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Print advertisina

Output N of published ads X X EU- X X
N of i X X EU-: X X
Media buvina budaet print X X EU- X X
X X DE. FI, PT, ES, PL (wave ). LV (overall results only) X X X X EU-: X X
Number of insertions in monthly publications X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Number of insertions in bi-weekly publications X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Number of insertions in weekly publications X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Number of insertions in daily publications X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Overall circulation of the print { X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Estimated readership number of the X
X X DE. FI, PT, ES, PL (wave ). LV (overall results only) X X
Reach (indicated as a % Estimated reach in TO) X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
Estimated number of people reached X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X
GRP X X DE. FI, PT, ES, PL (wave ). LV (overall results only) X X
N of contacts / Estimated number of contacts X X DE, FI, PT, ES, PL (wave ). LV (overall results only) X X X X EU-16 X X
Result Percentage of people recalling at least one ad - midterm evaluation X X AT.BG, FR.IT,.NL, PL, PT, ES X X
Result Percentage of people recalling at least one ad - final evaluation X X AT.BG, FI. IT, LV, NL, PL X X
Diaital advertisina
Output N of published digital banners X X EU-16, excl. FI. IT, RO, SE X X
N of i X X DE. FI. PT, ES, PL (wave ), LV (overall results only) X X X X EU-16, excl. FI. IT, RO, SE X X X X X X X X
N of clicks X X DE. FI. PT, ES, PL (wave ), LV (overall results only) X X X X EU-16, excl. FI. IT, RO, SE X X X X X X X SILEL,PT. LT, MT.NL.ES.PL, IE X X
Estimated number of people reached X X DE. FI. PT, ES, PL (wave ), LV (overall results only) X X X X SILEL,PT. LT, MT.NL.ES.PL, IE X X
Number of video views X X DE. FI. PT, ES, PL (wave ), LV (overall results only) X X X X SILEL,PT. LT, MT.NL.ES.PL, IE X X
Number of video views (excludina YouTube) X X DE. FI. PT, ES, PL (wave ), LV (overall results only) X X
Media buvina budaet diaital X X . RO, SE X X X X SILEL,PT. LT, MT.NL.ES.PL, IE X X
CPM X X DE. FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X X X . RO, SE X X
N of contacts X X . RO, SE X X
Click throuah rate X X DE. FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X X X . RO, SE X X X X X
CPC X X DE. FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X X X . RO, SE X X X X X
Share of the referrals to the website X X . RO, SE X X X X SILEL,PT. LT, MT.NL.ES.PL, IE X X
x x X
ETR X X X
Interaction Rate (Display Ads) X X X
Interaction Rate (Liahtbox Ads) X X X
CPE X X X
Result N of peonle recalling at least one ad - midterm evaluation X X DE. EL, HU. LV, PL. ES X X
Result Percentage of people recalling at least one ad - final evaluation X X BG. DE. EL, FR, HU, LV, NL, PL, PT X X
Out Of Home advertisina
Output N of published billboards X X EU-16, excl. HU, LV, ES, RO X X X X NL X
N of i X X EU-16, excl. HU, ES, RO X X X X LV X
Media buvina budaet OOH X X EU-16, excl. HU, LV, ES, RO X X
X X EU-16, excl. HU, LV, ES, RO X X
N of contacts X X EU-16, excl. HU, LV, ES, RO X X
Result People recallina seeina the campaian on OOH - midterm evaluation X X AT, BE. BG, FI.FR. DE, IT, PL X X
Result Percentaqe of people recalling at least one ad - final evaluation X X AT.FR. DE X X
TV advertising
Output budget X X DE, FI, PT, ES, PT, LV x X
N of TV spots X X DE, FI, PT, ES, PT, LV x X
TV ads contacts X X DE, FI, PT, ES, PT, LV x X
Reach of TV ads X X DE, FI, PT, ES, PT, LV x X
TV ads CPM X X DE, FI, PT, ES, PT, LV x X
Paid media collaborations [
Print |
Output N of paid media X X___|AT, BE, Fl, DE, EL, NL, PL, ES X X X x__|BG,DE,PL X X X X X X X BE, HR, CY, FI, PL, SI, SK, ES, NL, SE, CZ, IE, LU, MT X
N of published (print) X X___|AT, BE, Fl, DE, EL, NL, PL, ES X X X x__|BG,DE,PL X X x X AT, EE, FI, PL, SE, CZ, IE, NL, LU X
oTS X X___|AT,BE, FI, DE, EL, NL, PL, ES X X x x___|BG, DE, PL x x
Media buying budget X X___|AT, BE, Fl, DE, EL, NL, PL, ES X X X x___|BG, DE, PL x x x X x X
CPM X X___|AT,BE, FI, DE, EL, NL, PL, ES X X x x___|BG, DE, PL x x
N of people reached X X___|AT, BE, Fl, DE, EL, NL, PL, ES X X X x__|BG, DE, PL X X x X AT, ES, SE, X
Digital including Social Media X
Output N of paid media i X x__[EU-1 X X X x__|EU-18 X X X X BE, HR, CY, FI, PL, SI, BG, SK, ES, SE, CZ, IE X
N of published (online) X x__|EU-16, excl. LV, NL, PL, RO, SE X X X x__|BG,PL,ES X x x X NL, PL X
N of X x___|EU-16, excl. LV, NL, PL, RO, SE X X X x__|BG,ES X X X X AT, BE, BG, HR, CZ, FI, EL, IT, IE, LV, LT, LU, NL, PT, SK, DK, EE, RO, X x X BE, HR, PL, BG, CZ,IE, LV, X
Media buying budget X x___|EU-16, excl. LV, NL, PL, RO, SE x x x x__|BG,ES x x
CPM X x___|EU-16, excl. LV, NL, PL, RO, SE X x x x__|BG,PL ES x x
N of contacts X x___|EU-16, excl. LV, NL, PL, RO, SE X x x x__|BG,PL ES x x
N of clicks to website X X X X EL, NL, SK SE, SK, HR X
Click through rate X X
Share of the referrals to the website X X
N of published blog posts X x___|BE, FI, EL, NL, PL, PR, ES, RO x X x x__|BR,RO x x
N of X x__|BE, FI,EL, NL, PL, PR, ES, RO X x x x___|BR,RO x x
Media buying budget X x___|BE, FI,EL, NL, PL, PR, ES x x x x__|BR,RO x x
CPM X x___|BE, FI,EL, NL, PL, PR, ES x x x x__|BR,RO x x
N of contacts X x__|BE,FIEL NL, PL, PR, ES, RO X x x x__|BR,RO x x
N of clicks to website X x__[PT X x x__|BR,RO x
Click through rate X X PT X X
Share of the referrals to the website X X
N of published YouTube / Web TV / viog posts / X x___|BE, FR, DE, EL,NL, PL, PT, SE X X X x__|BE,BG,FR,IT,RO x X
N of X x___|BE, FR, DE, EL, NL, PL, PT, SE X X X x__|BE, BG,FR,IT, RO x X
N of total X x__|BE, FR, DE, EL, NL, PL, PT, SE X X X x__|BE, BG,FR,IT,RO X X
N of reactions X x___|BE,FR, DE, EL, NL, PL, PT, SE X X X x__|BE, BG,FR,IT,RO X X
N of comments X x___|BE,FR, DE, EL, NL, PL, PT, SE X X X x__|BE, BG,FR,IT,RO X X
N of shares X x__|BE, FR, DE, EL, NL, PL, PT, SE X X X x__|BE, BG,FR, RO X X
Media buying budget X x__|BE, FR, DE, EL, NL, PT, SE X X x X__|BE,BG,FR,IT X X
CPM X x__|BE, FR, DE, EL, NL, PT, SE X X X X__|BE,BG,FR,IT X X
People reached X x__|BE,FR, DE, EL, NL, PL, PT, SE X X X x___|BE.BG,FR,IT,RO X X X X BG,HR, EL, IT, LT, LU, PL, ES X X X HR, SK, BG, LT, ES, SE X
Interaction rate X X __|BE,BG,FR,IT x X
N of clicks to website X
N of clicks through rate X X BE, BG, HR, IT, LV, NL, PT, EE X
Share of the referrals to the website
Radio
Output N of paid media X x__|BE, FI, DE, LV, NL, PT X X X X CY, EE, DE, X
N of X x___|BE, FI, DE, LV, NL, PT x X
oTS X x___|BE, FI, DE, LV, NL, PT x X
Media buying budget X x___|BE, FI, DE, LV, NL, PT x X
x x___|BE, FI, DE, LV, NL, PT x X
X X IE, PT, AT X
GRP X X IE X
N of people reached X x___|BE, FI,DE, LV, NL, PT X X X X AT, LV X X X DE X
TV
Output N of paid media X X__|AT,BE, FR,IT, LV, NL X X X x__[FR X X X CY, EL, HU, PT, SI, BG, LT, SK, LV, RO, MT X
N of X X__|AT,BE,FR,IT, LV, NL X X X x__[FR X X X EE, X
N of to see X X DE, FI, PT, ES, PL (wave 1 &2), LV (overall results only) X X X X__|AT,BE,FR,IT, LV, NL x X x x__|FR X
Media buying budget X X__|AT,BE,FR,IT, LV, NL x X x x__|FR X
