
Effective Social Media 
& Digital Marketing 
Strategies
Half-day Workshop



Learning Objectives

• As contributors to Alberta Environment & Parks social media 
channels, this workshop aims to give you the tools and the 
confidence to represent yourself and your organization by 
effectively communicating with your audience through social 
media

• This workshop will help you understand the ever-evolving world 
of social media, how to adapt to it and use to your advantage to 
resonate with your audience



Agenda

1. Understanding the most recent science communication statistics in 
the digital space at a provincial, national and global level

2. The key digital trends that are taking place right now and how to 
adapt to them

3. The key components of a captivating social media post and creating 
valuable content

4. How to select the right social platforms and how to use them to 
improve efficiency and reach specific niche online target audiences

5. How to build up your digital presence online through social media

6. How to identify influential online content creators in your industry 
and how to leverage them to increase your reach

7. How to better manage risks posed by the digital channel

8. How to measure performance of your specific digital engagement 
activities

9. The importance of your personal brand



Understanding the most recent science 
communication statistics in the digital space 

at a provincial, national and global level



Understanding the most recent science communication statistics in the 
digital space at a provincial, national and global level

• At the end of the 20th century, science communication was focused on public 
engagement, knowledge co-creation and science in culture.

• Science communication has taken a dialogic turn, which moves beyond translating 
science and recognizes the need for direct engagement.

• This calls for a greater willingness to engage with hard-to-reach audiences.

• Many of these activities are now conducted on-line.

• Broadcast model to conversation model.



Science Journalists vs. Bloggers
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Audience Analysis



Social Media Platforms by Age



The key digital trends that are taking place 
right now and how to adapt to them



Social Media Use

• The typical internet user spends about 

40% of their waking 
life online 

• With an average of 2 hours and 22 
minutes spent on social media.

• Since the outbreak of Covid-19, people 
have been spending even more time 
online and this behaviour is likely to 
continue even after the outbreak ends.



TREND ONE: The Social Mix
• The average social media user around the world now has an 

account on almost 9 different platforms, with 

significant numbers of these users actively engaging with or 
contributing to these platforms every month. 



Does this mean you should be 
on TikTok?

• What’s important to note is that there are significant 
overlaps between each of these social platforms.

• There is potential to reach almost all social media users 
by using just one or two of the larger platforms. 

NOT AT ALL.



Key Takeaway

• When new platforms like Tik Tok comes along, it can be tempting to 
jump on board. But just because something is becoming really 
popular, it doesn’t mean it’s right for our organization. 

• Choose the platforms that you are comfortable with and where your 
audience resides.  

• This will save you more time to focus on the messaging and quality of 
your social media posts. 

We will examine how to select the right social 
platforms for you in section 4.



Trend Two: Search Behaviours

• Internet users consume information through search engines more 
than they do any other channel including TV

• But the ways in which people search online are evolving and play a 
central role in discovery and information consumption.

How have people’s search behaviours changed?



Voice Search
• Voice search is a speech recognition technology that allows users to search by saying terms aloud rather than 

typing them into a search field.

• Nearly half of all internet users age 16-34 already use voice search and voice commands 



Rise of search on social media
• Social networks have almost overtaken search engines as the most popular method of online search



Key takeaway from Trend Two

• Very few brands have optimized social media activities 

for social search. 

• The content you create will have a big impact on how 

you are found online

We will examine how you can shape your social media 

content to your audiences’ search behaviours in 

section 5. 



Trend Three: Short form 
video marketing
• Now is the time to embrace short-form video marketing. 

• Videos don’t have to be intimidating. They can be as easy as talking 
to your camera. 

• You can make them engaging by simply adding music and text to 
make them more interesting.  



Tips on engaging videos

• With people’s attention spans diminishing, 15-second 

content pieces outperform 30-second content pieces, as it’s 

enough to provide a brief preview of your content or 

message. 

• Make sure that you add text to your video content in case 

users prefer to have the volume off while scrolling.  Having 

text to accompany your video also increases watch time. 

