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Executive Summary
Deliverable D3.2 Channel Analyses describes the communication activities carried out in the
EMY project and analyses these activities. The focus is on the online activities, which made
up a big part of the communication activities.
For the statistical evaluations, the "insights" freely provided by the respective social media
platforms / channels were used and visualised.
The evaluations in the deliverable 3.2 confirm the findings from the mapping and interaction
activities within the EMY project, which attest to the target group's relatively strong interest in
EU policy and willingness to get personally involved.
The need for information, especially in the area of political rights and opportunities, during the
stay in the host countries was also confirmed. The main interest is in factual information about
political rights, such as information about the electoral processes in the host countries or
information that has a direct utility value for life in the host countries. Information about travel
and study opportunities abroad also attracts increased interest, as can be seen from the
analysis of the response to the postings.
Postings
Likes on posts, total
Average likes per post
Page reach, total
Page impressions, total
Posts reach, total
Posts impressions, total
Follower
Men
Women

Facebook
291
1.230
4
400.861
481.095
129.347
297.893
487
51%
47%

Instagram
184
2.489
14
17.282
21.474
338
47%
53%

Remark
per 31.12.2020
per 31.12.2020
per 31.12.2020
per 31.12.2020
per 31.12.2021
per 31.12.2020
per 31.12.2021
per 13.01.2021
per 13.01.2021
per 13.01.2021

Figure 1: Overall KPIs Facebook and Instagram
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1 Introduction
Deliverable D3.2 Channel Analysis describes the communication activities carried out within
the EMY project and analyses the activities in relation to the interest in the target group of
young mobile people in the EU. Statistical values and key figures on access, reach and
response are elaborated and visualised. The focus is on the online activities, which made up
a big part of the communication measures.
The results and findings from the surveys, focus groups and interviews conducted as part of
the project are not discussed here. These are presented in detail in the corresponding
deliverables. 1 The press releases carried out in the framework of the project and the
corresponding media response can be found in Deliverable 5.3 - Press releases.

2 Channel strategy
The communication work was defined as an ongoing interactive process that
•
•
•
•

serves to establish contacts with the target groups. 2
to keep the target groups constantly informed about the project objectives and
activities,
promotes the participation in project activities such as surveys, focus groups and
events, and finally
promotes the development of a community of members of the target group and
communication in and with it.

In EMY, a multi-channel approach to project communication is followed. Surveys (online) and
focus groups 3 were used to gather information from and about the target group. A special focus
was put on online activities. In addition to the project homepage, communication via social
media channels has been used, due to the high presence of the target group on these
channels. Besides classical forms of communication such as press releases and printed
information materials (flyers, fact-sheets, …) the following additional communication channels
were used:
•

Project homepage, including a blog

•

Social media channels

Deliverable D2.2 Results of pre-election mapping and interaction activities in Austria and Estonia,
Deliverable D2.3 Results of post-election mapping and interaction activities in Austria and Estonia,
Deliverable D4.2 Mapping surveys and focus groups in Austria before EP elections,
Deliverable D4.3 Mapping surveys and focus groups in Estonia before EP elections,
Deliverable D4.4 Post-election mapping and interaction activities - Austria,
Deliverable D4.4 Post-election mapping and interaction activities - Estonia

1

2

Deliverable D5.1 Communication & dissemination strategy and plan, chap. 2

A focus group is a form of group discussion that is used, for example, in qualitative social research
and market research. It is a moderated discussion between several participants, which is usually
based on a guideline. Due to the guideline with open questions, one also speaks of a partially
standardised interview.
3
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•

Facebook

•

Instagram

•

LinkedIn

•

YouTube

Figure 2: Overview EMY-communication channels
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3 Interest of young people in the EU in political
participation
In general, about 1/3 of European young people use the internet for civic or political
participation, for instance for taking part in online consultations or voting to define civic or
political issues. 4

Figure 3: Internet use: Youth 16 to 29 years, (EU-27 countries, 2019)
According to the surveys (pre-election survey) conducted within the project, the EMY-subgroup
shows a much higher interest in political issues, especially on EU-relevant topics, than the
average young person in the EU countries. About 2/3 of the respondents read about politics in
the media at least weekly.