X X DE, FI, PT, ES, PL (wave 1 &2), LV (overall results only) X X X X__|AT,BE,FR,IT, LV, NL X X x x__|FR X
People reached / Estimated number of people reached X X DE, FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X X X AT, BE,FR, IT, LV, NL X X X X FR X X X CY,EL, LT, X
Estimated number of contacts X X DE, FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X
Spot number X X DE, FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X
Reach (indicated as a % Estimated reach in TO) X X DE, FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X X X EL, SI,BG, LV, X
GRP. X X DE, FI, PT, ES, PL (wave 1 & 2), LV (overall results only) X X
Result N of people recalling at least one piece of paid content X X BE,FR,ES X X X
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Level of effectiveness Consolida Consolida Consolida
(according to Indicator Ind\catior E‘Jata " Countries for which data is available ted all Dah;a by Im@'ﬁ' Iﬁa{a " Countries for which data is available ted all bata by Im@“" Data ries for which data is available ted all Indicator Data Countries for which data is available Consoldat | Databy | Indicator Data Countries for which data is available Consolidat | - Data by
contractor's report) used collected MSs s used collected MSs Ms used collected MSs used collected ed all MSs Ms used collected ed all MSs Ms
Social media advertisina
Facebook
[Output N of published posts X x__|EU-: X X X x__|AT, R.DE.IT. LV, RO X X X x X
Reach X X EU-: X X X X AT, R, DE,IT. LV, RO X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X X X EL, PT,MT, LT, SI,ES, IE, NL, PL X X
Frequency X X EU-: X X X X AT, R, DE,IT. LV, RO X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
N of X X EU-: X X X X AT, R, DE,IT. LV, RO X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X X X EL, PT,MT, LT, SI.ES, IE, NL, PL X X
Media buvina budaet X X EU- X X X X AT, R, DE, IT, LV, RO X X
X X DE, FI, PT, ES, PL (launch events, Wave overall resull X X X X EU-: X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X X X EL, PT,MT, LT, SI.ES, IE, NL, PL X X
Number of video views on Facebook X X DE, FI, PT, ES, PL (launch events, Wave overall resull X X
N of link clicks X X DE, FI, PT, ES, PL (launch events, Wave overall resull X X X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X X X EL, PT,MT, LT, SI.ES, IE, NL, PL X X
N of Video Views X X DE, FI, PT, ES, PL (launch events, Wave overall resull X X X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X EL,PT, SILES, NL, X X
Total (reactions + comments + shares) X X EU-16 X X X X AT, BG. FI. FR, DE. IT, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
N of likes on posts X X DE, FI, PT, ES, PL (launch events, Wave 1 & 2), LV (overall resul| X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
N of reactions X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK,RO, PT, PL, LT, IT, HU, FR, C: X X
N of comments X X DE, FI, PT, ES, PL (launch events, Wave 1 & 2), LV (overall resul| X X X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
N of shares X X DE, FI, PT, ES, PL (launch events, Wave 1 & 2), LV (overall resul| X X X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
rate X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Result View-throuah rate X X EU-16 X X X X AT, BG, FI, FR, DE, IT, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per view X X EU-16 X X X X |BG. FI. FR, DE. IT, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X X X EL,PT,MT, LT, SI.ES, IE, NL X X
Facebook promoted posts cost per click CPC X X DE. FI, PT, ES, PL X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X X X EL. PT.MT. LT, SI.ES, IE. NL X X
N of Three-Second Video Views X X EU-16 X X X X AT, BG, FI. FR, DE, IT. LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per view at 3 secs X X EU-16 X X X X BG, FI. FR, DE. LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Video views 10" X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Average view duration X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X X X EL. PT.MT. LT, SI.ES, IE. NL X X
Cost per X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
rate / Video Watches at 25% X X EU-: X X X X 3 DE.LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
rate / Video Watches at 50% X X EU-: X X X X 3 DE.LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
rate /Video 75% X X EU-: X X X X 3 DE.LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
rate / Video Watches at 95% X X EU-: X X X X 3 DE.LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per link click (CPLC) X X EU- X X X X b DE. LV. RO X X
Facebook promoted posts CTR X X DE, FI, PT, ES, PL (launch events, Wave 1 & 2), LV (overall resul| X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, CZ X X X X EL, PT.MT. LT, SI.ES, IE. NL X X
Link click-throuah rate X X EU-16 X X X X BG. FI. FR, DE. IT. LV, RO X X
New page likes on EC REP channel | X X EU-16 X X X BG, FI. FR, DE, LV, RO X X
Number of Facebook new page likes throuah promoted posts X X DE, FI, PT, ES, PL (launch events, Wave 1 & 2), LV (overall resul X X
rate X X EU-16 X X X X BG, FI.FR, DE, IT, LV. RO X X X X X
Cost per Estimated Ad Recall Lift (People) X X
Event X X HR, FI. DE, EL, PL X X
Completion rate X X SE, SK, RO, PT, PL, LT, IT, HU, FR, CZ X
Instagram
[output N of published posts X X U-1 X X X x__|A X X X X X
Reach X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
Frequency X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
N of i X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
Media buvina budaet X X U-1¢ X X X X A X X
X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
N of link clicks X X U-16, excl. IT, PL, LV, PT, RO, SE X X X X A X X X
N of Video Views X X U-1¢ X X X X A X X
Total (reactions + comments + shares) X X U-1¢ X X X X A X X X
N of reactions X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
N of comments X X U-1¢ X X X X A X X X X SE, SK, RO, PT,PL, LT, IT, HU, FR, CZ X X
N of shares X X |EU-I¢ X X X x__|A x X X x SE, SK, RO, PT, PL, LT, IT, HU, FR, CZ x X
rate X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C. X X
Result View-through rate X X EU-: X X X X A X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per view X X EU-: X X X X A X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
N of Three-Second Video Views X X EU-: X X X X A X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per view at 3 secs X X EU-: X X X X A X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Video views 10" X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Average view duration X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
igh rate / Video Watches at 25% X X X BG, R, DE, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
igh rate / Video Watches at 50% X X X BG, R, DE, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
igh rate / Video Watches at 75% X X X BG, R, DE, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
igh rate / Video Watches at 95% X X X BG, R, DE, LV, RO X X X X SE, SK, RO, PT, PL, LT, IT, HU, FR, C: X X
Cost per link click (CPLC) ** X X X BG, R, DE, LV, RO X X
Link click-through rate ** X X BE, BG, DE, NL, ES X X X X AT, 1, FR, DE, IT, LV, RO X X
New page likes on EC REP channel X X |
