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Science Communication Effects on New Media Platforms.
Based on the Case of WeChat
JIN Jian-bin, JIANG Sujia, CHEN An-fan, SHEN yang

Abstract: This paper discussed the measurement of science communication effect via new media plat-
forms. Taking WeChat’s Official Accounts (OAs) Platform as an example, the paper proposed a theo-
retical framework to quantify and assess the effectiveness of science communication through new
media. The data used in the study was provided by gsdata com, a big data mining service platform which
crawls and mines all the contents on the Wechat OAs instantly. A total of 783 accounts positioning in sci-
ence communication were analyzed based on the articles as well as comments and upvotes during a whole
year interval from Oct 2015 to Oct 2016, The indicators employed to reflect the size of effect of a specific
account in the study include WCI index, average readings, average likes, etc. The effects of science
communication were further analyzed from the angles of operator types, originality of content, multi-
media application, scientificness and interestingness It was found that operator types and multimedia
application significantly affect OAs’ WCI index, average readings and average upvotes. A holistic de-
scription of the general performance of those OAs positioned in science communication were also presen-
ted and relevant suggestions were provided for their better development in the future

Key words: WeChat Official Accounts (OAs), communication effect, science communicaiton
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