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Tools 

• observation 

• dashboards of the social media platforms: 
Facebook Insights and Twitter Analytics  

• Brandwatch (for Twitter only) 
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When? 

• daily/weekly  

• monthly 

• quarterly 

• annually 
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Guiding principles 

• indicators should correspond to the 
communication objectives  

• reporting should not create an unnecessary 
burden 

• indicators should lead to a practical action 
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Communication objectives 

• diversify communication channels in order to reach broader 
audience 

• engage more actively with users: maintain the relationship and help 
find information 

• open possibilities for feedback, which will contribute to continuously  

• improve the quality of Eurostat's products and services 

• get acquainted with additional segments of users 

• increase basic statistical literacy  

• increase trust in Eurostat ("we listen and respond") 

• strengthen Eurostat`s image of accessibility 

• increase visibility of Eurostat online 
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Indicators 

The monthly reports look at: 

• followers: is the number growing? Are there un-follows? 
Who are our followers?  

• interaction: do people like/share our content, do they 
engage in a conversation or send direct messages? What 
comments/questions do we receive? How do we react? 

• online buzz: are people talking about Eurostat? What is 
the tone of the conversation? Which subjects are picked 
up? Who are the people talking about Eurostat? 

• the most / least successful posts: which posts had the 
largest/lowest reach and interaction 
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Twitter 

Brandwatch: 

• mentions  

• tweeters that mention Eurostat most 

• wordcloud from the mentions 

• most clicked links 

• top influencers 

 

Other: 

• Questions/replies  
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Facebook 

• Direct messages 

• Comments 

• Response time 
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Actions: examples 

• increase the use of infographics, as these 
generate a higher user engagement 

• highlight relative information more than the 
absolute values, e.g. the country with the highest 
value or the peak over a certain time period 

• use Facebook targeting 
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For future 

• traffic to the website that the social media 
presence generates 

• analysis of the operations (e.g. response speed 
or the optimum posting time) 

• adding to the existing conversations  


