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INTRODUCTION 
The Ontario Science Centre (OSC) is an interactive science museum that opened its 
doors in 1969, gifted by the government of Ontario as a hands-on approach to 
science for the public. Today, OSC welcomes approximately one million visitors per 
year.  
Vision  Inspiring a lifelong journey of curiosity, discovery, and action to 

create a better future for our planet. 
Purpose  The OSC delights, informs, and challenges the communities we serve. 

We enrich people’s lives and their understanding through engagement 
with science of local, national, and global relevance. We are the public 
centre for innovative thinking and provocative dialogue in science 
and technology. 

OSC is not a traditional museum; the majority of exhibits are interactive or involve 
life demonstrations. OSC is also a classroom, offering educational programs such as 
sleepovers, Kispark, field trip programming, summer day camp, and the Ontario 
Science Centre Science School (OSCSS), which offers university prep credited grade 
12 courses to 60 promising students each year. OSC also houses Ontario’s only IMAX 
dome screen, which brings 265,000 viewers per year.  
OSC is an international leader in free-choice science learning. In 2016, OSC 
developed a strategy to increase its relevance to visitors in their everyday lives, 
introducing Kidspark, career day, Research live! and new exhibits on the human brain 
and body and the science of Rock n’ Roll. 
Despite, OSC’s continuing success, a large opportunity for improvement presents 
itself with social media; almost every visitor of the centre has a smartphone in their 
hand.  Museums around the world have moved to social media not only to promote 
their exhibits and programs through original content but for customer feedback, 
interactive educational experiences, and promotion through user-generated content. 
Expanding social media marketing will be a top priority for OSC in 2017, and success 
will depend on defined goals, objectives, tactics and timelines.  
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SOCIAL MEDIA AUDIT: Ontario Science Centre 
See table 1 of the appendix for a comprehensive audit of OSC’s social media 
accounts. Below is a summary of the existing content and engagement.   
OSC’s Facebook page likes, follows, reviews, and check-ins show that our target 
audience is active on Facebook and keen to receive updates and give feedback. OSC 
posts content on Facebook daily, all of which is accompanied by either photo or 
video. However, the number of likes and comments on the content compared to the 
number of people following the page is very low (about four likes out of 40K 
followers). However, a recent contest with incentive and a relevant topic 
(#wildweatherTO) has done much better. In two weeks, the contest posts have 
received 100-200 likes and 30 shares; however, of note, only 23 people have entered 
in the contest (commented).  
OSC’s Twitter has 24.8 K followers. Tweets are posted daily, but range from 1-15 
tweets/day on no particular schedule. The content includes soft and hard 
promotions, shared relevant content and re-tweets of user generated content; 
Engagement is low, and does not vary between sub-type of content. This is likely due 
to inconsistent scheduling of tweets and/or a lack of content that is valuable to the 
audience. Interestingly, there are equal to or more re-tweets than likes, indicating 
that our audience is interested in sharing valuable content.  
OSC’s YouTube channel posts short (1-4 minute), catchy videos on a regular basis 
(an average of biweekly). Most of the videos give an inside-look at the science 
centre’s program, acting as promotions to parents, teachers and stakeholders. The 
channel has 1,144 subscribers.  
Views range from 40-100,000, where most videos receive about 500 (less than the 
number of subscribers). The videos that did particularly well (10,000-100,000 views) 
are as follows: 

o Ripley’s believe it or not exhibit video series 
o March break programs promotion 
o 15-second promotion of wild weather exhibit 
o Short educational videos for students or teachers 

This tells us that our audience uses YouTube to learn about new exhibits (likely in 
deciding whether to visit) or for educational purposes.  
OSC’s Instagram has far fewer followers than Facebook or Twitter. OSC posts 2-3 
times per week to Instagram, 50% of which is re-posts of user-generated content. All 
posts receive an average of 60 likes and 3 comments. Videos from inside the science 
centre receive an average of 300 views. OSC replies to the majority of user comments 
on Instagram, which is more activity than on their other accounts. This is perhaps 
because OSC’s social media team prefers Instagram, despite the fact that OSC’s 
audience prefers Facebook and Twitter. Nonetheless, user comments are positive, 
and many ask for more original posts to Instagram.  
 
