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Client Overview

Leadership: Media Specialist:

Degrees Offered:

Mission:
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Judy Oksam
Harry Bowers

Albert Suarez

Advertising, Digital Media Innovation,
Journalism, Electronic Media, Mass
Communication, Public Relations

SJMC wants students to unlock storytelling
skills, embrace innovation, and be part of the
future of media.
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Albert Suarez, Media Specialist,
manages all of the social media

accounts.  
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Facebook overveiw:

Instagram overveiw: 

Linkedin overveiw:

Overall the SJMC Facebook page uses the
same post from their Instagram on their
Facebook, they have been somewhat
inconsistent, but improved for the month of
April on posting more.

Texas State SJMC Instagram is very well kept
and up to date with current trends which
increases their reach to their target
audiance. 

Texas State’s SJMC LinkedIn profile is more
professional and does a great job on keeping
up with oppurtunities that SJMC offers its
students, however just like Facebook their
LinkedIn has been inconsistent in the past,
but improved over the past month.
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Platform Analysis

Audience:

Presence:

Content:

Tone:

Frequency:

Posts highlight achievements, organizations,
and events for faculty members and
students.

Tone comes off as professional and
academic.

Frequency is slightly low and inconsistent;
ranging from taking a few months to post
to posting a few times last month.
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Texas State SJMC’s LinkedIn primarily
targets current students and alumni.

Texas State SJMC maintains a professional
and informative Linkedin presence that
serves as a way to showcase milestones,
achievements, and updates. 
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Engagement:

Strengths: 

Weaknesses:

Opportunities:

SJMC’s engagement within LinkedIn is
typically 5-20 reactions on average,
with minimal comments and shares.   

Profile strengths revolve around the
content of posts, which highlight
engageing academic events,
collaborative content, and alumni and
student spotlights. 

Profile weaknesses lie with the
frequency of posts, as well as reaching
younger demographics.

Platform Analysis
Continued 
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Opportunities for higher engagement
include utilizing tags, posting
interactive content, and including 
calls to action in posts.
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Future Reccomendations

The Goal:

Our Strategies/Recommendations:
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Increase professional engagement from current
students and alumni by implementing a
consistent weekly content strategy focused on
student and faculty success, alumni stories, and
career opportunities.

Post two or more times per week with student and
alumni spotlights, professional opportunities, and
industry insights to engage with the target
audience. 

Use tags and calls to action to get more
engagement on posts.

Highlight career resources such as internships,
opportunities, and portfolio tips to utilize
LinkedIn’s professional specialty. 
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Sample Post #1
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Sample Post #2
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Sample Post #3
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Sample Post #4
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While researching the top three competitors’
LinkedIn presence, we noticed a few insightful
trends that helped some accounts perform
better than others. 

The LinkedIn for the University of Texas Moody
College of Communication had the most
followers among the three; their strength is
carrying consistent and strong engagement. 

Texas Tech University performed just slightly
better than Texas State; having higher levels of
engagement.

 Texas A&M University and Texas State University
had the closest presence on LinkedIn.

Competitor Analysis 
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Overview:
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University of Texas
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Profile URL:

Moody College of Communications

When performing the competitor analysis of UT
Moody, we noticed that they posted very
frequently, with posts having a very polished,
branded look to them. 

Their content focused on major media
collaborations, national awards, research, and
faculty leadership.

Number of Followers: 11,421
Posting Frequency: 3-5 posts/week

Average number of Reactions: 100-200

Analysis:

 https://www.linkedin.com/school/moodycollege/
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Profile URL:

College of Media & Communication

Number of Followers: 3,285
Posting Frequency: 2–3 posts/week

Average number of Reactions: 40–70

Analysis:

When performing the competitor analysis
of Texas Tech CoMC we noticed that they
focused heavily on career readiness, and
highlighted real world applications. 

They had significant alumni engagement,
and tailored their content to the alumni
audience .

https://www.linkedin.com/school/college-of-media-&-
communication-texas-tech-univer/
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University Department of Agricultural Leadership, Education &
Communications

https://www.linkedin.com/company/texas-a-m-
university-department-of-agricultural-leadership-
education-communications/

Profile URL:

Number of Followers: 1,373
Posting Frequency: 1–4 posts/month
Average number of Reactions: 10–20

Analysis:

When performing the competitor analysis of
Texas A&M Communication, we found that
they carry a strong platform presence with a
steady frequency of posts, ranging between
1-4 posts a month. 

Most of their content is focused on
highlighting student and faculty
achievement as well as posting upcoming
events and news. 


