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Getting your message out via social media 

Presentation summary, 13 December 2022 

Kirsty Cunningham, Senior Communications Adviser, CMI–U4 

 

Use social media to influence how the world views your organisation 

As a policy organisation, you can use social media to influence how the world sees you and your 

work. If you want your research to be visible for the world, social media can help you. 

 

If you use social media well, it helps you to stay top-of-mind among your target audience. 

So that when something occurs where you have the expertise available to give advice and input, 

you’re the one who potential collaborators, media, or policymakers think about contacting first. 

• Speed. Social media enables you to spread ideas and share information fast when it’s 

needed. The cost is low, but there is a cost in terms of time and some design investment. 

• Remind your audience about your expertise and quality regularly. It’s when you’re 

remembered that the opportunities where you can achieve impact with your research 

can happen. 

• Social media is a tool for build your brand in the longer term. It is therefore a good idea 

to maintain your social media presence also when nothing special is happening internally 

or externally. 

• Your social media presence should show the best side of you are and what you do. 

• Build trust by posting clear, consistent, and recognisable messages that reflect your 

mission and vision. 

• You can run social media accounts at different levels – an individual or researcher, 

project, department, or organisation. These different approaches will generate different 

types of two-way communication with followers. 

• Social media extends your ability to network, especially as individuals. 

• Take some time to engage with content from others to learn what works on social 

media, and to discover opportunities for collaboration where you have something to 

contribute, etc. 

You can reach further than your think 

With the right content at the right time, your presence will be noticed far wider than within your 

group of followers. Take an interest in your analytics to learn what works for your type of 

audience and content. If you’re starting out, don’t worry that your outreach statistics are lower 

than other bigger accounts, try to just compare to your own previous posts to ensure you’re going 

in the right direction. We know from surveys that many policymakers, academics, and 

bureaucrats can be shy on social media, and don’t respond or ‘like’ a lot of content all the time. 

But this doesn’t mean they don’t take notice of your content. 
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Example of a tweet on the right that a lot more people have seen than the number of followers on the 
account. This was helped by someone with a lot more followers re-tweeting the post. Excellent 
content has a high chance of getting shared. 
 
 

 
 
Example of a U4 Tweet – a thread with several linked messages – with average metrics. See how 
only ten clicked ‘like’, five retweeted it, but 661 have seen it in their feed, and 51 engaged with it. 
Engagements means ‘total number of times a user has interacted with a Tweet. This includes all 
clicks anywhere on the Tweet (including hashtags, links, avatar, username and Tweet expansion), 
Retweets, replies, follows and likes.)’ 
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Put your audience first – what do they want and need? 

Real impact comes from changing the way people think and what they do. Who do you define as 

your target audience? This should be clear to you every time you create content for social media. 

Consider these three audience levels and how your message will resonate with each one. 

1. Primary: Who can take direct action to affect your desired outcome? 

2. Secondary: Who advises or influences your primary audience? 

3. Tertiary: Who evaluates your communications and forms opinions about your 

organisation? (Eg. your funders?) 

 

Go where your audience is already 

Choose social media platforms that are already the most popular among your main target 

audience. It’s common for small policy organisations to use at least Twitter, Linkedin, and 

Facebook. But also be careful that you don’t spread your human resources too thinly across 

platforms. Consider the time needed for each platform, and that the content often needs to be 

shaped a bit differently on each one. 

Are you aiming to reach young people? Then you most certainly should use TikTok. 

 

Create effective messages through think–feel–do 

Decide what you want your audience to THINK, FEEL and DO when they see your message. 

1. Think: 

What do you want your audience to think about your organisation and expertise? Or 

about a specific topic. 

a. Is it for example that they understand why something is important or urgent, and 

how something works? 

 

2. Feel: 

What emotional response do you expect from your audience and how do you want them 

to feel about your work?  

a. Eg. Feel hopeful and encouraged to pursue more knowledge? 

 

3. Do: 

What action do you want your audience to take and how do you hope to influence their 

behaviour? Give them options… 

a. For example link to accessible resources, instructions, and tips to use, share, 

spread the word, subscribe, etc. 
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Make your content recognisable as coming from you 

Shape high-quality social media content that builds your brand and makes audiences quickly 

recognise that you are the source. 

 

 
Nesta – a UK innovation foundation – and Prospect magazine uses visual cards with their look, 

feel, and logo so that when other organisations reshare the content, it’s easy to identify the 

original sender. 

 

 
The International Institute for Environment and Development in the UK uses their profile colours 

and logo to share new research insights on Twitter. 
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• Be consistent in your tone of voice to make a lasting impression and reduce noise and 

confusion. Experiment to your social media ‘personality’ and try to implement it across 

your channels. 