Source: Eurostat database, Youth in the digital world,
https://ec.europa.eu/eurostat/data/database?node_code=isoc_bde15cua
4
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Figure 4: How often are you following political news about the EU? EMY pre-election
survey.
However, the interest of the target group EMY in political issues (our survey specifically asked
about interest in EU issues) from their home country is significantly higher than from their host
country, regardless of their stay in the respective host country.

Figure 5: EMY pre-election survey. How often are you following political news from your
home country vs news from your host country?
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4 Project-website and blog
The EMY website contains all project-relevant information and gives an overall picture of the
project. It is regularly updated and provides more detailed and in-depth information than the
social media channels, which usually convey short and concise messages.
The content of the homepage is aimed at a wide audience, including those with a general
interest in the project, experts and the European Commission. It serves as both an information
and empowerment platform for the project's main target group, Mobile Youth in the EU.
Relevant project related documents for download are included in the homepage. The structure
of the homepage is also designed to provide technical and project-specific information about
the EMY project and to serve as an information and action platform for the main target group.
A blog is integrated into the website. The blog posts focus on content that directly addresses
the main target group of young mobile people.

4.1 Website statistics
4.1.1 Definitions
Unique Visitors: Unique visitors defines a metric that counts the number of distinct individuals
visiting a page or multiple pages on the website, in a given time interval, regardless of how
often they requested those pages. For example, if a user visits a page and then browses
through two other pages, leaves the website and returns to see more pages, he is counted as
a single individual user (unique visitor).
Page Views: Indicates the number of pages visited. Only pages with content are counted; pure
redirection pages, for example, are not counted. For websites without frames, this simply
corresponds to the number of HTML pages retrieved from the web server.
Visits: This is to be understood as a continuous visiting process. Each time a visitor with a
new IP address visits the site, an additional visit is recorded. It is irrelevant whether the visitor
only views one or several pages of the website. Since many IP addresses are assigned
dynamically, after a certain period (usually 30 minutes) an IP is considered new again.
The following statistics are based on data collected with the website statistics tool AWStats. 5

4.1.2 Unique users and visits
The number of visits to the EMY Homepage and the number of visitors increased over the
duration of the project. The number of visitors increased by 48% in 2020 compared to 2019,
and the number of visits almost doubled.

5

AWStats: https://www.awstats.org/
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Figure 6: Unique users and visits. Feb. 2019 - Dec. 2020
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4.1.3 Unique users, visits and pages
A significant increase in the number of pages accessed can be observed at the beginning of
each semester. In March 2019, we communicated the start of the project and began to
intensively communicate our activities (survey, focus groups) in the run-up to the EU elections.
In October 2019, we held focus groups again and advertised participation in them. At the end
of 2019 until the beginning of 2020, our 2nd survey was online.
At the beginning of each semester, our activities were also pushed via stakeholders such as
Student Unions.

Figure 7: Web statistics: Number of unique users and visits as well as page views, Feb.
2019 to Dec. 2020.
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4.1.4 Page views per country
93,5 % of the accesses from EU countries came from 5 countries, with Austria with a share of
65,2 % the most accesses followed by Estonia (9%), Germany (9%), Portugal (5%) and
Romania (5%).

4.1.5 Duration of stay
Almost 90% of visitors to the EMY
webpage stayed on the site for a
maximum of 30 seconds during a
visit. On the other side of the
scale, almost 5% spent 15
minutes to over an hour visiting
the site.

Figure 8: Web statistics: The duration of the
visitor's stay on the website.
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4.1.6 Sources from which the website was accessed
Most of the hits (over 90%)
came via direct link access.
All other sources accounted
for
less
than
10%.
Surprisingly, only little traffic
was generated for the
homepage via the EMY
social media activities. Other
communication
channels
(newsletters, distribution via
stakeholders,
press
releases, ...) seemed to
have more influence on the
access rates.
Figure 9: Web statistics: Sources of access

