


i SOCIAL MEDIA OVERVIEW  _KEYFACTS

Zlie Total followers across all platforms
3,600,569
Compared to previous month 0.7% " |

English 226,503

. h Highest follower growth this month was
Tens 11,647 seen on Russian Facebook at 26%, Spanish

Spanish 5,398 Facebook at 26% , Spanish twitter at 26%,

. French twitter at 6.8% and Chinese
Russian 2:996 WeChat at 7.9%.

Tunza 11,938
Follower growth also seen on French
ROWA 1:692 Twitter, English Facebook,Weibo and
YouTube.

English 505,165

French 6,375

Spanish 3,901

Russian 5,177 WecChat * 7.9 % 16,064
6,303

RenRen ¥ 0.001% 545,849

Qa ¥  0.04% 2,099,700

Weibo ® 1.2 % 105,817
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%1% SOCIAL MEDIA ANALYSIS - APRIL 2016

TWITTER

This month, UNEP’s Twitter account recorded a |.6% increase in
followers from 496,982 to 505,165. This is mainly attributed to an
increase in social media activities given the upcoming second
session of the United Nations Environment Assembly. To engage
followers UNEP has continued to create engaging and impactful
posts giving more to enlighten and excite audiences for the
upcoming events. UNEP’s twitter account has increased its activity
in anticipation of UNEA while engaging high profile personalities as
well. This month UNEP engaged followers in a successful campaign
dubbed #Sign4Climate. The campaign saw great pick up across
sister agencies and external participants as well. UNEP continues to
engage its audience with polls and these continue to keep the
audience engaged.

In addition to the UNEP’s audience, review of analytics data
informed that UNEP’s Twitter audience is likely to engage with
positive and informative news on outcomes following the signing of
the Paris Agreement and news on renewables. UNEP’s Twitter
audience is also likely to respond to video content calling for action
on the environment and climate change.

What worked:

+ Coverage of the Paris Agreement Signing

+ #DidYouKnow tweets

+#Sign4Climate Campaign on Paris Agreement
What did not work:

+ Text-only Tweets

+ Images of conference daises
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WEBSITE SOCIAL MEDIA FACEBOOK

TWITTER

FACEBOOK

This month Facebook account recorded a 2.4% increase in
followers bringing the total number of fans from 221,500 to
226,503. This continued, strong increase in numbers is mainly
attributed to the continued use of video content to enhance story
telling and engaging and inspiring posts with a human angle.
Implementation of the new approach featuring more interactive
posts with news and videos as well as participation in campaigns to
present an awareness of the environmental state of the world
continues to amplify user engagement.

Creative uses of the platform to fuel post sharing is a contributor
to the growth of UNEP’s Facebook audience and development of
highly sharable, non event-related content will be key to continue
such growth. As Facebook’s algorithm changes reward sharing
others’ content, UNEP will work to share content that can tied
back to programmatic successes.

What worked:

+Videos

+News on Recycling

+ News on Health and Environment

+ Sustainable Development Goals posts

What did not work:

+ Posts without strong accompanying images

+ News reporting that does not add value through the most
sharable aspects of news/reports

+ Updates on UNEP’s work that lack a “human” side
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AGENCY

UN

UNICEF
WHO
WWEF
World Bank
Green Peace
WFP

UNDP
UNEP
UNFCCC
FAO News
IPCC

WMO

WRI Climate

UNEP TWITTER FOLLOWERS COMPARED TO
OTHER AGENCIES (As per April 23rd)

FOLLOWERS

7,129,135

5,415,322
2,879,940
2,132,678
1,745,252
1,531,002
1,156,272
941,913
505,165
286,607
188,472
72,188
25,634
17,564

UNEP’s position remains constant despite 1.6% increase in

followers.
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UNEP FACEBOOK FOLLOWERS COMPARED TO
OTHER AGENCIES (As per April 23rd)