Overall, OSC’s social media accounts do not do us justice. The content and voice are 
not aligned with our innovative and vibrant culture. For these reasons, engagement is 
low. We are not focusing enough energy on Facebook and Twitter, where we already 
have a large following from our target audiences.  
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SOCIAL MEDIA AUDIT: Competitors 
After performing a comprehensive social media audit for OSC, Science 
North, Ripley’s Aquarium and the ROM (see table 2 of the appendix), 
the following conclusions were drawn: 
Ø The target audience for Toronto museums is on Facebook, and 

actively checks-in and rates. 
Ø All museums could improve their engagement with users, 

including responding to both positive and negative feedback. 
Ø YouTube videos have a low number of views, except for feature 

videos promoting the exhibits, which do very well. The target 
audience watches these videos to decide whether to go to the 
museum so they are important. 

Ø People engage the most with promotional content showcases 
exhibits and programming, especially for kids, as well as relevant 
content. That is, content with their city, the current weather, 
trending memes, the right sense of humour, etc. 

Ø Museum blogs are not successful, likely due to a lack of cross-
promotion.   

Ø Users respond very well to contests for admission giveaways, but 
are lazy (are more likely to participate if they just have to like, 
rather than comment). 

 
 

 
BUSINESS OBJECTIVES 

1. Increase admission sales by 17% in 2017. 
2. Improve customer service, to decrease customer churn and protect our 

reputation. 
3. Grow OSC’s standing as a top-of-mind Toronto museum, educational 

institution, and thought leader for scientific dialogue. 

 
COMMUNICATION OBJECTIVES 

1. Increase promotion of museum exhibits and programs on social media, 
particularly increasing visual display of exhibits in ads. 

2. Provide deals on ticket sales and contests exclusively for our social media 
followers. 

3. Provide asynchronous customer service through social media user feedback.  
4. Post content that is valuable and relevant to our target audience. 
5. Present a vibrant and engaging presence over social media aligned with our 

brand’s values and mission: delighting, informing and challenging our 
audience.



1Duggan, M, Lenhart, A, Lampe, C and Ellison, N. “Parents and Social Media.” Accessed from: 
http://www.pewinternet.org/2015/07/16/parents-and-social-media/ 

KEY AUDIENCES 
OSC welcomes 1 million visitors per year, 150,000 (15%) of which are school groups. 
63% of visitors are from the GTA and 25% are from elsewhere. The centre is designed 
for kids, but we market to parents and teachers.  
Primary audience: 
Parents 
Ø 30-50 years old; Middle class.  
Ø Male and female, but the majority of parents interacting with OSC and with their 

friends on social media are mothers.  
Ø Located primarily in the GTA and southern Ontario. 
Ø Primary concerns are their children’s safety, enjoyment, and enrichment.  
Ø They are mindful of costs, and whether museums are worth their money and 

time. 
Ø Parents actively turn to social media for information and social support1.   

§ Keen to follow, check-in and rate us on Facebook (as seen on both our and 
Science North’s existing social profiles). They are going to social media 
channels to find out about ongoing programming, and to see whether it’s 
worth it for them to visit.  

§ Affected by other parents’ opinions, whether it is on our Facebook reviews or 
in offline discussions with their friends.  

Ø Wide range of political and religious beliefs. 
Ø Many are very loyal to the science centre. They have been visiting for many years; 

they defend OSC on bad reviews.  
Ø Platform of choice is Facebook.  

§ 75% of online parents use Facebook (81% of moms), 75% of which log in 
daily1, 95% of those that log in daily will post, share or comment daily1. 

