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 SOCIAL MEDIA OVERVIEW KEY FACTS 

Total followers across all platforms 

3,577,264 

Compared to previous month 0.8%   

 

Highest follower growth this month was 

seen on Russian Facebook at 27%, 

Instagram at 21% , ROWA and Spanish 

Facebook at 7.5% and Chinese WeChat at 

6.4%. 

 

Follower growth also seen on French 

Twitter, English Facebook, Weibo and 

YouTube. 
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TWITTER FACEBOOK 

This month, UNEP’s Twitter account recorded a 2.4% increase in 

followers from 485,307 to 496,982. This growth – a pick up 

percentage-wise compared to last month’s - is mainly attributed to 

an increase in social media activities given the onset of UN 

observance days which have prompted activity particularly among 

UN accounts that are UNEP’s most prolific, high-follower engagers. 

During this period UNEP’s twitter account increased it’s activity for 

the observance of several UN days in succession including the 2016 

World Wildlife Day, World Water Day, International Day of 

Forests and WWF’s Earth Hour. UNEP continues to engage its 

audience successfully with polls. 

 

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 the Paris Agreement and news on 

renewables and action-oriented polls. UNEP’s Twitter audience is 

also likely to respond to video content calling for action on the 

environment and climate change.   

 

What worked: 

+ News on renewables  

+ Polls 

+ News on climate change  

+ #DidYouKnow tweets 

+Campaigns on official UN Observance Days  

What did not work: 

+ Text-only Tweets  

+ Images of press conferences 

This month Facebook account recorded a 2.9% increase in 

followers bringing the total number of fans from 215,359 to 

221,500. This continued, strong increase in numbers is mainly 

attributed to greater 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 

continue 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. In the future, new Facebook page content delivery 

options, such as slide shows, will be used innovatively to increase 

engagement and reach on a greater scale. 

 

What worked: 

+ Videos  

+ News on renewables  

+ 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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UNEP TWITTER FOLLOWERS COMPARED TO 

OTHER AGENCIES (As per March 23rd) 

UNEP FACEBOOK FOLLOWERS COMPARED TO 

OTHER AGENCIES (As per March 23rd) 

 SOCIAL MEDIA BENCHMARKS 
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AGENCY FOLLOWERS  

UNICEF 5,945,537 

WWF 2,730,599 

WHO 2,717,399 

Green Peace  2,492,872 

UN 1,956,821 

World Bank 1,912,292 

UNDP 1,074,752 

FAO 836,604 

WFP  745,871 

UNEP 221,500 

UNFCCC 159,452 

WRI 105,488 

WMO 86,060 

IPCC 16,984 

UNEP’s position remains constant despite 2.4% increase in 
followers. 

UNEP’s position remains constant despite 2.9% increase in 
followers. 

AGENCY FOLLOWERS 

UN 6,921,341 

UNICEF 5,346,495 

WHO 2,851,848 

WWF 2,112,366 

World Bank 1,723,028 

Green Peace  1,518,624 

WFP 1,142,536 

UNDP 927,799 

UNEP 496,982 

UNFCCC 279,530 

FAO News 186,794 

IPCC 71,124 

WMO 24,678 

WRI Climate 17,011 



 FACEBOOK  OVERVIEW MAR 

2016 

TOP POST  THIS MONTH (shared on  Wednesday  6 March 2016) 

Source: FB Insights 

KEY FACTS 

UNEP has a total of 221,500 fans on Facebook as of March 23, 2016.  This month 

2,738,444 people saw UNEP’s information from 81 posts 

Best day of the month 
Sunday 6 March 2016 UNEP reached  

757,023 unique individuals. 

 

Key data on this day 

• Mother’s Day celebration in the UK 

March 2016 Summary 

Fans: 221,500 

Posts: 81 

Total reach: 2,738,444 

Comments: 1,127 

Shares:  6,235 

Likes: 26,787 

Link clicks: 5,692 

Video views: 6,702 

New fans:  6,141 

Engagement rate: 1% 

 

Last month UNEP reached 1,694,425 people through 91 

posts, and gained 5,317 new fans, with a 1% engagement 

rate 
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NUMBER OF UNIQUE PEOPLE REACHED OVER THE LAST 6 MONTHS 

Month No. of posts 

MARCH 2016 81 

FEBRUARY 2016 91 

JANUARY 2015 75 

DECEMBER 2015 79 

NOVEMBER 2015 95 

OCTOBER 2015 78 

TOTAL POSTS 499 

Source: FB Insights 

  FACEBOOK MONTHLY REACH KEY FACTS 

Total number of unique people reached 

since September 2015:  

