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l. INTRODUCTION

1. The spread of new media has considerably expaimgegassibilities for people to act as creators of
their own information environment. Those interedtethe activities of a particular organisation éaep
themselves informed via the Internet. Internetritfly increases the openness and transpareny of t
organisation’s activities. But we are all awarehad fact that making information available on theefnet is
not sufficient to make actual communication betwiemnorganisation and its target groups possible.
Accomplishment of this goal requires motivated@ctirom both parties. Is it social media a long-iedh
solution for bilateral communication?

2.  The use of social media shows a growing trendersthate agencies of Estonia. Our Ministry of
Foreign Affairs has done the most thorough worthis field as they have established their own blog,
accounts on Facebook and Twitter, and a virtualessyon Second Life. The President of Estonia has a
website on Facebook; for several years alreadyiN#ve Year's greeting of the President of Estonialoa
followed on YouTube.

3. Numerous Estonian companies also use social megiiaxample, the majority of national daily
newspapers have opened their own corporate Tvaiti-acebook accounts. The Estonian energy company
Eesti Energia, operating on the international ntaitkas its own corporate blog, and so does thenksto
national air carrier Estonian Air. A lot of Estoniarganisations and businesses have, in seardienfscand
potential customers, made their way to social ngta/o

4.  To disseminate official statistics, Statistics B$&oopened its accounts on Twitter and Facebook and
launched its statistics blog in 2010. Informatiantbese sites is provided in Estonian. Our maipse is
to make statistical information available to thédBgan people in Estonia and abroad.

[I.  GOALS, OPPORTUNITIESAND OBSTACLES IN USING SOCIAL MEDIA

A. Statistics Estonia hastwo goals in using social media
1) Organisation’s internal goals;

2) External goals.
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5. About 330 employees work for Statistics Estoniar @ain internal goal is focused on enhancing the
employees’ capacity to analyse different mattets@ffering an outlet for that analysis. The futofe
Statistics Estonia depends on how widespread titatiiteracy is in the society. Thus, it is imjpamt for
Statistics Estonia to be able to share the knovded@ur statisticians. It is essential to prouiere
international comparisons and many-sided discussordifferent subject areas as well as to seelgbions
between different sources and subject areas.

6. In addition, statisticians, and not just the comioations and marketing staff, should learn howde u
the new channels that consumers use in searchirstgfistical information. This education about new
media, requires practice and time to get useddddhtures of a new channel — for instance, writinghe
Web or blog is different from writing a traditionahalytical article. Statisticians should alsogsed to
direct and instantaneous communication and be reaceive feedback on the posts from the reaufers
the blog as well as be prepared to react to it.

7.  Our external goals focus on our customers. Theggirtarget here is for our statisticians to be well
informed about all the different channels formihg tnfosphere of our society as well as to proroffieial
statistics and statistical literacy through thasanmels. Our purpose is both to find new custoraedskeep
the current ones. Also important are keeping taddke hot issues in today’s society and partiograin the
discussions of these issues through social medmgninication with customers, finding out and adapto
their needs, and encouraging customers to providetdeedback.

8. For Statistics Estonia, the use of social medi&adsestion of image amoiitg own employees as well
as the wider public. We would like the society ¢e Statistics Estonia as an open and innovative
organisation. We would also like to alter the catridentity of official statistics and StatisticstBnia, which
has been characterized as dry and formal.

B. Content isprimary, but time and human resour ces should also betaken into account

9. In Statistics Estonia, the idea to use social med@mmunicate statistics was initiated by the
Marketing and Dissemination Department. We madeltamnels public this year, but the preparations
started half a year earlier. The principles of gsincial media channels have not yet been fornbliséhe
dissemination policy of Statistics Estonia. Whilgrgng in 2010, our main goal was to become famniliith
social media channels and also to encourage distgians to use them. However, in the course of
preparations and before making a public appearare¢hought about how to ensure that these chaanels
going to be used by the public for a long time, ttbapics to reflect, who of the statisticians cob&lthe
potential blog writers, how often to write postsddy which means to notify the public of freshdfmosts.
Besides, we tried to establish a framework forfearebook and Twitter accounts in terms of content,
frequency of updates and prospective administraeshave worked out the general principles ofgisin
social media channels and we intend to descrilra theour dissemination policy sometime in the fetur
after gaining more practical experience.

10. To let users know about these new information chlEnmve promote them on our website with
graphical notices. Links to these new channelsabseadded to the e-mail signatures of employeesam
involved in marketing activities and communicatigith the media. In addition, we have referred ® th
social media channels in promotional letters ineehth advertise our publications. We also pointritosit
when presenting our products and services. Weynjotifrnalists of our new blog posts and forwareveht
information to our own employees through the Ingtan

11. Three of the 20 employees working for the Marketing Dissemination Department (Head of
Information and Marketing Service; PR Project Maragommunications Chief) are dealing with the abci
media on a daily basis in addition to their othaties. One of them, namely the PR Project Mandgst,
used the social media channels earlier in his wamll,on his initiative we made the start. We have n
employee specially appointed to be in charge obtotedia-related work only. Statisticians are iwveal in
this work as blog authors. They write the analyieplayed on the blog apart from their basic jot arost
often on the blog editor’'s request. So far, theleiof blog authors consists of about ten peoptkiding the
Director General.