rate X X EU-16 X X X X I_BG, FI, FR, DE, LV, RO X X X X X X
Cost per Estimated Ad Recall Lift (People) X X
Event X X HR, FI, DE, EL, PL X X
Completion rate X X SE, SK, RO, PT, PL, LT, IT, HU, FR, CZ X
Twitter
[output N of published posts X X EU-16,excl. DE, HU X X X X X
Reach X X ___|EU-16excl. DE, HU x X x x X
Frequency X x__|FR,EL NL, SE x X x x X
N of X X ___|EU-16excl. DE, HU x X x x X
Media buying budget X x___|EU-16excl. DE, HU x X x x X
x x___|EU-16.excl. DE, HU x X x x X
N of link clicks X x___|EU-16 excl. DE, HU, LV x X x x X
N of Video Views X x___|EU-16excl. DE, HU x X x x X
Total (likes + replies + retweets) X x___|EU-16excl. DE, HU x X x x X
N of likes X x___|EU-16excl. DE, HU x X x x X
N of replies X x__|EU-16excl. DE, HU x X x x X
N of retweets X x___|EU-16.excl. DE, HU X X X x X
Result View-through rate X X EU-16,excl. DE, HU X X X X X
Cost per view X X EU-16,excl. DE, HU X X X X X
N of Two-Second Video Views X X EU-16,excl. DE, HU X X X X X
Cost per view at 2 secs X X EU-16,excl. DE, HU X X X X X
View-through rate at 25% X X EU-16,excl. DE, HU X X X X X
View-through rate at 50% X X EU-16,excl. DE, HU X X X X X
View-through rate at 75% X X EU-16,excl. DE, HU X X X X X
View-through rate at 100% X X EU-16,excl. DE, HU X X X X X
Cost per link click (CPLC) X X EU-16,excl. DE, HU, LV, NL X X X X X
Link click-through rate X X EU-16,excl. DE, HU, LV X X X X X
New page likes on EC REP channel X X EU-16,excl. BE, DE, HU, NL, ES X X X X X
I tion rate X X FR, EL, NL X X X only 1 MS|RO X
Share of the referrals to the website X X EU-16 X X X only 1 MS|RO X
People recalling seeing the project specific campaign 1 on social media (national x v |Fuseed e oL e o x " x
average)
;Z?grl‘ear:;:grg seeing the project specific campaign 1 on social media (target o o AT, BE, FR, EL, IT, NL, PL, ES o 5 o
Youtube
Output N of published posts
Reach X X EL, NL, PT, SI, ES X X
Frequency
N of X X CZ, FR, HU, IT, LT, PL, PT, RO, SK, SE X X
Media buying budget
CPM X X X X X EL, NL, PT, SI, ES X X
N of link clicks X X X X X EL, NL, PT, SI, ES X X
N of Video Views X X X X X EL, NL, PT, SI, ES X X
Total (likes + replies + retweets)
N of likes
N of replies
N of retweets
Result View-through rate X X EL, NL, Protugal, S|, ES X X
Cost per view X X X X X EL, NL, Protugal, S|, ES X X
N of Two-Second Video Views
Cost per view at 2 secs
View-through rate at 25%
View-through rate at 50%
View-through rate at 75%
View-through rate at 100%
New page likes on EC REP channel
I ion rate
Share of the referrals to the website
People recalling seeing the project specific campaign 1 on social media (national
average)
People recalling seeing the project specific campaign 1 on social media (target
region average)
N of completed views X X X X X EL, NL, PT, SI, ES X X
Average view duration X X EL,NL, PT, SI,ES X X
X X CZ,FR, HU, IT, LT, PL, PT, RO, SK, SE X X X EL,NL, PT, SI,ES X X
CPC X X X X X EL, NL, PT, SI, ES X X
Completion rate X X CZ,FR, HU, IT, LT, PL, PT, RO, SK, SE X
Viewability rate X X CZ,FR, HU, IT, LT, PL, PT, RO, SK, SE X
Total paid social media
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Level of effectiveness Consolida
(according o Indicator indeator || D Countries for which data is available bamby | indcator | bata baaby | Indcator | Data for which data is available tedall | PFAPY | Indicator Countries for which data is available Consoldat| Daaby | Indcator | ba@ Countries for which data is available Consoldat| Daua by
contractor's report) MSs
[output N of published posts X X EU-: X X X X A DE, IT, LV, RO X X
Total Reach X X EU-: X X X X A D! .LV,.RO X X X X
Total Facebook Reach X X EU-: X X X X A D! ,LV.RO X X X X SILEL,PT, LT, MT, NL, ES, PL, IE X X
Total Instaaram Reach X X EU- X X X X A Di . LV, RO X X
| Total Twitter Reach x x__|EU- x X x x__|A DE. IT, LV, RO X X
Total Youtube Reach X X EL,.NL,PT, SILES X X
[Total DBM Reach X X SILEL,PT,LT,MT,NL,ES,PL, IE X X
Total N of X X EU-: X X X X A D! ,LV.RO X X X X X X X
Total Facebook impressions X X EU- X X X X A D! .LV.RO X X X X SI,EL,PT, LT, MT, NL,ES, PL, IE X X
Total Instagram impressions x x__|EU- x X x x__|A DE. IT, LV, RO X x
| Total Twitter impressions X X EU- X X X X A D! .LV.RO X X X X X
Total Youtube Impressions X X SILEL,PT,LT,MT,NL,ES,PL, IE X X
[ Total DBM Impressions
Media buvina budaet X X EU- X X X X A R. D .LV.RO X X X X X
Total Facebook budaet X X EU- X X X X A R, Di . LV, RO X X
Total Instaaram budaet X X EU- X X X X A R, Di . LV, RO X X
[ Total Twitter budaet X X EU- X X X X A R, D .LV.RO X X
Overall average CPM X X EU- X X X X A R, Di . LV, RO X X X
Average CPM Facebook X X EU-: X X X X A R, DI ,LV.RO X X X X X X SILEL,PT, LT, MT, NL, ES, PL, IE X X
Average CPM Instaaram X X EU-: X X X X A R, DI .LV.RO X X X X
Average CPM Twitter X X EU-16, excl. DE X X X X A R, DI .LV.RO X X
Average CPM Youtube X X X X EL.NL.PT,SILES X X
Total N of link clicks X X EU-: X X X X A D! .LV.RO X X X X X
Total Facebook link clicks X X EU-: X X X X A D! .LV.RO X X X X SILEL,PT,LT,MT,NL,ES, PL, IE X X
Total Instaaram link clicks X X EU-: X X X X A D! .LV.RO X X
Total Twitter link clicks X X EU-16, excl. DE X X X X A D! LLV.RO X X
Total Youtube link clicks X X EL.NL.PT, SILES X X
[Total DBM link clicks X X SILEL,PT. LT, MT.NL,ES.PL. IE X X
Total N of Video Views X X EU-: X X X X A D! .LV.RO X X X X X X X
Total Facebook Video Views X X EU-: X X X X A D! .LV.RO X X X X SILEL,PT,LT,MT,NL,ES, PL, IE X X
Total Instagram Video Views X X EU-: X X X X A D! .LV.RO X X
Total Twitter Video Views X X EU-: X X X X A D! .LV.RO X X
Total Youtube Video Views X X EL.NL.PT, SILES X X
| Total DBM Video Views
Total i X X EU-: X X X X A D! .LV.RO X X X X
N of FB reactions + INSTA reactions + TW likes X X EU-: X X X X A D! .LV.RO X X
N of FB comments +INSTA comments + TW replies X X EU-: X X X X A D! LLV.RO X X
N of FB shares + INSTA rearams + TW retweets X X EU-: X X X X A D! LLV.RO X X
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Level of effectiveness Indicator | Data Consolida iz by | indicator | Data Consolidal 12 by | indicator | Data Consolida Indicator |  Data Consolidat| Databy | Indicator | Data Consolidat| Data by
(according to Indicator Countries for which data is available ted all - Countries for which data is available ted all - Countries for which data is available ted all Countries for which data is available Countries for which data is available
. used collected Ms used collected Ms used collected used collected ed all MSs Ms used collected ed all MSs Ms
contractor's report) MSs MSs MSs
[Result Video X |
Overall average cost per view (CPV) X X EU-: X X X X BG. FR. DE. RO X X X X X
Average CPV Facebook X X EU-: X X X X X X
Average CPV Instagram X x__|EU- x X x X X x
Average CPV Twitter X X EU-16, excl. DE X X X X X X
Overall average view-throuah rate (VTR) X X EU-: X X X X X X
Average VTR Facebook X X EU-: X X X X X X
Average VTR Instagram X x__|EU- x X x X X x
Average VTR Twitter X X EU-16, excl. DE X X X X X X
Average VTR Youtube X X EL.NL, PT, SILES X X
Overall average view-throuah rate at 75% X X EU-16 X X X X X X
Average VTR Facebook at 75% X X EU-16 X X X X X X
Average VTR Twitter at 75% X X EU-16, excl. DE X X X X X X
Traffic X
