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In brief...
We saw a big bounce back 
in stats for January, mostly 
driven through a combina-
tion of a very successful 
youth employment cam-
paign using the hashtag 
#ThanksForTheBreak, and 
the publication and digital 
coverage of the Employ-
er Skills Survey with the 
hashtag #ESS13.

There were 14,115 visi-
tors to the website with a 
notable peak on the day of 
the launch of the Employ-
er Skills Survey, and the 

most  downloaded file 
was the full ESS report.

The most popular blog for 
the month was Reema’s 
Thanks for the break, 
which was used as a land-
ing page for the campaign 
of the same name.

Social
UKCES Twitter followers 
were up by 286, which 
is the strongest Twitter 
growth we’ve seen since 
we started tracking social 
analytics. 

The most retweeted tweet 
was “Employer Skills 
Survey infographic: 
recruitment, skills short-
ages, and their impact 
#ESS13” which was 
retweeted 35 times.

LMIforAll twitter saw 
a slower rate of growth, 
gaining 31 followers over 
the month.

Our LinkedIn following 
grew by 43, and engage-
ment was marginally lower 
than in December, mostly 
due to a lack of content 

being put out via this chan-
nel.

The most popular images 
of the month on our Pin-
terest channel related to 
#ThanksForTheBreak or 
#ESS13. We had 227 fol-
lowers on 31 January.

Youtube views were up 
76% over December, 
again being our highest on 
record. Here however lots 
of the credit lies with great-
business.gov.uk rather 
than our own efforts.

Website

Visits are up considerably over Decem-
ber, however they’re still down 12.5% on 
November’s results. They’re also down 
22.5% compared with this period last 
year.

You can see a noticable spike in visits 
on the day of the launch of the Employer 
Skills survey, mostly linked I suspect to 
the livestream of the launch event. Aver-

age visit duration was up considerably, also probably due to this event.

92% of UK visits were from England, followed by 4% from Scotland, 3% from Wales and 1% from Northern 
Ireland. This is fairly typical of visits to the website.

http://blogs.bis.gov.uk/ukces/2014/01/20/thanks-for-the-break/


 Blog

Social referrals were up 140% over Decem-
ber, but still only about half of what we saw in 
November. Most social referrals were clus-
tered around the ESS13 launch. #Thanks-
ForTheBreak unsurprisingly had no major 
social impact on web visits, since none of 
its content was hosted on the website. We 
should note also that this figure doesn’t take 
into account direct links to infographics sup-
porting the ESS13 launch, as direct links to 
files aren’t picked up by google tracking code. 
It’s likely therefore that referrals to the website 
were higher than the figure indicated here.

Again I’m not sure what’s causing the peak 
in “page not found” pageviews - they’re all 
clustered around the ESS13 launch, but I’m 
not entirely sure what people were trying to 
access.

The list of top pages apart from that is fairly 
typical, with the ESS13 page making a nota-
ble appearance at No. 7.

Top downloaded files were mostly ESS re-
lated, with the AVQ report also maintaining 
some good longevity.



Very positive results from the blog. 1,327 
unique visitors is the highest level of traffic 
since these evaluations started. It’s also 
55% higher than this time last year.

UK visits overwhelmingly came from En-
gland.

Traffic peaks here are mainly around the 
#ThanksForTheBreak campaign, with the 
original post by Reema achieving record 
numbers of views. The second most 
viewed blog was also #ThanksForThe-
Break related. The impact of this Game 
of Thrones blog was also probably higher 
than indicated here, as a buzzfeed version 
of this blog received an additional 150 
views (more info in the #ThanksForThe-
Break evaluation.)

There were also record numbers of social 
referrals to the blog, with 423 visits from 
Twitter and at least 276 from LinkedIn. 
Interestingly, the original #ThanksForTh-
eBreak was far less popular on LinkedIn 
than on Twitter, with Iqbal Wahhab’s piece 
and the Game of Thrones blog occupying 
the top referral slots.



UKCES Twitter

The combination of #ThanksForTheBreak and 
#ESS13 led to the strongest Twitter growth 
we’ve seen since we started tracking social 
analytics. We were gaining between 32 and 36 
followers per day during the active days of this 
campaign, and you can see a clear impact of 
these two activities in the slope of the graphs to 
the right.

Mentions of @ukces were considerably higher 
during #ESS13 than during #ThanksForThe-
Break, which makes sense as we were pro-
moting a far more “branded” product during 
ESS than we were during the youth campaign. 
Comparing the two hashtags for the campaign, 
we can see that #ESS13 had a higher peak, 
but that #ThanksForTheBreak (potentially) had 
greater longevity (it’s possible that #ESS13 
may continue well into February, but I haven’t 
noticed that many tweets past 30th January 
using this hashtag).



Most influential mentions were again split 
between #ThanksForTheBreak and #ESS13. 
Most are fairly skills-bubbly, with the notable 
exception perhaps of FSB.

Two peaks in retweets and link clicks again mir-
ror the two campaigns in January, and the most 
retweeted tweets and most clicked on links 
were related to either #ESS13 or #Thanks-
ForTheBreak.



LMIforAll twitter

Things seem to be slowing down a bit on the 
LMIforAll twitter chanel. The overall trend is 
still upwards, but at a slower rate than we’ve 
seen in previous months. Retweets and link 
clicks were also slightly lower than previous-
ly. Most of this is probably due to a lack of 
new content being put out via the channel.



LinkedIn

We made less use of the LinkedIn page in January and had fewer updates. As such, we gained 43 followers 
over the month, which is a slightly smaller figure than what was seen in December. As normal, a job posting 
for R&T received the most engagement - although as mentioned previously it’s interesting to note the engage-
ment with the Game of Thrones blog on this platform. Peaks of reach and engagement were seen on the day of 
release of this blog, with smaller peaks seen with other updates throughout the month. 



Youtube
Youtube’s a bit of an odd one out this 
month. The channel received 1,676 
views leading to 2,745 minutes of 
content watched. This is much higher 
than December (+76% and +222% 
respectively), and considerably higher 
even than November (+9% and +40% 
respectively.)

As you can see however, the biggest 
peak in views and minutes watched was 
on 14th January, with much smaller fig-
ures during #ThanksForTheBreak and 
#ESS13.

The most watched video both in terms 
of views and minutes watched was the 
Timpson Group EOP video case study 
- a video which dates from 7th March 
2013.

Interestingly also, we can see a big 
takeoff in the number of people watch-
ing our videos in embedded players on 
greatbusiness.gov.uk from this date. I 
therefore think that lots of the traffic this 
month came from this post.

https://www.youtube.com/watch?v=tftuiZlr3nc
http://www.greatbusiness.gov.uk/timpsons-life-changing-recruitment-policy/


Pinterest

Things look far more normal on pinterest. We had 227 followers on 31 January. Top graphics are a combina-
tion of #ESS13 and #ThanksForTheBreak media. The research board had the highest engagement this month 
(although we may want to rethink the layout of our boards in the future.)


