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• ANSA signed a partnership agreement and run a banner on the following web pages starting from 
the end of February (27th). It is still running today (11th May)  

- Ansa Mediterraneo (http://www.ansamed.info/ansamed/it/) 
- Ansa Europa (http://www.ansa.it/europa/ ) 
- Ansa Nuova Europa (http://www.ansa.it/nuova_europa/it/ )  

 

 

Figure 11: First banner for The State of the Union on the ANSA web site on the 27th February – screenshot taken on the 27th Feb. 

 

Figure 12: Banner for The State of the Union on the Ansa Nuova Europa web site on the 11th May – screenshot taken on the 11th 
May 
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• EU Observer:  signed a media partnership agreement started on the 24th March until the 30th  
April. 

- 2 banners on their homepage  
- Publication of a video after the event. 
- The possibility of publishing up to five op-eds.  

 

 

Figure 13: Banner for The State of the Union on the homepage of EuObserver. Screenshot taken on the 24th March 2017. 

 

Figure 14: Rectangular banner for The State of the Union on the homepage of EuObserver. Screenshot taken on the 24th March 
2017. 
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5.2. Technical partnerships 

Toscana Aeroporti : promotional materials in Pisa Airport.  
• a column measuring 165 x 255 cm placed in the arrivals area  
• an advertising panel measuring 100 x 196 cm in the central hallway 

 

  

Figure 15: Column 165 x 255 in the international arrivals area 
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Figure 16: Advertising panel measuring 100 x 196 cm in the central hallway 

The agreement also allowed for a promotional video of the conference (30”) to be displayed on the 
monitors placed in various locations of the Airport in Florence , among their institutional videos and 
advertisement. It started running on the 24th March. 
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Comune di Firenze granted free advertisement for the Open Day in the following forms:  

• Displaying of the video trailer (30”) for the conference, among their institutional videos on the 40 
public information screens managed by the Comune and located throughout Florence.  

• Displaying of 6 posters measuring 6 x 3 meters around Fiesole area advertising the Open Day 
(20th April to the 4th  May) 

• Displaying of 10 posters of  70x100 cm promoting the Open Day on shop windows in the city 
centre of Florence (15th to 30th April) 

 

 

Figure 17: 6 x 3 m Poster advertising of the Open Day displayed on the Viale Volta 

5.3. Brussels Airlines 

Brussels Airlines chartered a VIP flight for top civil servants from the European Commission and 
representatives from the European Parliament, on the occasion of The State of the Union 2017. In 
addition, several journalists, communication specialists, academics, conference speakers, diplomats and 
professionals from national chancelleries had the occasion to socialise in air. The VIP flight also 
contributed to the visibility of the event, not least thanks to the in-flight address by European 
Commissioner for Transport Violeta Bulc. Finally, Brussels Airlines also provided advertisement for The 
State of the Union 2017 in B. Inspired, the airline’s in-flight magazine. 
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6. FUNDRAISING 
 

Our main partners:              

• Camera di Commercio di Firenze   
• Rappresentanza della Commissione Europea in Italia 
• Comune di Firenze 
• European Investment Bank   
• Fondazione Cassa di Risparmio Firenze         
• Presidenza del Consiglio dei Ministri – Politiche europee 
• Ufficio d’informazione in Italia del Parlamento Europeo 
• Regione Toscana          
• NCCR 
• European Round Table of Industrialists      

 

Gifts and services provided by SoU 2017’s partners:     

• Comune di Firenze: offered 2 days at Palazzo Vecchio plus the support of their staff. 
 

• Caffé Corsini: 
- offered coffee points during the conference days at the Badia Fiesolana and in Palazzo 

Vecchio for the entire audience. 
- offered the speakers dinner at the Ditta Artigianale Oltrarno on the evening of the  4th 

May. 
 

• Headline Giornalisti offered their services as official press office. 
 

• Artigraf, Lungarno Collection, Excellent Gusto, JD Events, Studio Riprese Firenze, 
Tecnoconference and Villa Viviani were supporting partners granting a discount on their 
services or offering them free of charge.  

 
• Gelatieri Artigiani Fiorentini and Publiacqua offered their products to the participants in 

Badia, Palazzo Vecchio and for the Open Day. 
 

