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Today, teens and young adults are spending more time with technology than ever before.  This pilot test assessed the value of social media, specifically Instagram, as a platform to inspire conservation behavior change. In order to execute this project, the Education Team at Disney’s Animal Kingdom partnered with Disney’s Digital Media to bring inspirational animal videos and relevant calls to action to the @WaltDisneyWorld Instagram account. The Education Team provided 8 videos and accompanying captions, which our partner in Digital Media posted approximately once per week over a 3 month period. The Education Team captured likes, comments, and shares, and used these data to evaluate Instagram’s effect as a tool for behavior change. The results of this test indicate that when using the methodology employed in this study, Instagram may have a short-term positive impact on users’ attitudes, though there is no evidence that Instagram users were inspired to make long-term behavior changes. With that said, however, the world of social media is deeply complex and multi-faceted, and this report indicates suggestions for future evaluations of social media as an educational tool.
​
Introduction:

Social media has become increasingly popular in recent years, and currently 81% of American teenagers who use the internet engage in some form of social media use.  With such a large potential audience, the Education Team at Disney’s Animal Kingdom sought to investigate whether social media could effectively be used to promote wildlife-friendly behaviors.
Before entering the world of social media, careful consideration went into our goals for this project. What did we want to communicate and why did we want to communicate it? Ultimately, we decided that this effort should reflect Disney’s Animals, Science, and Environment’s (ASE) mission to connect people to nature and to positively influence their knowledge, attitudes, and behaviors about wildlife and wild places.  With this goal in mind, we selected Instagram as our social media platform.

Instagram is a free photo and video sharing social media powerhouse with a growing community of over 200 million users (as of April 2014). Most of the users are in the age group of 14-20 years old.  Walt Disney World is already a major player on Instagram, having amassed over 338,000 followers (as of June 10, 2014).

The Education Team knew we needed a strong partner who understood Walt Disney World’s social media platforms and so we reached out to the Digital Media Team.  Specifically, we engaged Greg Jackson, a former Disney’s Animal Kingdom cast member now working with Digital Media, who understands the ASE mission. He agreed to incorporate content provided by the Education Team on the existing @WaltDisneyWorld Instagram account. 
The @WaltDisneyWorld Instagram, as with all other social media platforms utilized by Walt Disney World, serves as a marketing tool.  The posts fall into three categories:
· Awareness : posts that aim to build brand awareness

· Intent: posts that encourage social media users to plan trips to Walt Disney World (or participate in conservation actions, in our case)
· Conversion: posts that generate revenue 
Most of the posts on the @WaltDisneyWorld Instagram account fall into the category of Awareness posts.  With Greg’s help, we targeted the 14-20 year old Instagram users by providing animal videos, short bits of animal information, and real calls to action that served to: 
1. Connect Instagram users to wildlife
2. Illustrate our Company’s commitment to caring for animals and the environment, and

3. Provide actions anyone can take to help wildlife.
By merging this content with the expertise of Disney’s Animals, Science, and Environment cast members, this project aimed to establish a new platform to renew young peoples’ connections to the natural world.  We ran a 3 month long pilot test to evaluate whether Instagram could be used as an educational tool to inspire behavior change.
Methodology:

The Education Team at Disney’s Animal Kingdom used existing footage of animals at Disney’s Animal Kingdom, royalty free music, and iMovie to produce a series of eight videos (10-15 seconds long) highlighting some of the animals found in the park.  Additionally, we supplemented each video with a caption containing relevant animal information as well as a call to action in the form of a question meant to encourage users to leave comments describing their own conservation involvement. Hashtags, a way of tagging metadata content, were used in these captions to help the posts reach an even wider audience.
We provided this content to Greg at Digital Media who posted the videos approximately once a week for 3 months using the official @WaltDisneyWorld Instagram account. All eight videos and their respective captions, as well as the dates of posting, are outlined in Table 1:
	Date:
	Video Species:
	Caption:

	3/14/2014
	Western lowland gorilla
	Recycling electronics help reduce mineral mining in #gorilla habitats! #DisneysAnimalKingdom

	3/21/2014
	African elephant
	Check out these #elephants at #DisneysAnimalKingdom! What do you do to protect #wildlife? #DisneyAnimals

	3/27/2014
	Tiger
	Check out these tigers at #DisneysAnimalKingdom! What forest friendly products do you buy to help these endangered animals? #DisneyAnimals

	4/4/2014
	Giant anteater
	Check out this #anteater enjoying a shower at #DisneysAnimalKingdom. As natural pest control, anteaters set a great example! How do you keep your #garden pesticide free?

