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Digital and Social Engagement Guide

Purdue University

Many of our audiences communicate
through digital media. Engagement with
our brand is driven by how users interact
with these different platforms.

Use this guide to find advice, strategies,

and information on image sizes and ratios —
tips to craft resonating content that unifies
our messaging and increases engagement.
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Social Media
General
Guidelines

CAMPUSWIDE HASHTAGS

#MySmallStep = student stories

#MyGiantLeap = faculty/alumni
stories

#PurdueUniversity, #Purdue,
#BoilerUp, #Boilermakers

#TheNextGiantLeap

#PicturePurdue

Purdue University

Use branded
profile templates.

Keep posts
short and direct.
Less is more.

Always tag as many
accounts as possible,
including related Purdue
departments, clubs and
organizations.

Incorporate
user-generated
content (UGC).

Post and
moderate daily.

Consider starting
your post by asking
a question to draw
in your audience.

Use bit.ly to shorten
URLs. From there, you
can build campaign-
specific links that track
performance.

Reuse and
repurpose
content.

Include brand photos,
videos or GlIFs.

See if there's
an emoji you
can add.

Add hashtags
to amplify your
content when
applicable.


https://marcom.purdue.edu/?tips-of-the-week=bitly-link-shortening-service 
https://marcom.purdue.edu/?tips-of-the-week=bitly-link-shortening-service 

Digital and Social Engagement Guide

Social Media
Graphic
Guidelines

Purdue University

Lead with a strong
in-brand photo.

Design for accessibility.
Sprout Social offers
nine guidelines to
make social posts more
accessible, including
advice on alt text.

Do not use QR codes
in graphics since a
significant portion of
your audience views

posts on mobile devices.

Keep text
to a minimum.

Avoid logos/co-brands
in graphics since posts
are always paired with
profile icons and the
name of the page.

Always use brand
fonts if copy is
included in graphics.

Don't forget to
incorporate videos
when possible.


https://sproutsocial.com/insights/social-media-accessibility/
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Facebook
Tips

Purdue University

Audiences

Parents
Alumni
General public

Purdue University &
Apr26 - Q
Purdue aviation history is full of

#Boilermakers whose small steps led to
giant leaps — like Amelia Earha... See more

youtube.com
Discover Purdue University’s rich aviation
history

0077
dY Like

2 comments 4 shares

Q Comment (2 Copy &> Share

Post Frequency

Once per day

Purdue University &
May 24 - Q

You probably know about Amelia Earhart’'s
legacy as a groundbreaking aviator. But did
you know she also blazed a trail... See more

WEAURN | B
REFEREE AT RAGE.

Content

Stories about research
initiatives, celebrations/
milestones, current student
profiles and alumni profiles

Share both photos

Word Count

While 63,206 characters is
the maximum word count,
the ideal length is 50
characters or fewer.

When a caption this short

and videos. isn't possible, focus on
getting the "hook” of the
post within the opening
part of the caption.
Visuals

Image size: 1200 x 630 px

Facebook, Linkedin and X all support a
1200 x 630 px size, so to save time, we suggest
designing one graphic for these three channels.

To vary posts, additional options can include
utilizing one 1200 x 630 px image or graphic
with two 1:1s or a post with multiple 1:1
photos.

Video size: 16:9 ratio | 1280 x 720 px
Lead with an authentic Purdue photo.
Keep text minimal. Always use brand fonts.

Avoid logo/co-brands in graphic.
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Facebook
Stories Tips

Purdue University

Audiences

Parents
Alumni
General public

@ Lg S

27 Purdue University @ 2h e X

PURDUE’S

MASY EOLCIK
B

VIRTUAL CYCLING could become an
Olympic event — with help from Purdue

bounced hack from two hip surgeries
to qualify for the g

l]Iympic Team Trials.

2> LEARN ABOUT MASY’S PROUDEST SWIMMING MOMENT

b =

Post Frequency
One to two times per day

Note: Facebook stories
disappear after 24 hours.