 17,074,576 

Average number of people reached per 

post since October 2015 

34,218 

 

NUMBER OF POSTS SHARED 

 6,802,734  

 3,311,103  

 1,365,119  

1,163,751 

 1,694,425  

 2,737,444  

 500,000

 1,500,000

 2,500,000

 3,500,000

 4,500,000

 5,500,000

 6,500,000

 7,500,000

October November December January February March

* Reach is the total number of estimated 

unique fans that saw any post from UNEP. 
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FACEBOOK MONTHLY GROWTH       

AND ENGAGEMENT 

MAR 
2016 

FACEBOOK MONTHLY GROWTH 

Source: FB Insights 

MONTHLY ENGAGEMENT 

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. 

 

Fans compared to previous month 2.9%  

* 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 

* Reach is the total number of estimated 

unique fans that saw any post from UNEP. 
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Best reach period 

3-4 March  



FACEBOOK DEMOGRAPHICS 
MAR 
2016 

SOURCE: FACEBOOK INSIGHTS 
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SOURCE: FACEBOOK INSIGHTS 

UNEP’s fans who engaged are 

predominantly 18-34 years 

UNEP’s fans are 

predominantly male: 59% 



MAR 
2016 

Source: FB Insights 

FACEBOOK FANS - COUNTRIES,  CITIES AND LANGUAGES 
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Source: FB Insights 

FACEBOOK BENCHMARKS 
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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. 



TWITTER OVERVIEW MAR 
2016 

TOP TWEETS THIS MONTH 

KEY FACTS 

Top tweets of the month 
512 Retweets 995K likes 223K Impressions 

When we damage the planet we damage 
ourselves- UNEP Ambassador @giseleofficial on 
#WWD2016: ow.ly/YZrii 
Tweeted on  2 March 2016 
 

186 Retweets 294 likes 158K Impressions  

#EarthHour celebrated in China with UNEP 

Ambassador @libinbinglove & a focus ib 

sustainable lifestyles @earthhour 

Tweeted on 20 March 2016 

March 2016 Summary 

Followers:  496,982 

Tweets:  395 (12 per day) 

Replies:  1.4K (47 per day) 

Mentions:  6.7K 

Retweets:  31K (878 per day) 

Likes:  23K (1K per day) 

Impressions:  10.8M (359K per day) 

New followers:  11,675 

Engagement rate:  1% 

MARCH 2016 FOLLOWER GROWTH 

SOURCE:TWITTERCOUNTER.COM 
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MAR 
2016 

BEST DAY THIS MONTH: Monday 29 February 2016 

 

 

TWITTER OVERVIEW KEY FACTS 

Best day of the month  
Monday, 29 February 2016 UNEP recorded 

1,603,839 impressions . 

Key data on this day 
• UN Messenger of Peace & 

environmentalist @LeoDiCaprio wins 

first Oscar Award 

• #LeapDay celebrations  

* Impressions  - Twitter Analytics defines impressions 

as the number of times people saw a tweet on Twitter. 

SOURCE:TWITTER ANALYTICS 
Impressions compared to previous 

month 35%  

Followers compared to previous 

month 2.4% 
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SOURCE:TWITTER  COUNTER 

Steady increase in 
UNEP’s followers.  



TWITTER DEMOGRAPHICS AND LOCATIONS MAR  
2016 

SOURCE:TWITTER ANALYTICS 
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UNEP’s followers are 

predominantly male:  56 % 

Female audience has grown to 

44% 



 INSTAGRAM OVERVIEW MAR 
2016 

TOP MEDIA THIS MONTH 

KEY FACTS 

Followers compared to previous month  

21%       

Top media of the month 

1,723 likes 
“When we carelessly exploit the planet, and 
all of her precious species of plants and 
animals, we damage ourselves. We are prt of 
nature and all life is connected. If you hurt 
once species you hurt them all, and we 
humans are not exempt.” UNEP Goodwill 
Ambassador @gisele is supporting 
#WorldWildlifeDay – join her call to globla 
action by sharing a pic showing how the 
future of wildlife is in your hands. 
1,094 likes 
Happy #InternationalDayofForests ! Forests are 
vital to fresh water supply and protecting our 
forests is part of achieveing the Global Goals . 
#IntlForestDay #environment environnment 
#medioambiente #meioambiente  #GlobalGoals 
 

March 2016 Summary  

Followers:  37,331 

Likes/Post:  786 

Posts: 323 

Engagement rate : 2.2% 

New followers: 6,520 

Following: 205 

FEBRUARY – MARCH (February-March) 
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Source: Union Metrics  



  YOUTUBE MAR 
2016 

KEY FACTS 

Subscribers compared to previous month 

2.8% 

 

Views compared to previous month  

42%  

March 2016 Summary 

Subscribers: 4,842 

Views: 25,603 

Watch time: 46,077 

New Subscribers:  133 

 

Last month UNEP recorded 18,008 views, 

39,696 minutes watched and a gain of  112 

new subscribers. 

