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Goals and Objectives

Goal: To expand online presence surrounding, leading up to and during #frank2023. 

1. Objective 1: Increase reach of #frank2023 by publishing weekly social media content 
on all platforms including Instagram, Twitter and LinkedIn leading up to the event.

2. Objective 2: Increase engagement based on 2022 analytics by 10% by the end of  
#frank2023.

3. Objective 3: Increase communication with stakeholders by live tweeting during 
#frank2023. 

4.  Objective 4: Increase followers based on 2022 analytics by 10% by the end of  
#frank2023.



Takeaways

● To improve real-time posting and its performance, 
social team needs

○ access to speaker assets like slides, resources 
and research before frank.

○ professional/higher quality photos and/or 
videos.

○ an in-depth understanding of who the speakers 
are and what they are speaking about.

● To increase efficiency of real-time, conducting 
workshops on all platforms (i.e., how to create quality 
Instagram reels in a limited time frame) prior to 
frank. 

● To provide more time for content creation, the 
prep-time for the frank social team (perhaps, starting 
prep in the fall) should be increased.

What went well: Room for improvement:
● Splitting up the team to work on different tasks in real 

time to manage social media efficiently.

○ Content Capture (pictures and videos)
○ Copywriting
○ Community management

● Ability to sit in on the speaker’s rehearsals and 
prepare real-time posts in advance to improve content 
posting flow.

● In-person capture of videos of the speakers for 
Instagram recap reels to increase visibility of the 
event.

● Designated leader for pre-frank speaker 
announcement posts to delegate the team and manage 
the posts.



pre-frank



what we did

Speaker & Breakout 
Announcements

Live Interview
 Style

Pre-frank

Hype



Instagram
Types of posts:

● interview reel
○ franksters socializing

● speaker announcements
○ carousel and individual styles
○ for some, by speaker block

Top findings:

● announcements closer to start 
of frank had more engagement 
than those months before 

● reel engagement rate: 10.92%



Twitter
Types of posts:

● Speaker announcements 
● Individual and threads 
● Purpose of announcements: encourage people to attend the event or register 

online and excite those already planning on attending 
Top Findings:

● Community management 
○ Most engaging tweet from Frank 2022 was a reply with an engagement rate 

of 10.78%
● Daily recaps 

○ 2nd most engaging tweet was a day 1 wrap up with an engagement rate of 
9.35%

● Prize winner tweet 
○ Tweet with the most impressions from Frank 2022 was the prize winner 

announcement with 8,823 impressions



LinkedIn
Posts consisted of:

● frank pre-hype 
● Getting people to sign up
● Speaker announcements 
● Organizations the speakers were from/ speakers’ posts excited for frank

Highest engagement rate on LinkedIn pre-frank post.



LinkedIn (cont.)
Analytics Revealed:

● LinkedIn overall, 
not very active

● Most engagement 
on posts with 
longer descriptions 
(i.e., speaker talk 
previews)

vs.



what we learned for next year
Instagram:

● Emphasize more 
pre-frank hype content 

● Post speaker 
announcements as 
carousel posts closer to 
the start date

● Highlight other activities 
for franksters to do 

● Continue engaging with 
franksters pre-event
○ Higher engagement

● Reels!

 

Twitter:

● Post more than just 
speaker announcements 

● Tweet more threads 
instead of individual 
announcements 

 

LinkedIn:

● Post more on LinkedIn 
about how students get 
involved- Yes, speaker 
announcements are 
important but LinkedIn is 
about networking– SHOW 
students how this is a good 
opportunity 
○ Have the CJC repost/ 

share
○ Would increase staff



during frank



what we did

Community 
Management

Resource
Sharing

Real-time 
Posting



InstagramPosts consisted of: 
● all reels

○ daily recaps
○ speaker highlights 

■ (2 parts each)
○ prize winner

Analytics revealed:
● highest engagement rate was 

the Day 1 Recap: 8.66%
● Moments on mainstage posts:

○ Part 2 performed better 
than Part 1 in both cases

○ A result of the order it 
showed up on feeds 

● lowest engagement rate was 
the Day 2 Recap: 3.78%

Best performing: 8.66% Worst performing: 3.78%%



Twitter

Tweets consisted of…

● Day 1 announcement 
● 1 tweet per speaker 

recapping speech, 
highlighting a special quote 
and/or providing resources 
to learn more about the 
speaker’s work

● Tweets concerning the 
research prize renaming, 
finalists, and winner

● Community management 

Speaker recap Day 1 announcement Prize winner announcement



LinkedIn
Posts consisted of:

● We didn’t post on LinkedIn during frank.
● 53 mentions of the #frank2023 within attendees’ & speakers’ posts
● A few comments on people’s posts and likes, so those in their 

network were seeing and engaging with frank content/ info

Speakers’ organizations 
posting about their 
respective frank talks.



