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SOCIAL MEDIA BUYING

• Industry Trends
• Goals – 2018, 2019, 2020+
• Key Learning – Metrics
• Campus Opportunities







US NATIVE REVENUE

reached









Shift from Advertiser to Publisher



Overall Metrics



Media Partners



Which Stories Do We Promote?

Strategic 
Stories

Audience 
Engagement

Social Boosts



Overall Metrics – Video Views



Pre-Roll
Innovation, Technology and Health Impact Stronger

Social Video - Sponsored
Wide Range of Content: Affinity and Esteem

+9 sec over avg..05% over avg.

Social Video – Sponsored (view content non-MSU property)

Wide Range of Content: Affinity and Esteem

Parent



Overall Metrics – Unique Visitors



Social Boosts

• Mix of Esteem and Affinity
• Campus stories performed well on           

Facebook (Fall welcome, Game 
Changers, Gaining Ground, 
Hauntings & History)

• Health/technology strong
• Capital campaign, 

commencement, day of service, 
holiday greeting, Will the Poet 
lower CTR



Overall Metrics – Engagement



Key Learning - Facebook

• Sponsor
ed Post

• Drive 
large 
increase 
in traffic 
with 
Button 

• Boosted
• Engageme

nt  stay on 
post



Key Learning

• Content
• No real strong skews– Both Affinity and Esteem with slight skew 

toward news stories for native on news websites
• Innovation, Science, Technology, Health

• LinkedIn removed from mix – expensive
• Facebook followers maxed out; Twitter and Instagram room to grow
• Partnered featured stories with UC get paid support
• Strategy down; audience interest up
• Primary focus on driving metrics and efficiencies

• Refine vendors, refine channels, ongoing optimization
• Strategic Shift

• Focus on content consumption in any environment even if not 
MSU property

• Shift to “quality visits” instead of traffic



Shifting to Audience Approach





UNDERSTAND YOUR AUDIENCE SIZE



AUDIENCE SOCIAL MEDIA INDEX



MI PUBLIC SOCIAL MEDIA



AUDIENCE SOCIAL MEDIA INDEX



PEER SOCIAL MEDIA



ALUMNI SOCIAL MEDIA



ALUMNI SOCIAL CONTENT



INTERNAL INSIGHTS



INTERNAL SOCIAL MEDIA



ADMISSIONS: PROSPECTIVE STUDENTS
AND PARENTS



ADMISSIONS PROSPECTIVE STUDENTS AND
PARENTS



EXAMPLE RESIDENTIAL COLLEGE ARTS & 
HUMANITIES



RHS MEAL PLANS

• Social Media Ads
• Target:  Off-campus students in East Lansing
• Purchase on-campus meal plans
• Geo-fencing around campus
• Posts in Instagram and FB



Social Media Key Learning

• Social Media Boosting
• Pay-to-play – especially FB
• Anyone can do it, any budget size

• Clearly understand your goals – what you want to get out of 
investment

• Affinity and esteem content works well
• Test, learn and refine – start with pilot
• Best results Twitter, Facebook and Instagram (varies by audience)
• If need larger media buy, might want to consider BVK 
• If interested, we ask communicator who does media boosts to 

explain the details


