highest reach from all three reports of
1,468. The post from the third report had the second most reach of
844 and was about congratulating the finalists of the 3MT event. This
shows us that the audience likes content that correlates to events
they attend, as well as giveaway posts where they can win free Texas
State merchandise. 

TRENDS
Overall engagement, such as
reach, likes, comments, and
shares decreased between the
months of August and September
but increased during October and
November. The amount of likes
had an overall decrease of 43.9%
and the reach had an overall
decrease of 25.5% from the start
of the semester to the end.

STRENGTHS &
WEAKNESSES

Throughout Instagram we have
noticed reels as a strength as they
have received more engagements
and likes over any other type of
social post.
A weakness we have found through
this social channel is posts with
graphics, as students and followers
do not interact with this type of
content. 4



INSTAGRAM ANALYSIS
Best Performing Post

The Instagram post on the right had

the second-highest reach, likes, and

shares. This post was informing our

followers of the finalists for our

annual Three Minute Thesis.

Tagging the students in the post

would gain more engagement from

them sharing the post and their

friends and family congratulating

them in the comments.

The Instagram post on the left

had the highest reach, likes,

comments, and shares out of all

of the posts this semester. We

believe this post did so well as it

was a giveaway resulting in

higher total engagement from

people liking the post and

tagging their friends to enter the

giveaway. 
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FOLLOWER COUNT
The Graduate College currently 
has 2,682 followers. They have 
lost 6 followers since August 1, 
2022

POST FREQUENCY
From August 1 to November 15, 
our client posted an average of 
27.6 tweets. October and 
november combined had the 
highest with 34 tweets

TRENDS
While looking at the analytics reports for the Graduate College, we
discovered that although we had the least engagement during the
month of September, this is the month where we held the most
followers. We found the most engagement during August. We also
discovered a 28.6% decrease in likes and 36% decrease in
impressions overall.

TWITTER ANALYSIS

STRENGTHS & 
WEAKNESSES
We have noticed that the best
performing tweets since the
beginning of August have been
regarding Texas State's
annual Three Minute Thesis
and its finalists. The tweets
that have not performed as
well were reminders of
recurring events and
advertising our GradBulletin

CONTENT, TONE & 
ENGAGEMENT
We found August to have the 
highest engagement with an 
average of 7 likes per tweet. The 
formal tone that's used 
advertises events students can 
register for. September had the 
least engagement with an 
average of 4.1 likes per tweet. 
These tweets included deadline 
reminders. 6



Best Performing Post
TWITTER ANALYSIS

The tweet on the left had the 
highest impressions for the 
month of August with 2,419 

impressions. 
The tweet was informing new 

international grad students 
about The ASIGS: Panel 

Event. 

The tweet on the right had 
the highest impressions for 

the month of September, with 
2,152 impressions. 

The tweet was informing 
followers about the Three 

Minute Thesis. 
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