*YouTube recently changed its analytics 

algorithm, prioritising watch time over views 

and lifetime views on each video 

TOP 10 VIDEOS VIEWED THIS MONTH 

YOUTUBE ACTIVITIES THIS MONTH 
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New in Top 10 videos  

• Increase in watch time across all top 10 

videos with The Antarctic Ozone 

recording 18,458 minutes. 



  YOUTUBE DEMOGRAPHICS 
MAR 
2016 

Top Countries Gender 

1 

WEBSITE 

2 

SOCIAL MEDIA 

HIGHLIGHTS 

3 

FACEBOOK 

4 

TWITTER 

5 

YOUTUBE 

6 

LANGUAGES 

7 

GLOSSARY 



Sina Weibo Top post 

 SOCIAL MEDIA - LANGUAGES 
MAR 

2016 

CHINESE CONTENT HIGHLIGHTS  

CHINESE 
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CHINESE CONTENT HIGHLIGHTS  

Fans on WeChat and Sina Weibo continue to 

rise. Slight decrease in QQ audience. This is 

because social media users continue to move to 

WeChat. 

RenRen audience numbers continue to drop due 

to decrease in use of platform by users as well as 

popularity. The possibility that RenRen might be 

phased out as a Chinese social media platform 

remains. 

WeChat Top post   

19 March 2016 
UNEP GWA Li Bingbing calls 
for sustainable lifestyles and 
an end to illegal wildlife 
products during the Earth 
Hour Beijing event, co-
organized by WWF and UNEP. 
  
Shares: 1,812  
Likes & comments: 18,732 
Reach: 55,000 
 

24 March 2016 
Chinese state news agency 
teams up with UNEP to end 
Illegal Trade in Wildlife– 
Xinhua President visited 
UNEP and adopted elephant 
at the Sheldrick Wildlife Trust. 
Reach 147,375 Retweets and 
favourites: 2,891 WHAT WORKED 

• Li Bingbing’s Earth Hour Editorial. 
• WWD 2016 social media campaign #InOurHands, 

endorsed by a dozen of Chinese celebrities and 
movie producers that are friends with UNEP.  

• Mercury story came as second most popular 
WeChat story. 

• ‘How Sustainable Development Can Change the 
World’ was favourited by a great number of fans. 

 
 

CHINESE 

Fans number: 

1,864,  

increased by        

17% with 

23 tweets 

posted in 

March 2016 



TOP POSTS  

 SOCIAL MEDIA - LANGUAGES MAR 

2016 

Total audience: 11,163 

Total Posts: 69 

Total Reach: 92K  

New likes: 276 

Vs 30 posts, 47K reach and 185 new likes last 

month 

FACEBOOK TWITTER 

Total audience: 2,359 

Total Posts: 32 

Total Reach: 60K 

New likes: 430 

Vs 49 posts, 62K Reach and 405 new likes last 

month 

Total audience: 4,653 

Total Posts: 0 

Total Reach: 0 

New likes: 292 

Vs 0 posts, 0K Reach and 13 new likes last month 

Total followers: 5,966 

Total Tweets: 219 

Total impressions: 339K 

New followers: 360 

Vs 158 tweets  152K Reach and 286 new 

followers last month  

Total followers: 3,098 

Total Tweets: 0 

Total Impressions: 0K 

New followers: 114 

Vs. 1 tweets, 14K Reach and 0 new followers last 

month  

Total followers: 4,912 

Total Tweets: 499 

Total Impressions: 191K 

New followers: 576 

Vs 661 tweets, 140K Reach and 136 followers  
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RUSSIAN 

FRENCH 

SPANISH 

RUSSIAN 

FRENCH 

SPANISH 

 

Total audience: 1,524 

Total Posts: 73 

Total Reach: 136K 

New likes: 106 

Vs 46 posts, 70K Reach and 67 new likes last 

month 

UNEP ROWA 

 

Total followers: 6,026 

Total Tweets: 154 

Total Impressions: 111K 

New followers: 196 

Vs 236 tweets, 163K Reach and 209 new 

followers last month 

 

UNEP ROWA 

LANGUAGE CONTENT 

HIGHLIGHTS  



 GLOSSARY MAR 
2016 

WEB 

SOCIAL MEDIA 

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: 1) 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. 

 

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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