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Owen Berg 

24 E Rose Ave. 

Oxford OH, 45056 

Chris Vinel 

Editor-in-Chief  

The Miami Student 

550 E Spring St. 

Oxford OH, 45056 

Dear Mr. Vinel and The Miami Student, 

The purpose of this report is to present research-based recommendations for The Miami 

Student’s social media content strategy. Through close examination of the current approach, as 

well as extensive interviews and a mini social media campaign, I’ve found areas where The 

Miami Student (TMS) can tailor their social media presence to appeal to all audience 

demographics on all social media platforms. These recommendations include what sort of 

content to post, when to post it, and how content on different social media channels should be 

tweaked in order to better suit the affordances of the platforms. 

I​NTRODUCTION 

The goal of this content strategy is to be sure that TMS is taking advantage of its social media 

accounts in order to best promote the online and print content that is published weekly, as well 

as inform students about the experience they will have, should they choose to join TMS. 

This plan lays out detailed recommendations to help TMS play to the strengths of each social 

media platform, as well as scheduling online content in a meaningful way. The plan overall will 

further encourage followers to read TMS stories online, pick up copies of the print newspaper, 

and to join TMS as writers, photographers, designers, or editors. 

M​ETHODS 
In order to completely understand TMS’s approach, and whether or not its current online 

presence meets the needs of its users, I conducted research through multiple methods. First, I 



conducted a deep rhetorical analysis of their current posts. Then, I created a social media 

campaign built around my new recommendations. I conducted usability research on both the 

current content and the new campaign with a diverse group of TMS followers. I supplemented 

this with research with literature and articles on rhetorical velocity, and multimodal 

composition, such as Melanie Gagich’s ​An Introduction to and Strategies for Multimodal 

Composing, ​and ​“COMPOSING FOR RECOMPOSITION: RHETORICAL VELOCITY AND 

DELIVERY,” ​by Jim Ridolfo and Dànielle Nicole DeVoss 

Rhetorical analysis 

In my rhetorical analysis, I looked at TMS's current online content through the lens of 

current literature on multimodal composition, and online rhetorical velocity. I was able to 

pinpoint spots where TMS is doing well, and also where they seem to be lacking, and could use 

some improvement. Examining how they used different social media platforms, and how the 

audience members are more likely to engage on some platforms than others was key to my 

findings and recommendations. 

Social media campaign 

My social media campaign took the key recommendations from my rhetorical analysis, 

and put them into practice. In six posts across three different social media platforms, I looked at 

what affordances each social media platform had, and then tailored the content being posted to 

each platform so that it would encourage interaction and re-sharing as much as possible. 

Usability research 

My usability research focused around first finding what real TMS followers like about 

their current social media presence, then showing them the campaign I had created for them, in 

order to see what they liked, and what wasn’t as interesting to them. My research group 

consisted of three 20 year-old male Miami students, one 19 year-old female Miami student, and 

one 59 year-old Miami faculty member. Two of the Miami students currently work for The 

Miami Student, while two of them have not ever been involved with TMS. The faculty member 

is an Oxford resident, has been teaching at Miami for over 20 years, and is the parent of two 

Miami alumni and one current student (who also works for TMS). 

My main research questions were: 



1. Is our social media presence informative and interesting to members of the Oxford

community?

2. Is the content posted on each social media account should be tailored to best fit the

features and affordances of the respective platform? Is commenting, discussion, and

resharing encouraged and easy to do?

3. What do our current followers feel is missing from our social media presence?

F​INDINGS 

From the research I conducted this semester, I have made a few key findings. 

Is our current social media presence informative and interesting to members of the Oxford community? 

- According to my findings, yes, but the posts could be better and more interesting and

informative. All research subjects said that they go to TMS to find and read Miami

University news. Most of them said they also go to find Oxford news and read student

opinions as well. Only two said that they are interested in the visuals that we post, going

on our social media pages for the week’s photos or graphics. Most subjects considered

the Twitter thread to be the most useful, as the thread appeared that it could be updated

with new info at any time. However, others liked the single tweet with photos more,

citing that they preferred being linked to content rather than seeing it in tweet form.

They found the single tweet with photos of pumpkins to be most visually appealing,

because of the multiple photos as well.

Is the content posted on each social media account should be tailored to best fit the features and 

affordances of the respective platform? Is commenting, discussion, and resharing encouraged and easy to 

do? 

- Users felt most compelled to comment on posts on Twitter, because of how the platform

encourages discussion. One user said “I would probably quote the thread and give my

take on the story.” Those who felt compelled to reshare posts on other platforms only

said so because they didn’t use Twitter as much.

