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Getting 2 Zero with Social Media: The Science of Engagement

Abstract

Community engagement is critical to the success of the Getting 2 Zero initiative. Whether on a local, state or national level, social
media is a helpful tool allowing organisations to reach and engage with their communities. With multiple popular social media
platforms (Facebook, Twitter, Instagram, Pinterest, Google+, LinkedIn, YouTube, etc.) it can be confusing to work out how and
where to focus often limited time and resources. Using examples (both successful and less than successful) from the science
communication field, this presentation draws on personal experience, the psychology of engagement and the science of social
media communication to share lessons learned in creating engaging posts, effective advertising campaigns and how to measure
your social media success.

Introduction

Social media is an important part of any wider communication and engagement strategy. It offers the capacity to reach a wide
audience, allowing your community to share your journey and also provides the opportunity for people to actively participate,
even if they are not geographically, physically or financially able to directly assist in your work. The nature of digital and social
networking media trends, tools and strategies are changing on a regular short-term basis, so it can be hard to review what works
and plan your campaigns accordingly. Sustainability, effectiveness and reproducibility have been identified as three key areas
required for a successful social media campaign (Norton, 2013).

How are Australians engaging in social media in 2013?

65% of Australian report they use social media in 2013. Data from the Yellow Social Media report released in June 2013, shows
that 67% of these users are accessing social media via their smart phones. Roughly one third of companies using social media don’t
have a strategy to drive traffic to their social media sites, showing that businesses haven’t been as quick to adapt to social media as
consumers have. Defining the goals in terms of your target audience reach, interest and influence, is a critical aspect that should be
considered in every social media undertaking. What will success look like for your social media program? It sounds logical, but
nearly 20% of Australian businesses don’t stop to define what success will look like before launching their social media profiles.
Allocating sufficient resources, in both time and staff, is an important consideration for success. Social networking sites attract
different audiences in different ways. The key aspects of Australian use and organisational resourcing requirements of Facebook,
Twitter, Google+, Instagram, YouTube, Pinterest and LinkedIn will be covered.



What doesn’t work?

Social network media works best when you engage in conversation with your community. Facebook pages or twitter feeds that
only post repetitive, one line broadcasts tend to have poor levels of reach and engagement. By creating content that people
connect with and feel inclined to share, the potential of every post to grow your community and the reach of your cause is
maximised.

What works? A case study of science communication using Facebook

IFLS is a global science communication success story. With over 6.5 million followers and boasting a 50%+ engagement rate, it is
the most popular science page on Facebook. Comparatively, ScienceAlert, which uses the same formula of teaming interesting
science facts from reputable sources with great imagery, has 3.47 million followers but only a 6.2% engagement rate. So what’s
going on? ScienceAlert’s Managing Director, Chris Casella shared their strategies to growing and maintaining online communities
and it appears the key to the difference in engagement is advertising. A 10% engagement level seems to be the ‘norm’ for Pages
posting content on a regular basis. Whilst advertising and sponsored stories have added reach to posts and successfully grown the
number of ‘likes’, it has not resulted in a universally actively engaged audience (Casella, 2012). This can also be seen in other fields,
such as media and product marketing. This is interesting, but only available to us because Facebook currently chooses to display
the ‘talking about this’ metric on Pages. For a few days in July this year, this metric disappeared and it became impossible for
consumers to decipher which Pages were genuinely popular and which were just heavily advertised. A timely reminder that
Facebook’s algorithms dictate what material is available to be seen and can change with no notice at any given time.

Why is it working? The psychology of engagement

Research into the psychology of engagement and persuasion to your cause, shows that six basic human behaviour tendencies are
key to generating a positive response: reciprocation; consistency; social validation; liking; authority and scarcity. These will each be
discussed and their relation to social media campaigns illustrated with examples.

Things to do when you get back to your office and social media

Make sure your website works on mobile devices. Use social media to drive traffic to your website and make sure your website
has links to your social. Use high quality images in posts. Liaise with skilled photographers or use CC sites like Flickr to find high
quality images to post with content. Attribute source of images/photo’s if not your own. Plan your campaigns in advance, define
your audience, determine what success will look like and draw on the scientific principles of successful communication to maximise
your reach and engagement with your online community. Monitor what others in your field are doing and identify allies you can
work with for mutual benefit. Capture and review the data available through sites like Facebook and Google analytics to evaluate
success and consequently refine your campaigns moving forwards.

References
Bik HM, Goldstein MC (2013) An Introduction to Social Media for Scientists. PLoS Biol 11(4): el001535. doi:
10.1371/journal.pbio.1001535

Norton T (2013) Social Media Strategies for Advocacy and Targeted Communications (v.1.0). Internews. Available online under
Creative Commons Attribution-NonCommerical-ShareAlike 3.0 licence.

Wilkerson D (2012) The Ultimate Complete Final Social Media Sizing Cheat Sheet: Infographic. Lunametrics. Available online.
Yellow Social Media Report (2013) Sensis in association with the Australian Interactive Media Association. Available online.

Casella, C (2012) Maintaining online communities and growing them. ScienceRewired Launch Event. || October, Adelaide,
Australia. Available online.

Cialdini, RB (2001) Harnessing the science of persuasion, Harvard Business Review. October, 2001. Available online.


http://www.plosbiology.org/article/info%3Adoi%2F10.1371%2Fjournal.pbio.1001535
http://tim.anewleaf.com.au/files/2013/03/Social-Media-for-Advocacy-v1.pdfC:/Users/nell.thompson.AA/Documents/Adobe
http://tim.anewleaf.com.au/files/2013/03/Social-Media-for-Advocacy-v1.pdfC:/Users/nell.thompson.AA/Documents/Adobe
http://www.lunametrics.com/blog/2012/11/12/final-social-media-sizing-cheat-sheet/C:/Users/nell.thompson.AA/Documents/Adobe
http://about.sensis.com.au/IgnitionSuite/uploads/docs/Yellow%20Pages%20Social%20Media%20Report_F.PDFC:/Users/nell.thompson.AA/Documents/Adobe
http://vimeo.com/52009244C:/Users/nell.thompson.AA/Documents/Adobe
http://digitalinnovationtoday.com/downloads/CialdiniHBR.pdfC:/Users/nell.thompson.AA/Documents/Adobe