AGENCY

UNICEF
WHO
WWEF
Green Peace
UN

World Bank
UNDP

FAO

WFP
UNEP
UNFCCC
WRI

WMO

IPCC

FOLLOWERS

6,014,358
2,054,529
2,746,761
2,532,331
1,976,190
1,956,321
1,082,506
851,556
758,727
226,503
162,481
107,373
69,933
17,388

UNEP’s position remains constant despite 2.4% increase in

followers.
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FACEBOOK OVERVIEW KEY FACTS

April 2016 Summary
Fans: 226,503

Posts: 86

Total reach: 1,844,938
Comments: 617

UNEP has a total of 226,503 fans on Facebook as of April 23,2016. This month
1,844,938 people saw UNEP’s information from 86 posts

TOP POST THIS MONTH (shared on Tuesday 29 March 2016) Shares: 5,226
. 146635 casiamiadis Likes: 20,756
(&) | UNEP Link clicks: 9,519
UNEP Published by Hootsuite March 29 at 10:01an 1,056 Reactions, Comments & Shares 4
What do you think the most difficult products to recycle are? Find out here: Video views: | ,569
http://ow.Iy/ZY 3jp 774 238 538
O Like st onShares New fans: 6,248
70‘ o g Engagement rate: 1%
L ‘ o : Last month UNEP reached 2,738,444 people through 81
posts, and gained 6,141 new fans, with a |% engagement
e 5 = ¢ 20 rate
4 1 3
Three Headaches for the Recycling Industry i’; & et Y s Best da)’ of the month
The most advanced recycling operations in the world divert 75 percent or more of Tuesday 29 March 2016 UNEP reached
community waste away from landfills. 40 22 18 . . L.
B WATT RICHTE on On Shares 146,635 unique individuals.
= 215 215 0
sl are O Fost Key data on this day
O%0 245 22 Comments 215Shares ® v | 9 84T oci ciicks * Post sharing content on the recycling
Like B Comment share 4 1,842 1,001 industry resulted in heavy engagement.

Source: FB Insights
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FACEBOOK MONTHLY REACH KEY FACTS

Total number of unique people reached
since November 2015:

NUMBER OF UNIQUE PEOPLE REACHED OVER THE LAST 6 MONTHS 12,116,780
S Average number of people reached per
post since November 2015

3,500,000 23,898
3,000,000

NUMBER OF POSTS SHARED

APRIL 2016 86
2,000,000

MARCH 2016 8l
1,500,000 FEBRUARY 2016 9l

JANUARY 2015 75
1,000,000

DECEMBER 2015 79

500,000 . ; ; ; . . NOVEMBER 2015 95
November  December January February March April
TOTAL POSTS 507

* Reach is the total number of estimated

Source: FB Insights
& unique fans that saw any post from UNEP.
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AV

iy FACEBOOK MONTHLY GROWTH
AND ENGAGEMENT

FACEBOOK MONTHLY ENGAGEMENT

Impressions 3,270 345

Best reach period
29-30 March

Tuesday

28 Tk Total Impressions

B Organic
1844 938

W Viral
1,419 485

B Page Post
1,275,827
B llention 80,002

B Other 1,607

Source: Sprout Social
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WEBSITE SOCIAL MEDIA FACEBOOK TWITTER

KEY FACTS

UNEP Facebook page continues to
maintain momentum in growth, recording a
percentage increase in followers with
audience-optimised posts, featuring
explanatory text accompanied by
embedded links as well as audio-visual
media. This continued use of audience
optimised posts has caused a steady
increase in organic impressions. Posting
easy to share content should maintain
steady growth.

* Reach is the total number of estimated
unique fans that saw any post from UNEP.

* Impressions by users is the number of
estimated unique fans who saw a post as a
result of a share.

* Engagement rate is the percentage of
people who saw a post and liked, shared,
clicked or commented on it. Monthly
engagement rate can be used as a benchmark
to measure how posts perform on a
daily/weekly basis.

