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Professional Engagement in

Reclamation Through Social Medlaw

Using LinkedIn as a practical extension tool for
reclamation professionals

L. Van Hise and M. Curran
Speak Media, Columbus, NJ - Abnova Ecological Solutions, Laramie, WY
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CONTEXT

Why this partnership matters

Social media and reclamation may seem like
conflicting ideas. Reclamation science is
complex and technical. Social media is often
viewed as fast, simple, and superficial (and
recently, more Al slop and clickbait)

e Important reclamation insights do not always _
reach the people who can use them most. "4
e LinkedIn offered a practical way to connect with ,
: . ..\
relevant professional audiences. Mapping the Sage-}-#3

. . . _ Grouse Diet
e This project evaluated whether social media could

: 12 Studies. 100+ Years.
INCrease awaren ESS, engag em ent, and A Missing Chapter in Sage-Grouse Science

professional connections in reclamation.
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CONTEXT

Real world implications

Increased Online
Engagement & Awareness
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Expanded Increased Funding & Improved Knowledge Transfer
Professional Networks Partnership Opportunities & Adoption of Research
Stronger connections. More resources. Better-informed decisions.
Broader impact. Greater collaboration. Real-world outcomes.
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STRATEGY
CAMPAIGN GOALS

Two goals shaped the strategy

Goal 1

AWARENESS
Did the information reach the right
people?

Increase visibility of Abnova Ecological
Solutions and raise awareness of the
reclamation industry within relevant
professional audiences.

Measures of Success:
e Follower growth
e Increase in impressions
e Demographics (Location, Industry,
Seniority within the workplace)
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Goal 2

ENGAGEMENT
Did the right people act?

Did our content prompt professional
audiences to interact, validate, share,
or continue learning around
reclamation?

Measures of Success:
e Engagementrate vs. industry
benchmarks
e Click through rate
e Types of action taken (likes,
clicks, comments, reposts)
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How we reached the goal

| Feb 2025- 2x [ week
LinkedIn Apr 2026

TIMEFRAME

15-months was observed

Organic traffic only was measured. Content followed four recurring pillars
designed to translate technical work into professional, accessible content.

e Regional Context: Wyoming-specific reclamation and western ecosystems.
e Research & Data Translation: scientific findings, monitoring results, ecological data.
e Applied Reclamation Expertise: field projects, restoration practices, monitoring methods,

case studies, and outcomes.
e Professional Visibility & Industry Engagement: conferences, publications, partnerships,

team expertise.
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Results

Evidence that visibility and engagement improved
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Measure 1: Follower growth

Followers indicate the size of the
subscribed audience to Abnova’s
LinkedIn page. This metric is useful for
understanding sustained awareness.

Follower growth of 20.4% exceeded
LinkedIn’s benchmark of 18.95% for
growth over the same time period.
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Followers
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Measure 2: Impressions increased as the
campaign matured

3,968 5,869 +48%

AVG. MONTHLY AVG. MONTHLY INCREASE
IMPRESSIONS IMPRESSIONS More views without a quality
First 8 months Final 7 months collapse
Monthly LinkedIn Impressions
+48% Increase
9,000
5 . First 8 Months E Final 7 Months

I m p reSSIO nS m eaS u re h OW m any tl m eS a 8,000 Avg. Impressions: 3,968 : Avg. Impressions: 5,869
post was viewed. ‘

Visibility improved over the campaign
period, and engagement quality remained
meaningful as the audience grew (more on
this later)

5,000

4,000

Total Impressions

3,000
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Measure 3: The content reached beyond Wyoming

Follower Locations Heat Map

Geographic concentration of followers across major metro areas
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‘ Sen Eranclco Denver Indianapolis % Cincinnati @ Washington, DC
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Top Cities:

Denver

New York City
Greater Houston
Los Angeles
Washington, DC

RN E

Followers extended into regions
connected to energy, consulting, higher
education, policy, investment, and
applied research.
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Measure 4: The audience matched the intended
professional community

Top Follower Industries

The campaign reached the
ecosystem of people
reclamation communication
needs to reach:
practitioners, operators,
researchers, regulators,
consultants, conservation
professionals, and
supporting organizations.