47 Purdue University & 19h

Support your

bOILERMAKERS

during the

- X

USA SWIMMING OLYMPIC TEAM TRIALS

Content Word Count

Use Facebook stories 0 characters
to post in-the-moment
and behind-the-scenes
photos and videos to
supplement feed posts and
to promote upcoming or
current events to increase

engagement.

There is no place to include
post copy, so ensure that
your story graphic makes
sense on its own.

Use links to provide more
information and to drive
traffic to the Purdue
website.

Visuals
Image size: 9:16 ratio | 1080 x 1920 px

Video size: 9:16 ratio | 1080 x 1920 px (Include
captions if the video has dialogue/voice-over.)

Text is needed — graphics posted to your
story will need more context than regular
posts. Keep word count to 10 words or fewer,
including the link sticker call to action if
applicable. Try to be concise and catchy.

Leave space in the design for tags, stickers
and auto-populating elements.

Stickers like polls, quizzes, etc., are great for
engagement and audience interaction.
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Instagram
Tips

USE YOUR BEST
PHOTOS TO HELP
CURATE A CLEAN GRID.

Purdue University

Audiences

Current students
Prospective students
Alumni

General public

LIFEATPURDUE
Posts

<
@ lifeatpurdue ¢

(

oav - A

@12 Liked by teresa.walker.iii and
2,520 others

lifeatpurdue “There's a thousand people

on a Thursday [at the Neon Cactus]

planning their night around me... more

View all 3 comments

November 2. 2023

a Q ® ©

Post Frequency

Once per day and at least
three Instagram story
elements per day

Content

Events, student profiles,
faculty profiles, student life,
celebrations, milestones

Instagram should serve as a
high-quality photo gallery.

Links: Use linkinprofile.com
(or another link service) so

every photo can be linked
from the profile URL.

THERE'S A THOUSAND PEOPLE

ON A THURSDAY [AT THE

NEON CACTUS] PLANNING
THEIR NIGHT AROUND ME.
WHAT AN AMAZING GIFT

AND BLESSING.”

B

Visuals

Image sizes: 1:1ratio | 1080 x 1080 px

Lead with strong photography.

Word Count

While 2,200 characters is
the maximum word count,
the ideal length is 50
characters or fewer.

[orriciaL ontversiry oocRst |

457 FURDYE

4:5 ratio | 1080 x 1350 px

Avoid text/logos on images. If text is needed, consider a carousel post (which
has a maximum of 20 slides). Lead with a photo and follow with a graphic that

includes text.

In carousel posts, quote graphics are a great way to highlight the strongest parts

of interviews.


http://linkinprofile.com
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Instagram
Reels Tips

You cannot publish any videos
over 90 seconds using the Reel
option in-app. If you'd like to add
a video longer than 90 seconds,
select the “post” option in-app.

TRENDS

Sharing your take on certain
trends can be a great way to show
your audience that you can be
fun, current and responsive to

the ebb and flow of social media
culture. To avoid any copyright
infringement, avoid using memes
on your video (cut out visuals from
a show or movie).

TEMPLATES

Consider utilizing Instagram
templates in-app. This algorithm-
friendly method allows you to use
a premade video where you can
add and modify your own clips.

Purdue University

Visuals

VIDEO SIZE
9:16 ratio (preferred) or 1:1 ratio

16:9 ratio videos are no longer recommended
on Instagram due to the black bars that appear
above and below the video.

LENGTH
90 seconds

SAFE ZONE

Make sure to utilize the “safe zone" when creating 9:16
video. This will ensure that any text or captions are not
covered up with in-app elements.

COVER IMAGES
Cover images should be used for Instagram Reels.

Cover images can be selected from a video frame,

or you can upload your image in Creator Studio.
When publishing natively, you can add this from your
camera gallery on your phone.

You can preview the cover image in the grid view to
adjust as necessary and ensure nothing is cut off.