LinkedIn (cont.)

Speakers’ and breakout room leaders’ LinkedIn posts 
showing high engagement from their respective networks.

Comments applauding speaker, but they also show 
the connections frank enables.



LinkedIn (cont.)

Speakers’ LinkedIn posts 
shouting out their fellow 
speakers and showing 
engagement from their 
respective networks.



what we learned for next year

Instagram:

● Try to find the sounds for the 
Instagram reels before event 
starts 

● Promote the hashtag 
throughout live event for more 
recognition

● Higher quality content/videos 
perform better 

● Include more content of other 
frank activities

● Tell franksters in advance 
about the official Instagram 
page

 

Twitter:

● Top tweets are no longer 
community management  

● For speech tweets, use high 
quality photos instead of 
photos taken on phone 

● Ask for speaker slides and 
resources before their 
speeches 

● Ensure all content is 
accessible for everyone

 

LinkedIn:

● As franksters use LinkedIn 
during the event, there’s the 
potential to build engagement 
and to engage with the 
community 

● Encourage frank event/ social 
team + ambassadors to reflect 
on LinkedIn as frank days go 
(networking, teaches them 
about updating)



post-frank
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Recap 
Posting

Takeaway
Findings

Analytics 
Review



Instagram

Posts consisted of:

● One reel
○ A recap of the gathering
○ Using professional 

photos 

Analytics revealed: 

● Engagement rate: 5.52%



Instagram Platform Review
Measured from insights February 14 - February 18: 

day before and day after frank gathering, compared to weeks before gathering

Reach:
2,483 accounts reached, +761%

Engagement:
150 accounts engaged, +206%

Followers: 
Overall Growth, 69

Hashtag: #frank2023
● 31 posts were made
● Mostly same users 

● Breakout sessions, speakers



Twitter 

Posts consisted of:

● One tweet with a link to the closing 
video recap of Frank 2023

○ Engagement rate: 4.43% 



Twitter Platform Review 
Between January and February 2023: 

● 55.1K Tweet Impressions 
○ Jan impressions from speaker 

announcements
○ Feb impressions primarily from 

real-time content
○ Last year, our tweets earned 39,769 

impressions. 
■ Impressions increased by 

15,331
● 56 New Followers
● Average engagement rate: 5.16%

○ Last year,  the average engagement 
rate was 4.29%. 

■ Average engagement rate 
increased by 20.28%



LinkedIn

Posts consisted of:

● frank 2023 recap video
○ Reposts of the video

● Engagement with posts: 
speakers and frank social media 
team reposting closing video.



LinkedIn (cont.)

frank social team reflecting on their work.Speakers reflecting on experience.



LinkedIn Platform Review
Measured from insights February 14 - February 18: 

day before and day after frank gathering 
Reach:
107 accounts 
reached, +174.4%

Reach across days of frank, plus before and after.



LinkedIn Platform Review (cont.)
Measured from insights February 14 - February 18: 

day before and day after frank gathering 

Followers: 
Overall Growth, 
27 new followers 

Followers across days of frank, plus before and after.



LinkedIn Platform Review (cont.)
Measured from insights February 14 - February 18: 

day before and day after frank gathering 

Engagement:
Engagement rate, 
14.64%
● 3 comments 
● 8 reposts 

(closing 
video)

Engagement across days of frank, plus before and after.



what we learned for next year

Instagram:

● Emphasizing the use of 
the hashtag during the 
live event, so that more 
franksters know how to 
post/find photos

● Create a quicker system 
for posting on story/feed 
so users can repost and 
reach their audience 

 

Twitter:

● Post the closing video 
again next year because 
performed very well

 

LinkedIn:

● Emphasize the use of 
LinkedIn for reflection 
and outreach– letting 
people know about it in 
case they are interested 
in attending/ helping/ 
speaking next year

Overall Goal:

● Extend the excitement 
before and after the 
gathering

 



what we learned for next year - content ideas
Content leading up to frank

● Downtown walk-through reels 
displaying coffee shops, 
restaurants and other spots that 
are sponsoring frank so we can 
shout them out and show 
attendees what their vouchers 
work for/ how to use them.

Content during frank

● Day in the life of a frankster 
reels. (This could be either 
ambassador, social/event team, 
or a speaker.)

○ If speaker: member of 
social team accompanies 
them during certain 
periods or throughout the 
day to capture content 
and edit reel

● Mic checks

Content after frank

● Have takeaways/ favorite 
moments from frank in 
addition to closing video 
(which did well) 



What we’re working on next…

Ideating for 2024Creating social media 
templates

Building strategies 
for 2024 social media