• The Open Day was organised in collaboration with Circo en Piste, Città Nascosta, Excellent 
Gusto, Giunti Editore, Opera di Firenze and Orchestra Sinfonica Giovanile Cupiditas.  

 
 
7. PATRONAGE AND FRAMEWORK 

The State of the Union 2017 received the Alto Patronato del Presidente della Repubblica and was 
celebrated in the framework of 60th Anniversary of the Treaties of Rome and Festival d’Europa. 
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8. VISIBILITY ON THE WEB 
 

8.1. Statistics about the website 

The official website of The State of the Union in 2017 featured an enhanced and revamped version of the 
architecture used in past editions, was entirely secured under SSL encryption and was optimized for speed 
and full accessibility with all kinds of devices.  

To facilitate navigation and usability, most of the content was directly presented on the homepage, 
including live streaming of the conference sessions, presented in parallel. 

During the days around the conference, the uptime of the website was 100% and average load time was 
around 1068 milliseconds, an improvement from 1300 milliseconds in 2016. This is considered to be 
quite low given that the pages were heavily loaded with content including but not limited to such 
embedded videos and the twitter feed. This can be explained because of the change in hosting – last year 
the site was hosted in the EUI, but it has recently moved to a hosting in the Netherlands. 

 

 

Between 1 March and 11 May 2017 the website received 56 000 page views. This is an improvement 
of 8.53% from the 51 000 views recorded during the same period last year. 
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During the three days of 4-6 May 2017, the website received 17445 page views, a 15.89% 
improvement on the 15 053 recorded in 2016.  

On 4 May 2017, 5700 views were recorded, compared to 7100 in 2016. 

On 5 May 2017, 9400 views were recorded, compared to 6350 in 2016.  

On 6 May 2017, 2350 views were recorded, compared to 1800 in 2016. 

 

 

The average duration of each session was 02:37 minutes in 2017. This is slightly lower than in 2016, 
when the average duration was 03:04, but the disparity can be explained by the far higher number of page 
views. 

Views mostly came from desktop computers 
(70%), followed by mobile devices (25%) and 
then tablets (5%). 

One third of acquisitions came from organic 
searches, one third were direct visits and 15% 
came from social media. Overall this is similar to 
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2016. A smaller proportion of referrals came from social media, but the number was much higher.  

The State of the Union had a much wider international reach than previous editions. 53% of traffic to the 
website came from Italy. However 13.17% of sessions came from Belgium, an improvement of 334% on 
last year. Similar improvements were seen in sessions from the UK (237% increase) , Germany (39% 
increase) and the United States (73% increase).  

 

 

8.2. Statistics about videos and live streaming 

All sessions of The State of the union 2017 were live streamed on the conference website.  
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On 4 May the homepage offered two simultaneous streaming channels, one for each parallel session 
taking place at the Badia Fiesolana. All the videos were accessible from any device, without the need for 
user to open new pages or to continuously refresh them. 

Immediately after each session concluded, the video footage was made available on a dedicated page. The 
same workflow applied to photographs, which were provided by the official photographers and loaded on 
the website during the sessions. 

The overall number of minutes watched in 2017 was dramatically higher than in 2016. In total, 94 010 
minutes of video footage were watched between 4-5 May 2017 alone. There were 6184 views, and the 
average view lasted 15:12 minutes. 

In 2016, during the same period (5-6 May), 53 692 minutes of video footage were watched, there were 
4722 views and the average view lasted 11:22 minutes.  
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By far the most popular session in 2017 was the Morning at Palazzo Vecchio. 37 603 minutes of this 
session were watched between 4-5 May. This represents 40% of the total number of minutes watched. 
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Similarly to the improved geographical reach of the website, videos of The State of the Union have also 
reached a wider audience. Whilst the majority of live streaming views came from Italy, Belgium 
represented 15% of views and the UK represented 11%. The gender balance of views was fairly evenly 
split in most countries, but some outliers (Germany, US, Luxembourg, Ireland) showed a stronger male 
dominance. 
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8.3. POLITICO Homepage Takeover 

During The State of the Union 2017, there was a two day ‘Homepage Takeover’ (HPT) promoting The 
State of the Union and the Young Policy Leaders Programme. This constituted: 

• Double MPU with 2 Twitter feeds 
• A billboard filled by: 