§ 28% use Pinterest, 25% use Instagram and 23% use twitter1.  
Secondary audiences: 
Teachers 
Ø 25-65 years old 
Ø Their primary concern is finding new, valuable ideas for teaching.  
Ø They go to OSC’s social media to plan visits with classes (or to decide whether to 

visit to begin with).  
Ø Given their shared demographic with parents, teachers are active on Facebook in 

their personal lives. However, YouTube and Twitter are their primary sources for 
finding and sharing educational material.  
§ YouTube is where teachers go to find instructional videos to use in, or apply 

to, the classroom. It is also where they go to watch promotion videos for our 
exhibits. 

§ Twitter is where teachers engage in ongoing conversations about education, 
and also where they share educational material. 

Others 
Ø Not parents or teachers. 
Ø 18-65 years old. 
Ø Very interested in science, technology, or education. 
Ø Engage with OSC on social media as a reference for valuable content on the 

aforementioned topics, or because they care to keep up to date with Toronto 
establishments.   



 7 

 

 
SOCIAL MEDIA TACTICS 

 

Promotions and Giveaways for OSC Admission 
Facebook (with cross-promotion on Twitter) 

 
• Hold monthly promotions, contests or give-aways for science centre admission 

tickets. 
o Promo codes only posted on social media, to reward the large followings we 

already have on Facebook and Twitter, and increase their loyalty 
o Giveaway contest through Hootesuite, with a short, free entry form to 

gather market data and track participation. 
o Photo contest campaigns with hashtags such as the #sharkselfie contest 

from Ripley’s Aquarium or the #wildweatherTO contest we did in 2016. 
o All contest posts should be associated with visuals, and be written with a 

positive and fun voice. Photo campaign should be presented as a challenge 
for the users. 

This tactic will inevitably increase our overall sales. Promo codes provide incentive to 
buy tickets, and we still get a profit on these ticket sales. Contests and giveaways 
build brand loyalty. It brings the winners into OSC, after which they are more likely to 
visit again. The photo campaigns can bring people into OSC in order to take a photo 
and enter the contest, and when users post their pictures it spreads our name to 
their networks.  

Example posts for Facebook and Twitter, respectively, are given below: 
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48-hour responses to online feedback 
Facebook  

 
To date, OSC provides little feedback to reviews, 
comments, and mentions on social media, with the 
exception of Instagram. Our Facebook has the largest 
audience, and receives the most feedback, and thus is 
where our customer service should be focused.  
We have a good business rating on Facebook (4.4/5 
stars); however, there are negative reviews. In fact, today, 
the top two reviews (the only ones that show on our main 
page) are negative. These cannot be ignored. 
There is evidence that users are affected by others’ 
reviews and comments (see the example at right). Surely, 
parents share their opinions with their friends offline as 
well. We must get involved in this conversation, both to 
prevent unhappy customers from never coming back, and 
to protect our reputation. When people see a negative 
review, is important that they see that Ontario Science 
Centre heard it and did something about it. 
• Ontario Science Centre will comment on every 1, 2, or 5 star Facebook review 

within 48 hours. 
• Comments on 1 or 2 star reviews will apologize, and provide them with a next 

step they can take, such as emailing or calling us (it is important not to have the 
conversation on Facebook).  

• We will thank every person who posts a 5 star review. 
• Any questions direct messaged to us or posted on our wall will be answered 

within 48 hours.  
Often, unhappy customers just want to be heard. When something is wrong with your 
food at a restaurant, but the restaurant happily replaces it, you leave happy. 
Similarly, people who had negative experiences at the Science Centre deserve our 
apology, and for us to hear them out. Often, a discount coupon or a free pass can 
bring them back, giving us a second chance. 
Examples of each type of comment are given below: 
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Content marketing: 7-minute science: Instructional science 
videos with easy experiments to try at home or in class 
(collaboration with asapSCIENCE) 
YouTube, promoted on Twitter and Facebook 