Overall average cost per link click (CPLC) X X EU-: X X X x___|FR,DE,RO X X
Average CPLC Facebook X X EU-: X X X X lg; FI, FR, DE, LV, RO X X
Average CPLC Twitter X X EU-16, excl. DE X X X X RO X
Overall average link click-throuah rate (LCTR) X X EU-: X X X X BG, FR, DE, LV, RO X X
Average LCTR Facebook X X EU-: X X X X BG, FR, DE, LV, RO X X
Average LCTR Twitter X X EU-16, excl. DE X X X X BG, FR. RO X X
X
Overall average it rate (IR) X X EU- X X X X BG. FI. FR, DE, LV, RO X X
Average IR Facebook X X EU- X X X X BG. FI. FR, DE, LV, RO X X
Average IR Instagram X X EU-: X X X X BG, FI. FR, DE. LV, RO X X
Average IR Twitter X X FR.EL. HU. NL X X X
New page likes on EC REP channels X X EU- X X X
Overall average share of the referrals to the website X X EU- X X X
Total Social media CTR X
Total social media CPC X
oTsS X X X
Frequency of exposure to content per user X X x
Earned media relations
Output N of sent press releases X X DE. FI, PT, ES, PL, LV (launch events) X X X X EU-16, SE X X X X EU-17, excl. CY. EL, LU, SE X X
N of issued press packs X X DE. FI, PT, ES, PL, LV (launch events) X X
N of organised press events DE. FI, PT, ES, PL, LV (launch events) X X X X EU-16, RO, SE X X X X BG. FI, FR, DE, HU, IT, LV, PL, PT, RO, ES X X
N of iournalist contacted X X DE. FI, PT, ES, PL, LV (launch events) X X
N of local journalists participating in local press visits or press conferences X x  |DE, FI,PT, ES, PL, LV (launch events) X X X x |Eu-16 X X X x |BG,RO,ES X X
OTS across all media X X EU-16 X X X X EU-17, excl. CY, EL, LU X X
Print media X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Radio X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Online media X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Newswires X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
N of contacts across all media X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU X X
Print media X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Radio X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Online media X X EU-16 X X X X EU-17, excl. BE, CY, EL, LU, SE X X
Newswires X X EU-16 X X X
N of unpaid media X X IT, BG, other MSs: 0 (?) X X X X X X X
Print media X X IT, BG X X X
X 0 X
Online media X 0 X
Bloagers X X BG, 0 in others (?) X X X
Number of bloggers contacted X X DE, FI, PT, ES, PL (launch events) X X
Number of engaged bloagers X X DE, FI, PT, ES, PL (launch events) X X
Reach X X X X X AT, BE, EE, FI, EL, BG, DE X
N of X X BE, FI, BG, FR X
X X BE X
N of page views X X FILFR X
Show audience X X LT X
Circulation X X NL X
Result N of published articles across all media X X DE, FI, PT, ES, PL, LV (launch events) X X X X EU-16 X X X X EU-17 X X X X BE, BG, HU X
Tone of articles X X DE, FI, PT, ES, PL, LV (launch events) X X
Type of coverage (TV, radio, print, online) X EU-17, excl. CY, LU X X X BE, BG, HU X
Type of coverage (Tier 1 & 2) X EU-17, excl. CY, LU X
Type of coverage (general, business, thematic, lifestyle, regional, special interest) X X EU-17, excl. CY, LU X
Campangn message penetration (The EU invests in local o 3 EU-17, excl. CY, LU 2
campaign Campaign message penetration (EU invesiments creale " ¢ |EEmemenw "
benefits or have local impacts)
Campangn message peneua‘nun (Mention of a specific o 3 EU-17, excl. CY, LU 2
project or beneficiary of EU
Campaign message penetration (Beneficiary or third party " ¢ |EEmemenw "
quote mentioning EU investment benefit)
N of published articles in print media X X EU-1 X X X X EU-17, excl. CY, LU, SE X X X X BE, BG X
N of articles in tier 1 print media X X |EU-¢ X X X x__|EU-17, excl. CY, LU, SE x x
N of articles in tier 2 print media X X |EU-I X X x x__|EU-17, excl. CY, LU X x
N of positive articles X X |EU- X X X X |EU-17 excl. CY, LU, SE, LV X X
N of neutral articles X X |EU-I X X X X__|BG,FR, HU, IT, PT, RO, ES X X
N of negative articles X X |EU-I X X X X__ |BG,FIIT X X
N of articles with EU in the fitle X X |EU-I X X X X__[BG,IT X X
N of articles mentioning that the EU invests in local projects/companies X x |Eu-16 X X X X EU-17, excl. CY, LU x x
N of articles mentioning that EU investments create benefits or have local M « |ev1s M B M x  |eva7,exacy, 0 B M
impacts
N of articles mentioning a a specific project or beneficiary of EU N « |ev1s N B N « |Fumemenw B M
El;‘te ztlcles ‘quoting a beneficiary or third party mentioning EU investment N = | N N N ¢ |Esmenenw N M
N of articles with photos X X |EU-I X X X X___|EU-17, excl. CY, LU, SE X X
N of TV coverage X X EU-1 X X X X EU-17, excl. CY, LU, SE X X X X BG, HU X
N of coverage in tier 1 TV media X X |EU-I X X x x__|EU-17, excl. CY, LU, SE X x
N of coverage in tier 2 TV media X X |EU-I X X x x__|EU-17, excl. CY, LU, SE X X
N of positive TV coverage X X |EU-I X X X x__|EU-17, excl. CY, LU, LV, SE X X
N of neutral TV coverage X X __|EU-16, excl. PL (or 0?) X X X X__|BG,HU, IT,ES X X
N of negative TV coverage X X___|EU-16, excl. PL (or 0?) X X X X __|BG,IT.ES X X
N of TV coverage mentioning that the EU invests in local M « |ev1s N B N e e as B M
N of TV coverage mentioning that EU investments create benefits or have M « |ev1s M B M B EU-17, exdl, CY, LU, SE B M
local impacts
N of TV coverage mentioning a specific project or beneficiary of EU M « |ev1s N B N e e as B M
N of TV coverage quoting a beneficiary or third party mentioning EU M « |ev1s M B M B EU-17, exdl, CY, LU, SE B M
investment benefit
N of TV coverage featuring campaign’s visuals X X |EU-I X X X x__|EU-17, excl. CY, LU, SE X x
N of radio coverage X X EU-1 X X X X EU-17, excl. CY, LU, SE X X X HY X
N of coverage in tier 1 radio media X X |EU-I X X x x__|EU-17, excl. CY, LU, SE X x
N of coverage in tier 2 radio media X X |EU-I X X x x__|EU-17, excl. CY, LU X X
N of positive radio coverage X X |EU-I X X x x__|EU-17, excl. CY, LU X X
N of neutral radio coverage X X EU-16, excl. AT, EL, DE (or 0?) X X X X BG, FI, HU, PT, ES X X
N of negative radio coverage X X EU-16, excl. AT, EL, DE (or 0?) X X X X BG, FI, HU, PT, ES X X
N of radio coverage mentioning that the EU invests in local N « |ev1s N B N e B N
projects/companies
N of radio coverage mentioning that EU investments create benefits or % % EU-16 % 5 % 5 E£U-17, excl. CY, LU, SE, DE 52 %
have local impacts
N of radio coverage mentioning a specific project or beneficiary of EU N « |eu1s N B N T B N
investment
N of radio coverage quoting a beneficiary or third party mentioning EU % % EU-16 % 5 % 5 E£U-17, excl. CY, LU, SE, DE 52 %
investment benefit
N of online articles X X EU-16 X X X X EU-17, excl. CY, LU X X X X BE, BG, HU X
N of articles in tier 1 media_ X X EU-16 X X X X EU-17, excl. CY, LU X X
N of articles in tier 2 media_ X X EU-16 X X X X EU-17, excl. CY, LU X X
N of positive articles X X EU-16 X X X X EU-17, excl. CY, LU X X
N of neutral articles X X EU-16 X X X X EU-17, excl. CY, LU, BE X X
N of negative articles X X EU-16 X X X X EU-17, excl. CY, LU, BE X X
N of articles with EU in the Title X X EU-16 X X X X AT, BG, DE, EL, HU, IT, LV, PL, PT, ES, SE X X
N of articles mentioning that the EU invests in local projects/companies X X EU-16 X x X X EU-17, excl. CY, LU x X
N of articles mentioning that EU investments create benefits or have local % % EU-16 % 5 % 5 EU-17, excl. CY, LU 52 %

