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Abstract

Mass media have become the most prominent channel for the public to gain knowledge about
science and to participate in scientific activities. This research aims to explore how scientific research
institutions disseminate scientific knowledge and engage with general public through media,

especially social media characterizing with two-way, interactive, and innovative communication.

It takes an annual Open House campaign as an example to examine how the research institution
makes use of social media and to what extent social media have benefitted the publicity and
interaction with the public. By applying AIDA Model, a classical model useful for understanding
consumer response and thus communication effectiveness, this research gathers, categorizes, and
analyzes posts as well as responses, mainly on Facebook Fan page, from users in relation to the one-

day activity.

This study points out that, despite a nascent trend, social media have made an impact on

promoting activities and engaging with potential participants. Key results of the study are as follows:

1. Social media have played a significant role in promoting activities and maintaining publicity
of scientific research institutions. Evidence can be observed through the trend of increasing number
of fans, total number of visitors to the event, and the number of various responses to the posts of
promotional activities.

2. Elevation of the level of campaign post according to AIDA model can promote the response
level and bring better publicity effect for the activity.

3. Facebook message and annotation functions have been seen to improve the effectiveness of
publicity, expand the interaction between organization and end users, and create a sense of

community.
This research concludes that social media have the potential of enhancing interaction, warming
up and maintaining the activity, raising the popularity and publicity effect of the event, and will

positively help the scientific research institutions to spread the event.

Keywords: science communication, social media, AIDA Model, publicity effectiveness,

scientific research institution
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SNS Platform Main Features / Functions

Post long-form content (e.g. video, news article, pictures);
browse newsfeed of friends’ updates; “like”, comment
and share content

Post short messages (140 characters or less) containing
links to articles, photos and videos; microblogging; use of
% (hashtags) searchable by topic

Post filtered photographs and short videos, add captions,
use of # (hashtags) searchable by topics; like and
comment on photos and short videos posted

Post content (photos, videos) to selected individuals;
Snaps are deleted sfter & specified period of time; add
filters and lenses to posted content; “Discover” channels
with branded content
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