


Discovering inventive, often 
ever-changing ways humans 

express themselves every day 
 

      – Communications exhibit, 
Liberty Science Center, NJ 



As illustrated in this exhibit at Liberty Science Center, co-
sponsored by the National Science Foundation … 
 
• We communicate to share information. 

 
• Language and the ability to communicate abstract ideas may be 

the single most important trait that separates humans from 
other animals. 
 

• Babies learn by mimicking what they see and hear around them. 
 

• Early humans left evocative drawings on cave walls. 
 

• Today we can reach around the world with the tap of a button.  



Communication investigates all the ways we express 
ourselves: written, spoken, gestural, symbolic, electronic, 

digital and more – from totem poles to texts.  

Hello, New York City … 
               Hello, Liberty Island 



NYSG is collecting data on NYC's Liberty Island for a geo-
spatial coastal mapping / restoration partner project with 

Cornell University's College of Agriculture and Life Sciences 
(CALS), Cornell Cooperative Extension. 

NYSG's Web Content Manager Paul C. Focazio, Cornell CALS summer 
intern Bryan Chan, NYSG’s Hudson River Specialist Nordica Holochuck  



As described in a series of Facebook and Twitter posts … 
 
Starting in Summer 2012, our group discussed ways to communicate 
results from  this habitat restoration project that includes sites such as 
the iconic Liberty State Park as well as Staten Island's Arlington Marsh - 
a haven for harbor herons - and Sound View, home to the 24-mile Bronx 
River, the only fresh water river in New York City.  
 
With its south-end offering a connection to Long Island Sound, the Bronx 
River serves as a reminder that "we're all connected," says Holochuck. 
Another words, what happens there - good or bad - doesn't necessarily 
stay there. "The whole focus of this project is to teach people about how 
our urban coast and its habitats change over time,” she says.  
 
Results will be presented on a Web site via a series of topographic maps, 
aerial photographs, and video clips for each restoration site. The Web site 
launch will coincide with the release of an article featured in NYSG’s Fall 
2012 issue of NY Coastlines, our flagship publication. 





A key reason we promote projects such as this one on social media 
sites such as Facebook and Twitter?  

 
To garner interest from our partner and funding organizations 





• A type of online media created by people 
 

• With the rise of Facebook, Twitter, RSS News feeds, and 
other like platforms, it presents a shift in how we discover, 
read, and share news, information and content 
 

• Facilities discussion, often with a more broad-based 
attraction, and allows readers, listeners and viewers to 
participate in the creation and development of the content 
 

• Doesn’t require pricey equipment/software; Does require 
some know-how (re: upgrades, eg. FB Timeline) 



• There are now over 2.8 billion social media profiles, 
representing around half of all internet users worldwide.  
These include  over 845 million active Facebook users and 
465 million Twitter accounts (TheSocialSkinny.com, 
February 2012) 
 

• 4 out of 5 internet users visit social networks and blogs 
 
There are 70 million WordPress blogs and 39 million Tumblr 
blogs worldwide 
 

• On average in one year, we will share 415 pieces of content 
on Facebook, we’ll spend an average of about 23 minutes a 
day on Twitter, tweeting a total of around 15,795 tweets, 
we’ll check in 563 times on Foursquare, upload 196 hours of 
video on YouTube, and send countless emails 



• It appeals to some key social behaviors … 
 
How we build our relationships,  
clustering ourselves and our likes  
with those of others 
 
How we’re drawn to influence  
(we seek influence, other times,  
acting as an  influencer) 
 
Most people use social media to stay in touch with friends 
and family, and more are doing so while on the go. About 
200 million Facebook users check their Timelines from their 
mobile devices every day. (Mashable.com, March 2012) 



This cartoon was inspired by an actual tweet on Twitter … 



Instead of trying to be everywhere, take some time to 
analyze each platform and its potential benefits; then 

develop an entrance plan for those that meet your needs. 



• New York Sea Grant joined Facebook, Twitter and YouTube in 
June 2009, following a lively social media panel discussion at a 
Great Lakes Sea Grant meeting in Alexandria Bay, NY.   
 
We also have opt-in RSS feeds for press releases, news, 
funding opportunities; opt-in e-lists via Constant Contact  
 
Facebook = More than 530 followers 
Twitter = Around 1,170 followers 
YouTube = Nearly 60 subscribers, over 140videos (2007-
Present), with a combined total of over 45,350 views 
 
NOAA (FB: 97.7K / Tw: 90.4K) and National Sea Grant (FB: 
520 / Tw: 3,239) support, use these social media platforms  



• Why did NYSG choose to use these social media platforms? 
 
