
Social Media 
Analytics Update



Content Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22)

Post Volume New Post Type : Video

Current Posting Strategy:

4-5 Posts/Month

Alternating Focus: 
• Project Spotlight
• Educational
• Website Feature



LOCATION
Followers Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22)



Followers Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22) INDUSTRYINDUSTRY



Post Reach Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22)

Organic Marketing 
(no $ post boosting)

Post impressions

The number of times posts on 
your Facebook, Instagram, 
LinkedIn, Twitter, TikTok, 
Pinterest, and YouTube Pages 
or accounts appeared on 
someone’s screen. 

Page reach

The number of 
LinkedIn users who 
have seen your 
Pages' posts



Post Engagement Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22)

Organic Marketing 
(no $ post boosting)

Increased shares will expand reach and likely increase followers



Post Engagement Rate Change in FY25: 
Q1 & Q2  v.  Q3 & Q4 (through May 22)

Decline Reasoning: 

• More posts

• Posting times

• Organic posting

• Content

Potential Investment:
• Boosting $ Paid Campaigns



Organic Marketing (opportunity)   /  High Interest From Followers (strength)
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