Eng.Rate = (Engaged users/Reach) *100
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APR

2016

The people who like your Page

FACEBOOK DEMOGRAPHICS

VWomen

B 59%

Your Fans

UNEP’s fans are
predominantly male: 59%

J

16%

11%

[ 40% T% o
Your Fans _ 3% 1% 1%
I
132-17 18-24 25.24 2544 g5.54 S5.564 55+
MEH T T T
Yo 2% 2%
4%

10%

24%

SOURCE: FACEBOOK INSIGHTS

The people who have liked, commented on, or shared your posts or engaged with your Page in the past 28 days.

W UNEP’s fans who engaged are
omen .
predominantly 18-34 years
m 39% 40% 4% _ _
People Your Fans 1% ' 2% 2%
Engaged [ ] I ]
1317 a5.54 55-64 BiS+
— I —
lMen 2% - 305 2%
5%
B 60% 59%
Feople Your Fans
Engaged

I 2

SOCIAL

WEBSITE

SOURCE: FACEBOOK INSIGHTS
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APR FACEBOOK FANS - COUNTRIES, CITIES AND LANGUAGES

2016
Country People Engaged City People Engaged Language People Engaged
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APR FACEBOOK BENCHMARKS

2016

1 UMNICEF &sm a0.3% 18 120. 2+ I
. -
2 Ny E 2. 8m a0.4% 10 628k W
WWIF
i i 2 a0 % 5 [ |
3 w&?’ World Health Organizati. .. T 0.2% 12 17 .5k
. i Greenpeace International 2.5m -~ 055 25 sz 7w
W
5 United Nations 2m a 039 a0 s ak W
INATIOMNS
(&) Eﬂ::! World Bank Zm a0 136 20 192+ B
s ﬁ United Hations Develop... 1.1m w0136 10 48K |
8 Food and Agriculture Or... 851K a0.A% 17 1z B
Q w VWorld Food Programime TEE. 3K - 0.3% 5 151 |
¥ou .
10 LEE  UNEP 22T 1K a 0.6% 18 .2k |
LUNEP

UNEP’s position remains the same increase in number of fans. UNEP requires and increase in engagement to remain competitive
*statistics comparison is in real-time last month.

Source: FB Insights
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% TWITTER OVERVIEW KEY FACTS

APRIL 2016 FOLLOWER GROWTH

April 2016 Summary
Followers: 505,028

Tweets: 428

Replies: 1.6K (45 per day)
Mentions: 6.8K

Retweets: 28K (545 per day)
Likes: 23K (452K per day)

®

.-.-.-.-.-o-o:::_o--:.-.-.-.-.-.-.-o-.-.-.-.-.-o-.-o-.-.-.-o-o-. Impressions: 8M (249K per day)
o New followers: 8,046
" _ Engagement rate: 1%

Mar 26 Mar 30 Apr03 Apr0 Ap Apris Apr 1S Apr23

SOURCE:TWITTERCOUNTER.COM

TOP TWEETS THIS MONTH Top tweets of the month

{@) UN Environment s i Einionment D A 437 Retweets 370 likes 140K Impressions

R (S & What does ih’e #rParisAgreement = The #ParisAgreement is open for signing on 22
The #ParisAgreement is open for signing on 22 s ‘ ; ; i i

April. Show your support by donating your climate change require countries to do? April: Show your support by donating your
signature & #Sign4Climate! Find out here: ow.ly/ZdtS0 8 & ’

Tweeted on 13 April 2016

457 Retweets 365 likes 132K Impressions

What does the #ParisAgreement on climate
change require countries to do? Find out here:
ow.ly/ZdtS0

Tweeted on 10 April 2016

UNITED NATIONS

PARIS CLIMATE
AGREEMENT

SIGNING CEREMONY
— 22 APRIL2016 —

437 370 SOaesdas
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% TWITTER OVERVIEW KEY FACTS