4.1.7 The EMY-Blog
The blog posts "What is EMY", "Studying abroad: more than just free movement" and "Political
participation in your host country?" attracted the most interest. Apart from the first post
introducing the EMY project, the other two popular posts dealt with concrete information with
political relevance. It is also worth noting that the postings generated interest over a longer
period. Postings that were published in 2019 were still read in 2020. This is indicative of
sustained communication, as well as the development of the aforementioned EMY community,
which played a major role in the communication strategy and plan.
In general, it must be said that the number of visits to the blog posts on the EMY homepage is
low compared to the Social Media access figures. In total, the 9 posts were accessed about
3.000 times over the project period.
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Figure 10: Web Statistics: Access to the EMY-blog posts, 2019 and 2020
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4.2 Social media activities
The most important forms of political engagement on the internet include "clicks" in social
networks, online petitions or signature campaigns as well as sharing political contributions.
Forms of participation that require a higher level of involvement - such as contacting politicians
directly - play a subordinate role.
Facebook is the most important medium for political contributions.
More than half of young Europeans use social networks for political engagement. The most
important social medium for the reception and publication of political contributions is Facebook.
Instagram is gaining in importance among the younger generation.

Figure 11: Every other young European has „liked” for political contributions on social
media in the last 12 months. 6
In the EMY project, there was therefore an increased focus on communication in social
networks. The main platforms were Facebook and Instagram. Produced videos were also
published on YouTube. LinkedIn was also used. However, relatively few posts were published
here, as the main target group is little represented here. LinkedIn was mainly used to maintain
contact with some stakeholders.

6 Young Europe 2019 – The Youth Study of TUI Foundation,What Young People Aged 16 to 26 Years
Think, page 65, https://www.tui-stiftung.de/wp-content/uploads/2019/05/2019_Report_EN_TUIStiftung_Junges-Europa.pdf
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Figure 12: Ranking of social media channels in relevance to political participation. 7

4.3 Social media – metrics and definitions
Social media engagement has become a necessity for both online and offline communication
work. It requires measuring many different metrics, reach and impressions being two of the
most important when it comes to the success of an overall social media strategy.
Reach vs Impressions – what’s the difference?
Reach shows the total number of unique users that have seen the content on social media,
such as Facebook. You can have, let’s say, 500 followers, but that doesn’t mean that the reach
will also be 500. In fact, content does not show up on all the followers’ news feed. If the content
was seen by 200 different users out of 500 followers, the reach would be 200. Mind that this
also does not mean that you have 200 clicks for that content. Reach does not show the number
of people that have clicked on the ad or content, only the number of unique people or users
who have seen it.
Impressions are number of times the content was displayed on people’s screens. This means
that one person can see the same content two or more times. In that case, it will count as two
or more impressions. For example, the content may show up on one person’s news feed, and
that’s one impression. But, if a friend of that person shares the same content, it may once
again appear on that person’s news feed. So, you get two impressions from one user.
Impressions is different from clicks as well because it does not show if the audience has
engaged with the content displayed on their news feed. A person can see the same content
multiple times and not engage with it at all.

Young Europe 2019 – The Youth Study of TUI Foundation,What Young People Aged 16 to
26 Years Think, page 67, https://www.tui-stiftung.de/wpcontent/uploads/2019/05/2019_Report_EN_TUI-Stiftung_Junges-Europa.pdf
7
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Clicks, on the other hand, is the number of times your audience has literally clicked on the
content. The more clicks, the better.
Furthermore, a distinction must be made between organic and paid content. Organic
involves content that has been displayed without advertising, or for free. Paid involves paid
content.
In 2018, Facebook, and subsequently Instagram made a fundamental change to the algorithms
that determine what users see in their newsfeed. The result is that it has become more difficult
for organisations and companies to reach users via organic content. The importance of paid
content has increased. See also chapter 5.2 "Excursion: Organic versus paid content" in
the annex.
Engagement measures the number of times someone took action on a post. That could mean
clicking a link, sharing the post, making a reaction or leaving a comment.
Page likes & follows on Facebook: Page likes are the number of people that follow the page
on Facebook. They “liked” the page or opted-in to be able to have your posts show up in their
feed. You can think of them as fans or subscribers.

4.4 Data sources and used tools
The analyses regarding Facebook are based on the Facebook Insights data, which is
accessible free of charge from Facebook. For the Instagram evaluations, the freely accessible
Facebook tool Creator Studio 8 and the android app Insights - Follower Analyzer for Instagram 9
from XCS Technologies was used. The LinkedIn graphs were created from the Insights data
provided by LinkedIn as standard. The YouTube evaluations were created from the data
available for the respective EMY videos published.