	4/24/2014
	Cotton-top tamarin
	These #monkeys stand on a scale so caregivers can check their weight. Disney cares for cotton-top tamarins at #DisneysAnimalKingdom and in the wild. Have you heard of the Disney Worldwide Conservation Fund?

	5/5/2014
	Collared lemur
	This collared #lemur enjoys a fig at #DisneysAnimalKingdom. Wild lemurs spread fruit seeds and help regrow the forests. How do you plant the seeds of #conservation?

	5/9/2014
	American crocodile
	Wild crocs, like this American #croc at #DisneysAnimalKingdom, keep waterways healthy and so can you! Have you joined a river or lake clean-up to help #wildlife?

	5/16/2014
	White rhinoceros
	Guests at #DisneysAnimalKingdom learn to value #rhinos for their power and charisma. Where did you learn to value #wildlife? #babyanimals


Table 1
After each video was posted, we documented the number of likes, number of comments, and number of times the video was shared with other Instagram users.
Additionally, we tracked the comments left on each video. Since Instagram only displays approximately 150 of the most recent comments, special care was taken to systematically screen-cap responses in order to capture all of the data.  Once captured, each comment was scored as one of the following categories:
· Behavior Change
· Positive

· Neutral

· Negative
After the first 3 videos in the series had posted, we discovered that Instagram only displays approximately 150 of the most recent comments, making them particularly difficult to track. Once we realized this, unfortunately, too much time had passed to capture all of the responses associated with these videos, and so the number of responses recorded for the western lowland gorilla video, the African elephant video, and the tiger video only represent a sample of the total responses for each video. 

Instagram users are big fans of Emoji, symbols used to express emotions.  We also attempted to score each Emoji as positive, neutral, or negative.
Data collection began immediately once a video was posted, and all data collection ceased on June 6, 2014. Throughout the duration of this pilot test, the @WaltDisneyWorld account had an average of 250,000 followers. Since Instagram does not display the number of views attributed to each video, the sample size used for this evaluation was the total number of likes (n=108,901).
Results:

This pilot test proved to be a very interesting learning experience that provided Disney’s ASE Cast Members with new insight in to the world of social media.

Overall, we were very excited by how well the videos performed in the existing atmosphere of the @WaltDisneyWorld Instagram account. Until this project, the @WaltDisneyWorld Instagram primarily reposted Disney photos taken by Instagram users that featured Disney attractions and experiences.   Unlike previous posts, ASE posts, were created specifically for the @WaltDisneyWorld Instagram account, and were in the form of videos rather than a still photo. The use of video was requested by our Digital Media partner as a format they hadn’t explored yet in Instagram.
Table 2 illustrates the total numbers of likes, comments, and shares recorded at the end of this pilot test:

	Total # of Likes
	108,901

	Total # of Comments
	2,659

	Total # of Shares
	1,457


Table 2

Using the average number of followers of the @WaltDisneyWorld Instagram, the percentage of followers that liked each video was calculated. The results are illustrated in Table 3:

	Video:
	Likes
	Followers
	% of Followers who Liked Video

	Western lowland gorilla
	14,909
	250,000
	5.9

	African elephant
	14,525
	250,000
	5.8

	Tiger
	16,957
	250,000
	6.8

	Giant anteater
	11,792
	250,000
	4.7

	Cotton-top tamarin
	12,249
	250,000
	4.8

	Collared lemur
	12,974
	250,000
	5.2

	American crocodile
	12,249
	250,000
	4.9

	White rhinoceros
	13,246
	250,000
	5.3

	Total:
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108,901
	2,000,000
	5.4


The numbers of likes, comments, and shares recorded for each video are illustrated in Figures 1, 2, and 3 (note: the scales used in these figures vary):
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Figure 1

The tiger received the highest number of likes, with a total of 16,957 at the time of data collection. Not too far behind were the western lowland gorilla and the African elephant, with 14,909 likes and 14,525 likes respectively. The Education Team believes that the popularity of these videos could be contributed to their stars: the charismatic mega-vertebrates. Videos with more well known, charismatic animals, like the tiger, performed better than videos with lesser known animals, such as the giant anteater, which received the lowest number of likes at 11,792.
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Figure 2