impacts
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Level of effectiveness N N N N N |
(according to Indicator Indicator | Data Countries for which data is available Daaby | Indicator | Data | & e for which data is available Daaby | Indicator | Data for which data is available tedall | DA@by | Indicator Countries for which data is available Consolidat | Databy | Indicator | Data Countries for which data is available Consolidat | - Data by
. used collected Ms used collected Ms used collected Ms used d ed all MSs Ms used collected ed all MSs Ms
contractor's report) MSs
N of articles mentioning a a specific project or beneficiary of EU 5 5 EU-16 5 53 5 53 EU-17, excl. CY, LU 53 2
investment
Se Z’e Zn;llcles quoting a beneficiary o third party mentioning EU investment N « |ev1s N B N O B N
N of articles with photos X X EU-16 X X X X EU-17, excl. CY, LU X X
N of newswire placements X X EU-16 X X X X A . HU, IT, LV, PL, RO X X
N of newswire placements in tier 1 media X X AT, DE,IT, LV, RO X X X X AT, DI .LV.RO X X
N of newswire placements in tier 2 media X X AT, DE, IT, LV, RO X X X X AT, DE, HU, IT, LV, RO X X
N of positive placements X X AT, DE,IT, LV, RO X X X X AT, DI .LV.RO X X
N of neutral placements X X AT, DE, IT, LV, RO X X X X AT, DI .LV.RO X X
N of negative placements X X AT, DE,IT, LV, RO X X X X AT, DI .LV.RO X X
N of newswire placements with EU in the Title X X AT, DE,IT, LV, RO X X X X AT, DI .LV.RO X X
N of articles mentioning that the EU invests in local projects/companies X X AT, DE, IT, LV, RO X X x X AT, DE, HU, IT, LV, RO X x
";‘"g'a:gdes mentioning that EU investments create benefits or have local X X AT, DE, IT, LV, RO X 52 X 52 AT, DE, HU, IT, LV, RO 5 2
N of articles mentioning a a specific project or beneficiary of EU 5 5 AT, DE, IT, LV, RO 5 53 5 53 AT, DE, HU, IT, LV, RO 53 2
investment
Se Z’e znl'llcles quoting a beneficiary o third party mentioning EU investment N | sE e N B N o || o LT T B N
N of with photos X X AT, DE, IT, LV.RO X X X X AT, DE, HU, IT, LV, RO X X
N of proactive enauiries by media (iournalistic questions, etc.) X X
% of press release content taken up by the media X X X X CY X
Total coverage X X K, EE, FI. FR, DE, EL, HU, IE, IT, LV, LT, MT, PL, LU, MT, PT, RO, S, §| X
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Project stories

