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  INTERNATIONAL ELECTROTECHNICAL COMMISSION 

COUNCIL BOARD (CB) 

SUBJECT Agenda item 2.9 
Updated social media strategy and results 

ORIGIN 
Central Office 

EXECUTIVE SUMMARY 
The Social Media Strategy is designed to serve as a backbone to all social media activities related 
to the promotion and online positioning of the IEC; the promotion and documentation of IEC events, 
and all other communication and engagement activities conducted via IEC official social media 
platforms. 
The former Social Media Strategy was communicated to CB in document CB/944/DC and has been 
updated (in June 2020) to reflect latest developments.   
Are attached to this document for CB consideration: 
- the latest version of the IEC Social Media Strategy (attachment 1)
- the sproutsocial profile performance (July 1, 2019 – June 22, 2020) report including Twitter,
Facebook and LinkedIn overview (attachment 2).
For convenience, changes compared to the 2018 version are indicated in blue text. 

ACTION 
DOCUMENT TO NOTE 
CB members are invited to note the attached information. 

PROCESS 
Social Media Strategy updates and results are circulated systematically to Council Board. 

BACKGROUND 
At its 2018 June meeting, the CB identified “Matters associated to promotion/communication” as a 
strategic topic to be discussed in the future (see document CB/940A/INF). This included 
communication strategy and social media.  
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ATTACHMENTS 
1. IEC Social Media Strategy, updated in June 2020 (attachment 1)
2. The sproutsocial profile performance (attachment 2)

* * * * *

Attachments 
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ATTACHMENT 1 TO DOCUMENT CB/1146/INF 

Social Media Strategy for the International Electrotechnical Commission 
(Last update: June 2020) 

1. Background

This strategy is designed to serve as a backbone to all social media activities related to the 
promotion and online positioning of the IEC; the promotion and documentation of IEC events, and 
all other communication and engagement activities conducted via our official social media 
platforms.   

The IEC brand is currently present on following social channels: 
● Facebook page: www.iec.ch/facebook
● LinkedIn page: http://www.linkedin.com/company/793542
● LinkedIn group: www.iec.ch/linkedin
● Twitter account: www.iec.ch/twitter
● YouTube channel: www.iec.ch/youtube
● Pinterest account: www.iec.ch/pinterest
● Instagram: https://www.instagram.com/iecstandards/
• Sina: http://blog.sina.com.cn/u/3260630827
• Slideshare: http://www.slideshare.net/IECStandards
• Blog: http://blog.iec.ch/
• Medium https://medium.com/e-tech
• Flipboard: https://flipboard.com/@IECStandards
• TikTok: https://www.tiktok.com/@iecstandards

Additional social tools are used to support the core platforms, to improve posting and 
measurement of results. SproutSocial is used for posting, growing networks and reporting of social 
media activities. Bit.ly is used for additional tracking of link clicks. Canva, Unsplash, ThingLink, 
Lumen 5 are used for creation of visual content. Google Analytics is used for traffic to IEC 
websites.  

Social media path 

Since 2009 we have been joining, developing and building core audiences on leading global social 
media platforms. We have dedicated the first phase of social integration to raising awareness 
around IEC work and growing the social media competence across the IEC. The primary 
objectives were to: 

• develop our core social channels
• build a strong fan base
• increase the amount of content shared on our social platforms

In 2016 we started to include more team members in the posting process (SproutSocial, weekly 
content plan, weekly hashtag activities), improve our social media visuals (Canva.com and support 
from our team) and targeted posts based on available audience data. We also introduced more 
detailed reporting and monthly updates to all team members. 

In 2017 we incorporated into our strategy social media advertising (Facebook, Twitter and 
LinkedIn), increased activities in secondary channels (Instagram and Pinterest), improved and 
centralized our reporting (organic data, paid data, Google grants and Google Analytics data). 
Based on these improvements and data collected in the past two years, we are now able to 
measure and predict our annual goals and react to changes in social media landscape (for 
example algorithm changes on social media platforms). 

In 2018 we have aggregated our blog content to Medium and Flipboard. 

http://www.iec.ch/facebook
http://www.linkedin.com/company/793542
http://www.iec.ch/linkedin
http://www.iec.ch/twitter
http://www.iec.ch/youtube
http://www.iec.ch/pinterest
https://www.instagram.com/iecstandards/
http://www.slideshare.net/IECStandards
http://blog.iec.ch/
https://medium.com/e-tech
https://flipboard.com/@IECStandards
https://www.tiktok.com/@iecstandards
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We have increased the amount of blog posts and improved the social media promotion of our e-
tech articles. We have improved the effectiveness of our social media advertising and organic 
reach of our content. We have improved the monitoring of IEC brand mentions through Google 
Alerts, SproutSocial reports and TrendKite reports. 