What do our current followers feel is missing from our social media presence? 

- Users commented that there wasn’t much opportunity for engagement (comments,

reshares) across the platforms. The tweets that I mocked up, which have many avenues



for resharing and discussion, seemed to be the most popular despite not being so 

different from the current content already being posted on the TMS Twitter account. 

Making a few differences, like a thread or posting photos with the link, did seem to help. 

Another user commented that they’d like a more comprehensive way to view what 

stories each section came out with each week.  

R​ECOMMENDATIONS 

Substance: 

1.  Audience: ​The current audience of TMS can be categorized into two groups: students, 

and non-students. There are different ratios of these two groups in the followings of 

different TMS social media accounts. For example, the Instagram page is mostly 

followed by Miami students, while the Facebook sees more traffic from alumni, and 

Oxford locals who are interested in seeing more local news coverage. These two groups 

will be interested in different types of posts. Students will be interested in on-campus 

news and event coverage, as well as posts with information about how to get involved as 

a member of TMS, while Oxford locals will be more interested in breaking local news 

and city council coverage.  

2.  Messaging: ​My core strategy statement states:  The Miami Student aims to inform the 

Miami University and Oxford communities about local news, as well as to hone the skills 

and amplify the voices of student writers, photographers, and designers. Our content 

will notify our followers about breaking news, promote articles as they are posted, and 

show the opportunities and experiences that students will have should they decide to 

join the TMS community, all in a consistent (but not monotonous) way. To do this, TMS 

will need to make use of their three social media accounts in different ways that take 

advantage of each platform’s affordances, and follower demographics. 

Our messaging framework states: 

a.  Audience members should think: “As a media/journalism student, joining The 

Miami Student will allow me to apply what I am learning in class to the real 

world, and also to join a tightly knit community of like-minded students. I know 

this because I see their consistent stream of accurate, trustworthy reporting and 

interesting columns alongside photos about their core editorial board members, 

who seem like they have similar backgrounds to me.” 



b. Or: “As a news reader, I can trust The Miami Student to report local news fairly, 

and to publish stimulating culture and opinion writing as well. I know this 

because they quote from reliable university sources, and post visually appealing 

photos and illustrations to accompany their work. Furthermore, seeing content 

about the individual students behind the paper shows me that their writing really 

represents the young, powerful voice of the Miami University student body.” 

3. Topics/types of posts: ​My posts focused around making sure that the affordances and 

audiences of the different social media platforms complimented the content being 

posted: 

 

a. This post reformats information from news stories into a format that is readable 

and resharable on Instagram. Because links cannot be posted into Instagram 

captions, this format allows for the content of the story to be shared directly into 

the Instagram feed. It also allows for more discussion, as the increased amount of 

information on the post allows for more things for users to comment on. 



b. This post differs from the typical TMS tweet, formatting the information as a

thread. This allows TMS to post more information from the stories in the tweet,

and also allows for more interaction, as audience members can quote tweet

individual tweets from the thread with their takes.

4. Purpose: ​Content will serve three main purposes

a. News: Promoting recently published stories, live coverage of sports games and

other events.

b. Issues: Promoting the weekly print issue, and the email newsletter.

c. Organization: encouraging students to join TMS.

5. Voice and tone: ​The tone should be kept professional and trustworthy, as many Oxford

residents rely on the social media accounts for breaking news. However, a more personal

tone can be taken on in posts promoting the newspaper as a student organization to



other students. This would be most appropriate on Instagram, where the follower base is 

mostly students. 

6. Sources: ​Content is created by writers and section editors. For example, news writers

will write social media captions for their stories (they already do this),  editors will

schedule the posts throughout the week. Graphic instagram posts will be created in

collaboration between section editors and designers. For example, for the Instagram

Slide post above, a news editor would select the quotes and data points, and a designer

would make graphs of the data and lay out the quotes into the 6 slide post.

Structure 

1. Content will be formatted as Tweets with images, Twitter threads, Facebook posts with

images, Instagram stories, Instagram slide posts.

a. Tweets, Twitter threads, and Facebook posts will be most effective for posting

breaking news coverage. This is due to the audience base on these platforms

being more non-students than students, and due to the fact that links can be

posted directly in the captions of these posts, allowing quick access to the full

story on miamistudent.net.

b. Instagram slides will be used to create simplified versions of the news stories,

presented in short quotes and infographics, as they can be re-shared and

reappropriated by users on their Instagram stories, improving rhetorical velocity.

c. Instagram story stills will be used to promote the print issues and newsletters.