Environmental Services

Oil and Gas

Higher Education

Civil Engineering

Conservation Programs

Government Administration

Non-profit Organizations

Business Consulting and Services

Utilities

Research Services

0 200 400 600 800 1000
Number of Followers
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Measure 5: The audience included decision- Senioflevel practiioners

makers and practitioners supported professional
credibility. (Real World

Application 1)

Follower Seniority Roles

Entry-level professionals
supported education and
knowledge diffusion. (Real

Role Breakdown World Application 3)
B Senior: 1,598 (40.6%)
s Entry: 1,102 (28.0%)
I Director: 388 (9.9%)
m Manager: 247 (6.3%) Owners, CXOs, VPs, and
o e directors indicated reach into
B Partner: 50 (1.3%) . . g
= Taining: 23 (0.6%) decision-making networks

Bm Unpaid: 21 (0.5%)

(Real World Application 2)

The campaign did not only reach
people with passing interest. It reached
both those doing the work and those
influencing decisions.
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Measure 1: Engagement stayed strong as

reach grew

1.21%

AVERAGE ENGAGEMENT 2_4%

RATE LINKEDIN BENCHMARK
Across analysis period

Engagement rate is the percentage of
Impressions that generated interaction (clicks,
likes, comments, reposts)

It is useful for understanding resonance.
Normally, engagement rates drop as
Impressions or followers grow. Here,
engagement remained above benchmark
overall, suggesting the larger audience still
found the content relevant.
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—~\ Abnova Ecological Solutions X
$55), 4,228 followers
> 3mo-®

measured only by what establishes aboveground.

True recovery depends on rebuilding funct ...more
FCO 73 4 comments - 12 reposts'

O Like ® Comment 2 Repost

Q,g;) Comment as Abnova Ecological Solutions...

Q&

@Ievant NG \

Christo Barnhoorn @ - 2nd 3mo e+
Owner at Night Sky Lamb, LLC | Night...

We just bought a new farm in West Texas and
are converting it to a Grazing unit. It was
traditionally wheat and cotton. Last summer
when everything was drying up in 110° heat. |
dug some post holes and there was mc ...more

= Like - Reply - i
7= WESTERN GREEN NEEDLE-AND- BLUE GRAMA tke <400 3 | Reply-3 replles
— WHEATGRASS NEEDLEGRASS THREAD Bouteloua gracills) X ,
_: (Pascopyrum smithil) (Nassella viridula) (Hesperostipa comata) See previous replies
3 = 4-6 ft 5-10 ft 4-8ft 3-51t ‘ Jariet Baurnan @ «3nd 3Mo  eee
W, Senior Ecologist, P.Biol., RPBio, ...
10 _E Native prq i rie g rasses Christo Barnhoorn put some solar panels
= on that land! Great for helping vegetation
i COn develo rOOt establish and also great for sheep
n
systems 3-10+ feet deep K oz, /
Like | Reply

Linkedin weighs engagement rate when determining if
it should show the post to others.
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Measure 2: Clicks were the dominant action

AW
i
65.3% [ 323%

C|ICkS Likes

Largest action share Second-largest share

Comments Reposts

Smaller but Peer-to-peer
valuable signal
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CTR shows how often post views turned
Into clicks on something within the post.

4.29% 2.5-5.5%

AVERAGE CTR LINKEDIN BENCHMARK
Across analysis period

Clicks were the strongest engagement
behavior, showing that viewers were
willing to take an extra step beyond the
post to spend more time learning through a
linked page, website, or tagged profile.

Because clicks require a deliberate step, they are
a stronger signal of deeper interest than likes.
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Applications

What the results suggest for social media implementation
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What drove visibility by content pillar

Research & Data Applied research and scientific findings (ER)
Translation Applied research and scientific findings (CTR)

Visual challenges, before/afters, and interactive
curiosity (CTR)

Reclamation results and success stories (ER)

Field projects, case studies, and applied reclamation
(CTR)

Applied Reclamation
Expertise

Educational ecology and ecosystem awareness (ER)

REgemEl CRa Educational ecology and species spotlights (CTR)

FROM THE FIELD: ABNOVA PUBLICATIONS f&

Thought leadership, conferences, and industry recognition Ecological Implications, Ecological Society of America
. o (CTR) _ o _ N Testing the hierarchy of predictability
Professional Visibility &  Thought leadership, publications, and industry recognition in grassland restoration across a
Industry Engagement (ER) gradient of environmental severity

Founder stories and brand narrative (ER)
Diana Bertuol-Garcia, Emma Ladouceur, Lars A. Bruadvig,

Founder stories and brand narrative (CTR) Daniel C. Laughlin, Seth M. Munson, Michael F. Curran, Kirk
W. Davies, Lauren N. Svejcar, Nancy Shackelford

Engagement rate (ER)
Click through rate (CTR)
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The strongest content shared four
traits

e Clear science takeaway in digestible
format

e Strong visual or text hook

e Real-world relevance

e Reason to engage or click

Improving Visibility and Professional Engagement in Reclamation Through Social Media

Can you tell which
-side is reclaimed?

