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THE NEW FRAMEWORK 
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THE REACTION OF PRODUCERS OF 
OFFICIAL STATISTICS TO THE NEW 
FRAMEWORK…
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Integrated and synergistic approach between new 
media, institutional website and other web services
Modernisation of the information offer 
Stable relationship with users 
Human centric design at the heart of every 
communication and dissemination tool and product 
Adoption of innovative languages
Dialogue with the digital community
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ü The communication of official statistics is crucial for their 
production and to exclude low-quality statistics and policies 
based only on sentiment 

ü Dissemination of official statistics is strategic for data users 
and brings statistics closer to citizens

ü Statistical information must be presented in an objective and 
impartial manner and must be independent 

ü All users must have equal access to data, as well as to 
metadata  

ü A modern communication and dissemination strategy has to 
consider the actual and future needs of users
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BEFORE LEAVING, A FEW POINTS TO KEEP IN MIND 



THE ROLE OF EUROSTAT        

A reference for all NSIs also in the field of communication 
and dissemination

Driver of changes and innovations to strengthen the 
relationship with users

Eurostat's vision: better communication of European 
statistics, better statistical literacy among users and more 
agility and interaction in responding to users' needs 
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EUROSTAT  DISSEMINATION AND 
COMMUNICATION POLICY

• We proactively target various user groups to meet their 
needs

• We are timely and digital by default
• Our products and services are free of charge
• We are where our users are active and expect to find our 

data
• We use and apply a consistent visual identity
• We maintain statistical confidentiality and privacy in all 

our dissemination and communication activities
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FROM THE PRINCIPLES TO THE 
STRATEGY...



EUROSTAT DISSEMINATION AND 
COMMUNICATION STRATEGY

• Diversify communication channels to reach a wider 
audience 

• Open possibilities for feedback, to continuously improve 
the quality of Eurostat products and services

• Get to know additional user segments
• To increase basic statistical literacy
• To increase trust in Eurostat ("we listen and we answer")
• To strengthen Eurostat image of accessibility
• To increase the visibility of Eurostat online
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NEW TOOLBOX OF DISSEMINATION AND 
COMMUNICATION 
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The evolution of the scenario has produced a strong 
segmentation of the target audience 

Classifying the different targets according to differentiated 
and identified criteria is the prerequisite for an effective 

communication and dissemination strategy 

KEY ACTIONS: USER PROFILING



INSTITUTIONAL USERS 
- European Parliament
- Council
- European Economic and Social Committee
- Committee of the Regions
- European Central Bank
- Confederation of European Business (BUSINESSEUROPE) 
- European Trade Union Confederation
- European Association of Craft, Small and Medium-sized Enterprises
- European Data Protection Supervisor
- Commission DGs
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NON-INSTITUTIONAL USERS 
- Users with a general interest (e.g., economic growth)
- Journalists and media
- Citizens
- Students  and Teachers (by level of education, or age)
- Users with a specific subject/domain interest (e.g., health)
- Other decision makers
- Policy analysts
- Marketing analysts
- Experts in a specific field
- Users with a research interest (e.g., innovation in enterprises)
- Scientific community: academics, researchers at universities and research  
institutions
- Consultants and researchers in Governmental Agencies and private sector
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TYPE AND FREQUENCY OF USE  
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KEY ACTIONS: PROFILING POTENTIAL USERS

We need to learn more about potential users: people who do 
not currently use statistics but who could benefit from their 
use. 

The “Personas” project has identified 5 specific types of 
potential users by defining characteristics with which users can 
recognise themselves
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• UTENTI
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Users travel from one platform to another and from one digital 
site to another to search for information and share content 

with friends and family 

We need to leverage multimedia and more technologies to 
reach the different targets that make up today's audience of 

data users
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KEY ACTIONS: USING A MULTI-CHANNEL STRATEGY 



AN EXAMPLE OF A MULTI-CHANNEL STRATEGY
The life of women and men in Europe” was promoted through the 
Eurostat website, a News Release, social media 
(https://twitter.com/eu_eurostat https://it-
it.facebook.com/EurostatStatistics), a promotional video as well as 
through the related General Directorates of the European Commission on 
a European level
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https://ec.europa.eu/eurostat/cache/infographs/womenmen/

https://ec.europa.eu/eurostat/cache/infographs/womenmen/
https://www.youtube.com/watch?v=vmZIR-Gjsac


The impact of statistics is linked to the way they are       
communicated 

Plain language makes it possible to reach a non-expert               
audience    

Visualisation is a universal language that reaches 
everyone
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KEY ACTIONS: STRENGTHENING DIALOGUE 
WITH CITIZENS
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KEY ACTIONS: ADOPTION OF INNOVATIVE 
COMMUNICATION STANDARDS

The paradigm change requires looking for unconventional ways 
to reach users  
Technology today is absolutely a pre-requisite
Storytelling is the driver

The buzzwords are: speed in communication and 
promptness in responding
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TI
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Different users or user groups have different needs.  