4.5 Facebook and Instagram - general figures
It turns out that the like rate on Instagram is much higher on average, four likes on average
per post on Facebook versus 14 likes on Instagram.
Facebook and Instagram followers are younger than the age distribution of all users
worldwide. 10 As expected, the EMY target group is disproportionately represented (especially
in the 25 to 34 group).
The male-female distribution of EMY FB followers corresponds to the general representation
of FB users. On Instagram, the proportion of women is higher than the general figures. 11

8

https://business.facebook.com/creatorstudio

9

https://play.google.com/store/apps/details?id=followers.tracker.instagram.analyzer&hl=de_AT&gl=US

Source Statista: https://www.statista.com/statistics/376128/facebook-global-user-agedistribution/, https://www.statista.com/statistics/325587/instagram-global-age-group/
10

Source Statista: https://www.statista.com/statistics/248769/age-distribution-of-worldwideinstagram-users/
11
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Aggregated demographic data is based on a number of factors, including the age and gender
information that users provide in their Facebook and Instagram profiles. This number is an
estimate.
Postings
Likes on posts, total
Average likes per post
Follower

Facebook
291
1.230
4
487

Instagram
184
2.489
14
338

Remark
per 31.12.2020
per 31.12.2020
per 31.12.2020
per 13.01.2021

Figure 13: Facebook and Instagram, general figures

Figure 14: Facebook followers by age and gender.

Figure 15: Instagram followers by age and gender
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4.6 Detailed Facebook insights
4.6.1 Fans by country
Fans worldwide: 429 from 45 countries (per 31.12.2020).
Fans EU-countries: 397 from 19 countries (per 31.12.2020)
By far the most fans followed the EMY Facebook and Instagram posts from Austria and
Estonia. Germany and Italy followed far behind.

Figure 16:EU countries from which the EMY-FB pages were accessed
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Most followers came from Austria with 52% and Estonia with 21%, the two countries where the
investigations were carried out. Germany and Italy follow at a great distance with 1.85% of
followers each.

Figure 17: Followers by EU-countries
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4.6.2 People reached
This is the number of people who had any content from the EMY-Page or about the Page enter
their screen. This number is an estimate.
People reached worldwide: 882 from 45 countries.
People reached from EU-countries: 736 from 27 countries.
Most Facebook users reached came from Austria, followed by Germany, Spain, Italy and
Greece.

Figure 18: People reached by EU-countries
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4.7 Page statistics
4.7.1 Likes
In total, the EMY Facebook page received 456 likes from unique users in the period March
2019 to December 2020.
The significant increase in "likes" in the period Feb. to April 2020 and Sep. 2020 is largely a
result of the use of paid content.

Figure 19: Facebook - development of likes, Mar. 2019 – Dec. 2020

4.7.2 Reach
This is number of people who had any content from the EMY-Facebook page or about the
page enter their screen. This includes posts, check-ins, ads, social information from people
who interact with your Page and more (unique users). In this diagram, you can see the
enormous impact on reach when using paid content.
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Figure 20: Page reach (organic and paid), Mar. 2019 – Dec. 2020
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4.7.3 Impressions
This the number of times any content from the page or about the page entered a person's
screen. This includes posts, stories, check-ins, ads, social information from people who
interact with the page. The effects of paid content can also be clearly seen in the impressions.

Figure 21: Page impressions (organic and paid), Mar. 2019 – Dec. 2020
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4.7.4 Engaged users
This graphic shows the number of people who engaged with the Page. Engagement includes
any click or story created (unique users). The comparatively high values in the months of March
2019, February to April 2020 and September 2020 are again largely due to the use of paid
content. 12

Figure 22: Engaged users of the page, Mar. 2019 – Dec. 2020

4.8 Post statistics
4.8.1 Reach of Posts: organic and paid
This includes the number of people (unique users) who had the Page's post enter their screen,
paid and unpaid (organic). Posts include statuses, photos, links, videos and more.

12

Look Deliverable D5.5 Social media
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Figure 23: Reach of posts - organic and paid, Mar. 2019 - Dec. 2020

4.8.1.1 Impressions of posts: organic and paid
This is number of times the page's post entered a person's screen, paid and unpaid (organic).
Posts include statuses, photos, links, videos and more.

