








Online communication in the 
Millennium Cohort Study and Next Steps



Thanks to our funders and host institution



Millennium Cohort Study

 Age 14 Survey (home visits): 

cohort members making more 

independent decisions about 

taking part

Next Steps

 Age 25 Survey (mixed mode): study under 

new management, participants recontacted

after up to 10 years

Relaunching the cohorts



 Audience research

 Branding

 Special mailing (‘participant pack’) to around 15,000 

cohort members targeted in each study

 Website redevelopment (design, structure, content)

 Social media (Facebook & Twitter)

 Bulk email for Next Steps

Relaunch activity
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 More frequent communications (e.g. once a term)

 Tailor topics, not language

 Post is still a good means of communication 

 Some interest in Facebook page for the study

 Information on how the study has made a difference is 

valued by young people this age

Audience research: some relevant findings from MCS



 Hard copy communications indicate that the information 

is ‘important’

 Information on how the study has made a difference is 

highly valued by young people this age

 Age group spends more time online than any other, but 

strong view that social media promote narcissism, 

voyeurism and impatience

 Email is convenient, but easy to ignore

Audience research: some relevant findings from Next Steps



Millennium 
Cohort Study



New website, new content



New website, new content

Detailed 

Q&A

Summaries of 

findings



New website, new content



Visits to the MCS participant site

October 2014 – January 2016
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Social media engagement

391
Facebook likes

161
Twitter followers



Facebook audience

Age of Facebook fans by gender





Social media as a traffic source

287
referrals from Facebook

90% of total traffic comes direct or 
through organic searches

122
referrals from Twitter



Next Steps



New website, new content



New website, new content

Detailed Q&A Summaries of findings



New website, new content



Visits to the Next Steps participant site

June 2015 – January 2016
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Social media engagement

33
Facebook likes

41
Twitter followers





Traffic sources

25
referrals from Facebook

90% of total traffic comes direct, through 
direct email, or through organic searches

54
referrals from Twitter



Key learning points for other studies

Comparison of MCS and Next Steps

Millennium Cohort Study Next Steps

Online engagement effective for both parents and young 

people

Online engagement difficult for this 

age group (so far)

Post effective at driving website traffic Email effective at driving website traffic

Facebook better than Twitter Twitter better than Facebook

‘Real-time’ updates make good 

social media content

Findings and impact make good

social media content

News more popular than summaries 

of findings on website

Low engagement overall with findings

content on website

Online communications important during field work



Risk assessment for social media 

Selection of risks identified

Risk Likelihood Impact Risk level

Cohort members post their contact information or other personal 

information on study’s social media channels 1 4 Low

Predators approach cohort members via study’s social media 

channels
1 4 Low

Cohort members share negative views or incorrect information 

about the study or survey with each other
2 2 Low

Facebook/Twitter change or remove privacy settings used to 

mitigate against other risks
4 4 High



 Protected Twitter account and disabled photo tagging

 Disabled timeline posts, ratings, photo tagging on 

Facebook

 Information on staying safe online provided via 

participant website

 Daily monitoring of accounts (working week)

 Profanity filter set to strong

Mitigation of social media risks



Thank you

m.rainsberry@ioe.ac.uk




