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Summary 
Over the last 30 days, due to the social impact of the Coronavirus pandemic, the move to remote learning and 
engaging has placed a new value and function upon social media engagement. In fact, social media has become an 
unprecedented link to a co-curricular campus experience for students. An analysis of the metrics available from 
three popular social media platforms reveals the characteristics of a new type of student engagement to meet 
student need. Instagram is the most popular medium for students to connect with the university co-curriculum 
beyond their courses.  

 
Introduction. This report provides a summary of data available from three popular social media accounts 

administered by Student Life at University of the Pacific: Instagram, Twitter and Facebook. Data were retrieved from 

21 out of 23 departments’ social media platforms using Instagram Insights, Twitter Analytics, and Facebook Insights. 

Organization of the report. This report summarizes data into three sections. The first section describes engagement 

across Student Life Department accounts from March 15, 2020-April 15, 2020. The second section delves into an 

exemplar Instagram account for ASuop Arts and Entertainment. The third section describes Student Life 

departments’ engagement with student through Facebook and Twitter. The final section addresses limitations, 

discussion and conclusion. 

Instagram 

As the most popular social media platform used by Student Life departments, 19 out of 24 departments currently 

maintain active Instagram accounts.  

Table 1 

Measures from Instagram Insights across 19 Student Life Department Accounts 

Average number of reaches in the “top reaching” post 440 

Average number of ‘likes” in the most liked post 95 

Average video views in most watched video 778 

Average story views in most watched story 297 

Average percentage of women 64% 

Average percentage of men 32% 

Average percentage of Impressions (visits) by location Stockton 56 %|Sacramento 4%| San Jose 3%| Other 
locations: Lodi, Manteca, SF, LA, Tracy, Elk Grove,  (smaller 
increments combined) 2%* 

*Totals do not equal 100% as percentages of impressions 2% or less (including the locations of Elk Grove, Tracy, LA, 
SF, Germany, Peru, India, Canada) are not represented. These data are available by request. 
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Figure 1.  

Percentage of Instagram Impressions by Age Range Across Student Life Departments 

 
 

Exemplar: Single Department Metrics in the account for ASuop Arts and Entertainment 

Table 2 

Post with most “reach” or unique users 486 

Post with most ‘likes” 247 

Video with the greatest number of views 517 

Percentage of women 64% 

Percentage of men 36% 

Percentage of Impressions (visits) by age range 18-24 61%| 25-34 30%|35+ 9% 

Percentage of Impressions (visits) by location Stockton 45%|San Jose 4%|SF+Sacramento+LA 6%|Other 
locations (smaller increments combined) 45% 

 

Facebook  

Ten Student Life departments out of 24 maintain an active Facebook account. Metrics of note include the following:  

 Top reaching posts are from the Public Safety department (n= 4837) and Student Life Vice President’s Office 

(n= 3289.) Both departments also had videos posted with highest number of views, 805 and 572, 

respectively.  

 Gender. Across Student Life departments, an average 66% of the impressions were from women, and 32% 

were from men.  

 Ages. The 25-34 age group was the most popular group at 35%. The next most popular age group was the 

18-24 age group at 17%. The most popular location for Facebook impressions (visits) was Stockton at 62%, 

over San Jose, Sacramento, Lodi, LA, and other locations. It should be noted that on Facebook, percentages 

less than 2% come from India, Ghana, South Korea, Nigeria, United Kingdom, and China. 
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Twitter 

 

Five Student Life departments have active Twitter accounts. Between March 15, 2020 and April 15, 2020: 

 8760 impressions on the Career Services’ Twitter account were received.  

 2300 impressions on Campus Recreation’s Twitter posts were received. 

 549 impressions on the Orientation and Transition Programs Twitter account were received. 

Limitations to this report: Not all data in every category were available due to various factors: the date of postings, the lack 

of a sufficient number of followers to meet the criteria for a metric, etc. The report does show the potential to track student 

engagement on virtual platforms.  

Conclusion and further questions: This report presents a surface view of the data available about student-to-Student 

Life-department interaction via social media. Further information on any point is available by request. Special credit 

to the team of data collectors who volunteered to contact departments and work with the media administrators to 

gather data: Luly Sbeta, Anne Eastlick, Shannon Edminster, Rhonda Bryant, Kori Jones, and Gitane Reis. 

In sum, the data show that the urge spurred by Pacific’s newly remote environment to connect virtually, clearly is 

addressing a student need for society and connection. How does social media engagement affect a student’s sense 

of belonging at a university? Future research can probe into ways that engagement with social media can address 

unique needs for knowledge and for society.  

 

 