The tiger video and the western lowland gorilla video received the highest number of comments, while the cotton-top tamarin video received the lowest number of comments. Following the same trend as the number of likes, the videos with the highest number of comments featured the well-known, charismatic animals—the gorilla, the elephant, and the tiger. Interestingly, the video with the lowest number of comments, the cotton-top tamarin video, was the only video to have any human presence.
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Figure 3

The videos with the highest numbers of shares were the giant anteater and the collared lemur. This is worth noting since both of these videos demonstrate animal enrichment at Disney’s Animal Kingdom—the giant anteater is enjoying a hose-shower, while the collared lemur is eating a fresh fig. The cotton-top tamarin video, which depicts a training session with a keeper, received the lowest number of shares. This is also interesting because this is the only video with people in it.

The distributions of types of comments are illustrated in figure 4:
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Figure 4
Not only did the gorilla, elephant, and tiger videos receive the highest number of comments overall, they also received the highest percentages of positive comments, ranging from 51.1% for the tiger video to 69.3% for the elephant. Neutral comments were the most common overall, totaling 47.8% of overall comments, though positive comments were close behind, totaling 45.7% of overall comments. Far fewer negative comments were recorded, totaling 4.9% of overall comments, while behavior change comments were recorded least often, only totaling 1.6% of overall comments.
Initially, the intent of this evaluation was to monitor the number of behavior change comments as indicators of conservation impact. By including an open-ended question in the caption, we hoped to invite users to detail their own conservation involvement. The percentages of comments scored as behavior changed are illustrated in figure 5:
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Figure 5
These numbers were much lower than what we had hoped to see. The gorilla video received the highest percentage of behavior change comments at only 3.2%, while the crocodile video received no behavior change comments at all. These percentages seem to follow no particular trend.
Emoji are cartoon emoticon characters that Instagram users may enter in to a comment as a way to express their feelings or emotions about a post. In order to score Emoji, the names of each character were used as indicators of positive, neutral, or negative emotions.  
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Although the distribution of Emoji in individual videos generally followed a pattern similar to that of the total # of Emoji, there were some outliers (as illustrated in figure 6). However, we found this method of assessment to be the least valid as there is often a disconnection between the emotion the user intended to portray and the actual definition of the Emoji.
Discussion:

One of ASE’s core conservation actions is to share what they’ve learned about animals with their friends and family. With that in mind, the Education Team began to wonder: if Instagram users are sharing these videos and calls to action with their friends and family, which they were, would that be considered a positive behavior change? Although this sharing may be indicative of a positive influence on short-term behavior, analysis of user comments showed little evidence of intended behavior change over the longer term. The lack of comments concerning behavior change could indicate that users were not reading the captions below the videos or were simply choosing not to answer the proposed question. In any case, we were not able to measure actual behavior so there is no way to know if behavior change occurred or not. Therefore, it is important to find ways to follow up such evaluations with better measures of long-term behavior change in social media.
Although much was learned in this pilot test, there is still plenty to unravel in regards to social media. In our test, we used an existing platform to post our content, so we had to ensure that our video content and our messaging stayed true to the @WaltDisneyWorld platform. On this platform, Disney content, such as photos of Mickey Mouse and Cinderella’s Castle, seem to be the most well received, but we hope that this project will help to solidify Disney Animals as an important part of the Disney brand. Potential avenues for future evaluation could involve the creation of an Instagram account specific to Disney’s ASE with a focus on content related to animal information and conservation projects. 

Other institutions are creating innovative ways to evaluate social media as a tool for behavior change, and results from these initiatives might provide important insight into the intricacies of social media. We find one initiative in particular, Brevard Zoo’s “UnSelfie” campaign, to be of particular interest.
Instagram is just one of many social media platforms. Further exploration into platforms like Facebook, Twitter, Pinterest, Snapchat, etc., could yield unique and unexpected results. As the world of social media continues to expand, it will be important for educators to explore ways to use these technologies to leverage our own educational objectives.
Sources:

http://blog.instagram.com/post/80721172292/200m 

http://www.pewinternet.org/fact-sheets/teens-fact-sheet/ 

http://www.grumdrig.com/emoji-list/
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