This is best on stories because the content only stays up for 24 hours, reflecting

the time-sensitive nature of the weekly issue and weekly newsletter.

d. Instagram story videos will be used to promote TMS as a student organization,

featuring takeovers from staff members, providing a casual, personal idea of what

it is like to work at TMS. This works best on the Instagram due to its mostly

student follower base.

Workflow & Governance:​ (guidelines for ensuring your story and content and structure are 

maintained) 

1. Branding & style guide​ Consistency matters to make sure TMS keeps its image as

trustworthy and reliable. Keeping a consistent style for each type of post will make



reading and interacting with posts overall easier and not confusing. To keep consistent 

with TMS’s main print presence, infographic posts will use the same font (Vollkorn) and 

color scheme (red, white, and black), to keep the branding consistent while not being 

overbearing. 

2. Weekly social media calendar:

C​ONCLUSION 

The purpose of this content strategy report is to create a sustainable and meaningful plan of 

action for TMS’s social media content, all while taking the users needs and expectations, and 

our platforms’ affordances and disaffordances into consideration to provide maximum value to 

our readers, as well as encourage engagement, circulation, and re-sharing of our content.  

Below, please view the example social media posts that were created for TMS, each with a 

caption explaining how and why they work best on each platform, based on usability research I 

conducted. 

SUN  MON  TUES  WEDS  THURS  FRI  SAT 

IG:  IG: 
- Video from 
newspaper 
production 
(stories) 

IG: 
- Print issue 
release post 
(stories) 

IG: 
 - News story 
infographic 
(slides) 

IG: 
- Friday’s 
newsletter 
promotion 
(stories) 

IG: 
Culture photo 
story (slides) 

IG: 
- Staff member 
takeover 
(stories) 

TWT:  TWT:  TWT: 
2 news stories 
(one thread, 
one photo 
story) 
2 culture photo 
story 
editorial 

TWT 
2 news stories 
2 culture photo 
story 
1 Special story 

TWT 
2 news stories 
1 culture story 
1 opinion 

TWT 
1 news stories 
1 Special story 

TWT 
1 Special story 

FB  FB 
2 news stories 
(one thread, 
one photo 
story) 
2 culture photo 
story 

FB: 
2 news stories 
one thread, one 
photo story) 
2 culture photo 
story 
1 special story 
editorial 

FB: 
2 news stories 
2 culture photo 
story 
1 Special story 

FB: 
2 news stories 
1 culture story 
1 opinion 

FB 
1 news stories 
1 Special story 

FB 
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Post 1
Platform: Facebook
Rationale: This post features a link to a The Miami Student story, with its respective 
graphic. However, the post differs from how stories are currently posted on the TMS 
Facebook page, as it attaches the graphic to the story as a photo, which will make it 
appear in the photos tab on Facebook. This will allow visitors to the page to search 
through content by seeing the visual aspect first, and also scroll through photos that 
have been posted in the past.



Post 2
Platform: Twitter
Rationale: This post differs from the typical TMS tweet format because it presents bites 
of information from the story as a thread of multiple posts. This allows users to comment 
on more specific pieces of information from the story, and have a more detailed and 
engaged discusison of the story content on Twitter. This increased discussion will 
promote resharing of TMS related content



Post 3
Platform: Twitter
Rationale: Similar to the Facebook post, this tweet posts the photos from the story as 
attachments to the tweet, rather than using the visual that would be created by posting 
the link to the story. Because of this, the photos will appear in the “Media” tab on the 
TMS Twitter, allowing users to scroll through our history of photos that have been run 
with stories, and for our Media tab to stay up to date with what is being posted.



Post 4
Platform: Instagram story
Rationale: Instagram is the 
best place to post content 
related to the print newspaper, 
because students are more 
likely to use Instagram, and also 
more likely to be on campus, 
where the newspaper can be 
picked up. This post would be 
posted on the same morning 
that the newspaper is released, 
encouraging students to go get it 
while it is hot off the presses.



Post 4
Platform: Instagram main feed
Rationale: This post promotes the student’s weekly newsletter, which aggregates the 
top most important stories of the week, and sends them into the mailbox of the user. 
This graphic is visually interesting, and because it is not related to any specific articles, 
will stand out to those who are scrolling. It is also a main feed post, which users are able 
to reshare onto their stories, increasing the post’s rhetorical velocity.



Post 6
Platform: Instagram slides
Rationale: This post reformats information from news stories into a format that is 
readable and resharable on Instagram. Because links cannot be posted into Instagram 
captions, this format allows for the content of the story to be viewew directly into 
the Instagram feed. It also allows for more discussion, as the increased amount of 
information on the post allows for more things for users to comment on.
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