Best day of the month
BEST DAY THIS MONTH: Friday 22 April 2016 ig‘gi’i |2.2 April 2016 UNEP recorded
, impressions .
Key data on this day
*  Signing of the Paris Agreement, with
remote live coverage through @UNEP

o o o Friday, April 22, 2016
B Organiclmpressions 408,411
Top Tweets  Tweets and replies  Promoted mpressions Tweets 19 rate

Impressions compared to previous
month 26%
Followers compared to previous

SOURCE:TWITTER ANALYTICS

_____ Steady increase in o month 1.6% @
UNEP’s followers.
__________ “/ £ 350
e-0-0-0-0-0-0-0-0 .::::-.-.-c-.-o-.-o-o-.-.-.-o-o-.-o-.-.-c-.-.

-
eo-0

* Impressions - Twitter Analytics defines impressions

SOURCE:TWITTER COUNTER X .
as the number of times people saw a tweet on Twitter.
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%8 TWITTER DEMOGRAPHICS AND LOCATIONS

Region
United States 20% W England, GB L |
United Kingdom 0% | Grester London, GB FL |
India s% | California, US |
Kenya 5% Nairobi, KE 2%
Canada 4% New York, US 2%
Australia 2% Ontario, CA 2%
France 2% lle-de-France / ile-de-France, FR. 1%
Indonesiz 2% Texas, US 1%
Migeria 2% Florida, US 1%
Spain 2% New South Wales, AU <1%
E—— UNEP’s followers are

Business end news o — Gender predominantly male: 56 %

Folitis and curent events e I Growth in female audience: 44%

Business news and general info 7o% [

Tech news B4% _

Science news 82% _

Maovie news and general info 62% _

Technology 82% Female

Financisl news 57% 44':_:,-"0

Business and finance 57%

Government 58% SOURCE:TWITTER ANALYTICS
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%48 INSTAGRAM OVERVIEW

MARCH- APRIL TOP MEDIA

Top media of the month
981 likes

improve the health of the globe.

#GlobalGoals

Happy #EarthDay! On 22 April 22" we
celebrate the beauty of our planet. Today, 175 New followers: 3,750
@unitednations Member States signed the
#ParisAgreement on climate change in New
York, signaling a clear intent to take steps to

#Sign4Climate #ClimateChange #UNEP
#Wildlife #ClimateAction #environment
environnment #medioambiente #meioambiente | 0%@

KEY FACTS

April 2016 Summary
Followers: 41,081
Likes/Post: 786

Posts: 342

Engagement rate : 2.2x o

Following: 209

Followers compared to previous month

Top media of the month
837 likes

#GlobalGoals

Phobjkha Valley, #Bhutan. Bhutan’s socio-
economic growth is driven by sectors
dependent in the environment. The UNDP-
UNEP Poverty- Environment Initiative focuses
on integrating environment, climate and
poverty into Bhutan’s policies, plans,
programmes and budgets to achieve a
greener, more inclusive and more sustainable
development path. #environment
environnment #medioambiente #meioambiente

Source: Union Metrics
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YOUTUBE

YOUTUBE ACTIVITIES THIS MONTH

KEY FACTS

April 2016 Summary

Watch time Average view duration .
’ Subscribers: 4,963
Views: 25,013
Watch time: 46,650
46,650 1:51 .
New Subscribers: 121
Views
Last month UNEP recorded 25,603 views,
46,077 minutes watched and a gain of 133
S new subscribers.
' *YouTube recently changed its analytics
Likes Dislikes Comments Shares Videos in playlists Subscribers algor"thm, prior"tising Watch t,me over VieWS
166 1 23 314 95 156 . . .
and lifetime views on each video
Subscribers compared to previous month
TOP 10 VIDEOS VIEWED THIS MONTH 7 5% P P
. (<]
Top 10 Videos Erowse zll content ’
Video - Watch time {minutes) Views Likes Commants VieWS Compared to PreViOUS month
The Antarctic Dzene Hole - From Discovery to ... 10151 22% 1652 6.6% 10 1 25% ’
Sustainable innovation Forum - Opening Day 4987 % 2711 1% 2 o
Hiz Holiness Pope Francis’ visitto UNEP headg 3466 7.4% 1692 6.8% 15 4 New in Top Io videos
SR e e ’ ° e+ Coastal Erosion with a watch time of
Seven Bilion Dreams. One Planet. Consume w. 2852 61% 2469 0.9% 19 3 749 minutes
Freventing Qur Oceans from Becoming Dumps 1.650 3.5% 610 2.4% 3 1]
Ozone Song 1150 2.5% 601 2.4% 5 1
Solutions COP21 Opening Might at the Grand ... 1002 21% 736 3.0% 1 1]
Le Trou d'ezone en Antarctigue - De la découw... 912 2.0% 174 0.7% 2 o
Coastal Erosicn 749 1.6% 448 1.8% 0 0
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Top geographies