12. At present, Statistics Estonia does not regulaelpktrack of any social media channels of other
organisations or areas of activity. The companypwehased the media monitoring service from has als
offered us a blog monitoring service, which we wifinitely consider accepting.

[11. SOCIAL MEDIA CHANNELS

A. Statistics Estonia on Facebook (http://www.facebook.com/Statistikaarmet

13. Estonia has a population of 1.34 million. The usaigeacebook shows a growing trend. This April,
the number of Facebook users in Estonia was egthiatbe 187.000; according to the projections nigde
the Estonian internet marketing experts, this numbi grow to 200,000 by the end of June and to
300,000-400,000 by the end of the year. This igrficant target audience to reach. On Facebook,
corporate accounts of the most popular Estoniarpesies have attracted nearly 10,000 fans eachfand,
such a small country like Estonia, this numberloamegarded as close to maximum. Our target fofirtste
year (2010) is to reach 500 fans.

14. Statistics Estonia created its account on Facebbtie beginning of January. In mid-April the 100th
fan joined our site. Consequently, during the finsinths, about 30 fans joined our fan group eachtimo
From the perspective of image formation, we fe@idyathat Statistics Estonia’s site has numerous fiaom
among our own personnel. The fact that Statist&terita opened its account on Facebook motivatet @ |
employees to create their own personal accounEaoabook.

15.  Why should someone want to become Statistics Es®fan on Facebook? Our primary aim has been
promote official statistics. In addition to the tBtcs Estonia-related news, we also disseminatesrabout
other Baltic Republics, Finland, Eurostat and OEODr Facebook site is currently maintained by three
administrators (the Head of Information and MankgtService; PR Project Manager; Communications
Chief) who have permission to add information th&ve openly acknowledge the fact that we are nia ab

to compete with a news portal. But at the same,tpr@motion of official statistics about Estoniadayur
neighbour countries broadens the horizons of our employees and hopefully of everyone interested in
statistics.

16. In Statistics Estonia, we are still testing Facéba® a marketing and bilateral communication
channel. So far, we have been promoting the péststistics blog and the publications of Statsttstonia
on Facebook. After reading about us on Facebodalplpérave also taken interest in our blog. We ledse
received orders for publications through Faceb@&asides that, we plan to offer consumer games on
Facebook (for example, a quiz to mark this yeartwrld/Statistics Day) to promote official statistinsd
enlarge the circle of our fans. We are consideuisigg Facebook to spread the word about Statistics
Estonia’s job announcements now when the unemploytaeel is high and such offers are of great value

17. In along-term perspective it is difficult to estite whether Facebook will remain popular. Several
social networks have experienced high and low tidg®pularity. A certain risk of overuse can be
perceived among the users. However, internet mackekperts project that for a couple of yearsame
Facebook will definitely remain in the spotlightdakeep holding a lead over other large social media
channels.

B. Statisticsblog (http://statistikaamet.wordpress.cpm

18. Electronic dissemination has strongly fostereddissemination of official statistics. The number of
printed publications has been reduced and statisiftices are actively trying to find and make a$&ew
channels. A blog is one such possibility.

19. The purpose of Statistics Estonia’s blog is to pytamofficial statistics and statistical literacyvasl
as to strengthen the public image of those stasis who add content to the blog as opinion lesitetheir
own area of statistics. As the number of printeblipations is being reduced, the blog offers a good



opportunity for inspiring Statistics Estonia’s emmyzes to write about their own area of statistica bit
more informal style and shorter form and withouf abligation to stick to the dates and topics sgtio the
release calendar. Besides, blog writing also helplevelop employees’ analysis skills and skillsviiting
about statistics — and this, indeed, constitutesajrStatistics Estonia’s strategic goals. In additit is
important to note that a blog is a good place scldse information that does not fit into traditdchannels
(news releases, publications) of Statistics Estonia

20. The target group of our blog embraces the publiedienchannels, users of statistics, people inteest
in Statistics Estonia and official statistics, degspondents) as well as Statistics Estonia’s awpl@yees.

21. Ideally, the blog provides an opportunity to drambjic attention to subjects that are topical witthia
European Statistical System and in the Estoniaiegod he blog is also a proper place to introdoee
trends and indicators that are measured or the imgapd measurements that are being prepared in the
statistical system. During our short blog writingtbry, we have managed to introduce the Baltic
construction market, write about European portsrafidcted on the foreign trade of Baltic Republiée
have also promoted Statistics Estonia’s produdlssanvices by compiling summaries of certain af@dnd
chapters of our analytical publications, publiskbdrt reviews of international conferences thatiSies
Estonia’s employees have attended, and their pisggams. In the future, we intend to write aboupplation
trends, personal survey-related fieldwork and datkection problems. We have shared informationuabo
the preparations and progress of the Populatios@eand written about this year’s Agricultural Gens

22. The blog is run on the WordPress platform. The lidog
& Sfatisfkablog) maintained by an editor (Communications Chief) wheps
track of the blog, asks employees to add new @ogissees to it
that the comments on displayed posts get answenegded.
We have a goal to display two new posts per webls Way we
are trying to gather a permanent circle of inte@gtersons who
follow the blog on a regular basis. People can sjgto receive
email notifications of new blog posts. Initiallyitas decided
that the posts written by employees would not goubh a
review and would be added to the blog by employees
themselves. But it turned out that we decided mlde better
for the editor to review the texts and after thad them to the
blog. It is possible, that after the group of peowho provide
pieces of writing has more or less been establighedtheir
posts are published on a regular basis, we miglitrréo the
initial work procedure.