Output N of proiect stories published on the website X U-: X X X X EU-17 X X
N of stories actually used in social media by the EC X U-: X X
N of flaaship stories covered by the media X U-: X X
[N of other stories covered by the media X U-: X X
Top media coverage story 1 X U- x X
Top media coverage story 2 X U- x X
Top media coverage story 3 X U- x X
Top print media coverage story X U-: X X
Top TV media coverage story. X U-: X X
Top radio coverage story. X U- x X
Top social media story. X - X X

Result N of stories endorsed by third parties

Top endorsed story 1

Top endorsed story 2

Top endorsed story 3

N of people recalling at least 1 proiect story

Top recalled story 1

Top recalled story 2

Top recalled story 3
N of people willina to share the proiect story in their social circle

X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X
X

Third party endorsement

jon of the EU as a result of the even

Result N of campaian's third party endorsers X X EU- X X X X AT, BE, BG, DE, IT, ES X X
N of activities involvina thid party endorsers X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, DE X X
of the partners' toolkit on the website X X EU- X X X X EU-17, excl. CY. LU, RO X X
ird-partv endorsersements in the media X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, BG. FI. FR. DE, EE, [T, PT. RO X X
-party endorsers who used the campaian's brandina X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, BG, FI, FR, DE, EE, IT, PT, RO X X
-party endorsers who linked to the campaian's website X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, BG. FI. FR. DE, EE, [T, PT. RO X X
N of third party endorsers who shared the campaign's content on social media X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, BG, FI, FR, DE, EE, IT, PT, RO X x
N of third-party endorsers who distributed campaign’s content to their audiences X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT, BE, BG, FI, FR, DE, EE, IT, PT, RO X X
N of pro-active enauieries by third parties to participate in the campaian X X EU-16, excl. HU, PL, LV, RO, SE X X X X AT. BE, BG. FI. FR. DE, EE. [T, PT. RO X X
Events
[output N of participations in events to promote campaian X X FL LV, PL, P X X X X . IT, PT. ES X X
N of partici who noticed campaian X X FLLV.PL.P X X X X , IT.PT.ES X X
OTS of resulting media coverage X X FLLLV.PL.P X X X X , IT.PT.ES X X
Contacts of resulting media coverage X X FLLV.PL.P X X X X , IT.PT.ES X X
Event cost x x__ |FLLV,PL.P X X X X x
Cost per contact X X FL.LV.PL, P X X X X X
Result N ul_ participants who declare better awareness of EU investment activities. 5 5 FI, LV, PL, PT 5 53 5 53 BG,ES 53 o o 53 52
% recalling campaign content at events X X X
% recalling seeing the campaian's signature at events X X X
% of event perceiving the message of the campaian as clear X X X
% of event attendants perceiving the message of the campaign as authentic X X X
% of event attendants declaring the campaign informed them/raised their knowledge 2 53
or of what the EU does X
% of event attendants declaring the campaign raised their interest/curiosity in what
x x x
the EU does