Providing services and products better tailored to the best use of 
the data users are looking for

Diversity, flexibility, agility mark the new communication and 
dissemination strategy 

KEY ACTIONS: OFFERING TAILOR-MADE SERVICES 
AND PRODUCTS
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•

TAILORED DISSEMINATION SERVICES
USERS TAILORED SERVICES & PROUCTS

Heavy data users, data suppliers Massive download tools, Linked Open Data, Microdata, 
Statistics in a machine-readable open data format

Researchers, analysts, financial 
community, data journalists

Microdata, Visualization, Digital Library

Institutions, policy/decision
makers, central/local goverment

Statistical Reports with at regional level, Visualization, 
Census microdata

Media, old/new Press releases, Video, Infographics, Training for data 
jounalists, Social media, On line press room, podcast

Prosumers, influencers
Apps, Reusable contents to embed and comment, Social 
media

Large audience, general public, 
pupils, teachers, citizens

Web publishing, Social media, Infographic, On line press 
room, podcast

Statistical producers / statistical
community, Internal staff

E-learning system, Sharing platforms, Web seminars
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KEY ACTIONS: INCREASING VALUE

New dissemination standards and semantic technologies have 
created additional information value in official statistics 

TECHNICAL SIDE 

DATA EXPORT, 
VISUALISATION, 
INTEROPERABILITY.... 

CONTENT SIDE 

EMERGING THEMES, 
MULTIDIMENSIONAL 
ANALYSIS, ANALYSIS 
DETAIL.... 



https://ec.europa.eu/eurostat/cache/RCI/#?vis=nuts2.labourmarket&lang=en

Author??
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https://ec.europa.eu/eurostat/cache/recovery-dashboard/
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31https://losd-data.staging.derilinx.com/



https://ec.europa.eu/eurostat/cros/content/european-big-data-hackathon-2020
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KEY ACTIONS: IMPROVING STATISTICAL LITERACY

Getting statistics correctly understood by a wide 
audience using communication products and actions 
has also made numeracy more attractive and usable 



https://ec.europa.eu/eurostat/help/education-corner/teachers-and-students 34



• UTENTI

35https://data.europa.eu/en/datastories/data-driven-journalism



KEY ACTIONS: MEASURING AND EVALUATING

In order to assess the effectiveness of the work and 
improve the communication and dissemination strategy 
and activities, specific actions need to be planned and 
implemented
• Adopt user analytics 
• Planning systems to measure the effectiveness of 

communication initiatives and actions
• Listen systematically to the network
• Consult periodically on strategic brand positioning
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A SUMMARY OF OUR TRIP 



BUT THERE'S MORE......

Statistical data enters a 'life cycle' and interacts with different 
information and can be the subject of fake news

Statistical sensationalism is a phenomenon to be considered in 
the dissemination and communication strategy 

The new challenge is to promote actions, products to support 
fact cheking, gatekeepers, misinformation and disinformation 
and veracity 
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ec.europa.eu/info/live-work-travel-eu/coronavirus-response/fighting-disinformation_en?
39



WHAT WE HAVE LEARNED

ü Use social networking channels, but also listen to the 
"websphere"

ü Be agile and flexible by following changes in users, 
behaviour and communication channels 

ü Make what is communicated understandable and make 
sure it is understood

ü Design each product and each communication and 
dissemination tool according to the criteria of Human 
centric design
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WHAT WE HAVE LEARNED

ü Communicating and disseminating statistics means 
interacting with target audiences 

ü Co-creating with users means knowing their needs and 
transforming them into multipliers of the information 
produced

ü Evaluate communication and dissemination actions: the 
absence of evaluation leads to ineffective communication

”BE WHERE THE USERS ARE!”
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THANKS FOR THE ATTENTION!
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