We view these as additional avenues to inform both our parent 
orgs (National Sea Grant Office, NOAA) and our various user 
groups (e.g., coastal resource managers, partner orgs, 
legislators, anglers, boaters) 
 
This news – generated from 
press releases, NY Coastlines  
and Currents articles – helps draw people to our Content 
Management System-driven Web site (www.nyseagrant.org), 
where they can get additional information on a specific event 
or initiative or a more comprehensive overview of our program. 



• New York Sea Grant’s newsletter goes digital … 
 
Launched our Constant Contact account in July with the 
release of the e-version of our Spring/Summer issue of New 
York Coastlines. (34.7% open rate, 33.8% click-through rate; 
industry standards are, respectively, 17% and 3%) 
 
Produced first e-newsletter, Currents, in late August, after 
growing the e-list from around 680 to 900 – thanks to a mix 
of postcard mailings and handouts at festivals as well as media 
placements to encourage people to sign-up. (39.4% open rate, 
30.1% click-through rate) 
 
Both NY Coastlines, Currents will be e-distributed 3-4x/ year. 
Additional promotion planned before each release. 



NY Coastlines: We’ve migrated away from being 100% print-based; 
encouraging subscribers to stay connected via social media, opt-in 
Constant Contact-driven e-list www.nyseagrant.org/nycoastlines 



Currents: Launched in late-Summer 2012, this E-news supplement 
to NY Coastlines has been marketed via postcard series to opt-
into Constant Contact-driven e-list www.nyseagrant.org/ecurrents 



• Important to keep your messages clear and your identity and 
branding consistent across all modes of communication. 
 

• To avoid social media overload, make your platform URLs easy 
to remember  and market (e.g. Web site = nyseagrant.org; 
Facebook, Twitter, YouTube = [site]/nyseagrant) 
 

• Scope out what your partner organizations are posting on social 
media and writing about in their newsletters; Cite them as 
sources (if credible) on related topics – It will help strengthen 
ties, bolster relationships, and build trust 
 

• Crucial to cross-promote among your communications “vehicles” 
(e.g., newsletter, fact sheets, PRs, Web site, social media sites) 



• Use one platform to reinforce another  … 
 
Include “Web extras” to a printed feature story 
 
Promote to topical social media followers by “tagging” them 
 
Provide related links to your Web site in tweets, posts 
 
Create quality content (via print and the Web) 
 
If you’re going to be on social media, post regularly and map out 
your ideas to coincide with events – e.g., "national awareness 
weeks” … severe storms in April; boating safety in May; 
hurricane preparedness in May/June; rip currents in June 



While social media certainly has its advantages, also be aware of the 
concerns your colleagues & users may have (like those collected from a 
recent survey administered by NYSG’s Cornell University office) 
 
“Beware of the hype about the importance of these.  People are 
becoming overloaded and soon any message in these media will become 
lost in the surrounding noise of it.” 
 
“The older generation still recommends printed material” 
 
“All that stuff drives me crazy already. I am glad Sea Grant is dealing 
with it, because it will reach many people - but not me!” 
 
“I prefer hard copies of information.” 
 
“Paper in hand is still the best form of media attention.” 



• Concerns (con’t) 
 
“Sea Grant must strike a balance between current and modern 
communication and simply being annoying. Recognition of 
differing audiences and their preferred communication style is 
likely a key.” 
 
“Social media assumes people have sufficient time to sit in 
front of computer screen or hand-held device which is not the 
norm.” 
 
“Create apps for mobile devices that provide coastal 
information.  Offer webinars to extend your science-based 
information to the public and specific user groups.” 



• Concerns (con’t) 
 
“Target different groups and demographics with the media 
they use. Web site should be friendly and also mobile-friendly.” 
 
“Web based technologies are good, but social media is not an 
effective way to transfer and apply the science based solutions 
that are critical to addressing complex coastal issues.  The 
personal attention and dedication of NY Sea Grant staff is 
irreplaceable and vital to Sea Grant's continued relevance.” 
 
“I personally prefer email but Sea Grant might reach a broader 
population via social media.” 
 
“Cross market with partners” 
 
“Start by talking to the generation that is intimate with that 
media.” 