Earned social media

Twitter

Output N of published posts using campaign branding or content X x__|EU-16, excl. HU X X X x__|PT X
Number of tweets with official # X x X X X X X
Number of tweets by EU REP' X x___|DE,FI,ES PL PT X X
Twitter reach (estimated unique users reached) X
Twitter X X X X
0 to see X x__|EU-16, excl. HU X X X x__|PT x
Total (ks + replies + retweets) - equals contacts X x___|EU-16, excl. HU X X X x__|PT x
Number of Twitter accounts potentially reached X x___|DE,FI,ES PL PT X X
N of likes X x___|EU-16, excl. HU X X X x__|PT x
N of replies X x___|EU-16, excl. HU X X X x__|PT x
N of retweets X x___|DE,FI,ES PL PT X X X x___|EU-16, excl. HU X X X x__|PT x
Interaction rate X x___|EU-16, excl. HU X X X x__|PT x
Unique Authors x x X
Result Share of the referrals to the website
Facebook
Output N of published posts using campaign branding or content X x___|EU-16, excl. PL, SE X X X x__|PT X
Number of Facebook posts (EU REP page) X X___|DE,FI,ES, PL, PT, LV X X
o to see X x___|EU-16, excl. PL, SE X X X x__|PT x
Facebook reach (EU REP page) X X___|DE,FI,ES, PL, PT, LV X X
Number of Facebook clicks X x___|DE,FI,ES, PL, PT, LV X X
Total (ks + replies + retweets) - equals contacts X x___|EU-16, excl. PL, SE X X X x__|PT x
N of reactions X x___|EU-16, excl. PL, SE, EL X X X x__|PT x
N of comments X x___|EU-16, excl. PL, SE, EL X X X x__|PT x
N of shares X x___|EU-16, excl. PL, SE, EL x X x x__|PT x
Interaction rate X x__|EU-16, excl. PL, SE X X X x__|PT X
Result Share of the referrals to the website
Instagram
[output N of published posts using campaign branding or content X x__|EU-16, excl. RO X x X x PT X
[ to see x X__|EU-16, excl. RO X X X x__|PT X
Total (likes + replies + retweets) - equals contacts x X__|EU-16, excl. RO X X X x__|PT X
N of likes x X__|EU-16, excl. RO X X X x__|PT X
N of comments x X__|EU-16, excl. RO X X X x__|PT X
N of regrams x X__|EU-16, excl. RO X X X x__|PT X
Interaction rate x x__|EU-16, excl. RO X X X x__|PT X
Number of mentions of # X X X
Result Share of the referrals to the website
You Tube
[output Number of video views on YouTube X X x__|EU-16, excl. RO X x X x PT X
YouTube view rate X X x__|EU-16, excl. RO X X X x__|PT X
Youtube % of views seen to 100% X X x__|EU-16, excl. RO X X X x__|PT X
YouTube cost per view X X x__|EU-16, excl. RO X X X x__|PT X
Youtube CPM X X X__|EU-16, excl. RO X X X x__|PT X
Ernead online news
[output Earned online news # mentions X x X
Bloggers
[output Number of # mentions on the blog X x X
Total earned social media X
[output N of published posts using campaign branding x| EU-16 X X
[ to see X |x EU-16 X X
Total = total contacts x__|x EU-16 X X X X X
Top publishing channel 1 x_|x EU-16, excl. SE X X
Top publishing channel 2 x_|x EU-16, excl. RO, SE X X
Top publishing channel 3 X |x FR.EL, HU, LV, ES X X
Top shared story 1 X
Top shared story 2 X
Top shared story 3 X
Number of "Making of" video views on social media (YT, FB, Twitter) X x__|DE, FI,PL, PT. X X
Number of shares of the "Making of” video on social networks X x__|FILPLPT X X
Total mentions of # X X X X X X
Unique Authors X X X
Result Share of the referrals to the website
Website
Output N of visits X X DE, FI, PT, ES, PL (wave 1, 2 and overall resul), LV (overallres __ x X X x__|EU-16 X X X X EU-17 X X X X X X X X
N of unique visitors X X DE, FI, PT, ES, PL (wave 1, 2 and overall resulf), LV (overallres __ x X X x__|EU-16 X X X X EU-17 X X X X X X X X
N of page views X x__|EU-16 X X X X EU-17 X X X X X X X X
N of unique page views X x__|EU-16 X X X X EU-17 X X
N of generic clip views X x__|EU-IS X X X
Result N of return visits X X EU-1 X X X X EU-17 X X X X X X X X
N of actions per visit X X EU-1 X X X X EU-17 X X X X X
Average time spent on the website (in seconds) X X EU-1( X X X X EU-17 X X X X X X X X
Bounce rate - ALL TRAFFIC x x__|EU-1 x X x x__|EU17 X x x X X X X X
Bounce rate - DIRECT ENTRY & SEARCH ENGINE TRAFFIC x x__|EU-1 x X x x__|EU-17, excl. LU, CY X x
Cost per visit X X EU-1 X X X
Top visited page 1 X X EU-1 X X X
Top visited page 2 X X EU-1 X X X
Top visited page 3 X X EU-1 X X X
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Top visited story on website

Top visited story on website

Top visited story on website

Country with longest visit to
Country with longest visit to
Country with longest visit to

Top referral 1 *

he website 1

he website 2

he website 3

Top referral 2 *

Top referral 3 *

Conversion

excl. RO, SE

excl. RO, SE

N of downloads

x| [ | [ | [ > [ [ > |<

x| [ | [ | [ > [ > |<

x| [ | [ | [ > [ [ > |<

x| [ | [ | [ > [ > |<

N of outlinks

N of content shares

N of pages visited

x | = |<

> | = |x
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Level of effectiveness Consolida Consolida Consolida
Indicator | Data Databy | Indicator | Dald | oo, vies for which data is available | tedall | DA@PY | Indicator | Data ries for which data is available tedal | Daaby | Indcator | Data Countres for which data s avallable Consoldat | Databy | Indicator | _Data Countries for which datais available Consolidat | - Data by

(: ri r w lata i aila a
(according to Indicator used | collected Countries for which data is available tedal Ms used | collected Ms used | collected Ms used | collected edallMSs| Ms used | collected edallMSs| Ms
contractor’s report) MSs MSs MSs

* overview does not take into account dire
Own social media

Twitter

Output N of published posts usina campaian branding or content X X X X X X
Own Twitter retweets X X X x X x
Own Twitter reach X X X X X X X X X
Own Twitter_interactions
Own Twitter per post X X x x x x
Number of likes
Number of replies X X X
Own Twitter video views

Own Twitter VTR

Own Twitter average video view duration
Own Twitter amplification rate X X X X X X X X X
Own Twitter clicks

Own Twitter CTR

Own Twitter # mentions.

Facebook

Output N of published posts usina campaian branding or content
N of promoted posts

Own Facebook reach X X X X X X X
Own Facebook video views
Own Facebook it i X X X
Own Facebook it i per post
Distribution of
by tvpe X
Own Facebook i X X X X X X X X X X
Own Facebook # mentions
Own Facebook CPM X X X
Own Facebook VTR

Own Facebook average video view duration
Own Facebool ification rate X X X X X X
Own Facebook clicks X X X
Own Facebook promoted posts CTR X X X
Own Facebook promoted posts CPM
Instagram

[output N of published posts usina campaian brandina or content X x X
Own Instagram reach X X X
Own Instagram video views
Own Instagram i i X X X
Own instagram per post
Number of likes X X X
Own instagram i

Own Instagram VTR

Own Instagram average video view duration
Own instagram I rate

Own Instagram clicks

Own Instagram CTR

Own Instagram # mentions

You Tube

[output EUTube N of posts

EUTube video views X X X
EUTube it i

EUTube i ions per post
EUTube reach

EUTube VTR

EUTube average view duration
EUTube ification rate
EUTube clicks

EUTube CTR

EUTube # mentions

Total own social media
[output Own Social media volume of posts X X X X! X X
Own Social media reach of posts
Own social media X X X X X X
Own social media CTR X X X
Own social media VTR
Number of promoted posts X X X
Own social media X X X
Own Social media video views X X X X X X X X X
Own social media average video view duration in sec
Own social media clicks X X X
Own social media # mentions

Own social media ification rate
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>

| EC Audio-visual service
Ebs Views X X X X X X
EDS videos uptake on TV X X

| Influencers

Total (YouTube, Faceook, Instagram, Blog)
Output Views x X X
Total posts (including stories)
Reach

x |x [x |
> |x [x |

x |x [ |
> |x [x |
> |x [x |

Unigue monthly readers
CPM

Interaction rate X X T x
Instagram
Number of posts / stories X X BG, FI X
Total
Total likes X X Fl IT x
Total number of comments
Views on Story X X BG,IT x
Link Clicks

x
x
=
x

HR, PL, DE, EL, FI
HR, PL, DE, EL, FI

HR, PL, DE, EL, FI

HR, PL, DE, EL, FI

AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES
AT, BE, HR, FI, FR, DE, EL, HU, IT, NL, PT, SK, ES

x
x
=
x

Sticker Taps

#EUandME

European ‘tag’
Local ‘tag’

