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How to make your index
understandable and useful?

For non-experts in the field



What?

How?
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Target Message
audience

Media
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1. Define your goal

Why are you communicating your index?




Why are you
communicating your index?

Give insights to policy makers

Offer a new tool for research in
the field

Inform people on a specific topic

Engage people in taking action
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2. ldentify target audience

To whom are you delivering your communication?




To whom are you delivering
your communication?

Policy makers: short messages
and policy oriented insights

Researchers: interactive tools,
data availability and more detailed
messages

Citizens: short and catchy
messages, informative materials
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3. Choose the right
communication media

How do you reach your audience?
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4. Choose the right communication media

(for non-experts in the field)

Technical media Generalist media
Reports Infographics
Policy briefs Video
Country/region/city profiles Posts for social media
Online tools Events

Seminars

ommission



The Cultural and Creative Cities Monitor
Technical media

The Cultural and Creative Cities Monitor
—_—————— 2019 edition

- -
i R \ ar| E .
| [/ ST =
¢ / N\ o AUSTRIA & - Home  Map explorer  Inicatorsxploer yoro

K The C r 2019 w well 190 European cities in i 1055 o .

= of 9 cultural policy dimensions, to their at ir e . o Tsemgoe

7 N . from about 1 s Urban Audit. Therefore, the it -
I\

@ European Captal of Cutire

A_UMMIHMI I

https. //knowledge4pollcy ec. europa eu/compos:te-mdlcators/onlme-platforms en

s S-S 5 S S

@) S 1000 1500

and Creative G 2
1
S0 000000 0wt 00 o and

Report Country factsheets Online tool

Y)) -
: —
. —
| u ]

~ European
= Commission

7

12 JRC-COIN © | Step 10: Visualisation and Communication



Selection criteria
City characteristics

Cities ranking <
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The Cultural and Creative Cities Monitor 2019 shows how well 190 European cities in 30 countries perform across
9 cultural policy dimensions, compared to their peers. Cities have been selected based on their demonstrable
engagement in promoting culture and creativity, from about 1 000 cities in Eurostat’s Urban Audit. Therefore, the cities
featured in the Monitor are already top performers.

18 cultural and creative cities

Inner circles
1 NEW city compared to the 2017 editign of the Monitor New city
Selection criteria:
® European Capital of Culture
@ UNESCO creative city
@ Intemational cultural festivals

Outer circles
Annual gross domestic product per capita

Group 1 > € 45 000
Matera

Naples @

® Lecce Group 2 € 35 000 - € 45 000

Group 3 €27 000 - € 35 000
@ Cagliari
Group 4 € 19 000 - € 27 000

Group 5 < € 19000

How does your city rank on the Cultural and Creative Cities Index?
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[ ] _ Perugia Parma Lecce Ravenna

1= 50" 100" 1500 179%

Milan, Turin, Florence and Trento take the top spots among italian cities on the Cultural and Creative Cities Index,
in their respective population groups, with Rome coming second at national level in the largest population group.
However, cities which do not achieve the first places at the index level may also perform well or even better on some
dimensions, compared to their peers at European level.
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Enabling Environment

Cities are ordered alphabetically within each population group

Lower i g o
I —
performance S — | C T fOrmance

Population groups:

XXL group > 1 million inhabitants (20 cities)

XL group ~ 500 000 - 1 million inhabitants (40 cities)
L group 250 000 - 500 000 inhabitants (40 cities)
S-Mgroup 50 000 - 250 000 inhabitants (79 cities)
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The Cultural and Creative Cities Monitor
Generalist media

11 EU_ScienceHub ha ritwittato

Tibor Navracsics @ @TNavracsicsEU - 31 ott v
#Culture can help cities foster #innovation, job creation & social cohesion. The
#EUCreativeCities Monitor developed by @EU_ScienceHub helps them make the
most of this precious resource. Find out more: bit.ly/2uNArSI #WorldCitiesDay
@europe_creative

»

