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The PhilRice Facebook Page was created in 2011 to communicate rice science to the general public using the social 
media platform. Aside from the Facebook Page, PhilRice also maintains other online platforms, such as the corporate 
website (www.philrice.gov.ph), Pinoy Rice Knowledge Bank (www.pinoyrice.com), and Youtube Channel (PhilRiceTV).

Over the years, the PhilRice Facebook Page, called Rice Matters, has gained followers and engaged netizens on the 
Institute’s research innovations, development interventions, advocacies, awards, events, and breakthroughs. As of 
November 2018, the Page now has more than 44,000 followers and 36,000 page likes. In 2017, the Page reached 
1,213,748 unique users. 

A recent study by Pasiona and Manalo (2017) found Facebook as an eff ective tool for PhilRice in promoting the Institute’s 
research for development initiatives based on the signifi cant increase in reach and engagement to the clientele. 
Maximizing its use in eliciting public engagement in agricultural science and development was also recommended. 

What we did

Based on Facebook analytics in 2017, posts on seeds and varieties consistently generated higher number of reach. 
Hence, this topic was used in this study to test diff erent media formats to communicate rice science from July 30 to 
August 31. 

Media formats used were the following: videos, news and feature, infographics, knowledge products advertisements, 
meme/komiks, and photos. Every Monday, Wednesday, and Friday, one format was used and posted at 12:00 noon. 
Comments in question form were responded within 24 hours, and these comments were used for analysis of the 
interaction among users of PhilRice Facebook Page. 

Data gathered show that the top fi ve most eff ective media (based on engagements and number of people reached) are 
photos, infographics, features, knowledge product ads, and memes/komiks with a total reach of 140,215. 

Tips

1.) Choose the best media

Based on the results, visual media generated more “likes” and “shares” online as netizens do not have enough time to 
read information with heavy texts. Recent studies on visual communication found that people remember 20% of what 
they read and 80% of what they see. 

The dominance of visual content on social media was also found in a study done by Munar and Jacodsen in 2014.
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Based on the data gathered, photos and infographics received highest engagements. While feature stories were not 
visual in nature, the photos that were uploaded with the stories helped generate higher number of reactions. 

Photos should have a good composition and compelling story to tell. Recent study in Arizona State University 
recommends that photos with fi lters applied are more likely to be viewed and more likely to be commented on. 
Uploading of photos with high resolution is suggested as Facebook resizes them for internet quality. Actual photos of 
technologies also help generate more likes, shares, and comments.

Infographics should simplify data. Data visualization helps to make some sense of the results of researches. When 
data is visualized, readers can easily understand complex and highly technical topics in rice science. Also the 2016 
Venngage’s study proved that original images, such as infographics, generate highest engagements at 41.5%. 

The production for these types of media requires diff erent sets of skills, time, and eff ort to prepare. The page 
administrator must collaborate with layout artists, video editors, and subject matter specialists to ensure quality and 
brand identity of posts on Facebook. 

2. Write captions that encourage conversation 

Chris Borgan in his book Social Media 101 highlights the importance of tapping the audience’ expertise. Information 
should not just come from within. People love giving ideas and one way of giving them the chance to do so is by 
writing captions in question type form. 

Question type captions usually prompt reactions and participation from followers. Our post on pigmented rice 
that has a caption “Nasubukan mo na bang kumain ng pigmented rice?” had 75 comments, higher than our post on 
traditional varieties with statement-type caption (30 comments).

Among the two examples below, the fi rst item would be better, as crowdsourcing has been proven eff ective in 
engaging intended audience.

 1.Anong hybrid varieties ang inyong nasubukan?
 2.Subukan ang hybrid rice!

According to Borgan, “participation is a core element of social media. It’ s a strong portion of the ‘social’ in social 
media.”

3. Time matters

Sprout Social’s data in 2018 found that the safest times to post on Facebook include weekdays from 10am to 3pm. 
During the conduct of the study, posts were uploaded at 12pm. Posting of information during these hours will 
more likely put the materials on the scrolling list of the followers, consequently reaching more people to react or 

Formats

Feature 892 137 87 18,543

Infographics 247 80 16 37,834

KP ad 930 261 35 18,085

Meme/Komiks 345 89 15 14,717

Photos 1348 370 105 38,837

Video 892 137 87 12,199

Reactions Shares Comments Reach
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comment. 

In making posts relevant, one should follow the cropping calendar and base the contents on the season’s schedule. 
For instance, weeks before the planting period, contents on recommended varieties would help those who are 
looking for information to guide them in rice farming.

4. Respond to queries and comments

Valuing your audience is important in building relationships online. People feel that they are valued when they are 
acknowledged and heard. Communication scholars are in consensus that listening is as important as speaking, 
telling, and sharing. In social media management, one way of listening is by responding to their queries about your 
posts in a positive tone as it builds impressions to the Institution.

Answering your audience’ questions also help generate engagement. The posts have a higher chance of getting 
traff ic on the Facebook wall when queries are responded to. The lists of responses become “threads” that are usually 
put at the top of the Facebook wall. This will then notify all followers who commented on the same thread. 

Comments are tricky to respond. Most of the comments during the conduct of the study were found to be cognitive, 
attitudinal, and behavioral. 

Cognitive refers to the act of remembering or making a recall of existing knowledge and previous experiences 
related to the post. Response to this type of comment should encourage further discussions or reinforce with a 
positive reply. 

Attitudinal are statements that manifest the opinions or judgements based on the given topic. They question, 
criticize or distinguish the given information. Response should then provide recommendations or shed light to their 
judgements. 

Behavioral comments evaluate the information presented and indicate change based on the content or topic read. 
Response should reinforce and support the interest of the audience to adopt an idea or technology.
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Knowledge Sharing and Learning Tips (KSL Tips) is an initiative of PhilRice’s Devcom Division. It aims to facilitate learning, trigger innovations, 
and inform decision making. In particular, KSL Tips provides useful and practical pieces of advice and ideas to successfully access, exchange, and 

promote information and knowledge based on the division’s years of experience in doing development communication work and research.
       Resource person:  Mary Grace  M. Nidoy,  Science Research Specialist I, Floper Gershwin E. 

Manuel, Senior Science Research Specialist, Allan C. Biwang  Jr, Science Research Assistant
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