 
Almost all parents log on to Facebook every day and interact with posts shared by 
their friends1. Therefore, to become a top-of-mind brand that parents talk about, we 
need to produce content that they want to share: content marketing pieces. 
Teachers are an important secondary audience, and as previously mentioned, they 
search on YouTube and twitter for educational and instructional content. 
An opportunity presents itself to produce content that would be valuable to both 
parents and teachers: short and catchy instructional videos for science experiments 
they can do with their kids at home or in the classroom. These videos will need to be 
promoted on the platforms that parents and teachers use.  

asapSCIENCE is a duo of two young men 
from Toronto who have had massive 
internet success over the past few years by 
creating artistic and informative YouTube 
videos explaining the science behind 
everyday life, using whiteboard drawings 
and a voiceover. Today, asapSCIENCE has a 
large online following, much of which is 
made up on hometown Toronto fans. Both 
their creative expertise and their audience 
make asapSCIENCE the perfect 
collaboration for OSC content marketing.  
Mitchell Moffit and Gregory Brown, the pair 
behind asapSCIENCE, are invested in this 
collaboration because they grew up going 
to the science centre, and are passionate 
about engaging young scientists in their 
hometown. 

• The Ontario Science Centre science communications staff with collaborate with 
asapSCIENCE to produce 7-minute YouTube videos instructing people on easy at-
home or in-class experiments. 

• The videos will be set in the Ontario Science Centre. This is effective a) because we 
have all of the materials needed and b) the videos will promote our facilities and 
give users and inside peek of the centre.   

• The videos will feature a combination of the signature asapSCIENCE whiteboard 
drawing and a teaching demonstration.  

• Videos will be posted biweekly on YouTube, and will be promoted on both 
Facebook (targeting parents) and twitter (targeting teachers). Short, catchy stop 
motion videos will be made for Twitter and Facebook to promote the full videos. 
The full video will also be embedded in a Facebook post when posted on YouTube.  

• The topics will be simple and effective for a young audience, but our videos will be 
a new, easy-to-follow, well-produced, and visual instructional manual.  
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• Video topics could include, but are not limited to, the following: 
§ Extracting DNA from a banana 
§ Making a baking soda and vinegar volcano 
§ Building a potato clock 
§ Making rock candy 
§ Building a film canister rocket 
§ Blowing up a balloon with yeast 
§ Making a lava lamp 

• An example of a short promotional video for Twitter can be found below: 
https://twitter.com/7minscience/status/805939122686873601 

This content marketing endeavour will help promote OSC as a top-of-mind 
educational centre. Our name will be shared on social media and linked to an 
established and respected brand that is particularly popular with our local audience. 
Parents and teachers who use, share and talk about our videos will become brand 
ambassadors.  
 

 
EVALUATING SUCCESS 
 
Facebook and Twitter promotions 

• Contest submission forms submitted through Hootesuite 
• Number of times a photo campaign hashtag the is used 
• Click-through to buy admission tickets (measured using condensed URLs); the 

number of purchases made using a given promo code. 
Facebook Customer Service 

• Positive responses to customer service comments. 
• Positive follow-up phone calls and e-mails from negative reviewers after we 

reach out. 
• Decrease in negative comments from other users on negative reviews.  

7-minute Science Videos 
• Click-through to YouTube video from Twitter or Facebook (measured using 

condensed URLs) 
• Number of likes and shares on promotional, shorter video posts. 
• Number of likes and shares on YouTube videos. 
• Overall mentions of Ontario Science Centre on Twitter/Facebook compared to 

2016, and compared to competitors, measured using Hootesuite.  
• Responses to a survey added to our e-commerce for ticket sales that asks 

“How did you hear about the Ontario Science Centre?” 
 
It will be important to continuously monitor all of these metrics, and to pay 
close attention to what types of content our audience response the best to, 
across each of our platforms.  At the end of each quarter in 2017, we will 
assess our metrics and whether they are achieving our intended goals. It will 
be important to make changes to this strategy as may be required according 
to what we learn from each quarter.  