Watch time

United States (27%)
United Kingdom (3.2%)
Italy (3.5%)

India (4.7%

Canada (3.9%)

Traffic sources

Watch time

# External
Direct or unknown
Suggested videos

(thes

WEBSITE

2
SOCIAL MEDIA
HIGHLIGHTS

YOUTUBE DEMOGRAPHICS

Gender

AN

VIEWS

§ Mzl

Female

Playback locations

Watch time

# YouTubzwatch page
Embedded in external websitez and apps

YouTubs channel page
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SOCIAL MEDIA - LANGUAGES

UNEPED
] Fans number: !
pa— 14 posts/April 1,864, 5%
26 April 7
fefez UNEP China Office Summer Internship 17 tweets pOSted A \
in April S CLIMATE
» Programme In April. EEMENT
e View: 5,998 Retweets and favourites: | Top weibo: Paris wman— \0
_ 500 signing . A .
R 22 April — . . .
‘ : View: 3,927 Retweets and favourites:
B —RfEE B TREE 438 WHAT WORKED
* UNEP China Office Internship programme
* UNEP event with youth participation
: element
(&) BaEFEINE V v . -
’43\[! i, - 27 Posts/ April 'I&au:ch of UNEP — CCTV documentary on the
Rt ROEES , BOEAEENE , MEEBnesE, 4523 Tob Weibo post: retic— o
B, FeE. tEORSIERRSSREaTH SEERREREREEES p post. * Opinion pieces on #CleanTech #ParisSigning
BRES ERE0E , #EERAR. WEH. NGO, BLFS1005EK * Celebrity engagement including UNEP
jﬁ—@mﬂsﬁsﬁzw%Eﬁsﬁ,@fuzm EEIL RS | SR | @5 15 April 2016 Z?\;/E)Pczcsv 2n @S)CBP i: CZiPn'a - %?o\r/mvgji‘ab and
i
UNEP Youth Forum on - ertanariceard s Weibo
] . * UN joint delegation to China on youth
Sustainable Consumption #SDGs&Youth #Entrepreneurship
and Production, Beijing,
China Fans on WeChat and Sina Weibo continue to
rise. Slight decrease in QQ audience. This is because
Shares: 75 social media users continue to move to WeChat.
Likes & comments: 37 RenRen audience numbers continue to drop due to
Reach: 185,000 decreasg in use of platform by users as well as
— » - % 3 popularity.
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f FAcEBoOK

Total audience: 2,996
Total Posts: 43

Total Reach: 81K
New likes: 637

RUSSIAN
Vs 32 posts, 63K Reach and 430 new likes last
month

FRENCH I I
Total Reach: 142K
New likes: 484

Total audience: 11,647
Total Posts: 47

Vs 69 posts, 92K reach and 487 new likes last
month

—
Total audience: 5,189 SPANISH L
Total Posts: 34
Total Reach: 57K
New likes: 652

