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Content directly created by
the project performs better in
terms of engagement and
interest created in the digital
community.
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By participating in events the
project gets recognition and
enlarges the digital audience.
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The digital community linked
to the fisheries and
aquaculture sector in Europe
registers a very limited
activity in the holydays
period (Christmas, July,
August).
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Rates have been weighed according to a
measuring factor.
Number of posts published on the website
and on different social media channels
(Facebook, Twitter, LinkedIn, YouTube).
Level of interaction, measured by
comments, likes, retweets, or favourites.
Reach of publications determined with the

number of visitors to the web and to the
different profiles in social media.
The size of the community of subscribers
was defined by the number of subscribers
to the newsletter, and the number of
followers, fans, members and connections.
Relevance of the conversation considers
the interactions’ reach and the level of

activity shown.
Average reach per activity analysed the
growth of reach in relation to the activities
carried out in social media.
The influence level takes into account the
level of interaction and the number of
subscribers.