Figure 24: Impressions of posts - organic and paid, Mar. 2019 - Dec. 2020
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4.8.2 Engaged users
The number of unique people who engaged in certain ways with the Page post, for example
by commenting on, liking, sharing, or clicking upon particular elements of the post. (Unique
Users).

Figure 25: Engagement, Mar. 2019 - Dec. 2020

4.8.3 EMY Facebook-group
At the beginning of December 2019, the EMY community Facebook group was established.
In this group, deeper insights and detailed information about the project are provided. The aim
is to connect the target group, the EMYs in Austria and Estonia, with key stakeholders, relevant
organisations and institutions and to exchange and discuss relevant and important information
(such as upcoming elections, election procedures, events etc.).
Membership status 31.12.2020: 93
After the group was set up, there was a sharp increase in the number of group members in the
months of Feb./Mar./May 2020. Since then, the number of members has remained the same,
with only a very small increase. A "hard core" of about ¼ of the members is actively engaged
in the group.
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Figure 26: EMY FB-Group. Development of the number of group participants and their
active participation level 13

4.9 Detailed Instagram insights
As of 10.1.2021, 332 users followed the EMY Instagram account. In total, 188 Instagram posts
were posted in the period March 2019 to December 2020. The average likes per post was 13,
the average reach was 95 and the average impressions were 118.

4.9.1 Likes, reach & impressions
This and the following diagram show the number of likes, the reach and the impressions of the
EMY Instagram posts over the project period.
The number of likes and the reach and impressions largely correlate. The number of likes
increases or decreases according to the reach and impressions.

13

Active members are members who’ve viewed, posted, commented on or reacted to group content.
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Figure 27: Instagram - likes, reach and impressions per month, Mar. 2019 – Dec. 2020

4.9.1 Reach (unique users) -followers vs non-followers
The unique users reached by Instagram posts are divided on average into 57% permanent
followers and 43% non-followers. This shows a great potential of users who can be gained for
a stronger engagement.

Figure 28: Reach - followers vs non followers
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4.9.2 Sources of the Instagram impressions
Impression is the number of times the content is shown to users. Basically, it gives the
impression of how many users or people were able to interact with the post content.
Below is a breakdown of where the impressions come from.
•
•

•
•

From home - impressions from people who saw the posts from their feed.
From profile - this insight is the number of times a post has been seen via an
account's profile page. Since impressions mean the number of times content is seen,
a single Instagram user viewing a post can accumulate more than one impression on
it.
From hashtags - impressions from hashtag search.
Others - posts shared through direct messages, saved posts (when someone add
post to “saved” and view it later), impressions through keyword search or from
location feed and traffic from outside Instagram, like sharing link to the posts in email, blog, another social media platform.

Figure 29: Sources of the Instagram impressions

Deliverable D3.2

Page 32 of 43

© EMY Consortium

4.9.3 Instagram hashtags
Hashtags, as shown in the graphic in the previous chapter, are very important on Instagram.
This is because sharing posts is not possible on Instagram. To find interesting Instagrammers
with good content, hashtags are therefore searched for. To get a good reach on Instagram,
not only a good community is needed, but also good hashtags as comment text.
The most used hashtags of the EMY Instagram posts were:

Figure 30: Most used hashtags
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4.10 Best performing postings
This section provides an overview of the extent to which the results of the surveys and focus
groups are reflected in the response to the posts on Facebook and Instagram. The five best
performing posts were used for this purpose.
Some key findings from the surveys and focus groups included the following:
•

•
•
•
•

Information deficits
- General lack of knowledge about the EU. 14
- A lack of knowledge about citizen rights 15, in particular the right to vote for
home or host country candidates in European Parliament elections, to vote in
local elections or to stand as a candidate in the host country.
High interest in using e-voting16
Interest in information about the EU that is directly related to and has an impact
on daily life (useful value) 17
General interest in political issues, including EU issues, is overwhelmingly present.
Interest in the EMY project 18

4.10.1 Best performing Facebook postings
By far the post that generated the most interest was the one about the registration process for
the EU elections in Estonia (ranked #1 on FB posts, #5 on Instagram posts). This post included
a video explaining (interactive and appealing to the target group) the requirements for EMYs
in Estonia to participate in the EU elections.
This high level of interest also confirms the desire from the surveys and focus groups for more
information on this topic.
Other top positions in FB postings in terms of user response were occupied by posts inviting
and encouraging the target group to become more involved with the issue:
•

Call for participation in survey

•

Call for participation and collaboration in drafting recommendations to policy makers
and the call for submission of topics and texts on the experiences of EMYs in their
respective host countries.