EU_ScienceHub & @EU_ScienceHub - 10 lug 2017
Do you know what our "Cultural and Creative Cities Monitor" is? Check it
here: europa.eu/!db97xk #EUCreativeCities @TNavracsicsEU

EU_ScienceHub & @EU ScienceHub - 17 feb 2020

@ How would the ideal cultural & creative city in Europe look like? It would be
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a mix of seven extraordinary cities - have a look at our Cultural and
Creative City Monitor, covering 190 towns and cities .* across 30
countries

europa.eu/!Pw48kP #EUCreativeCities

Ideal cultural and creative city

Paris (France)
Local & Intemational Connections.

Eindhoven (Netheriands)
Human Capital & Education Intellectual Property & Innovation
o Creative & Knowledge-based Jobs. Budapest (Hungary)
New Jobs in Creative Sectors
Glasgow (united Kingdom) @
Florence (taly) Openness, Tolerance
Cultural Participation & Attractiveness, &Trust
Weimar (Germany) Copenhagen (Denmark)
Cultural Venues & Facilties Quality of Governance
#EUCreativeCities [ I

Social media posts

»

© 005700

The Cultural
and Creative
Cities Monitor

Videos
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Tracker of Europeans’ Concerns using
Online Search Data | Weekly report

Economy Social Isolation

WORRIES - R
Physical health Quarantine expectation
Cough, Immunity, Symptom, Lockdown, Quarantine, Social
Tracking EU Citizens’ Concerns SIS QIR el
using Google Search Data
Unit 1.1 —gMonitoring,%dicators & Impact Evaluation Mental hea’lth Travel
Anxiety, Panic attack Bus, Flight, Train
]
REACTIONS - === - oo -

Life at home
Book, Do it yourself, Gardening,
Online games, Recipe, Streaming

Medical equipment
Antiviral drug, Dust mask, Hand
sanitizer, Vaccine

media
Self care
Exercise, Nutrition, Psychotherapy, Work
Yoga Telecommuting, Video conference,

European
Commission
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Tracker of Europeans’ Concerns using
Online Search Data | Weekly report

Health

g the spread of the SARS-CoV-2 virus, Europeans’ interest in health-related topics became particularly intense. Th
worries for physical and mental health, and it captures as reactions changes in lifestyle and habits, sut
cal equipment (e.g, searches for dust masks and sanitizers) and self care (such as physical exercises and nutrition)

First offciol European case

of COVID-19 (France)
First European

hotbed (italy)

TraCking EU Citizens, Concerns nffn:eres:::::m-mlazissuesmmeNEUcnmes(fmmu/axmoz/os) i aen [
using Google Search Data

Worries level:

MOST SEARCHED TOPICS

s show Europeans’
> Here listed the most searchec

ch a trend.

Unit I.1 - Monitoring, Indicators & Impact Evaluation = :’a':;‘-:’mk topics composing the health
inuary) and in the 13-26 January 2020 related indicators in the week
it (9-22 March). 9-22 March 2020.
the first official case WORRIES
ified in France, a
L B e e ; 9
ealth-worries related .
Week 01 as already recorded in p——
ermany and Romania
the pandemic.
;, overall, in January %
re relatively more y
d about mental 1 Anxiety
|
Rty days worries Shortness of breath
changed, as ]
s began fearing for 922 March 2020
/ sical health. In REACTIONS
;, the search volume Exercise
‘ related to worries _
sical health
d by about 180% in Antiviral dru
oy a o —
s, such as Czechia, Vanins
Latvia, Lithuania, —
e W it
Nutrition

Hand sanitizer

Il Worries about health in EU countries.

Joint
Research

entre.
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I Economy

This d evolutions i lume of searches copturing both worries and reactions related to the econom
Among worries, terms related to the economic effects of the lockdown have been included, focusing on the consequences f
Govemments as well as for Firms and Individuals. Reoctions, on the other hond, copture how citizens are trying to get throug
the crisis either by looking at how to reduce their expenditures or with the help of govemments' interventions.

