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“Storytelling is the most powerful way to 
put ideas into the world.”

-Robert McKee
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Methods/Materials
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Conclusion

Discussion

Recommend “Science Storytelling” Workshop by Sara El Shafie.

https://www.sara-elshafie.com/workshopsx
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What story do you want to tell?

● Fact sharing vs science communication vs storytelling
● Every fossil is worth 1000 stories
● Center people, places, and events to connect audiences
● Are you the main character or the narrator?
● “Stories that whisper”: https://youtu.be/8hXIHQurRfE 

https://youtu.be/8hXIHQurRfE
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What story do you want to tell?
- Connecting stories: accessibility, relatability, and perspectives
- Cultural
- Ecological
- Contemporary
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Broadening Perspectives & Connections

- Local, regional, global, universal
- Deep time and audience’s “Moment of Time”
- Call-to-Action
- cultural, political, economic, historical, geological, ecological

- Recommend: National Geographic Education Framework & Storytelling 
Courses
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What Platform is best for your story?

Do feel like you have to use every platform. Find the one that is best 
for your story. 

- Long format videos: YouTube, IGTV
- Short format videos: Insta Stories, TikTok
- Photo stories: Instagram
- Fact sharing: Twitter
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Who is your audience, and how do you reach them? 

• Twitter: academics, scientists, teachers, 
professionals, celebrities

• Facebook: teachers, middle aged and older lifelong 
learners

• Instagram: teachers, younger adult lifelong learners
• Tik Tok: youngest learners!
• YouTube: everyone! Teachers/students, hobbyists.
• Be open to new platforms and watch trends:

– Twitch.TV, Discord
– Clubhouse, Hive
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How to tell your story.

• Visuals + Words
– Graphic Design ≠ art, keep it simple
– 7 principles of graphic design
- Sometimes a simple, clean photo is best

- Video, audio, animation
- *Always have an inclusive mindset*

- ALWAYS CREDIT YOUR SOURCES!!!!!!!!

Want to connect?
paleoparadox.carrd.co
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Tools for Social Media Design and Scheduling

Graphic Design: 
• Canva

Video:
- Adobe Spark, iMovie, 

YouTube Studio
Post Scheduling: 

• Hootsuite
• Later
• Buffer
• Countless more!

www.canva.com
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Working with Undergraduates (& Volunteers)

• Consider diverse 
majors/backgrounds: 
marketing, 
communications, 
journalism, education, etc.

• Promote them and their 
work on your 
socials/website!
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Working with Undergraduates (& volunteers)

• Develop and use a 
protocol to set 
expectations for 
content. 

• Always have final 
review before 
anything gets 
posted!
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Strategic Communications Ecosystem

https://docs.google.com/document/d/1Md-PHJ5EokYTjiT2
80TLuHsieJeBrhbDA9alhXGMnuk/edit?usp=sharing

- Organic vs Paid growth
- Likes vs Engagement
- Influencer vs Storyteller

https://docs.google.com/document/d/1Md-PHJ5EokYTjiT280TLuHsieJeBrhbDA9alhXGMnuk/edit?usp=sharing
https://docs.google.com/document/d/1Md-PHJ5EokYTjiT280TLuHsieJeBrhbDA9alhXGMnuk/edit?usp=sharing
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Measuring Success

• How will you know your social media efforts were 
worth the time and resources? 
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Measuring Success

• All social platforms provide basic analytics. 
• Some key terms: 

– Reach (FB, Instagram)/Impressions (Twitter): the number of 
unique accounts that saw your content. 

– Engagement: the number of interactions with your content. 
Usually likes, comments, shares. 

– Engagement Rate: Engagement/Reach. This allows you to 
compare content and see what your audience likes best. 
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Measuring Success

Engagement Rate

6.5%

4.6%

5.6%

3.8%

4.1%
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Diversity, Inclusion, and Accessibility

• Work to make social content accessible: 
– Use plain, understandable language
– Use Camel Case for hashtags (#NaturalHistory vs. #naturalhistory)
– Provide alt-text for images
– Use captions on videos

• Webcaptioner.com 

• Universal design
– http://universaldesign.ie/What-is-Universal-Design/
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Diversity, Inclusion, and Accessibility

• Work to make social content diverse & 
inclusive: 

– Promote the work/experiences of historically excluded 
people

– Incorporate untold perspectives and details
– Don’t shy away from uncomfortable history
– Connect to the story
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Diversity, Inclusion, and Accessibility - Example 1

Promote the work/ 
experiences of 
historically excluded 
people
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Diversity, Inclusion, and Accessibility - Example 2

Incorporate untold 
perspectives and 
details
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Diversity, Inclusion, and Accessibility - Example 3

Don’t shy away 
from 
uncomfortable 
history
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Overwhelmed? Try some backwards planning!

1. Decide on your audience and story. 
Who do you want to reach with social media (audience), and what do you want to 
tell them (story)?

2. Decide on your platform(s) and frequency. 
How much time do you have for social media each week? What is a reasonable 
amount that you can produce? Which platform can help you accomplish your goals 
considering your time limitations? 

3. See what’s already out there!
Lurk on the social platform you’re interested in, and see what’s already popular 
related to your topic. 

4. Find your niche and dive in!
What’s missing from the existing social media chatter? Get creative and share your 
message. 
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What if you’re tasked with promoting a conference?

● This is a very different setting than your everyday posts
● Focus on the conference but tie it to your goals
● Use a hashtag to identify the posts
● Use the voice of the presenters for content and yours for 

announcements
● Include your sponsors!
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What did we do for #SPNHC2020?

● Form a team of volunteers!
● Assign tasks and roles, and 

communicate
● Harvest tags from authors and 

institutions
● Post talks on YouTube (with permission)
● Take first slides of talks and posters

○ Facebook: create albums with 
sessions

○ Twitter: live tweet
● Engage, interact, connect

○ Capture new audiences!
● Be respectful and mindful
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How did we perform?
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How did we perform?
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How did we perform?
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What did this mean for the Society?
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Now what? #SPNHC2021

We get to do this all over again…

And we hope you join the conversation!
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Webinar series survey:

https://ufl.qualtrics.com/jfe/form/SV_8nQeWXm6636Tqo6


