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The cognitive miser 

• Busy lives lead many to seek simple answers 
to complex questions 

• Decision making based on habit or simple 
cues 

• Constant, but partial, attention is paid to 
current affairs 



A global context 

• Hypermedia communication 
environment  

• Complex, contrasting and sometimes 
fake information circulates 

• The more connected, the greater the 
level of access to information 

• People tend to form communities of 
the like-minded 

• Communities act as filter bubbles 



The expressive society 

• Thinking may not be profound, but discussion 
is rife 
– 510 comments, 293,000 statuses and 136,000 

photos are posted every 60 seconds to Facebook 
alone 

– Expressions are about things ‘we’ really like, or 
things ‘we’ really hate 

– Expressions driven by a desire to get rewards from 
‘your’ network 
 



Online expression has offline impact 

• Labour did not win! But 
– A weak opposition campaign, inactive online 
  VERSUS 
– A strong online campaign + expressive support 

http://www.electionanalysis.uk/  

http://www.electionanalysis.uk/


What do you want 
to get out of this 

session? 



The formula for success 

• Multiple advocates 
– Individuals, online media, bloggers/vloggers, etc. 

• Diverse support base 
– Willing to be advocates 
– Liking, sharing and promoting 

• Accidental exposure occurring for 
communication that has the potential to go 
viral 



Barriers 

• Dull communication 
• A narrow group of supporters 
• Engagement is seen as ‘niche’ 
• Social media platform processes 



Social media algorithms  



Joining the bubble 

• Filter bubbles consist of influencers and 
passive actors (1/9/90 rule) 

• The 10% are trusted sources of information 
• They tend to be 

– More engaged  
– Followers of news/info sites 
– E-Expressives 
– Debaters 



Where do you find 
your 10%ers? 



What goes viral 

• A picture or video is 211% more likely to be 
engaged with than plain text 

• Humour is 168% more likely to be engaged 
with 

• Co-created ‘memes’ gain traction  
– May’s chips got 12 variants, 2.68 million shares 

• Virality captures ‘the mood’ 



Why do people aid virality? 

• To gain rewards from their networks 
• Because they care a lot 
• To gain influence in their networks 
• To aid them manage their identities 



Is there a potential 
for ‘you’ to go viral? 



Building a community 

• You need a hub 
– FB, Twitter, Instagram but a presence everywhere 

• You need to reach out to the interested 
– These are the 10% 

• You need them to advertise your ‘hub’ 
– Through sharing and liking 

• You need to amass a community who give you 
permission to contact them 



Cutting through the clutter 

The system is 
corrupt, its time to 
act 

EMPOWERMENT 



What can you do to 
cut through the 
clutter online? 



Creating and Mobilising the Community 



How your community will look 

Activists 
content creators 

Evangelists 
Likers and Sharers 

Community members 
Passive Lurkers 

Information seekers 
Prospective members 

• Activists are always 
a minority (10%) 

• Evangelists a 
slightly larger 
group 

• Most people stay 
passive 

• Even more stay 
outside of the 
community 



What is the current 
size and shape of 
your community? 



Growth 

• Increased interest 
– Draw in the prospects 

• Eye-catching graphical communication 
– Designed for sharing 

• Create a rewards culture within the community 
– Drives evangelists 

• Urgency 
– Motivates activists to mobilise others 



Networked influence 

• Networks breed 
contagion 

• Networks populated 
by the empowered 

• The empowered are 
influential activists 

• Organisations can  
empower or 
disempower 

• Communication 
builds relationships 

IDEA 



Leads to the 
development of a 

communication plan? 



Thank you for your attention 
 

Any questions? 
 
 
 
 

@DrDGL 
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