First offciol
High | Europeon cose
of CovID-19

WORRIES
Firms & individuals

REACTIONS
Expenditure relief

T e T

February Lty

states support

I Trends of interest in economy-related issues in the 27 EU countries (refemce period: 12-18/07).
Since lockdown measures started being eased across Europe, citizens started showing 2 [NV TSI RTT RS
growing interest in Rural tourism. The volume of searches for the topic is currently higher .

than last year in the same month. The interest for City tours, on the other hand, has shown Here listed the most searchet
only shy signs of recovery since the first outbreaks of the pandemic in Europe. Europeans  topics composing the econor
seem to be less keen to visit urban destinations for their summer holidays. related indicators in the week

12-18 July 2020.
Overall, people seem to be looking for destinations that they perceive as less crowded and

possibly safer. This shift in Europeans’ holiday preferences will have a relevant (and ~ WORRIES
asymmetric) impact on the tourism sector. Dismissal
Banustcy
High
L | | ||
Unernployrment
Lzyoff
Goremment ceot
Low
terest |
20T 7015 702
Ml Trends of interest in ‘Rural tourism’ in the 27 EU countries (from January 13" 2018 to July 18" 2020). REACTIONS
Mortage suspension
High " o
terest
| Loan
[ I |
~ —~ subsidy
I Unemployment benefits.
interest 1 | \//
T ot 17020
Moretorm 2l
[ Trends of interest in ‘City tour’in the 27 EU countries (from January 15° 2018 to July 18°2020). |} i |

I Social isolation

One of the consequences of the restrictive measures adopted in Member States is the social isolation of citizens, who are
asked to limit their social interactions. Therefore, this domain encompasses evolutions in the volume of searches copturing
both topics related to travel and quarantine expectations (worries) and topics describing how citizens are coping with
restrictive measures, in terms of work and private life (reactions). Looking at how citizens have been odapting to life ot home,
the analysis considers both online octivities and offline activities.

First officicl European
case of COVID-19
Lockdown, Quarantie,
‘Socidl distancing.
Bus Flight, Troin

REACTIONS
Life at home

I Trends of interest in social isolation-related issues in the 27 EU countries (from 1/01 to 27/06)
Not only Europeans’ interest in topics related to donations and food banks increased in the
wake of the pandemic. They actively searched for how to volunteer to help during an .
unprecedented crisis. The increase in searches related to volunteering is visible, and Here listed the most searched
sizable, in the vast majority of EU countries. Searches related to volunteering include both  opics composing the social

nation-wide organisations and local-level associations. isolation related indicators in the
week 21-27 June 2020.

MOST SEARCHED TOPICS

The EU average increase in topics related to volunteering has been roughly 35%. Among
the countries most hardly hit by the pandemic, Spain and Italy stand out, with an increase

WORRIES
from the pre-pandemic period of, respectively, about 60% and 90%. e

5

Train

+153% Fignt

Socil distarcing

+107%

Do-it-yoursel

Gardening

Recipe

e o

Strearring media

Ml Increase of interest in the topic Volunteering’in the 27 EU countries (from 09/02-09/03 to 09/03-09/04).

European
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Tracker of Europeans’ Concerns using
Online Search Data | Online visualisation

We mobilise people and resources to create, curate, make sense of and use knowledge to inform
policymaking across Europe.

for policy > Real-time Insights on EU Citizens' Concerns - Interests trend

VISUALISATION

Real-time Insights on EU Citizens' Concerns - Interests trend

Tracking EU Citizens' Concerns using Google Search Data

Composite Indicators

Country selection

EU27

Health

Health reactions
Health worries

£ European
Commission



4. Work on the messages

What do you want to communicate?




