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Did you know…

monthly active users

Two
billion

THIRD
x17as the platform 

marketers want to 
devote the most time 

and and money to 

Instagram has 
Instagram ranks 

Median engagement on 
Instagram is 

x33
Higher than 
Facebook posts

Higher than 
a tweet



Goals
Enhance authority and reputation
We can use Instagram to demonstrate our knowledge and expertise. By 
establishing ourselves as a valuable resource for others in the field, we 
can improve the reputation of Web Services, as well as Carleton 
University. 

Build an online community
Instagram can be a powerful community building tool for Web Services. 
We can create an environment where people can engage and stay 
informed about web topics. 



Target Audience
Primary
Individuals between the ages of 17-25 (Gen Z) with an interest in digital 
marketing, living in Ontario. These individuals are looking to learn more 
about the basics of web-based communication. 

Secondary
Individuals between the ages of 26-34 (Millennial) working in web 
communications, living in Canada. These individuals are looking to stay 
up to date with current web trends and developments.   



Competitive Analysis

IT Services at the University 
of Tennessee Chattanooga

@utc_it



Competitive Analysis

@itsuoft

IT Services at University of 
Toronto



Content Pillars

Web 
Accessibility

Web Design and 
Development

Social
Media

Search Engine 
Optimization



Content 
Ideas



Pilot Phase

Duration: Three months (12 weeks)

Stakeholders: Quinn Lin and Nadine Basil

Objective: Assess the effectiveness of Instagram as a community-
building tool for Web Services and evaluate the long-term resource 
requirements for maintaining a presence on the platform.

Deliverables: Strategic plan, Instagram account, monthly content 
calendars, social media content, retrospective minutes, bi-weekly 
metrics report, and project report

Evaluation: Bi-Weekly Metrics 



Bi-weekly 
Metrics



Content 
Calendar



Retrospectives



Our Findings
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These metrics reflect the visibility and 
potential exposure of our content, allowing 
us to assess the effectiveness of our social 
media efforts in reaching a broader audience.
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Monitoring website taps provides insights 
into the effectiveness of our social media 
strategy in generating interest and 
directing users to our website.

Tracking profile visits helps us assess if 
our content is attracting attention and 
piquing curiosity among users.
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Tracking accounts engaged helps us 
determine if our content is resonating 
with our audience.

Tracking the number of followers helps 
us gauge the growth of our account. 
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Benchmarks provide a standard against which you can 
evaluate the performance of your social media efforts. By 
comparing our engagement rate benchmarks, we can assess 
how well we are performing relative to our peers. 



Our Learnings
• Include animations in carousel posts. These are recognized as videos by Instagram, making 

it an easy way to increase our reach (since the algorithm boosts video content).

• Tag other accounts in posts where appropriate and use geo-location tags. This will help 
to increase visibility and engagement with our content. As well, make sure to meaningfully 
engage with similar accounts.

• Periodically monitor followers age range and most active times. This will help to inform 
our content strategy and posting schedule. By making adjustments as appropriate, we can 
stay visible and relevant to the audience. 

• Regularly track metrics to determine how the account is performing and adjust accordingly. 
In this way, we can continue to build an engaged online community.

• Repurpose existing content. This will help to save time and resources while maximizing 
reach.

• Make sure content is aligned with your organizational mission, and values. Don’t be afraid 
to seek feedback from your team members.



Questions?



Thank you!
If you haven’t had the chance to check 
out our Instagram yet, you can find us at 
@CarletonUweb


