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PRINCIPLES

• Open and transparent communications – plain language is 
key

• Commitment to regular, sustained communications across 
multiple platforms

• Coordination and sequencing of all key announcements

• If we don’t have the answer yet, we say so and give a 
deadline

• Creation of new products to engage audiences moving 
forward
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THREE THEMES

• UofT and the work it was doing on COVID-19 research

• UofT and the “mobilization” of UofT resources to help 

community and country battle COVID-19

• UofT is a caring and resilient community
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INCREASED DEMAND FOR OUR CONTENT

UofT News page views (year over year):

• March 2020: Pageviews increased by 71%

• April 2020: Pageviews increased by 102%

Breaking News Experts (year over year)

• March/April 2020: increased by 694%
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CREATION OF EXPANDED DIGITAL 
ENGAGEMENT TOOLS

UTC Created several new digital products:

• COVID-19 website – launched March 13, 2020 – 425,404 pageviews

• What’s Next podcast w/ Vivek Goel – first episode posted on March 30, 
2020; more than 1.65M views over 20 episodes, 2.8M impressions

• The New Normal podcast with Maydianne Andrade – first episode posted 
on April 19, 2020; more than 223k views over 6 episodes and preview, 374k 
impressions

• 3 Qs at the U with Science Sam –YouTube series with Dr. Samantha 
Yammine (UofT alumna), first episode posted on May 4, 2020; more than 529k 
views across 5 episodes and preview, 1M impressions

• Biology in your Backyard – YouTube series with UTM Professor Marc 

Johnson & his children; first episode posted on April 6, 2020; 26 videos, about 

6,000 total views
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https://www.youtube.com/watch?v=ICotPERgybQ
https://www.youtube.com/watch?v=VJvkcxpuNjM
https://www.youtube.com/watch?v=-PJ_e4dJB28&t=282s
https://www.youtube.com/watch?time_continue=22&v=iEiGQy1HMRg
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CREATION OF EXPANDED DIGITAL 
ENGAGEMENT TOOLS 

• UTogether – COVID-19 e-newsletter; Five editions published since April 
16, 2020, Average Open Rate: 42.58%, Average Click-Through Rate: 
8.92%

• UTM Connects – weekly e-newsletter for faculty & staff; first issue 

distributed on April 3; Faculty – Opens: 58%, Clicks: 11.4%, Staff – Opens: 

48.4%, Clicks: 11.6%

• UTSC Daily Update – daily staff/faculty e-newsletter; Average Open Rate: 

55%

• Thank You initiative – Advertisement thanking UofT hospital partners, 
researchers, clinicians, students & alumni appeared in the Globe & Mail 
and the Toronto Star on April 4, 2020 then again in the Toronto Star on April 
11, 2020. Over 22,000 clicks to the U of T News story from paid social 
media, 1.6 million impressions and a high engagement rate of 10%.

• “This is U of T” video by President Gertler – posted on May 9, 2020; 
627k views, 1.39M impressions, 34k+ likes/reactions on Facebook
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https://utoronto.sharepoint.com/:b:/r/sites/hre-oshr/covid-19/Communications/___Briefing%20Notes/UofT%20Thankyou_Globe%20and%20Mail_Full%20Page.pdf?csf=1&web=1&e=a7v4Mo
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UTOGETHER2020: MOVING TOWARDS THE FALL

• Move from reactive crisis communications to more 
proactive, strategic communications

• Build and implement an integrated rollout across the 
University

• Develop a research-based content strategy that makes our 
community feel safe and prioritizes a first-rate educational 
experience

• Tone: Our Caring Community

• Create content on different channels for specific audiences 
with key objectives in mind

• Innovation Lab: creating new products, working with Student 
Life, Student Recruitment, Divisions, Federated Colleges.
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COMMUNICATIONS FRAMEWORK FOR 
UTOGETHER2020

• Safety

• Academic excellence

• Student Experience – Building on our caring, connected and 
resilient community

These key messages should be developed and refined, and 
the language should be used consistently across all 
communications
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PHASES FOR COMMUNICATION FOCUS

• May - July – recruitment and retention

• August- September “Welcome Class of 2024”

• September – January – “Life at UofT” ”staying connected”
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THANK YOU
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