In 2019 we have improved our weekly, monthly and annual reporting including monthly and annual 
predictions of our results. We have adjusted our social media advertising to changes in social 
media algorithms. We have increased our activities on Instagram. 

In 2020 we have introduced monthly content campaigns with dedicated hashtags (for example 
#StandardsAI in January, #StandardsforIoT in February). We have introduced monthly 
measurement of those content campaigns. We have introduced link tracking to our IEC Academy 
promotions on social media channels to improve reporting. We have joined TikTok to continue our 
content promotion and brand positioning on this new, emerging social media platform. 

The social media strategy document, developed in 2014, has been updated in 2016, 2018 and 
June 2020. The aim is to provide realistic strategy recommendations for the next phase of our 
social media activities. In view of the ever-changing nature of social media tools and audiences, we 
are planning to review this strategy as often as possible.  

The IEC communication team and all relevant IEC employees will use this document as a 
reference. Additionally, we also strongly support and encourage all IEC stakeholders to get 
involved in IEC social media activities using their own social media channels in order to promote 
the IEC brand, events and services. The IEC recommends that all contributors who are not part of 
the IEC communication team add short disclaimers to their profile to ensure that personal channels 
are not associated with IEC official activities. (Example for Twitter bio: “All opinions expressed here 
are my own .“). The IEC has its own social media guidelines in place. As part of this we always 
stress the importance of using common sense and trust that IEC staff will be respectful towards 
their online audiences when posting on behalf of the IEC and post in social media only when their 
daily tasks are completed.  

Corporate visual identity 

Visual identity of IEC social media channels is to be aligned with overall IEC corporate identity. 

Brand messages  

Short version (for bio sections and general info sections in social media): 
’Welcome to the official account of the IEC (International Electrotechnical Commission). 

Longer version (more for info sections in social media) / Mission: 
‘Achieve worldwide use of IEC International Standards and Conformity Assessment Services 
that ensure the safety, efficiency, reliability and interoperability of electrical, electronic and 
information technologies, to enhance international trade, facilitate broad electricity access and 
enable a more sustainable world.’ 

Overview of communications focus 

• Cyber security
• Automation including industry 4.0 as well as related technologies including AI, augmented and

virtual reality, additive manufacturing, etc.
• Sustainability: energy efficiency, energy production, LVDC, rural electrification, RE, electric and

fuel cell transportation, smart cities
• Environment:  waste and hazardous substances management
• Other technologies (opportunistic)
• Systems approach (SEG and SyCs work)
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IEC current social media presence is very good. The brand is represented in all of the leading 
channels with regular content and good followership.  

We have one general hashtag (#IECstandards), #standardstuesday hashtag and are using the 
#FridayGadget hashtag to position our brand as innovative. We will introduce dedicated event 
hashtags (#eventhashtag), monthly content campaigns with hashtags and other key words 
related to IEC work in order to promote IEC brand and activities, to collect feedback and online 
reactions easier and faster.  

2. Objectives

Social media objectives: 
• Continue to engage in online discussions on broad societal topics that are within IEC scope to

increase awareness on how the IEC contributes
• Explain how the IEC structure and processes is different from that of other standards makers

and why this matters
• Communicate the importance of conformity assessment and Standards for safety, reliability

and increased efficiency in everyday language
• Document and promote IEC events, awards and other initiatives
• Monitor innovations, hot topics and challenges that may impact future IEC work
• Expand to new, emerging social media channels, including mobile applications and proactively

secure and diversify our position in established channels to be ahead of changes in this
continuously moving landscape

• Build up our ability to reach and communicate with communities of innovators and more
directly target media that writes about topics within our scope

• Increase engagement by IEC Members

3. Overall strategy

• Use social media to post content articulating the value and benefits of IEC work in
standardization and conformity assessment

• Focus on the key communication focus outlined earlier
• Actively engage with the current fans, both offline and online to build long term relationships

with target audiences
• Use social media to promote IEC Academy and Young Professionals programme
• Create and measure monthly content campaigns with relevant hashtags
• Engage other departments in the IEC to encourage more active participation in content ideas,

content creation, posting and positioning
• Use social media monitoring tools to collect online word of mouth and feedback from IEC

members, experts, event participants and other stakeholders
• Use social media as additional communications channel to amplify already produced content,

not as a means by itself

4. Social media target audiences (global, understand English)

Priority 1 IEC stakeholders present on social media and current fans and followers on all 
channels  

Priority 2 Engage people who focus on technologies and broad topics that are within IEC 
scope 

Priority 2 Engage people who are involved or interested in standardization or conformity 
assessment but may not be fully aware of the IEC 

Priority 4 Educated public - increase awareness of IEC activities and historic contributions 

5. Activities and tactics

As a next step it is important to further expand reach and develop types of content in our core and 
secondary channels. 
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Tool Types of content Goals and tactics 

Blog Updates on e-tech content, 
social media activities, 
events, industry news (up to 
10 posts/ month) 

Raise awareness around the IEC, share 
current news, updates on activities and all 
other objectives 

LinkedIn 
group 

Short, real time updates – all 
types of content, news, 
announcements, interesting 
links (up to two updates/ 
week) 

The aim is to respect current members and 
engagement and not overwhelm them with our 
information. We will continue using ads to 
drive traffic to this group. 