Audio

When possible, add trending audio that has
under 10K uses with an original video that

has 1M views. This is the sweet spot for virality
and will help with boosting your own content.

Captions

Captions need to be “burned into” the video. If this

is not done prior to uploading, Instagram has a feature
where you can add and edit captions in-app.

IN-VIDEO CAPTIONS

The addition of captions and on-screen text to your
Instagram Reel is important, not only for accessibility
reasons but also because it allows your content to be
enjoyed by those who would rather watch in silence.

Your reels

-

S g

POV: Tt's Gz{gl1c Day! POV: s Gzig11c Day!

<L

SA-Fi‘ZUNE

tpurdue @

hype at the Figal Four is RE*! R
= dents and 97 o A\
41 cutxClub Can't Handle Me Plate by lucyth

YouTube | Vert
Safe Zo o
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Instagram
Stories Tips

Purdue University

Audiences

Current students
Prospective students
Alumni

General public

Are you watching
the race today? &

Show us your old
gold and black!

@

@ Add yours

Y

Post Frequency

At least three
stories per day

Note: Instagram stories

disappear after 24 hours.

57| May14 8:23AM

@lifeatpurdue

Beth Moses was
the world's first
female commercial
astronaut, as well
as Purdue's first
commercial
astronaut.

Content

Events, student profiles,
student life, celebrations,
milestones

Instagram stories are a
great way to promote
articles and drive traffic
to a website.

Use links to provide more
information.

Visuals

Word Count

0 characters

There is no place to include
post copy, so ensure that
your story graphic makes
sense on its own.

Image size: 9:16 ratio | 1080 x 1920 px

Video size: 9:16 ratio | 1080 x 1920 px

Text is needed — graphics posted to your
story will need more context than regular
posts. Keep word count to 10 words or
fewer, including the link sticker call to
action if applicable. Try to be concise and

catchy.

Leave space in the design for tags, stickers
and auto-populating elements.

Stickers like polls, quizzes, etc., are great for
engagement and audience interaction.
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X Tips

TIP
Graphics on X have rounded corners,

so borders around graphics do not work well.

Purdue University

Audiences

Students
Alumni
General public

Post Frequency

Six to 10 times per day

Purdue University @LifeAtPurdue - Jun 6
#Purdue has once again earned praise as one of the best institutions in the

world, ranking No. 8 among public universities in the U.S., top-25 overall

and top-90 globally in the 2025 @worlduniranking:
purdue.university/4ebQWS5j

H#QSWUR

TOP

PUBLIC

UNIVERSITY

THE U.S.

s

O 356 il 34K

@ Purdue University @LifeAtPurdue - Jun 9

Noah Pumphrey, a Purdue cybersecurity student in Indianapolis, talks

hacking tools, firewall logs and the incredible opportunities he has had on
Purdue’s new urban campus. #Purduelndianapolis

Learn more.

From stories.purdue.edu

Q

T2

‘=¢=~'
-

- .
Cybersecurity student’s persistence leads to exceptional opportunities - The Pe...

O i 45K

=3

Content

Post and repost about
campus events, research
initiatives and fun facts
about Purdue.

Visuals

Image size: 1200 x 630 px

Word Count

With a standard account,
the max character count
is 280 characters. Know
that a link on X will
always be 23 characters,
so account for that.

X, LinkedIn and Facebook all support a
1200 x 630 px size, so to save time, we suggest
designing one graphic for these three channels.

Video size: 16:9 ratio | 1280 x 720 px

Link previews now include only the article
title — keep in mind when writing copy that
the user doesn't have that additional context.