Vs 0 posts, OK Reach and 292 new likes last month

) UNEP ROWA
Total audience: 1,692

Total Posts: 62
Total Reach: 235K
New likes: 168

Vs 106 posts, | 36K Reach and 106 new likes last
month

I 2

WEBSITE

SOCIAL MEDIA

SOCIAL MEDIA - LANGUAGES

Total followers: 5,177
Total Tweets: 533
Total Impressions: 182K

RUSSIAN

New followers: 265
Vs 499 tweets, 191K Reach and 576 followers

FRENCH I I

Total followers: 6,375
Total Tweets: 189
Total impressions: 281K

New followers: 409

Vs 219 tweets 339K Reach and 360 new
followers last month

Total followers: 3,698
Total Tweets: 151

SPANISH &
—

Total Impressions: 253K
New followers: 600

Vs. 0 tweets, 0 Reach and | 14 new followers last
month

Total followers: 6,303
Total Tweets: 188
Total Impressions: 234K

UNEP ROWA

New followers: 277

Vs 154 tweets, | | IK Reach and |96 new
followers last month

3 4
FACEBOOK TWITTER

LANGUAGE CONTENT

HIGHLIGHTS

TOP POSTS
TOp Tweet ecarned 9,437 impressions

Les scientifiques du climat réunis & Nairobi pr la
43eme séance du GIEC. Leur travail essentiel a
I'#AccordDeParis
pic.twitter.com/Ez1aBSykSW

(¢} UNEP

MNOBEI N3 AOPUKU

B Gnuxanwme yeTblpe roga U3 Apuku B Asctpanuio GyayT BblBe3eHb! 80
appUKaHCKUX HOCOpOroB. B Mupe Bnepsble NpeanpuHUMaeTCs CToMb
OTYamRHHAR NOMbITKa CNacTK UCYE3ALLYI0 Ha rmasax Nonynauuio AMKMX
YKMBOTHbIX. JKOMOMM NOTEPANMU HaAeXay Ha oOy3aaHue GpakoHbepcTsa B
AdpuKe 1 npuaymManu YHUKanbHbIi CNocob cnaceHns HOCOporos.
MaeliHbiM BAOXHOBUTENEM NPOEKTa CTan ypoxeHel KOxHOW Appukn P3ait
Ouapnas, gasHo nepebpaswmiica B ABcTpanuio. B 2013 roay oH
NPUCTYNUN K peanusauumn npoekTa «ABcTpan... See more

YOUTUBE
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GLOSSARY

WEB

Bounce Rate: The percentage of visitors to a particular website
who navigate away from the site after viewing only one page.

Direct Traffic: Represents traffic to the web site with no referrer
as one of the following: |) the visitor typed the domain name
directly into their browser, 2) the visitor bookmarked the site, 3)
the visitor clicked on an email, shortcut, or other direct link

Page Views: An instance of an Internet user visiting a particular
page on a website.

Referring Domain: A web site that refers a visitor to your site
by linking to it.

Visitors: The number of inferred individual people (filtered for
spiders and robots), within a designated reporting timeframe, with
activity consisting of one or more visits to a site.

Visits: An instance of an Internet user visiting a particular page on
a website.

I 2 3
SOCIAL MEDIA FACEBOOK

WEBSITE

SOCIAL MEDIA

TWITTER

Engagement Rate: Is the percentage of people who saw a
post and liked, shared, clicked or commented on it. Monthly
engagement rate can be used as a benchmark to measure how
posts perform on a daily/weekly basis.

Eng.Rate = (Engaged users/Reach) *100

Fans: Users who "like" a particular page on Facebook.

Followers: Users who have subscribed to Twitter/Instagram
updates and will see your Tweets show up in their news stream.

Replies: Replies are mentions that start with the @ handle of a
specific user you're engaging.

Retweet: A retweet is when a user shares a post of another
user with their followers. Twitter enables this action with their
“retweet” button.

Impressions: Based on Twitter’s definition, the number of
people who saw a tweet on the platform.

Reach: Is the total number of estimated unique users that saw
each post by UNEP.

Tweet: Any message posted on Twitter that is displayed to
followers.
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