• Add a value-based caption to encourage your followers to 

“save” or “share” your video. The value you add in the 

caption will encourage people to take action on your piece 

of content. Shared content will help your content perform 

better in the algorithm.

https://fb.watch/3gB6x0Hvmh/


The key components of a captivating social 
media post and creating valuable content



Images: Get the specs right!

• Check the platform’s specifications to make sure you 

deliver high quality images.  Low-res images reflect 

poorly on your organization.  

• Use this helpful image size guide cheat sheet from 

Hootsuite: https://blog.hootsuite.com/social-media-

image-sizes-guide/

https://blog.hootsuite.com/social-media-image-sizes-guide/


Images: Avoid Stock Images

• If you can afford to use a photographer, do so.  

• On a tight budget?  User-generated content 

(UGC) is your best friend. Sometimes your 

most creative and persuasive content comes 

directly from your actual audience and users. 

• Make sure you have permission of course and 

always credit your source.



How to find User-Generated Content



Images: Limit Text on Images

• A picture is worth a thousand words. 

• Try not to have more than 20% of your image as text.  Save those for the caption. 

• Users often scroll through their feeds so fast, a high quality image is more likely to make them stop and look 
than a bunch of text as an image.



Text: Keep it Simple!

• Keep your social post writing simple, clear 

and to the point.  

• Avoid jargon and promotional language. 

• This is your chance to convey your 

organizations personality. 

• Speak the same language as your audience

• Break up your text:  include a headline, sub-

headline, and then your main copy, with 

breaks in between each element



Text: Call-to-Action 
(CTA)
• Ask yourself what you want someone to do when they 

see your post.  

• If you’re not sure, no one else will know either. 

• Use verbs like Sign up, Download, Subscribe, Share, 
Comment, Tag or simply ask a question

• Put your users into action mode after seeing your post.



Text: Special Characters 
and Emojis

Emojis and characters add visual prominence.  Notice how these 

characters stand out:

→ An arrow is an easy way to draw attention to a link in your social 

post

☞ A pointing finger may be even better

★ Using a star can make something stand out

✔ Adding a checkmark shows that something it’s actionable



Text: Hashtags

• Social networks have overtaken search engines as the most 

popular method of online search. 

• Hashtags are basically clickable keywords or topics built right 

into your post. 

• They can increase visibility of your social posts especially for 

trending topics. 

• Coming up with the right hashtags can become tedious.  The 

good news is there are many free online sources that can help 

you generate hashtags for your post. 

• All-hashtag.com



Finding popular hashtags is easy!

• Go to all-hashtags.com



Exercise One: Create the 
perfect post
• Create the caption for this image. 

• Include headline, main copy, hashtags 
and CTA (call-to-action)

• Topic samples: 
• Climate change

• Polar bear facts

• Greenland’s ice sheet



How to select the right social platforms and 
how to use them to improve efficiency and 
reach specific niche online target audiences



Three Things to Consider When Choosing Platforms

The audience
TikTok, for instance, has a young audience looking for new the new dance, funny memes, and fun lip sync 

videos – and probably not public service announcements.  Don’t provide users with content that they wont 
be interested in.



The tone
If you are trying to reach a younger audience maybe 

something like TikTok would make sense.  

However, trying to adopt the voice and posture of an 

online community that you aren’t really connected 

with can be risky and can end up being embarrassing.  

This is hard to recover from.  You don’t want to go 

viral for the wrong reason.

Three Things to Consider When Choosing Platforms



Content and format limitations
Coming up with a new dance craze or lip syncing to music 

might seem like fun but it’s probably not the best way to 

inform citizens developments in the Covid vaccine or 

promoting a new research paper. 

You want to stick to content conventions of your chosen 

social media platform while also conveying important 

information – which means focusing on platforms that best 

delivers your message.

A social portfolio is about a variety of context, not just 

additional reach

Three Things to Consider When Choosing Platforms



Twitter

Twitter remains the top social media platform for 
conveying vital information quickly and to as many 
people as possible. 

