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USING SOCIAL MEDIA TO ATTRACT
EARLY CAREER ACADEMICS
ON A GLOBAL SCALE

The University of Manchester’s Presidential Fellowship invited the world'’s
brightest academics to become inspiring leaders of the future by
delivering world-leading research and teaching at the University.
Aftracting and engaging candidates to fit this high calibre brief

called for an innovative yet cost effective solution.
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SCOPE AND SCALE

As part of the strategic approach,

we identified that TMP’s unique social
media awareness programme, SNAP
would prove invaluable in reaching
our target audience. We would need
to contact prospects with particular
interest in this opportunity as well as
those who could meet the selection
criteria. Our SNAP solution ensured that
we would deliver to the project time-

frame and within the agreed budget.

SITUATION

In this highly competitive market with
so much social media noise, it was
imperative that our messaging was
precise and that our delivery was
highly targeted.The criteria for success
was very specific and a strong
communications plan was essential
to reach the correct audience in a
global dimension.
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SOLUTION

Through SNAPR we were able to target
our content to relevant individuals,
intferest groups, communities and
professional associations who

may otherwise not have seen this
outstanding opportunity. We directed
candidates to a bespoke microsite
that detailed the working environment,
described the USP and illustrated the
impact that the University’s researchers
have had globally (including the work
of 25 Nobel Prize winners).

We also created a door-opening advert
which was shared with relevant
individuals to encourage conversation
across all channels and to raise

brand awareness.

RESULTS

Across five social media channels, we
generated 3.2 million views with over
30,000 clicks, 32% from outside the UK
- a KPI of the project.

This relatively low budget, fast
furnaround campaign exceeded all
expectations. It achieved its objectives
particularly around engagement of
passive candidates and securing an
infernational reach. We tracked this
activity using analytics and insight to
produce a detailed report at the end
of the campaign.This demonstrated
the impact of the project across
each Faculty.

SNAP is now a central platform for all
recruitment for the University and is
used to pinpoint specific locations as
well as to farget a more diverse audience.
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Facebook Facebook
Impressions: 778,217

When they applied:
Instagram

Focsbook Clicks: 3,680 Seacions: 2
° Instagram Shares: 12 -
=g Impressions: 101,953
Clicks: 227 (e W conmere, A e .
Instagram o ed ngaem
29,816 Impressions: 1,214,022 s 341 [ e
Clicks: 9,288 s r

Comments: 1

Total Clicks
Linkedin

Impressions: 1,393
Clicks: 105

Where they work

Impressions: 1,165,840
Clicks 16,516

3,260,032

Total Impressions* / g  Presidential
Fellowships

s refer o the number of fimes the post was viewed
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