• You can use so-called ‘user personas’ to determine what voice (and content) is most 

fitting. Use language that resonates with your archetypical targeted social media user. 

• (U4’s tone of voice is neutral and low-key, to reflect our academic linkages. We also take 

care to ensure that our language is accessible for people who are not specialists or 

academics, and for people whose first language isn’t English. 

• One review of think tank tweets showed that posts with images get 30% more retweets 

and 40% more likes.  

• Make sure your visuals are both high quality and simple to read and understand. Don’t 

squeeze in too much text or data. ‘High quality’ is the impression you want to make, and 

you can secure it with professional looking pictures and text that adhere to your brand 

and style guide. 

• Videos and talking heads can be effective. Be aware that even short videos can take 

quite long to produce well. A good tip is to add subtitles since many viewers have sound 

switched off when scrolling. 

• On Linkedin it is possible to include several slides with images that contain information. 

• Some useful tools for visuals: 

o Canva.com Use it to create social media cards for free with simple-to-use 

templates. Upload your logo and images, and easily make create cards in the 

right size for each social medium. 

• Find free, creative commons or public domain photos on Unsplash and Flickr. (Always 

credit photographers when it’s due. Respect the law on use of photos with identifiable 

people). 

 

Always add insight 

Not many people are as interested in what you’re up to as they are in their own personal growth 

through learning something new and interesting. Make sure your social media content adds 

value to people’s feed. 

 

Think like a journalist and lead with the best part. Show your audience the news, insights, and 

findings from the very start. Avoid talking ‘about’ your work. Just share what it is you know (and 

don’t just tell them that ‘there is something that we know, and we’re very excited’ – it’s not so 

useful).  

 

If you share clear and compelling insights directly in your social media messages. People who 

don’t have interest in or time to click on your resources, will still learn something and connect 

their new knowledge to you. We all like to be informed and know new things with minimal effort. 

https://xd.adobe.com/ideas/process/user-research/putting-personas-to-work-in-ux-design/
https://parsonstko.com/how-think-tank-visuals-drive-social-media-engagement/
https://www.canva.com/
https://unsplash.com/
https://www.flickr.com/
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Twitter has short messages, but you can link several messages in a thread. That way you can 

share more complex knowledge in one go. 

 

Make it effortless for readers to understand you by using words as you would speak them. For 

texts in English, you can use readable.com to see if your text is easy to read. Simpler texts with 

active language are more memorable. 

 

Use more statements than questions. It shows that you are an authority on your subject, and not 

just looking for answers like so many others. 

 

 Example of a Twitter post whith a lot of 

content but not any clear insights, 

implications, or recommendations to easily 

absorb upfront. 

 

Avoid using the words ‘focus on’, ‘looking 

at’ and similar – it leads you into talking 

about your work instead of spreading a 

concrete message. (And unless you know 

someone closely, you probably aren’t so 

interested in their level of excitement). 

 

 

 

 

 

 

 

 

 

 

https://help.twitter.com/en/using-twitter/create-a-thread#:~:text=A%20thread%20on%20Twitter%20is,by%20connecting%20multiple%20Tweets%20together.
https://readable.com/
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A post with missed opportunities for 

sharing new insight. All we learn here is 

that they have events. This post is likely to 

only generate engagement from family 

members and those who were there. 
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This U4 Twitter thread presents the main points from a recent study. Readers can learn 

something even if they don’t click to read the full study.  

  

https://twitter.com/U4_ACRC/status/1600517551741599747
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This example from Linkedin shows that to share complex information can be tricky. It is hard to 

know what to make of this post as it seems to contradict itself. Test complex messages on 

someone who is not already familiar with the subject to see if it is clear. 
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Beware of ‘corruption fatigue’ 

Messages about corruption can make things worse. UK research on anti-corruption messaging 

describes ‘corruption fatigue’ as ‘the belief that the problem is simply too big for any one person 

to make a difference [and this] generates despondency. It makes individuals more likely to go 

with the flow than to stand against it.’ 

 

Avoid generalised messages that just highlight the negatives about corruption, as it can kill 

people’s hope. Instead, gear your messages towards specific challenges and related actions that 

can contribute positively. In photos and choice of words, try to show the ideal we work towards 

(create hope) more than depicting the problem. 

 

U4 Linkedin post with messages 

geared towards options going forwards 

as we seek to improve specific 

challenges. 

 

 

https://policystudies.blogs.bristol.ac.uk/2021/12/09/anti-corruption/
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