Left or Right?
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BEST PRACTICE 1

Research before writing

e Use Google Trends to understand how
people search for the topic.

e Analyze competitors, agencies,
universities, and industry groups to see
what formats and questions are gaining
traction.

e Look for the gap: what is scientifically
important but under-explained to the
audience?
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Google Trends

® conservation

- + Compare
Search term

Wyoming ¥ Past 90 days All categories ¥ Web Search =

Interest over time @ & o<
Competitor Analysis LinkedIn

Compare growth @

Last 30 days

Competitors New followers Posts Comments Comment g:; Reactions
Abnova Ecological

1 (& . 50 9 6 0 14
Solutions  You 438.9% A12.5% A50% A50% A26.3%
4,228 followers
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BEST PRACTICE 2

Build every post around three elements

1 2 3

VISUAL HOOK TEXT HOOK CALL TO ACTION
Make the audience Create relevance Tell people what to
stop scrolling or curiosity do next

&n Abnova Ecological Solutions ese
30z b b 4,228 followers
Baon @ 17 2

Half of the Sagebrush Steppe is Gone
TEXT HOOK

This staggering statistic was first brought to light in the 2022
U.S. Geological Survey report that cited the 150+ million-

The Visual Hook should help the
audience understand the topic
guickly and stop scrolling.

The Text Hook should create
relevance, curiosity, or a useful
knowledge gap.

The CTA should invite people to

comment, compare, click, share,

or reflect.

acre sagebrush ecosystem (which spans 13 western states,
including Wyoming) has lost over 50% of its range, vanishing
at 1.3 million acres each year for the past 20 years. Since the
initial report, acreage continues to slowly deplete. This is due
in part of wildfires, land conversion, drought, invasive species,
and overgrazing (see our previous post about wild horses).

VISUAL HOOK

Abnova's work is f d on pi ing and ishing
this vital ecosystem, which supports over 350 species.

These changes don't just endanger wildlife; they impact
livelihoods, water availability, and forage for livestock.

Half Of the SageerSh - Li:::r};z::::h?:t;st to raise awareness e

ecosystem is gone— | ENiuiiiebits-riaia CALLTO ACTION

The Nature Conservancy

disappearing at 1.3
million acres each year.

Together, we can protect what remains.

g P
#Conservation #Restoration #WildlifeHabitat
#SustainableSolution

J/

Source: U.S. Geological Survey, 2022
000 28 2 comments - 4 reposts
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ove:  IMPLEMENTATION
BEST PRACTICE 3

Choose format based on audience

behavior

Abnova’s strongest format was a still ANATOMY OF
graphic with an accompanying caption. ﬁDMD(ES
Carousels did well in engagement. ; “v- - :

e Still graphics made complex information
easier to process quickly.

e Captions provided explanation, context, and
scientific nuance.

Foundation e Z, Biodiversity
for stability 3 and pollinator

e Videos can support reach, but did not S P AR
perform well for this audience. PPt ceg s siassy s (BULS

e Abstract uploads, polls, and documents can y (A0
support depth, but they require a stronger Cracees Fortl Ay
reason to click or save. plssbunch whestgrens - mocky uovnc NS WY

« Thickspike Wheatgrass . anketflower + Winterfat
« Indian Ricegrass « Yarro +« Rabbitbrush
- Needle and thread « Servi
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BEST PRACTICE 4

Al can be your friend

Use Al for refinement purposes:

‘Method 1:'Visuah
Counts (Floral Visit
Observations)

e Improve clarity of blurry images
taken in the field.

e Generate graphics that demonstrate
key concepts while maintaining client - , »
confidentiality, permitting Common Methods Used to

_ . Sample Insects in
compliance, and protection of Eco|opgicq| Studies

regulated project sites. «=> «<I>
e Rewrite captions so individuals '
outside the reclamation world can
understand the takeaway. .. : : 2R AW
e Always use human review before TS g L R
publication to protect credibility, S AL
accuracy, and context.
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s IMPLEMENTATION
RECOMMENDED WORKFLOW

A repeatable content workflow

@ (2 (3 4
! 0@ Q B

- @™ —5 =

Identify the Define the audience Research language, Choose the right
technical insight and desired action s content pillar
g and peer content P
Start with the core idea, Decide who the post is for Learn how the audience Place the topic within
result, or takeaway. and what you want them talks about the topic and the most relevant

to do. what is already resonating.

content category. /

® g A
> @ L, W |

Create a visual hook Add a clear CTA Publish, measure,
and text hook compare, and refine
Stop the scroll and spark Tell the audience what Review performance and
curiosity immediately. to do next. improve future content.
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Questions?

Q SPEAK LlaurenVan Hise
M E D I A Lauren.Van.Hise@gmail.com




