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M E T R I C S
Total cross-networks measured year over year:

Total impressions increased by 8.8% and hit over 79.3 million 
Total engagements increased 28.7% and hit over 4.2 million
Post link clicks increased 67.3% and hit over 653k

TikTok measured 2023 compared to July 2022–December 2022 
* Full 2022 not available* 

Total followers increased by 66% and hit over 18k in net growth
Total engagement increased by 85% and hit over 266.7k likes
Total reach increased by 83% and hit over 2.8 million views

In-depth metrics:

Across Facebook, Instagram, Twitter (X), TikTok, and LinkedIn reporting metrics, we
saw increases in these main categories— impressions, engagements, and post
clicks. The growth in these categories was likely driven by the increase in content,
increased ad dollars spent on boosted posts, and high-profile events like TCU’s
150th year and the success of TCU athletics – especially football going to the
National Championship which led to increased visibility and audience engagement
across platforms. 

YouTube also saw an increase in its main categories – views, watch time, and
subscribers compared to last year. The growth in these categories was likely driven
by the increase in content and TCU’s sesquicentennial year. 
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Y O U T U B E

M E A S U R E D  Y E A R  O V E R  Y E A R
V i e w s  –  2 3 6 . 7 k ,  + 8 %
W a t c h  t i m e  –  1 1 . 8 k  h o u r s ,  + 7 %
S u b s c r i b e r s  a d d e d  –  1 , 2 9 1 ,  + 6 2 %
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P E E R S  A N D  C O M P E T I T O R S
TCU's Twitter profile had a net follower growth of 3,715, which was a +2.4%
increase year over year. The net follower growth was higher than the competitor
average and behind us comes Baylor, Vanderbilt, and SMU (+2.33%, +2.34%, and
+2.62%, respectively). Twitter engagement decreased by 6.25%, however, our
engagement this year is 42.5% higher than the competitor's average and
indicates increased audience engagement YOY. Only Baylor had a larger increase
with Vanderbilt and Tulane behind us. 

TCU‘s Instagram profile had a net follower growth of 12,065 which was a 12.36%
increase. Similar to Twitter, our net follower growth was higher than the
competitor‘s average with Baylor, Vanderbilt, and Wake Forest behind us. We
outgrew all our competitors overall in follower and engagement average, as well
as having the second-highest follower count just behind Baylor.

TCU‘s Facebook profile surpassed competitors in net follower growth,
engagement averages, and engagements per post. Additionally, we ranked first in
engagements overall above Wake Forest (2) and Vanderbilt (3). Note: Baylor's
data was not available via Sprout, which is why we ranked #1. 

Competitors include:
Baylor
Pepperdine 
SMU
Tulane 
VanderbiIt
Wake Forest
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