LinkedIn 
company 
page 

Short, real time updates – all 
types of content, news, 
announcements, interesting 
links – at least 1 update/day 

Raise awareness around the IEC, share 
current news, updates on activities and all 
other objectives; active engagement. Monitor 
stats.  

Twitter, 
Facebook, 
Google+ 

Short, real time updates – all 
types of content, news, 
announcements, interesting 
links, quotes from our 
members; conversations with 
audiences; active 
engagement  - at least 1 
update/day 

Raise awareness around the IEC, position the 
#IECstandards, #standardstuesday and 
#fridaygadget hashtags, share current news, 
updates on activities and all other objectives; 
active engagement and monitoring 

Pinterest Visual content sharing with 
links to relevant articles and 
external references, events 
documentation  
- at least 1 update/week

Build the audience and traffic. Promotion 
through visual content 

Instagram Video content sharing with 
links to relevant articles and 
external references, event 
documentation – photo 
albums 
- at least 1 update/week

Build the audience and traffic. Promotion 
through visual and video content, hashtag 
driven engagement with mobile audiences 
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YouTube 

Video content sharing with 
links to relevant articles and 
external references, event 
documentation – photo 
albums 
(When available, aiming for 1-
2 updates/month) 

Build the audience and traffic, promote the IEC 
brand through video content 

Medium 

Additional blog post updates 
when available to position our 
brand and promote our events 
(When available)  

Raise awareness around the IEC, share 
current news, updates on activities and all 
other objectives 

TikTok 

Video content positioning our 
brand, event documentation – 
photo albums 
(When available, aiming for 2-
4 updates/month) 

Build the audience and traffic, promote the IEC 
brand through video content 

We will also investigate and test new channels for content distribution and engagement (Medium, 
Flipboard). 

6. Content integration – current & planned marketing mix

Platform Actions 

Website Social media integration is completed 

Printed materials Add icons and links to social media channels where 
applicable. Investigate use of QR codes and 
promotional hashtags. 

Events Offline promotion of social media during events.  
Always generate and communicate event hashtags.  
Aggregate event related content and share it via IEC 
social media channels 

Media Add links to key social media channels to press 
releases 

e-tech Add social media icons to e-tech 

Intranet Use the Intranet to provide updates on social media 
activities to staff; collect ideas and feedback on content 
posted on social media on behalf of the IEC  

7. Monitoring results of social media activities

Monitoring of online conversations will be conducted through the tools of the major social media 
channels (Facebook insights, Google analytics, Twitter stats) and SproutSocial reports.  

We have one general hashtag (#IECstandards), #standardstuesday hashtag and are using the 
#FridayGadget hashtag to position our brand as innovative. We will introduce dedicated event 
hashtags (#eventhashtag) and other key words related to IEC work in order to promote IEC brand 
and activities, to collect feedback and online reactions easier and faster.  
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The communications team will be using SproutSocial. We will collect all major stats and case 
studies during regular, monthly updates -- one central spreadsheet and monthly reports. The IEC 
will not invest additional budget in more sophisticated social media monitoring tools at this stage. 

8. Internal processes and policies

The communications team will own the implementation of this social media strategy. All changes in 
the social channel branding, the use and goals of particular social platforms, changes in the 
content plan and approach to specific engagement activities will require approval from the Global 
Head of Marketing and Communications.  

9. Social media investment

Facebook is performing better than Twitter and LinkedIn in terms of ads. In 2020 we plan to spend 
approx. CHF 300.-/month on Facebook ads. This is a must since algorithm changes do not 
guarantee us sufficient visibility with organic only.  
We plan to invest CHF 100/month each on Twitter and LinkedIn, when relevant this budget might 
be moved to Facebook.  
We are closely monitoring stats in terms of traffic and engagement. This will allow us to tweak 
investment accordingly. 

10. Resources and training

The IEC aims to raise the awareness around social media across the organisation and IEC 
Members. The communication team with input and voluntary support from other IEC staff will 
conduct all social media activities.  

The communication team will provide guidance and training to all IEC staff who wishes to actively 
participate in posting on behalf of the IEC. Training tips will be published on the IEC Intranet. 

The social media guidelines are available to all IEC staff. The communication team will be 
available to advise all staff on social media disclosures for personal channels and posting on 
behalf of the IEC. The Global Head of Marketing and Communications will approve any major 
changes in social media tactics, usage of new tools and platforms, response to critical situations. 