10
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LinkedIn
Tips

Purdue University

Audiences
Students

Recent graduates
(job seekers)

Alumni (recruiters looking
for recent graduates)

Business professionals

Purdue University
E 544,835 followers
mo - ®

Boilermakers have played pivotal roles
in shaping the future of ...see more

Space website - 3 pages

LEARN ABOUT
PURDUE'S

HISTORY
IN SPACE
EXPLORATION

Post Frequency

One to two times per day

Purdue University
E 544,834 followers
3d-®

Content

Innovation — partnerships,
research, student profiles,
alumni profiles and
professor profiles

Visuals

Word Count

While 3,000 characters
is the maximum word
count, posts truncate
after 25 words.

If a longer post is needed,
consider encouraging
users to expand the post
to read more.

Image size: 1200 x 630 px

There are many different paths one

w & RO, DT

S®O 213
o) ® ]
Like Comment Repost

might follow to become an ...see more

1comment « 3 reposts

1
Send

X, LinkedIn and Facebook all support a
1200 x 630 px size, so to save time, we suggest
designing one graphic for these three channels.

Video size: 16:9 ratio | 1280 x 720 px

While links do generate a link preview image,
LinkedIn has moved toward making these

previews smaller. To stand out in feeds, include

another visual instead.

A great option for a LinkedIn post is the
document PDF (carousel) feature. This is
great for engagement and allows users to
easily click through multiple images.

11
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YouTube
Tips

TIP

Set the video as "not for kids”
S0 content doesn't appear
next to kids' content.

Add chapters, end screens
and info cards when possible.

Purdue University

Audiences

Current students
Prospective students
Parents

Alumni

Post Frequency
Two to three times per week

YouTube Shorts can be published every
day. Look in the Audience Analytics
section to see the best publish time.

welcome to g
Purdue and Purdue University y

P> Pl O o007/04

Congr i newly Boiler

e Purdue University © 1\ subcribed +

58.1K subscribers

e Gp /> Share =+ Save

Content

Share stories about Boilermakers.
Videos should align with one or
more of the content pillars: athletics,
education, research and experience.

PLAYLISTS: If the video is tied to
one of our core themes (such as
Boilermaker Experience) or topic
categories (such as Purdue
University in Indianapolis), add it
to the corresponding playlist(s).

Visuals

Word Count

TITLE: 100 characters or
fewer; try to keep the title
between 20-70 characters
and include Purdue in the
title if relevant.

DESCRIPTION: 5000
characters; at the end of
the description, create a
separate line with three
hashtags that will appear

below the title once posted.

Video: 16:9 (1280 x 720 px) for normal videos

YouTube Shorts are 59 seconds or fewer and
have a ratio of 9:16 (1080 x 1920 px).

By default, videos can be up to 15 minutes long.
However, verified accounts like the Purdue University
official channel can upload videos longer than 15 minutes.

YouTube allows you to provide your own closed
captioning for accessibility in your videos. Add a
transcription for each video.

Keep titles concise so copy is clear in the

YouTube Shorts feed.

YouTube Shorts do not have thumbnails. A frame
from the video will automatically be selected.

12
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YouTube
Thumbnail
Tips

TIP

Consider the elements of

a YouTube video outside

of the video itself, including the

title, description and thumbnail.

Purdue University

Home Videos

PURDUE UNIVERSI
IN INDIANAPOLIS

PURDUE LEADS

TY

SEMEINDLETT 00

y
Ce

BOILERMAKER BASKA2010

VA

FORMER -
NASA ASTRONAUT j"

EXPLAINS HIS

PATH T0 SPACE

THE
GREATEST
SPECTACLE
IN COLLEGE

£ RACING

STEP INSIDE: Purdue Grand
Prix Foundation

46K views * 4 months ago
CE

K #

37

Shorts Live Podca

Oldest

Purdue University :
in Indianapolis is
building the fut...

260K views - 2 weeks a...

Experience
spring at Purdue

University's We...
1.8K views - 3 weeks ago

Recap:
Semiconductor

leaders speak a...
304 views - 3 weeks ago

Boilermaker
basketball's

legacy is create...
476K views - 2 months...

How do you
become an
astronaut? | For...

