
The Social Media Platform

Sharing the importance 
of water through every 
photo and tip

Presenter
Presentation Notes
Watersocial is an advanced gamified social media platform with the vision of to leverage social networks and gamification to reinforce water-saving behaviours. 
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Watersocial.org Ewatus app



WaterSocial.org

Water Society My Water About Fun & Explore
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Publicat ionsOf f l ine Campaigns
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WaterSocial Results



6,499 user sessions

Site Visits
August 2015 – August 2016
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Site Visits
August 2015 – August 2016

52% New sessions 29,773 page views

4.61 pages per 
session

7:38 Average session 
duration

3,345 users



The users

Age Gender

New users by countryReturning users
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Social Media Influence

Twit ter: 
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Presentation Notes
Instagram: The average weekly growth rate of followers 8%. An average of 6 new followers a week. The average engagement per Instagram post was 7%.  Twitter56 new followers a week.1,246 followers. 4.5 thousand tweet impressions a week. Rate of engagement 1.4%. Engagement accumulative rate of 21%Instagram has 400 million active users.28% of online adults use Instagram. 55% of online adults ages 18 to 29 and 28% of online adults aged 30 to 29 use Instagram. Water photographs and images of water saving tips were shared on the WaterSocial Instagram account using relevant hashtags.The number of user sessions on the WaterSocial platform as a result of Instagram cannot be measured. Though, the level of engagement of the WaterSocial Instagram account can be gauged using an online analytical tool. The average weekly growth rate of Instagram followers from February 15th to April 24th was 8%. This was an average of 6 new followers a week. The average engagement per Instagram post was 7%.  Profile engagement was calculated as the sum of all likes and comments divided by the number of followers during the selected time frame



Twitter Referral

4,558 user sessions

January 2016 – August 2016
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Members & Contribut ions

163 members

425 entries into the Water 
Diary

201 images and tips

August 2015 – August 2016

67,436 points   

Presenter
Presentation Notes
Of all the WaterSocial members 16% uploaded photos, 15% shared a water saving tip, 37% used the Water Diary. 



Offline Campaigns

The power of prizes

Presenter
Presentation Notes
Competitions: First pilot trialled the use of prizesDuring a pilot, prizes were offered to the UK participants; water saving devices music tickets. Result: UK participants were the highest contributors.The second pilot included more prizes.Community groups: The vast majority of water companies are targeting their water saving campaigns to include working directly, face-to-face with their customers and community groups. For this reason engaging with local community groups was decided as one of the offline campaigns. We are currently trying to organise a workshop with a local allotment group to highlight water saving practices and the use of WaterSocial as a growing database for tips.Competitions: Competitions were chosen to enhance the gamification layer. During the pilot we ran a prize competition with the UK participants. Participants were rewarded with water saving devices. This proved an effective tool to increase content generation, as UK participants engaged with the WaterSocial platform more than participants in Poland and Greece.



Crowd- Sourcing



School Campaign
School x3

Points target

School users

Photo

Water audit

Community

Social media

Tip

Prize for pupils

Online map
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