11. Timeline

● 2009 – 2014 – building up core social media presences
● April 2014 – 1st social media strategy
● April 2016 – 2nd social media strategy update, central monthly stats and central annual

reporting introduced
● June/July 2016 – annual data review
● June/July 2017 – annual data review, annual reporting moved from April to June (30 June

to 30 June of each following year)
● August 2017 – Social media strategy recommendations and investment strategy for Q3 and

Q4 2017
● January 2018 – 3rd social media strategy update, recommendations and investment

strategy for Q1 and Q2 2018
● June/July 2018 – annual data review, recommendations and investment strategy for 2018-

2019
● June/July 2019 – annual data review, recommendations, and investment strategy for 2019-

2020
● June 2020 – 4th social media strategy update
● June/July 2020 – annual data review, recommendations, and investment strategy for 2020-

2021
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● June/July 2021 – annual data review, recommendations, and investment strategy for 2021-
2022

● June 2022 – 5th social media strategy update

12. Social media statistics

Core social media channels – Twitter, Facebook, LinkedIn:

2015–
2016 

2016–2017 2017-
2018 

2018-2019 2019-2020 

Impressions 2,338,482 3,651,427 6,772,178 29,975,773 35,110,674 
Engagements 27,984 30,690 42,074 69,352 222,801 
Clicks 8,918 9,432 30,777 82,231 87,138 

Followers in all channels: 

2015–2016 2016–2017 2017-
2018 

2018-
2019 

2019-2020 

Facebook 6,461 7,443 8,488 83,002 112,132 
Twitter 6,597 8,785 10,466 13,922 16,099 
LinkedIn 5,090 6,472 7,710 11,374 17,025 
Instagram - 124 240 576 1,066 
Pinterest - 234 268 336 365 
YouTube - 574 793 1,377 1,930 
Medium - - - 77 574 
TikTok - - - - 1 
LinkedIn 
Group 

- 27,068 27,760 28,719 29,357 

Total 18,148 50,700 55,727 139,383 178,549 
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13. Visual history of social media activities
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14. Hashtags
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Profile Performance
July 1, 2019 – June 22, 2020

Understand growth and health of your social profiles
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Included in this Report

IEC International Electrotechnical Commis…
IEC (International Electrotechnical Co…
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Cross-Network Performance Summary
View your key profile performance metrics from the reporting period.

Impressions

35,110,674
24%

Engagements

222,801 27.2%
Post Link Clicks

87,138 4.1%
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Cross-Network Audience Growth
See how your audience grew during the reporting period.

Audience Gained, by Month

Audience Growth Metrics Totals % Change

Total Audience 145,256 34.1%

Total Net Audience Growth 38,362 51.2%

Twitter Net Follower Growth 2,156 2.2%

Facebook Net Fan Growth 30,631 58.6%

LinkedIn Net Follower Growth 5,575 116%
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Cross-Network Message Volume
Review the volume of sent and received messages across networks during the selected time period.

Sent Messages Metrics Totals % Change

Total Sent Messages 2,282 11.9%

Twitter Sent Messages 1,059 10.2%

Facebook Sent Messages 675 10.3%

LinkedIn Sent Messages 548 17.6%

Received Messages Metrics Totals % Change

Total Received Messages 11,182 26.1%

Twitter Received Messages 10,577 24.9%

Facebook Received Messages 426 34.4%

LinkedIn Received Comments 179 118%
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1,000

1,200
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Cross-Network Impressions
Review how your content was seen across networks during the reporting period.

Impression Metrics Totals % Change

Total Impressions 35,110,674 24%

Twitter Impressions 3,026,429 70.7%

Facebook Impressions 31,403,451 80.1%

LinkedIn Impressions 680,794 24.8%
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Cross-Network Engagement
See how people are engaging with your posts during the reporting period.

Engagement Metrics Totals % Change

Total Engagements 222,801 27.2%

Twitter Engagements 34,487 64.8%

Facebook Engagements 167,379 17.4%

LinkedIn Engagements 20,935 80.6%
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Cross-Network Profiles
Review your aggregate profile and page metrics from the reporting period.

Reporting Period
Jul 1, 2019 – Jun 22, 2020

145,256
34.1%

38,362
51.2%

2,246
11.4%

35,110,674
24%

222,801
27.2%

0.6%
2.6%

Compare to
Jul 8, 2018 – Jun 30, 2019

108,298 78,657 2,016 28,323,481 175,147 0.6%

IEC 16,099 2,156 1,054 3,026,429 34,487 1.1%

IEC (International … 17,025 5,575 546 680,794 20,935 3.1%

International Elect… 112,132 30,631 646 31,403,451 167,379 0.5%

Profile Audience
Net Audience

Growth
Published

Posts Impressions Engagements

Engagement
Rate (per

Impression)
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