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1.
INTRODUCTION
IGLYO’s Communications Report covers our work between the 01 December 2014 and the 15 October 2015.
Throughout this period, Board Members Mina Tolu and Ashot Gevorgyan covered the role of
Communication Officer. Between July and November 2015, a trainee and an intern working within the
Secretariat also carried out communications tasks. The purpose of the Communications Report is to give an
overview of IGLYO’s communications tools, their reach and the ways they are being used.

The following
●
●
●
●
●
●
●

tools were used in 2015:
Website
Twitter
Facebook
Linked In
You Tube
Newsletters
Google+

2.
TOOLS
This section covers a more in depth review of each of the communication tools, explaining their function,
and providing statistics (where available) on their reach and on numbers of followers over the period of
one year. This section also points out our most successful posts within the different sections. It is important
to highlight that each tool plays its own part, and in many ways all the different tools complement each
other.

2.1
W EBSITE
As in 2014, IGLYO’s website remains the official source of information about IGLYO’s services. It includes
different sections among which are news, resources, toolkits, calls, statements, press releases and an
updated list of Member Organisations of IGLYO.
Between the 16 and the 23 September, IGLYO launched the social media campaign #changeofheart. The
theme of the campaign revolved around a mystery: IGLYO had a “change of heart” and needed the
community’s help to unlock the secret. A change of heart represents “a reversal of ones opinion, attitude or
feeling”. Participants to the campaign were encouraged to share stories, emotions and memories of their
change of hearts, of those moments that played such an important role in their life. What was IGLYO’s
change of heart? The secret was unlocked at the end of the campaign: IGLYO’s bold new identity (head +
heart) and website.
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IGLYO is about connecting people, sharing ideas and making a positive difference. It aims to make people
think and feel differently about exclusion and discrimination by changing people's heads and hearts. In
preparation of the new website launch, IGLYO created a beautiful follow-up film, which illustrated the core
ideas behind our organisational identity. Though the first stage of the #changeofheart campaign is now
over, there are still chances to participate by taking part to a photo contest. The best entries will be
contacted and will feature on the homepage of our new website.

2.2
TW ITTER
Twitter is increasingly becoming an essential communication tool for IGLYO. In November 2014, Twitter
followers were 4.031. They now they have reached 5.023. We can therefore estimate that at the end of the
year IGLYO will reach at least 5.100 followers, thus indicating an increase of around 1000 followers.
Twitter is used as both a standalone tool and also to supplement the website and Facebook activities. In
some circumstances, Twitter was used to share one more time statements that had been previously posted
on IGLYO website or particularly important Facebook posts. Especially during conferences, and events
where we physically were representing our members, we would use it on its own. It’s had various results...
and we tend to receive some positive feedback through the retweeting and favoriting of our posts.
We also used it to directly tweet IGLYO alumni, our member organisations and other platforms, to start
conversations or to make an informal point of contact.
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Here are some samples of popular tweets:

2.3
FACEBOOK
Our facebook page has also seen an increase in likes, from 5.603 to 6.186.
Here is a sample of some our most liked posts and comments, in particular during the #changeofheart
campaign:

“When I was 18 I attended my first IGLYO conference held in Berlin. The conference was called "empower
thy peers" and actually I had no idea what that meant at that time. Although the experience I had during this
conference changed my life a lot. I met some people that has been my friends ever since and I learned so
much from the experience of meeting lgbtq people from so many different countries and contexts. Today I
know what "empower thy peers" means wink emoticon and I keep on doing that as much as I can. Oh by the
way: we stayed at a hostel called "Three little pigs" - and we sang that song dancing together. Me and those
strangers that became my friends”- Gisela Janis
Through this mini-campaign, over only a week we got a significant result in community engagement! The
campaign was also spread through Twitter, Google+ and YouTube.
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2.3.1
POST REAC H & ENGAGEMENT
We consider Facebook as the one of the most important tools in community building and
engagement. If we take a look at post reaches since the beginning of the year, we can see various
spikes of activity. The biggest spikes occurred at the beginning of October, when some post had
around 6.555 people reached.

2.3.2
OUR FANS
Our posts readers are mainly from Italy, UK, USA, Germany, Malta and Belgium. English is the
predominant language.
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2.3.3

LINKEDIN

IGLYO makes use of Linkedin not only to share both opportunities that member organizations offer,
but to also create a different cohort of followers. We currently have 83 followers, and we expect this
data to increase. We share opportunities within LGBTQ networks and we strongly encourage IGLYO
alumni to link their profiles to our page.

2.3.4

YOUTUBE

During this year we made our You Tube channel more active than ever. We uploaded 28 videos to
You Tube. The most viewed ones were the videos “changeofheart unlocked”, created as part of the
#changeofheart campaign and “Times”, created for International Coming Out Day 2015. Between
200-320 people viewed them.
https://www.youtube.com/watch?v=Fes_VmAVOGM
https://www.youtube.com/watch?v=9HGU5Iwub0w
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2.3.5 NEW SLETTERS
Newsletters are sent on a quarterly basis using the platform Mail Chimp, which allows IGLYO to
keep better track of response rate, and responsive e-mails. Newsletters constituted an essential part
to advertise our Annual Members’ Conference to our member organizations. Furthermore,
newsletter also helped in spreading calls for being part in the prep teams of IGLYO’s seminars, study
sessions and conferences and for the launching of resources such as toolkits and publications.

2.3.6
Google+
Google+ has been increasingly used as a new tool of communication, especially as far as IGLYO’s
videos promotion is concerned. Even if this project has not been fully implemented yet, our goal is
to make out of this tool an interactive platform between IGLYO and its member organizations. To
th
this purpose, on the 13 October 2015, IGLYO’s Co-chairs Mina Tolu and Daniela Prisacariu hosted
IGLYO’s first Hangout On Air on our Google+ platform. The event was open to any potential board
member applicant and aimed at shading some lights on what actually means to be a Board Member
of IGLYO. The hangout was later recorded and is now available on YouTube.
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3.

STRATEGY

3.1 INTERN RECRUITEMENT
As in past years, we released a call for an intern in summer. This call was publicised through our social
media accounts. The call was for a website intern, based in Brussels who could help us with our web
content. This year our intern was Alice Michelini, who helped us to improve our communication strategy on
social media.

3.2 COMMUNICATIONS STRATEGY
During the project coordination meeting in Iceland we worked on our Communication Strategy. To this
purpose, we have set some guidelines. This was done to ensure uniformity and continuity with the use our
tools, and to ensure that these are used in the most possible efficient way. While keeping in mind that
different tools have different strengths and target audiences, certain aspects of communications change
according to the appropriate circumstances.

3.3 EXTERNAL COMMUNICATIONS WITH MEMBERS
Communication with members is highly encouraged and it is a cornerstone of our work. In order to do this
all board members have regional portfolios and try to be in active communication with our members. To
this purpose, the initiative “Members’ Monday” will be launched at the end of October and aims at raising
visibility on social media about our member organisations’ current activities and projects.
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