Communication pyramid

Background Researcher Bottom Line

Supporting So What?
Details
Supporting

Results/Conclusions Details

Center for Public Engagement

Adapted from Nancy Baron’s Escape from the Ivory Tower RYAAAS with Science & Technology

European
Commission
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I Social isolation

Hook <
(Trend of interest)

20 JRC-COIN © | Step 10

One of the consequences of the restrictive measures adopted in Member States is the social isolation of citizens, who are
asked to limit their social interactions. Therefore, this domain encompasses evolutions in the volume of searches capturing
both topics related to travel and quarantine expectations (worries) and topics describing how citizens are coping with
restrictive measures, in terms of work and private life (reactions). Looking at how citizens have been adapting to life at home,

the analysis considers both online activities and offline activities.

First European hotbed _—

50
First European case
of COVID-19 (France)

40

30

20

10

B Trends of interest in social isolation-related issues in the 27 EU countries (from 13/01 to 03/05).

From the pre-crisis (13-26
January) to the crisis period
(9-22 March) the indicator on
waorries related to social
isolation documented a
relevant decrease in the
search volume for topics in the
Travel pillar (-38.2%): the
interest for ‘Train’ in particular
has shown a 45.9% drop. At
the same time, searches for
topics in the Quarantine
expectations pillar soared, with
all underlying topics rising
sharply, and ‘social distancing’
showing a relevant search volume
for the first time since January.

(Italy)

Worries level:

13-26 January 2020

WORRIES

Lockdown, Quarantine,
Social distancing

Bus, Flight, Train

REACTIONS

Life at home

MOST SEARCHED TOPICS

Here listed the most searched
topics composing the social
isolation related indicators in
the week 9-22 March 2020.

WORRIES

Quarantine

Flights

wI
j
o

Lockdown W_,// \

Train

European
Commission



Explore the Cultural and
Creative Cities Monitor

Find out how your city performs:

Search ...

Search cities by: name or code

Sort cities by:

Cultural and Creative Cities Index

Sub-Index
¥y Cultural Vibrancy
® Creative Economy

#® Enabling Environment

Dimension
11 Cultural Venues & Facilities
424 Cultural Participation & Attractiveness
a Creative & Knowledge-based Jobs
© Intellectual Property & Innovation
# New Jobs in Creative Sectors
‘= Human Capital & Education
@ Openness, Tolerance & Trust
& Local & International Connections

4 Quality of Go

isualise ranking by:
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XXL (> 1 million inhab.) +

1. Paris France
2. Munich Germany
3. London United Kingdom
4. Milan Italy
5. Berlin Germany
XL (500 000 - 1 million inhab.) +
1. Copenhagen Denmark
2. Lisbon Portugal
3. Stockholm Sweden
4. Dublin Ireland
5. Stuttgart Germany
L (250 000 - 500 000) +
1. Florence Italy
2. Karlsruhe Germany
3. Venice Italy
4. Bristol United Kingdom
5. Tallinn Estonia
M (100 000 - 250 000) et
1. Lund Sweden
2. Heidelberg Germany
3. Cork Ireland
4. Avignon France
5. Mainz Germany
S (50 000 - 100 000 inhab.) 1
1. Weimar Germany
2. Tartu Estonia
3. Galway Ireland
4. Leuven Belgium
5. Limerick Ireland

eyt N pd  \ e p—t \—p— \——

and Communication

Among cultural and creative cities you can find:

® European Capitals of Culture

® UNESCO Creative Cities

@ Cities regularly hosting at least two international cultural festivals

European
Commission




Tips

v Tell a story
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Tips

Tell a story

Choose hooks for your audience
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Tips
N\ P Tell a story

Choose hooks for your audience

Catch the attention with
something new




Studies show that people remember

3 10%

of what they hear

Tips

Tell a story
Choose hooks for your audience

Catch the attention with

\ 2 00/0 something new

of what they read Say it visually

80%

of what they see and do




Tips

Tell a story
Choose hooks for your audience

Catch the attention with
something new

Say it visually

Be transparent and don't hide
weaknesses




Tips

Tell a story
Choose hooks for your audience

Catch the attention with
something new

Say it visually

Be transparent and don't hide
weaknesses
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