
Communicating Effectively:



 Why Use Social Media?
• Who uses it?
• Which platforms are best for Fisheries Management?

 The Gulf Council’s Social Media Experience
• Analytics
• Best practices

 Lessons Learned/Recommendations



 Council communication focuses on three goals:

 In recent years, social media usage has increased across all 
demographics.

 Most people access news from social media sites.
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1. Education 2. Involvement 3. Compliance
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-Pew Research Center



-Pew Research Center



A majority of social 
media users use 
YouTube and 
Facebook
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Facebook Twitter Instagram YouTube Blogs

Benefits • Dialogue
• Document 

sharing
• Relationship

building
• Widespread 

audience
• Analytics
• Links to action

• Media 
audience

• Dialogue
• Links to 

action

• Fastest 
growing

• Young
audience

• Digestible
• Embeddable
• Most popular 

social media 
medium

• Large
content

• Links to 
action

• Sharable 
content

Challenges • Monitoring
• Character

limitations
• Government 

policy
• Not record

• Fishing 
audience

• Character
limitations

• Not record

• Photo-based
• Non-

conversational
• Non-

informational

• Steep 
learning 
curve

• No dialogue

• Small
audience

• Not stand-
alone

• No dialogue

Gulf Council
Use

Active In-active None Active Active
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Gulf Council Communications Analytics 2017

Youtube Video 
Views

Facebook 
Impressions

Blog Reads Website Page 
Views

Email
Listerve
Opens

11,095 2,394,837 40,764 285,806 80,047



2015 2016 2017 2018
1st Quarter Sessions 27,827 33,707 31,534 34,657
Annual Sessions 114,837 137,993 132,878 N/A
1st Quarter Page Views 61,217 68,524 65,508 78,343
Annual Page Views 353,646 281,155 285,806 N/A
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2015 2016 2017 2018 YTD
Subscribers 3,609 3,511 4,011 4,162

Publications 89 89 69 20

Open Rate 36.33% 33.37% 35.79% 32.22%

Unique Opens 78,888 79,288 80,047 40,816
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2015 2016 2017 YTD 2018

Followers 4,914 6,221 8,709 8,911
Engagements 30,015 39,006 141,921 13,352
Impressions 520,488 471,135 2,394,828 218,241
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What to post:
 Meeting notices
 Regulation changes
 Issues up for public comment
 Relevant articles
 Fish facts
 Links to Council materials

Effort vs. Outcome
 Daily+ staff commitment
 Highest trafficked Council 

communication methodology

Tricks of the trade:
 Take advantage of Facebook’s 

newsfeed algorithm “EdgeRank”
 Use a content management 

program
 Clearly outline the rules of 

engagement and purpose of your 
page

 Remove unproductive comments
 Track abusive users
 Share your analytics



Good

Bad

Ugly



VS.



2015 2016 2017 YTD 2018
Total Views 7,655 7,216 11,095 2,639

Video 
Views

2,792 604 1,684 0

Videos 10 7 12 0
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What to post
 Public hearing and Scoping videos
 Educational videos
 Tutorials

Effort vs. Outcome
 Steep learning curve
 Little maintenance
 Emersion learning

Tricks of the trade
 Keep it short
 In-house production
 Turn off comments



2015 2016 2017 YTD 2018
Page Views 15,481 49,992 40,764 2,639
Post Views 4,635 9,881 6,836 1,073
Posts 6 12 7 3
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What to Post?
 Original content
 Council meeting previews
 Council member 

bio’s/interviews
 Articles that address common 

questions
 Special Council efforts

Effort vs. Outcome
 Requires generation of 

content
 Content shared across all 

platforms

Tricks of the Trade
 Make it pretty
 Write articles to answer 

frequently asked questions



 A majority of people use social media across all 
measured demographics

 People who use social media use it as their primary 
source of news

 As communicators we should make every attempt to 
reach people where they’re accessing information

 There are pitfalls to social media use, but in the case of 
the Gulf Council, it’s proven to be worth the effort. 
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