Number of messages from followers linked to the Story X X BG X
Youtube
Total views X X FILFR X X X HR, PL, DE, EL, FI X
Estimated minutes watched PL, DE, EL, FI X
Comments X X FR x x X HR, PL, DE, EL, FI X
Total likes X X FR X
Total dislikes X X FR X
Top X X DE, EL, FI X X
Blogpost

< | [ | [ [ [ [ | [ | [<
| [ | [ [ | [ < [ < [ <
| [ < [ [ | [ < [ < [ <
< | [ | [ [ [ [ | [ | [<

x
x
x |

Unique in first week X X Fl X
Facebook
Number of posts
Total reach of posts X X T X
Total

Total engaged users
Total likes of posts
Comment:

Number of shares
Views

Total link clicks X
Twitter

Total likes of posts
Comment:

Number of retweets
Total

Views

X HR, PL, DE X

PL, DE,
X HR, PL, DE X

[ |> | [
> [ |> | [

x [ | [x
> [ |> [x
x [ |> [x

X X HR, PL, DE X X
HR, PL X

x
B
x

[ | | [
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ul
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[ |> | [
x
x

reporting
[output N of mapped X X___|AT.BE, BG, HR, CY, CZ, DK, EE, FI, FR, DE, EL, HU, IE, IT, LV, LT, LU| X X X__|AT, BE, BG, HR. CY, CZ. DK, EE, FI, FR, DE, EL, HU, X X
Screening mapping . BE, BG, HR, CY, CZ, DK, EE, FI, FR, DE, EL, HU, IE, IT, LV, LT, LU/
Activities organised by x X [ X

x
B

>
=
x

03/09/2019



Level of effectiveness Consolida Consolida

according to Indicator ndicator | Data Countries for which data is available tedall | Dby | indicator Databy | Indicator Countries for which data is available tedaal Indicator Countries for which data is available Consolidat indcator | Data Countries for which data is available Consaldat
. used collected Ms used d ed all MSs used collected ed all MSs
contractor's report) MSs iSs MSs
Stakeholders that disseminate the toolkit and promote the launch event X X
Young Filmmakers Competition
N of stakeholder mapped X X AT, BE. BG, HR, CY, CZ, DK, EE, FI, FR, DE, EL, HU, IE, IT, X X X X X
Stakeholders that disseminate the competition announcement X X AT, BE. BG, HR, CY, CZ, DK, EE, FI, FR, DE, EL, HU, IE, IT, X X
Stakeholders that organise information sessions X X AT, BE, BG, HR, CY, DK, EE, FI, FR, DE, EL, HU, IE, IT, LV, X X
Local heroes reportina
N of local heroes mapped X X AT, BE, BG, HR, CY, CZ, DK, EE, FI. FR, DE, EL, HU, X X
Number of local heroes engaged with the campaian X X X X X
Outreach toolkit survey
Number of complete X X X
Share of respondents per profiles: Total of responses from DGs X X X
Share of respondents per profiles: Total of responses from EC Reps X X X
Overall assessment of satisfaction in use of outreach toolkit in support of media 53 2 53
relations/ stakeholder engagement activities
‘Share of total respondents who found the use of outreach toolkit in support of media B N B
relations/ stakeholder engagement activities very useful
Share of total respondents who found the use of outreach toolkit in support of media 53 2 53
relations/ stakeholder engagement activities useful
Share of total respondents who were neutral with regards the use of outreach toolkit % . %
in support of media relations/ stakeholder engagement activities
Share of total respondents who found the use of outreach toolkit in support of media 52 2 52
relations/ stakeholder engagement activities not very useful
Average frequency of use of the EU Protects social media guidelines, templates and B N B
posts on respondent's accounts
Dropbox statistics on Multiplier Outreach Toolkit’
Total number of X X X
Total number of files shares X
Cumulative effect of the campaian
Output Potential number of people of the target audience reached by the campaign X X EU-16 X X
Media buying budget X X EU-16 X X
CPM X X EU-16 X X
Result Interim survey | Overall recall: Percentage of people recalling at least one element of the campaign X X EU-16, excl. RO, SE X X X X X X
Message acceptance: percentage of people agreeing that the campaign ‘investEU"
N " gt p N X EU-16, excl. RO, SE X X
gives a better understanding of what the EU is doing to invest in the EU X
Message acceptance: percentage of people agreeing that the campaign ‘investEU" .
gives a better understanding of what the EU is doing to invest in your country x X EU-16, excl. RO, SE X X
Message acceptance: percentage of people agreeing that the campaign ‘investEU"
N " gt p . " X EU-16, excl. RO, SE X X
gives a better understanding of what the EU is doing to invest in your region X
Recall of the campaian's signature X X X X
Cost per person recalling X X X X
Result Final survey Overall recall: Percentage of people recalling the campaian X
Overall recall: Percentage of people recalling at least one element of the campaign X X EU-16, excl. RO, SE X X X X X X
Message acceptance: percentage of people agreeing that the campaign ‘investEU"
. i o . N X EU-16, excl. RO, SE X x
gives a better understanding of what the EU is doing to invest in the EU X
Message acceptance: percentage of people agreeing that the campaign ‘investEU" .
gives a better understanding of what the EU is doing to invest in your country X X EHGEERES X X
Message acceptance: percentage of people agreeing that the campaign ‘investEU"
. i o . . . X EU-16, excl. RO, SE X x
gives a better understanding of what the EU is doing to invest in your region X
Recall of the campaian's signature X X El excl. RO, SE X X X
Cost per person recalling X X X
% of the reached audience recalling the campaian's slogan X X X
% of the reached audience recalling the campaign messades X
Share of people reached who feel better informed about the campaign topics X
% of the reached audience who sought more information or engaged in follow-up 2 2 52
actions as a result of the campaign
% willing to share the information with friends and family. X X X
% declaring the campaign informed them/raised their knowledge or awareness of o 57 %
what the EU does
% considering the campaign message clear X X X
% declaring the campaign raised their interest/curiosity in what the EU does X X X
% considering the campaign message authentic
% of people reached who report increased awareness of the EU and its agencies
n

% of the target audience with a more positive opinion of the EU as a result of

campaign®

N of third-party endorsers joining the campaian EU-16, excl. RO, SE

N of statements/manifestation of support** EU-16, excl. RO, SE

% trust in the EU CZ, FR, DE, HU, IT, PL, RO, SE,
% who feel positive (lucky) about livina in the EU/beina European CZ,FR, DE, HU, IT, PL, RO, SE,

Share of people reached who state that they are likely to take action on the message

Share of people who have been reached and who acted upon the message

Difference in the degree of adherence to the EU in baseline and post surveys

*EU-16: AT, BE, BG, DE, EL, ES, FI, FR, *EU-17: AT, BE, BG, CY, DE, EL, ES, FI, FR, HU, IT,
HU,IT, LV, NL, PL, PT, RO, SE LU, LV, PL, PT,RO, SE
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