
Sharing solutions 

for better regional policies

European Union | European Regional Development Fund

Raluca Toma

Online presence

29-30 September, 2016, Athens Communication seminar

Communication officer – Digital, Interreg Europe



2

Structure

Subject Duration

1 Warm-up: getting to know each other 10 min

2 Interreg Europe website and project 

websites: join forces for higher impact

10 min

3 Your project website – getting into technical 

details

30 min

4 Content for your website – practical exercise 25 min

5 How does social media fit into your web 

presence?

15 min
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 What is your role in the project? Communication 

manager or other?

 How many of you are involved in online content 

editing? 

 Who has experience in writing for the web?

 How many of you are familiar with social media?

 What type of online communication tools are you 

using or plan to use?

 Do you use/plan to use social media for your project 

communication? Which ones? 
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Interreg Europe website and the 

project websites: interconnected
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How to gain more visibility at 

Interreg Europe website level?
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3 aspects to cover

1. How does your website work? Key features

2. Focus on ‘Library’ – recently added functionality (live 

navigation & practice)

3. Your Google Analytics report
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1. How does your website work? 

Key features

 What are the sources of content/data? Automatic link 
between website and the iOLF (online application 
system) & content created upon log-in 

 What is the format? Individual websites,  based on the 
same layout

 How to edit information? Upon simple log-in to Interreg 
Europe community account

 Does the joint secretariat monitor the activity on the 
project website? Yes!
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2. Library – recent development
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Nota bene

Requirement, in line with reporting: each project 

should create a library folder where all media 

appearances are gathered
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Help and support services for 

project websites

 NEW! Frequent asked questions (FAQ) page: 

http://www.interregeurope.eu/projects/guidance/project-

websites/

http://www.interregeurope.eu/projects/guidance/project-websites/
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3. Google Analytics report

How does it work?

1
• User visits your website

2

• When the user navigates on a specific 
page, the tracking code on the page 
sends a message to Google Analytics

3

• Google Analytics automatically 
captures and stores the user’s 
information on its database
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Website traffic - what are we measuring?
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(part 1)

Session: a session is the period time a user is actively engaged with a website

Users: users that have had at least one session within the selected date range. Includes 

both new and returning users

Pageview: total number of pages viewed. Repeated views of a single page are counted.

Avg. Session Duration: average length of a session



23

(part 2)

Top channels: acquisition details – how did the users find your website?

Sessions drilldown (previously: “Sessions by landing page”): further details on sessions 

per page

Bounce: A bounce is a visit in which the person left your site from the entrance page 

without interacting with the page. Together with “pageviews” can give you an accurate 

feeling on how relevant is a page content for the user
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(part 3)

Searches. 

Overview of most 

researched 

terms; search 

happening on a 

specific project 

website

‘Event label’: event in Google Analytics terminology - interaction 

taken with a type of content (subscribe to newsletter, search etc.)

Newsletter 

sign ups. 

Measures 

newsletter 

subscriptions
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Want to know more?

Google Analytics resources:

 Google Analytics YouTube channel: 

https://www.youtube.com/googleanalytics

 Google Analytics Academy – online courses: 

https://analyticsacademy.withgoogle.com/

 How Google Analytics works: 

http://www.analyticsmarket.com/blog/how-google-

analytics-works

https://www.youtube.com/googleanalytics
https://analyticsacademy.withgoogle.com/
http://www.analyticsmarket.com/blog/how-google-analytics-works
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©http://imm-uk.com/



28

Content workflow

“A guide to content production planning”, by GatherContent
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Establishing an editorial calendar

Practical exercise (10 min)

What should be 

published?

Where should 

we publish?

Who is 

responsible?

When should it 

be published
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Preliminary considerations

 You don’t have to be on every social media channel! 
Before tacking any decision, do some research and 
take in consideration your target group

 Social media has no value without community 
management (if you don’t invest time and resources 
in monitoring, engaging followers, providing 
relevant content, monitoring etc.)

 Stay up to date with new features, changes in 
algorithm etc. – they might influence your 
account/presence

 Don’t be afraid to experiment
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Facebook

 1 billion registered users (33% of ALL internet users 

worldwide) who look at Facebook nearly daily

 Incredibly sticky: no 1 site to spend time

 Measurable. Easy access to very precise insights in 

terms of fans, post performance etc.

 News Feed is at the epicentre of Facebook’s success



34

LinkedIn

 people actively use LinkedIn to consume business 

content 

 professional network (switch between “spend time” 

& “invest time”)
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twitter

 ultimate network for real time information

 one of the most powerful and widely used 

communication tool especially when looking to 

engage with people who have a joint interest (same 

theme/domain/event)

 insured reach of one’s followers
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Want to know more?

 Creating a social media strategy, by Hootsuite: 

https://blog.hootsuite.com/wp-

content/uploads/2015/10/Hootsuite-

CreatingAnSMStrategy-en-guide-1.pdf

https://blog.hootsuite.com/wp-content/uploads/2015/10/Hootsuite-CreatingAnSMStrategy-en-guide-1.pdf
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Interreg Europe on social media

Facebook: https://www.facebook.com/interregeurope

Twitter: @interregeurope

(https://twitter.com/interregeurope)

LinkedIn: https://www.linkedin.com/company/interreg-

europe

https://www.facebook.com/interregeurope
https://twitter.com/interregeurope
https://www.linkedin.com/company/interreg-europe
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Thank you! 

Questions welcome