DAY 1 

• 9:30am – 1pm: livestream #1 
• 11:45am – 1pm: livestream #2 => overlap with #1, displayed in rotation 
• 14:45 – 17:45: livestream #3 
• For the rest of the day the Young Policy Leaders billboard was used 

DAY 2 

• 9:00 – 12:45: livestream #4 
• 14:15 – 19:00: livestream #5 
• For the rest of the day the Young Policy Leaders billboard was used 

• An EUI skin, driving traffic to: https://stateoftheunion.eui.eu/ 
• A YouTube video MPU 
• AN MPU with the Young Policy Leaders ad 
• On mobile and tablet, the Young Policy Leaders leaderboards (320*50 & 728*90) 

8.3.1. Statistics on the Politico HPT 

Over the two days 4-5 May, the POLITICO HPT delivered over 439 000 impressions and resulted in 
1015 clicks.  

 

https://stateoftheunion.eui.eu/
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The livestream on politico.eu generated 15 000 impressions on 4 May and 17 400 impressions on 5 May. 
Over the two days this resulted in 46 clicks.  

 

Of the multi-media units, the embedded MPU was dedicated to the Robert Schuman Centre whilst the 
double Twitter feed promoted The State of the Union. This feed generated 68 000 impressions and        40 
000 ‘engagements’, here including scrolls etc. 
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8.4. Visibility on social media 

Summary of actions:  

- We revitalized the stagnant Twitter account, initially posting content from last year, links to 
relevant news or new content, created to link to SOU, on EUI Times. Later we developed a 
clearer strategy, with regular ‘Meet the speakers’ posts etc. We used Twitter to reach out to 
journalists and key influencers and to raise awareness of SOU and to promote the attendance of 
key speakers. During the event itself we live-tweeted the panels and speeches. 

- We created a Facebook event, under the European University Institute page. It was co-hosted by 
the European Commission in Rome, allowing them to post content and meaning the event 
appeared at the top of their page. We posted content much less frequently than on Twitter, but 
after the event were able to share images. Our usage of Facebook could be greatly improved next 
year. 
 

8.5. Statistics about Twitter 

Official Twitter Account 

The Twitter account for The State of the Union @EUISoU was inactive from May-December 2016. 
When it became active again in mid-December 2016 there were 229 followers. 

From mid-December until The State of the Union 2017, the follower count increased by 809 to 1038. 
Of those, 484 new followers were gained in the month before conference. 386 new followers were gained 
in the first week of May alone.  

These new followers steadily increased the number of impressions. In total, on 4-5 May, @EUISoU 
generated 324 700 impressions. This is a dramatic increase to 78 400 impressions in 2016.  

 

 

 

 

 

 



32  ■  EUI 
	

Beyond impressions, @EUISoU also achieved high levels of engagement in the tweets.  

 

 

On 4 May, @EUISoU tweeted 134 times, creating 72 930 impressions. This generated 144 link clicks, 
206 re-tweets, 220 likes and 90 replies.  

On 5 May, @EUISoU tweeted 255 times, creating 251 782 impressions. This generated 127 link clicks, 
795 re-tweets, 828 likes and 268 replies. On average, the number of impressions and engagements were 
much higher on 5 May than on 4 May, although the single tweet with the highest number of impressions 
was posted on 4 May. 

This success can be explained through the development and implementation of a Twitter strategy, 
including collaboration with key speakers and their institutions, and live tweeting of speeches throughout 
the day.  

A summary of the month up to 8 May, including SOU: 
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THE HASHTAG: #SoU2017 

The State of the Union on Twitter went beyond our own account, @EUISoU. Crucially, we made a 
number of ‘top influencers’ aware of the conference and its content, engaged journalists through twitter 
over several months and ensured that key speakers and the institutions they represented would be active 
on social media around the event.  
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Source: Eurosagency 

Throughout the day on 5 May, #SoU2017 was trending in Belgium according to the website 
https://trends24.in/belgium/ 

On 4-5 May SoU2017 and The State of the Union were mentioned 8088 times on Twitter, Articles, Blogs 
and Facebook. 6740 of those mentions were on Twitter. Most mentions of The State of the Union or 
SoU2017 were in English.  

 

 

Source: Eurosagency 

https://trends24.in/belgium/
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Source: Eurosagency 
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