477 views - 2 months ago

SOME
* /THINGS ARE
BIGGER

& / 2 THAN
e BASKETBALI, _

STEP INSIDE: Paint Crew

33K views + 6 months ago
cc

Visuals

Design your thumbnail to be legible in small formats.

Use large, readable fonts. Don't forget about proper
color contrast for accessibility compliance.

Your thumbnail should provide insight for
viewers into what your video is about.

Leave room in the thumbnail design for populated
elements like the time stamp, play button, etc.

Ensure the thumbnail is both high resolution
and eye-catching.

If your video is part of a series of videos or a
campaign, consider using a thumbnail template.

For example, the “Step Inside” series on the Purdue
YouTube channel uses a similar thumbnail layout for
each of the episodes in the series.

13
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Giphy -

Giphy can be used to add GlIFs and
looping animations to Instagram
and Facebook stories.

GIFs and stickers can accompany 1 i BnIlER u P

any campaign, especially when
you are looking for audience
engagement and excitement. We
have added a database of Purdue-
themed GIFs that can be used to

bring motion to posts. Hin IJIW

Visit giphy.com/PurdueUniversity
to see the options, or use the GIF
search tool on your platform to
search “Purdue!’

Q [
PROUD
IR
MOM all
]

CONTACT

Purdue Brand Studio has a verified Giphy account.
Julie Sadler (jsadler@ purdue.edu) can assist in
creating and uploading GIFs.

PURDUE
BOUND

14


http://giphy.com/PurdueUniversity
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EFH‘EP}‘IE ‘ The Persistent Pursuit P=
Sharing Links From
the PU rdue Newsroom on connections he observes at racetrack

Social Media

When sharing content from The Persistent Pursuit,
the following will automatically populate from

the webpage: hero image, title of page and short
description of page.

This feature reduces the need to build graphics
and adds copy on your post. Be aware of this when
planning post copy and graphics.

The open graph (OG) image/social image is the
thumbnail automatically created from the story's

hero image. The social image can be used by search Purcue s st Vining specialzesinpining v a g everts e th Incanapos MatorSpeecy, whee e
engines and Social networksl For universal Support[ has worked each year since 2018. (Purdue University photo/Greta Bell)
the preferred size is 1200x630. wavan, 204 | oo s L Bl = <

Alumni artist Justin Vining believes the bonds
people build during the month of May tie into the
meaning of life

Artist Justin Vining wasn't exactly a racing fanatic when he first sought an opportunity to paint at the Indianapolis Motor
Speedway during the month of May.

Utilize this feature as often as possible. These preview elements

STORIES.PURDUE.EDU
Indy 500 artist moved by deep connections give viewers a sample of what they can expect on your site.
ek s s DL e Clicking the preview leads to the linked page.

Facebook preview

Remember that LinkedIn has moved toward making these
—n, previews smaller. To stand out in feeds, include another visual

Indy 500 artist moved by deep connections he observes at racetrack

| instead.

.“'7 stories.purdue.edu

LinkedIn preview
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Exposure
Galleries

When sharing an exposure gallery
on Facebook, X and LinkedIn, the
first image in the gallery is what will
populate on the platform.

Visit Purdue Exposure Galleries
to see more and subscribe to
notifications when new galleries
are added.

@ https: //purduenews.exposure.co/2024-spring-
commencement

2024 Spring Commencement

From purduenews.exposure.co
@ Everyone can reply

B8 -0 B @

Purdue University

FE

PURDUE @ ‘furtueeds Storiesof Purdue

UNIVERSITY. v © @ E in N

| - T & =
2024 Spring Commencement

MAY 1274, 2024

Purdue University Alrport: Inaugural Gommerclal
Flight Ceremony

MAY 167H, 2024

Purdue Global Spring 2024 Commencement
Purdue @lobal Spring Commencement in Indiana
Gelebrates nearly 1,500 graduates

MAY 87H, 2024

16
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