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 Communication strategy

 3 sub-startegies

 Press work and editorial setup

 Publications

 Social media

 Visualization

 Questions?

Agenda
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We deliver knowledge to 

underpin decisions, debates 

and research.

Statistics Denmark is 

developing its position as a 

central generator of data and 

knowledge enhancing the 

understanding of social con-

ditions. 

General strategy
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Communication and dissemination 
strategy
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 We must increase our 

visibility and relevance in the 

public debate

 Our communication must be 

adapted to new and changing 

user needs

 Our communication must 

make use of the digital 

opportunities 



3 substrategies
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Digital 
Publishing 
Structure

dst.dk

statbank.dk

Publications

Press Strategy

Social media 
Strategy



News media

Users: Target groups
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Ministries, organisations

and analysts

Population

Businesses, municipalities and     

education sector



- They like visualization, infographics and key 

figures.

- Looking for a subject – not a specific product.

- Having trouble finding and understanding 

documentation. 

- They use Google. 

What our users have in common
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 Statistics Denmark’s website + Statbank

 Other digital channels: 

social media, blogs and newsletters

Communication channels
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News
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Daily newsletter (statistics office)

Analysis (analytical section and press)

Infographics
(comm. and press)

Behind the figures (press)
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 Article / analysis

 Tweets

 infographics

Daily output
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UN Sustainable Development Goals
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Board
Manageme

nt

2017 19.0 14.8

Gender equality in Denmark
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Board
Manageme

nt

2017 19.0 14.8
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Social Media



Give our users the 
possibility to share
our content with 

others

The opportunity for 
short and quick

inputs to the media 
agenda

Traffic to DST.dk

Branding DST as an 
important

organisation and a 
interesting place to 

work

Publish where the 
users are

Why are Social Media important to 
Statistics Denmark?
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Social Media Strategy
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1. Increase

our visibility

3. Relevance

2. Incorporate

use in 

organisation



• More current → relevant to ongoing public debate

• Different strategy on each platform 

• Stand alone content (often for current agendas)

• Appetizers for articles, publications etc.

Content on Social Media
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Our platforms
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>16.000 followers

>11.500 followers

>5.500 followers



Twitter - distribution to journalists, 
politicians…
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 Posts every day

 We assume users have some base knowledge

 Good place for professional debate

20

Twitter - distribution to journalists, 
politicians…



Facebook for a broader audience
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https://www.facebook.com/danmarksstatistik/videos/384491408961186/?t=5
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2 out of 3 danes are on Facebook 



Facebook
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 Recruiting

 Strengthening the statistical brand

 Networking

 Announcing conferences, courses, new publications

LinkedIn
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 An opportunity – not a problem

 Channel the discussion away from SoMe

 Do not feed the trolls (mostly Facebook)

Questions, critics & abuse
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 An stated initiativ in our communications strategy

 More than just a press initiative

 Getting DST-employees to use SoMe for work

related purposes

Working to make DST SoMe-native
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Guidelines for employees
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Visualization
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https://www.ferdio.com/en/denmark-as-100-people (Available in English)

https://www.ferdio.com/en/denmark-as-100-people


What is GDP?
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https://www.dst.dk/bnp (Only available in Danish)

https://www.dst.dk/bnp


Interactive population pyramids
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http://extranet.dst.dk/pyramide/pyramide.htm#!l=en (Available in 
English)

http://extranet.dst.dk/pyramide/pyramide.htm#!l=en


Test your income
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https://www.dst.dk/Extranet/CompareYourIncome/index.html (Only
in Danish)

https://www.dst.dk/da/Statistik/Publikationer/indkomst
https://www.dst.dk/Extranet/CompareYourIncome/index.html


Future

More visualization and interactivity

 Minigraphs

 Key numbers

 Interactive graphs

Access to statistics by subject – not format

 New newsletters

 Comprehensive subject pages

 Themes collect relevant statistics by municipality, 
time (historical figures) etc.
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