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Summary 
 

Members requested a report on Facebook Insights at the previous committee. The 
Highland Council official facebook page has grown substantially in numbers over the 
past 2 years. The report sets out statistical information captured within the page 
Insights, which gives an insight into the demographic which the page reaches and 
how the page is used to successfully promote a variety of issues, events and 
recruitment adverts. 
 

 
1. Background 

 

1.1 
 
 
 
 
 
 

Developing the use of social media is one of the twelve objectives of the Highland 
Council’s Corporate Communication Strategy 
 

 To develop the use of social media channels to disseminate messages, 
increase understanding, promote the ambitions and work of the Council and 
warn and inform 

 
2. Audience 

 
2.1 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The Highland Council facebook page now has the 4th largest following of the 32 
councils in Scotland. Facebook likes have increased to almost 13,000 at September 
2016 (from 2,200 in September 2014). (Fig 1) 
 
Fig 1 
 

 



2.2 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The Insights section of Facebook gives a detailed demographic breakdown of the 
gender, age and location of the people who “like” the page. 72% of our audience 
are women and 27% are men. The largest proportion of followers is in the 25 to 44 
age group (55%). However 18% are aged 45 to 54 and 10% are over 55, with 3% of 
these over 65. 14% are aged 13 to 24. (Fig 2) 
 
Fig 2 

 
 
 

2.3 
 

Around two and a half times as many people view our page on a mobile device as 
opposed to a computer. (Fig 3) 
 
Fig 3 

 
 
 
 
 
 
 
 
 
 
 
 
 
 



2.4 
 

The vast majority of our audience live in the Highlands and have English as their 
first language. There are 129 fans who use Polish as their first language.  (Fig 4 ) 
 
Fig 4 

 
 

2.5 
 

Our “reach” is the number of people who our posts are served to through following 
our page, likes and shares, and promoted posts. We can reach around 50,000 
people. (Fig 5 ) 
Fig 5 

 



3. How we use Facebook 
 

3.1 
 

Social media following has been substantially increased through consistent 
engaging and useful content. We are able to extract details for every post which tell 
us how many people the post reached and how many people engaged with the 
post, by liking, clicking on a link, making a comment or sharing the post. 
 
Fig 6 shows a sample of activity associated with recent posts. 
 
Fig 6 

 
 

3.2 
 

Promoted posts are posts which are boosted by paying for the post to be targeted at 
Facebook pages in chosen locations. A post can be targeted at specific age groups, 
and interest groups, as well as to specific locations. These have been used for a 
number of topics and events and have had significant success in recruitment saving 
money in advertising costs. 
 
 
 
 
 
 
 
 



Fig 7 shows a small sample of recent promoted posts. 
 
Fig 7 

 
  
3.3 
 

A recent promoted post for the provision of winter services gained a reach of 47,722 
people and attracted significant engagement, with people liking and sharing the 
post. (Fig 8) 
 
Fig 8 

 
 
 

  



3.4 
 

Promoted posts have been used very successfully for recruitment advertising. Fig 9 
shows the campaign demographics for a post targeted at young apprentices. The 
post reached nearly 33,000 people. 
 
Fig 9 

 
 
Fig 10 shows campaign data for a campaign to get more people to pay their council 
tax by direct debit. 
  
Fig 10 

 
  
3.5 
 

It is possible to provide officers a detailed breakdown of useful information on how a 
promoted post has performed. This can help inform how we target a specific 
message to a specific audience. 
 

3.6 Referrals to the website via social media have steadily increased over the past 2 
years. There have been some 18,000 unique page views on the website, referred 
direct from Facebook posts, since the start of the year. 
 

4. Implications 
 

4.1 Resource: 
Promoted posts are a very economical way to reach a target audience for specific 
topics of interest. 
 
 
 



4.2 
 
 
 
 
4.3 
 
 
 
 
4.4 
 
 
4.5 
 
 
 
 
4.6 
 
 
 
 

Legal: 
The Council has legislative duties under the Civil Contingencies Act, Freedom of 
Information and other Acts, as well as statutory duties to provide specific 
performance information to the public and the statute of the Public’s Right to know.  
 
Equalities: 
The Communication Strategy aims to reduce inequalities by delivering 
communications in a range of mechanisms to target a range of audiences including 
those with special needs.  
 
Climate Change/Carbon Clever: 
The use of social media reduces the need for printing materials. 
 
Risk: 
Local Authorities are responsible for warning and informing during emergencies and 
for cooperating with partners to plan and prepare for as well as manage 
emergencies. The use of social media is vital to these plans. 
 
Gaelic and Rural implications: 
There are no Gaelic or rural implications 
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