Good for: Sharing important news and updates

Remember: People will reply to your tweets and send 
direct messages to your account, so someone needs to 
actively manage the account and respond to queries. As 
with all social media, Twitter is about engagement and 
two-way conversations—don’t use it simply as a digital 
bulletin board.



Facebook

While Twitter is great for sharing urgent information, 
Facebook is an incredibly useful platform for engaging 
with your community and putting a human face to your 
organization.

Good for: Promoting agency initiatives, educating the 
public, sharing wins

Remember: An active Facebook page will inevitably invite 
inappropriate comments, which means you need a 
comprehensive social media policy and a dedicated 
employee to moderate the page.



LinkedIn

LinkedIn creates powerful networking opportunities for 
specific businesses by making industry posts accessible 
for research and establishing credibility with other 
businesses and professionals

Good for: Networking, sharing research findings, job 
postings

Remember: Not every business professional is active on 
LinkedIn. It will take time for connections to create and 
conversations to get started. You’ll spend a lot of your 
initial time with introductions as you work on building 
connections.



Instagram

Pictures and videos are literally worth a 1,000 words of 
content. Visual graphics do a lot more than a couple tight 
paragraphs of content.

Good for: Shareable viral content.  Instagram was made 
specifically for mobile use, making it easier for users to 
share and repost your content.

Remember: Some images require a little explanation, but 
Instagram doesn’t offer much space to make that 
happen. It’s also difficult to create a comprehensive 
company bio on this platform.



How to build up your digital presence 
online through social media



Voice Search “70% of Google Assistant queries 

are expressed in natural 

language, rather than the typical 

keywords that people type in a 

web search.” (source: google) 

• Example:  “Where can I get information on water 

protection in Alberta?”  Vs. typed search “Water 

Protection”

• Web content written in more natural language structures 

may achieve a higher SEO ranking, compared to keyword-

centric content that has been optimized for text-based 

search method.



Rise of search on social media

Social networks are now the second 

top source for research after search 

engines 
• Younger users are the driving force behind the rise of 

social search, with social networks now the primary 

destination for online research amongst audiences aged 

16 to 24.



How can you ensure that your social media content strategy is 
optimized for your audience’s social search behaviours?

• Sequenced content
• This is content that engages your organization’s regular followers via a planned content calendar.  These 

may include posts such as contests, promotions, company news and updates, special  announcements, 

holiday greetings. 

• You can also use contextually specific hashtags such as #yourname #yourexpertise #specifictopics

• Standalone content
• This is ad-hoc content that have elements that can be discovered through individual social media posts 

via social search.  These may include fun facts, demonstrations, commemorating dates like National Bird 

Day, health and safety information.

• Use highly searchable hashtags such as #alberta #engineering #physics



Standalone contentSequenced content

More likely to appear in search queries and 

attract new followers
More likely to be seen by current followers



Exercise 2: Get Searched!

• Here are some keywords that are used as 
“typed search” and make turn them into 
searchable content for a social media post
• Heart health

• Covid vaccine

• Reduce carbon footprint

• Bonus points:  Create hashtags for sequenced 
content and standalone content



How to identify influential online content 
creators in your industry and how to 
leverage them to increase your reach



Finding Influencers
• But first, what is an influencer?

• A person with the ability to influence potential buyers of a product 
or service by promoting or recommending the items on social 
media.

• People and organizations who have a purported expert level of 
knowledge or social influence in their field.

• Partnering with influencers helps get your message in front of the right 
niche audience and help you grow your reach. 

• There are a ton of tools available to help you identify influencers in your 
industry.  

• Klear.com: Allows your to identify top influencers on Instagram, 
Facebook, Twitter, YouTube and blogs.

• Google (duh!): Doing some plain old Google research is a good place 
to start finding social influencers in your industry. Your searches will 
likely link you to LinkedIn and Facebook groups, Reddit 
conversations, popular blogs and websites.



Find Top 10 Science Influencers In Canada



Engaging with 
Influencers

Now that you have a hand full of the right 

influencers, how can you get them to engage 

with your brand or organization?  Here are 

some tips to get you started.

