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1 Introduction 

 

Businesses and citizens provide the information for statistical agencies to produce their 

statistics. It is our duty to give something back by explaining what they mean in an accessible 

format. Statistics impact on the lives of everyone with policies and personal decisions made 

based on the trends of the society we live in. 

 

The introduction of the internet changed the landscape as to how we can communicate 

statistics. Over time and in particular in recent years there has been a shift from print 

publications towards online only. The internet has given the ability to access larger audiences 

cheaply and easily but it has also increased the amount of information that users and potential 

new users can access. The challenge is to make sure our information is clearly understood 

and reaches those who need it. 

 

Using advanced techniques – such as interactive charts, video and infographic design – used 

to be for the very few due to the costs and skills required. New technologies have made it 

easier and more cost effective to enter this field. The benefits are to produce engaging content 

that gives users a wider range of options to choose from. 

 

2 Infographics 

 

There is more data in the world than ever before and, in addition to statistical agencies, there 

are many more organizations also collecting and publishing information. Every day there are 

new reports on different topics with new conclusions. With so much information and 

demands on individuals’ time, grabbing the attention of our audiences has never been so 

difficult. 

 

Companies spend millions of pounds on branding, using graphics and advertising to promote 

themselves and grab the attention of potential customers. Promoting our work is similar 



except we do not have the same marketing budgets, so we have to be smart in getting our 

message over in a cost effective way. 

 

An infographic is a mix of analysis, storytelling and design and are ideal to communicate key 

messages in data quite quickly. A good infographic is more likely to be shared than a report, 

meaning you can get your users to promote your work for you.  

 

Some of the other benefits of an infographic: 

 

 Around 90 percent of the information to the brain is visual and so infographics can 

grab attention quickly. 

 They are portable as they easily be reused by other websites or shared on social 

media. 

 They can drive traffic to your other work if they capture the attention and make 

people want to know more. 

 Media organizations that suffer with data overload can use them to quickly understand 

your story and this gives them a platform to promote the work even further. 

 They are memorable. People can remember the information in a graphic more than in 

text, increasing the education value 

ONS have been using infographics for the past year with some great success. Here is an 

example of one of the smaller ones that we shared on social media. A couple of full length 

graphics are available in Annex A. 
 

 
 



The above graphic is used to share the key information that is otherwise shared in the 

following formats 
 

 
 

 

 
 

 



Some of the feedback we have had for the infographic includes: 

 Teachers are using the graphics within their lessons. 

 Media are including them within the online reports. 

 Journalists have been using the graphics rather than the traditional reports to shape 

their broadcast pieces. 

 Lots of praise on Twitter – sharing of the graphics much higher than sharing of 

anything else. 

 

3 Re-using infographics with video 

 

In 2011 ONS launched a YouTube channel (www.youtube.com/onsstats) with the aim of 

explaining the key messages in our stories in a new format using short video commentaries. 

There are more than 130 videos on different topics and themes and most have been using 

PowerPoint to tell the story. 

 

Following the launch of the infographics we have now started telling the story using a video 

that reuses them and moves around the graphic with an audio commentary. One benefit is 

that, since the graphic has already been created, it is very quick to then turn it into a video. 

 

News agencies have started to embed these videos within their online coverage of the stories. 

Here is an example from the Huffington Post 
 

 
 

 

http://www.youtube.com/onsstats


4 Social Media monitoring 

Having the stories, graphics and videos is important and they provoke conversation about the 

information we produce. Social Media is a relatively new phenomenon and lots of 

conversations take place about our information every day. There are too many conversations 

for someone to keep a handle on each one. The first golden rule for a brand – be that Nike, 

Heineken or ONS – is to ‘listen’ and get a real sense of what’s being said. 

 

There are main free and paid for tools that help with social media monitoring such as Topsy, 

Socialbro, Conversocial, Klout and HootSuite. In fact it’s estimated there are close to 500 

established tools out there. The key is to work out what is best and returns results in a ways 

that are useful and actionable for you.  

 

ONS use Topsy to monitor Twitter. It allows numerous automated searches on keywords 

relevant to your brand. So one we have is called ‘labour market’ for example. And within that 

it looks for terms we associate with it and those that our audience might. There’s a famous 

saying that “in a given month, millions of users will google ‘cheap flights’ but the aviation 

industry call them ‘low fares’.” So the lesson here is that as well as listening out for content 

we think is relevant, we should also listen out for content that is very much relevant but using 

different keywords.  

 

We also get alerted when normal chatter gets above a set level, an indication something’s 

stirring. It shows you what keywords have peaked, and what might require us to respond or, 

even better, contribute to something with a simple tweet or richer content. You can also see 

who is the most engaged in each area (great for focus groups) as well the most influential 

(great for swift dissemination).  

 

All of this insight is incredibly useful for the day-to-day business but also over time is likely 

to inform long term strategy and content.  

 

 

5 Channel fragmentation 

Facebook and YouTube are the biggest social media channels so brands naturally default to 

them, and rightly so. The same also applies to Twitter and other big players such as LinkedIn. 

However just because they’re big doesn’t mean they’re best.  

 

 Pinterest (an online scrapbook of images) for example is massive in the US and holds 

promise for the rest of the world. It’s great for us as images on there would link 

straight to our site. In the US it refers more traffic that twitter.  

 Tumblr is another one. It is a cross between Facebook and Twitter though smaller in 

number of users, for time spent on site it has more than Twitter. It also skews well 

with those younger than 30.  

 Google+ is very interesting and directly challenges Facebook as both experiences are 

relatively similar. Again, outside the US it’s quite small but integrating your social 

media content into a user’s search results on Google’s search engine is an incredibly 

powerful proposition that Facebook is looking to compete with via a tool called Open 

Graph. But as yet, they are lagging behind.  



These are all still large social networks however. The perhaps uncharted territory is to find 

the niche areas on the Internet where our content (in the users definition of what our content 

is – per the ‘cheap flights’ example above) is talked about. Social media monitoring will help 

find these over time.  
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