Eesti kaupmehi peibutab Vene turg

- — 23. What was the initial phase of launching the blag®h
- Writing blog posts is in fact similar to writingreews release —
the structure of text and the information presemmastyle are quite the same. Maybe this is theaeavhy
the statisticians who usually compile news release® been more active in writing blog posts anctha
better accepted the blog as a channel. The sufsportthe management of our institution can bediglte
the Director General himself has written severatgdor the blog. In general, cautious interestrgno
employees can be perceived within our organisatigposts are being read and the circle of permanent
bloggers is shaping up.

24. The blog visiting statistics reveal that the numtfepersons interested in our blog increases mioyith
month: 2,000 visits were recorded in February; ntbam 2,600 in March and over 3,500 in April. Stttis
Estonia and the Ministry of Finance currently shame computer server and therefore the blog visits
monitoring application does not enable us to digtish between our own staff’s blog visits from Stids
Estonia’s server and the external visits of reaftsisWe intend to produce a more detailed anaftes the
blog has been in use for at least half a year. TZWeenan give estimates about the number of visitord
specify which keywords people tend to enter indarch engine to find our blog. We can also spotribst
popular areas of statistics, find out how often aheére our blog posts have been referred to, amahes
effect of marketing measures taken for promotiguaposes, and in view of all the afore-listed atids —
make plans for the future.



C. Information on the 2011 Population and Housing Census on Twitter
(http://twitter.com/REL201)

25.  While talking about internet marketing, it is ofteainted out that the high tide of blogs is oved an
longer blog posts do not attract attention anym®he. position of blogs has been displaced by treeahlog
Twitter where the 140-character limit on messaggtle has been set for the information forwarded. In
Estonia, Twitter is the least used social mediaankhcompared with Facebook and blogs. Accordirti¢o
estimates provided by internet marketing expefs 06 the Estonian population will use Twitter in120
The result gained after recalculating this peragmiato absolute figures shows that even the lesest-
social media channel in Estonia has currently ou&80,000 users.

26. Statistics Estonia started to use Twitter durirgggheparations for the pilot Census of the Poprati
and Housing Census in order to disseminate Cermdated information. Our PR Project Manager is the
editor of this channel and keeps track of the TexitCurrently, people can find the Census-related
information on Estonia and other countries as alinks to population-related and social topicS wiitter.
We track tweets and retweets.

27. We have not decided yet what to do with our acconntwitter after the Census is finished. The
Census results for Estonia and other EU countribg®evpublished in 2012. The current observerswf
account will certainly be interested in keepinglkraf this information, too. After that we will haxtime to
decide what to do with the Twitter account.

V. CONCLUSION

28. Statistics Estonia has used the social media flyrashort time and therefore we cannot yet dectare
a success. But we have already had some achievemerth mentioning — some of our blog posts have
been pointed out in online news and on radio, maet by news agencies and the printed media,
blogosphere and social media. In 1st quarter 20htpared with the same time a year ago, the nuniber o
media reflections has increased by one third. d&faitely gives our own specialists a chance titenr
statistical analyses to the public and build tirasge, step by step, as opinion leaders. With rtspeour
Twitter account, it can be noted that there areemons decision-makers and public opinion leadersngm
its followers, and we have noticed that they ugeitifiormation available on our Twitter account frime

to time. Our Facebook account is also being visited the fan club includes our own employees, too.

29. However, dealing with the social media (adding nedlsg writing, replies to comments) is a time-
and resource-consuming activity. Currently, StiaisEstonia’s employees in charge of communicadih
statisticians do it apart from their basic day-ty-évork and hence our social media-related wodelgr
depends on their devotion and enthusiasm.

30. Itis equally important to find out through whickeams of communication users of statistics who
constitute our target audience seek statisticarimétion. Statistics Estonia’s website with theistzal
database, news releases, etc., meets the neesklrsfatl large. At the same time, social media gesvan
opportunity to improve outreach, dissemination asé of official statistics. And this really is anportant
target for a statistical office. Statistical officknow perfectly well that the development of aHficstatistics
depends on the statistical literacy ofgtiety. But we must work hard to attract the ditenof customers
and to do that we have to identify and reach theqd where our prospective fans gather. Therefore,
Statistics Estonia suggests that other statistifales should definitely try their hand at sodiatdia
channels, especially in the countries where usecfl media is popular.