Look Deliverable D4.2 Mapping surveys and focus groups in Austria before EP elections, Deliverable
D4.3 Mapping surveys and focus groups in Estonia before EP elections
14

15

Look Deliverable D4.4 Post-election mapping and interaction activities – Austria, page 21 and 59

16

Look Deliverable D4.4 Post-election mapping and interaction activities – Austria, page 23ff

17

Look Deliverable D4.4 Post-election mapping and interaction activities – Austria, page 24

Look Deliverable D2.2 Results of pre-election mapping and interaction activities in Austria and
Estonia, chap. 2.11
18
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All this is a confirmation of the findings from the surveys and focus groups, which attested to
the target group's relatively strong interest in EU policy and willingness to get personally
involved.

Posting, Date

Indicator
Reach, organic

9.094

1

Reach, total

20.509

1

Impressions, organic

12.535

1

35.739

1

612

1

Reach, organic

6.742

2

Reach, total

6.742

4

Impressions, organic

6.898

2

6.898

4

103

4

1.933

3

15.093

2

2.831

3

32.958

2

216

2

Reach, organic

1.794

4

Reach, total

7.094

3

Impressions, organic

2.585

4

Impressions, total
Registration process for EU elections
in Estonia, 22.03.2019
Engaged users

Impressions, total
Crowd sourcing event – policy
recommendations, 14.10.2020
Engaged users
Reach, organic
Reach, total
Impressions, organic
Impressions, total
Invitation to participate in survey,
GIVE AWAY, 18.4.2019
Engaged users
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Impressions, total

11.439

3

Engaged Users

83

3

Reach, organic

1.485

5

Reach, total

1.485

5

Impressions, organic

1.820

5

Impressions, total

1.820

5

37

5

Do you want to know what EMY
stands for? 23.05.2019

You are wanted! We are looking for
Engaged users
your stories, 23.04.2020

Figure 31: Facebook, best performing posts
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4.10.2 Best performing Instagram postings
On Instagram, the EU Citizen Initiative's post "Voters without Borders - Full political rights for
EU Citizens" is on the first place.
This initiative calls for reforms to strengthen the existing rights of EU citizens to vote and stand
in European and municipal elections in their country of residence and new legislation to extend
them to regional, national elections and referenda.
This strong response to this contribution underlines the interest in more active political
participation of the target group.
Posting, Date

*INITIATIVE*,
Voters
Borders, 17.07.2020

Indicator

Without

„Did you know“: Europass –
Standard CV, 15.06.2019

Erasmus student exchange boosts
employability and job mobility,
12.06.2019
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Rank

Reach, organic

270

1

Impressions, organic

298

2

Likes & Interactions

40

3

-

-

-

-

-

-

Reach, organic

241

2

Impressions, organic

300

1

Likes & Interactions

20

34

-

-

-

-

-

-

Reach, organic

215

3

Impressions, organic

275

3

Likes & Interactions

18

48

-

-

-

-

-

-
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@ EUROPEAN MOBILE YOUTH:
Follow us!

Registration process for EU elections
in Estonia

Reach, organic

213

4

Impressions, organic

258

5

Likes & Interactions

22

23

-

-

-

-

-

-

Reach, organic

210

5

Impressions, organic

266

4

Likes & Interactions

40

4

-

-

-

-

-

-

Figure 32: Instagram, best performing posts
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4.11 YouTube
13 videos (as of 13.1.2020) were produced for publication on YouTube. Essentially, the content
of the videos focused on personal accounts of EMYs' experiences in their host countries. The
length of the videos ranged from 1:02 min. to 3:16 min.
The videos with the best response on YouTube were
•

Laura from Germany talks about being an EMY in
Austria (10.01.2020)

•

How to ensure the sustainability of an EU-wide
network community of young mobile citizens?
(26.12.2020)