• Reaching out 

• Tag them

• Run a joint contest

• Co-host a livestream event

• Create a video series together



How to better manage risks posed by the 
digital channel



It’s a two-way conversation

• Social media platforms are built for engagement and two-way 
conversation.  

• Don’t use it as merely a bulletin board.  People can and will reply 
directly to your posts and send you direct messages.  

• Assign a dedicated employee to actively manage the account 
and respond to queries.

• An active social media account will eventually invite 
inappropriate comments and trolling on your posts.  

• Assign a dedicated employee to moderate the pages and delete 
comments. 

• Any comments you delete should be archived for Open Records 
purposes.  A simple screenshot kept in a folder will suffice or you 
can opt for more sophisticated software for archiving.



Access lists

• Keep an archive of all social media 
passwords and logins in a secure 
document and assign a colleague to 
ensure it is always updated.  

• Include names and titles of the employees 
allowed to have access to social media 
logins and do not share with anyone else.  

• Revoke access to employees who leave 
the company.



Crisis Communication Plan

Sometimes there’s no time to debate on how to handle things or 

waiting for your boss to weigh in.  A company-wide social media crisis 

communication plan allows you to respond to any issues in a timely 

manner.  Your social media crisis communication plan should include 

the following:

• Guideline as to what defines a crisis, type of crisis and 

magnitude of crisis

• Roles and responsibilities for every department

• A communication plan for internal updates

• Up to date contact information for all employees involved in 

the response

• Approval process for responses on social media

• A link to your social media policy



Exercise 3: How to 
respond
• This is a real thread that 

occurred on your Facebook 
page.  How would you 
respond to this comment?



How to measure performance of your 
specific digital engagement activities



Social media metrics you should be tracking 
to assess if your efforts are paying off

• Social media followers: 
• If your goal is into extend your network and increasing your 

reach, follower count plays an important role.  

• Get a bird’s eye view of your current number of followers to see 
where you may need to put in more effort.  

• If you have significantly more followers on Facebook, for 
example, you may want to encourage your followers to also 
follow you on Twitter to get information and announcements 
quicker.



Social media metrics you should be tracking 
to assess if your efforts are paying off
• Follower growth:

• Follower growth will show whether you are trending up or down. 

• If you can show consistent growth over several months then you can justify the efforts you are putting in.  

You can also single out a certain ad campaign, post or promotion that may have affected your follower 

growth.



Social media metrics you should be tracking 
to assess if your efforts are paying off

• Engagement: 

• Likes, comments, shares and clicks.  Tracking all types 

of engagement on your platforms shows you how 

actively involved users are with your content. 

• You can also get insights on best days and times to 

share on social media, what kind of content resonates 

the most and who your most engaged users are.  



Social media metrics you should be tracking 
to assess if your efforts are paying off
• Impressions and Reach: These terms often get confused.  

• If your goals are focused on brand awareness and perception, impressions and reach are important metrics to 
track.  

• Impressions and reach should be cross-referenced with other metrics such as engagement to know their true 
value.  For example, a post could have high impressions, but no engagement – this means although a lot of 
people saw your post, they were not interested enough to like or share. On the other hand, if a post with low 
impressions gets a lot of engagement and attention, this may tell you that the content is awesome and maybe 
you should boost it to get more eyes on it.  



Social media metrics you should be tracking 
to assess if your efforts are paying off

• Website visits:  

• Social media is a great tool to encourage 

visits to your blog, landing pages and other 

content on your website.  

• Install Google Analytics to see which 

platforms are driving the most traffic back to 

your pages.



The importance of your personal brand



Why Personal Branding is important

• A personal brand is the unique combination of skills and experiences 
that make you who you are. It is how you present yourself to the world
• Your personal brand will indicate your reputation in your field

• Establishes contacts and connections

• Develops trustworthiness

• Securing legitimacy



Tips on Personal Branding

• Have a focus

• Be genuine

• Be consistent

• It’s ok to fail

• Follow a successful example



Thank You!

Questions?


