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According to a 2019 Pew Research Center report, 55% of U.S. adults get their news from social 
media. That’s why ​The Shorthorn ​ has taken a holistic approach to social media and the strategies 
we employ. We have a team of three dedicated to our social feed and newsletters, but really, the 
entire newsroom is involved. From live tweeting, to pitching social projects to promoting each 
other's work — our newsroom knows the power of social. ​The Shorthorn​ already surpassed our 
goal of 1,830,000 page views for 2019-20, in large part due to social media promotion. We 
especially focused on increasing our visual presence and leveraging our Instagram audience 
more — both efforts which paid off with increased views, engagement and more. 
 

Scroll down for examples and case studies of how we put social to use. 
▼ 

 



 

Social Highlights since June 1, 2019 
● Facebook likers/subscribers grew ​8% ​ from 11,707 to 12,640. 
● Twitter followers grew ​ 9% ​ from 8,600 to 9,367. 
● Instagram followers grew ​54% ​ from 2,597 to 4,012. 
● The Shorthorn has four newsletters with 64,000 subscribers. 

 
A cross-platform approach 
In addition to our daily newsletters, ​The Shorthorn​ primarily uses three social networks to 
promote our content and engage with our readers. These are Facebook, Twitter and Instagram. 
Each of the three have their own social calendar organized by the engagement team. Facebook 
— the account that yields the highest amount of traffic — favors a less frequent distribution and 
captions tend to be a little longer. Twitter actually lends itself to frequent or constant updates, 
so we push the highest volume of content there. We also require our reporters to live tweet 
events they’re covering, and the brand account retweets them. These tweets bring our readers 
with us to the events and add context when embedded in articles later. Instagram is our highly 
visual platform and favors one to two posts daily. 
 
Instagram — an opportunity for news publications  
Headed by our engagement editor Edward Medeles, ​The Shorthorn​ has worked hard to create a 
marriage between visual journalism and our social media feed. This can be especially seen on 
Instagram, a primarily visual platform, as well as our other social accounts. Edward created ​The 
Shorthorn’s ​style for what is known as “head on photo” posts, which simply mean photos with a 
headline and additional contextual information added. I’ve included a few examples below. 
 

 
 
Our research showed that posting one to two photos a day on Instagram would increase 
engagement and allow our posts to break through the notorious algorithm — meaning there 
would be more eyes on our content and more clicks on our links. 
 

 



 

However, Instagram does limit who can share links on the story function. Therefore, we had to 
get creative with how we redirected Instagram traffic to our homepage. To do this, our 
engagement editor set up a mini Link Tree website that houses links for every post we make — 
allowing our Instagram audience to navigate to the right part of our website without closing the 
app. 
 
But we also aim to provide standalone value to our readers on Instagram — through weekly 
features such as a print flip through, “Fresh Music Fridays” and user-friendly information broken 
down in just a few images and a description. Our efforts have paid off — we have higher 
engagement, more followers and more Instagram referrals than ever. 
 
We also often hand the “keys” to the account to editors or reporters to do a takeover of the 
accounts story, sharing photos and videos from large scale events, high-stakes athletic games or 
other updates. 
 
Not just sharing — how The Shorthorn engages its readers  
Engagement is a term used a lot in the industry and can refer to many things. For us, we simply 
define it as a way to connect with our audience in conversation, not a one-way lecture. We want 
to be transparent, timely, professional, interactive and human. A message to us will receive a 
reply. We read the comments. And when possible, we go above and beyond to answer reader 
questions, direct them to other stories and note their feedback. 
 
We often use social media to break information down into digestible chunks. This can be done 
with Twitter threads or Instagram galleries/stories. Threads have broken down topics such as a 
lawsuit against the university, an investigation into the former president’s actions, resources for 
COVID-19 and more. Example screenshots can be found at the end of this packet. 
 
How we leveraged social media to serve and engage readers in the age of COVID-19 
The COVID-19 pandemic had ripple effects across the country, and UT Arlington was not 
excluded. Soon after students left for spring break, we found out that we wouldn’t be returning, 
for classes at least.  

 
As the university scrambled to address the new normal, ​The Shorthorn ​realized our role was to 
provide information as clearly and directly to students as possible. Our social media team did 
this in a variety of ways, but namely, we launched an initiative designed to answer the most 
common questions asked by students. Branded as UTA Unfolded, our existing Q&A platform, we 
launched the form on social media and the questions began to pour in. We received over 100, 
which resulted in FAQ articles like ​this one ​, a ​coronavirus wrap-up article with all of the latest 

 

https://www.theshorthorn.com/coronavirus/unfolded-the-shorthorn-answers-your-coronavirus-questions-concerning-campus-commencement/article_a832bcde-6d67-11ea-afa7-c7c3b45c2a83.html
https://www.theshorthorn.com/news/the-latest-uta-and-arlington-covid-19-updates-cases-resources-and-more/article_d7029aa8-713a-11ea-b97c-af50b1a08efc.html


 

information ​, our team sharing links with readers and more. We also used the questions to guide 
our overall coverage, as well as contact students who ​wanted to share their experiences​.  
 
We shared resources, answered questions and promoted stories through social media. 
 
We later created a ​quarantine questionnaire​ to highlight experiences gathered from our social 
audience, as well as sharing some of those experiences on Instagram. 
 

 

 
 

   

 

https://www.theshorthorn.com/news/the-latest-uta-and-arlington-covid-19-updates-cases-resources-and-more/article_d7029aa8-713a-11ea-b97c-af50b1a08efc.html
https://www.theshorthorn.com/news/the-new-normal-how-the-uta-community-has-adapted-to-a-changing-world-amid-the/article_49f20fba-9555-11ea-8d0d-f73fd7873d7d.html
https://www.theshorthorn.com/opinion/quarantine-questionnaire-heres-how-students-are-coping-away-from-campus/article_c8f666d4-9583-11ea-8f50-17b27a6af66b.html


 

Bring the readers with you — live updates that live on social 
 
During ​The Shorthorn’s ​ week long orientation, every 
single reporter is trained to live tweet at events. We also 
train them on how to promote their own work and the 
work of their peers. This allows them to develop 
transferable skills, provide live updates to our readers 
and later, embed multimedia elements in their own 
stories. 
 
This can be seen in one of our reporter’s live tweets (a 
sample of which are displayed to the right) throughout 
the day of Arlington’s first protest related to the death of 
George Floyd. Her updates served those in the city 
community and university community alike. 

 
We also utilize Facebook Live and Instagram Live to bring 
readers into events as they happen. Notable examples 
include the university’s bimonthly Q&A Pizza with the 
President event, where we livestream the event and ask 
questions on behalf of virtual attendees (back when we 
were all still on campus). Secondly, we tried a new virtual 
recruitment campaign, where our Editor-in-Chief Brian 
Lopez talked about opportunities and answered 
questions regarding working at ​The Shorthorn​. 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 



 

Examples of threads The Shorthorn has put together: 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



 

 
 

 