•

EMY?
(27.05.2019)
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4.12 LinkedIn
LinkedIn was primarily used to establish and maintain contacts with stakeholders for example,
from the policy sector and education management. Compared to Facebook and Instagram,
relatively few posts were published here.
Followers: 46 (per 31.12.2020)

Figure 33: LinkedIn - follower by field of activity and occupation

Figure 34: LinkedIn - followers by geographical origin
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5 Annex
5.1 References
EMY-Deliverable D2.2 Results of pre-election mapping and interaction activities in Austria
and Estonia
EMY-Deliverable D2.3 Results of post-election mapping and interaction activities in Austria
and Estonia
EMY-Deliverable D4.2 Mapping surveys and focus groups in Austria before EP elections
EMY-Deliverable D4.3 Mapping surveys and focus groups in Estonia before EP elections
EMY-Deliverable D4.4 Post-election mapping and interaction activities - Austria
EMY-Deliverable D4.4 Post-election mapping and interaction activities – Estonia
EMY Deliverable D5.1 Communication & dissemination strategy and plan
EMY Deliverable D5.3 Press releases
EMY Deliverable D5.5 Social media
Eurostat database, https://ec.europa.eu/eurostat/data/database?node_code=isoc_bde15cua
Statista, https://www.statista.com/
Young Europe 2019 – The Youth Study of TUI Foundation, What Young People Aged 16 to
26 Years Think, https://www.tui-stiftung.de/wpcontent/uploads/2019/05/2019_Report_EN_TUI-Stiftung_Junges-Europa.pdf
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5.2 Excursion: Organic vs paid content
The reach achieved on social media platforms depends on complex algorithms. Apart from
economic interests, i.e. the pressure towards paid advertising instead of organic reach, there
are several reasons for the decline in the reach of news from companies and organisations.
There are two main reasons. The first reason involves a simple fact: More and more content
is being created and shared every day. Today, thanks to devices like smartphones, many
people can share this content with just a few swipes of the finger or taps of a button. There is
now far more content being made than there is time to absorb it. As a result, competition in
News Feed - the place on Facebook where people view content from their family and friends,
as well as businesses - is increasing, and it’s becoming harder for any story to gain exposure
in News Feed. In addition to the growth in content, people are also liking more Pages. With
each new Page like, competition in News Feed increases even further.
The second reason involves how News Feed works. Rather than showing people all possible
content, News Feed is designed to show each person on Facebook the content that’s most
relevant to them. To choose which stories to show, News Feed ranks each possible story (from
more to less important) by looking at thousands of factors relative to each person.
In 2018, Facebook and Instagram redesigned the algorithm 19 of what and how often something
is displayed on users' pages. This had a significant impact on organic reach. Contributions
from "friends" were given a higher priority and more weight.
In essence, posts on Facebook and Instagram are displayed according to the following
priorities:
•
•

Facebook: Posts from family and friends are displayed first in the news feed, followed
by information and entertainment.
Instagram: Photos and videos in the feed are ranked according to how likely the user
is to be interested in the content, their relationship to the user who posted the post,
and how current the post is.

As a result, it became increasingly difficult for pages of organisations and companies to reach
fans and followers organically. The logical counterpart is that everyone sees less content from
companies, media and organisations in their news feed. The consequence was and is that
social media-responsible increasingly resort to paid activities.
However, organic reach is still important, also in view of the fact that many users find paid
media less credible than their own (owned) content. It is recommended to use a healthy mix
On 12 January 2018, Marc Zuckerberg announced on his Facebook profile that he would
fundamentally change the algorithm. The algorithm, which determines when and what users see in the
news feeds, was then fundamentally revised by the development team. The reason given was that
pictures and videos from professional Facebook pages have recently exploded in the masses and have
often overlapped personal moments from family and friends. At the same time, Facebook sees itself as
a tool to connect us with our friends and family - but according to Zuckerberg, this purpose was no
longer fulfilled with the algorithm that had been in use until then.
19

See Marc Zuckerberg, FB-posting of 12 January 2018: https://www.facebook.com/zuck/posts/one-ofour-big-focus-areas-for-2018-is-making-sure-the-time-we-all-spend-on-face/10104413015393571/
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on Facebook and Instagram (as well as on other social media platforms). An example of a
promising strategy is to advertise content that has already achieved good organic coverage.
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