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TERMS & DEFINITIONS

Data collected between Jan. 1 
to Dec. 31, 2023.

Includes: EPS Facebook, 
Twitter, Instagram, LinkedIn, 
and YouTube. 

Excludes: EPS Threads, 
JoinEPS accounts, and any 
other secondary brand 
accounts.

Impressions
The number of times content was seen, including multiple 
views from individual users. Tracking the total number of 
times content was displayed across a platform.

Engagements
Interactions with social media content. For example, likes, 
comments, shares, and retweets. This is the bread and 
butter of social media marketing.

Engagement Rate
The average number of interactions social media content 
receives per follower. 
Between 1% and 3.5% is average/good.



HOW WE USE OUR SOCIAL MEDIA PLATFORMS

FACEBOOK STORYTELLING
TWITTER NEWS FEED

WHO WE AREINSTAGRAM
LINKEDIN COMPANY CULTURE

YOUTUBE 6 PM NEWSCAST
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AUDIENCE & GROWTH

Twitter 197,100
Facebook 123,000
Instagram 45,800
LinkedIn 10,600
YouTube 3,430

Total Audience: 382,112 or 388,360 
(with the manual add of Threads)



BIG NUMBERS

Impressions 58,983,304
Engagements 5,849,873
Post Link Clicks 737,605
Engagement Rate 9.9%

Facebook is our most engaged    
platform



BREAKDOWN BY TOPIC



TOP POSTS ACROSS ALL PLATFORMS



TOP POSTS: FACEBOOK



TOP POSTS: TWITTER (X)



TOP POSTS: INSTAGRAM



TOP POSTS: LINKEDIN



TOP POSTS: YOUTUBE



THE IMPACT OF MARCH AND AUGUST

March 2023
Engagement numbers were through the roof but no 
one wants to relive this moment ever again. 

Emotional toll on the social media team. 

An increased number of posts were escalated to 
Organizational Security. 

August 2023
Bill C-18: The Government of Canada suspends advertising on 
Facebook and Instagram. Meta blocks Canadian news sites 
from publishing on its platforms.

Media outlets’ information is not available on Meta. The 
audience flocks to EPS social media accounts for updated 
information. 

A shooting takes place outside West Edmonton Mall and 
2,000+ people are locked down inside the mall. Rumors swirl 
of casualties.  EPS clarifies misinformation and issues 6 
updates in just over 2 hours from start to finish.

EPS received 4,300 comments and 6,000 new followers on 
Facebook alone because EPS was essentially a media outlet 
and a source of credible information.



WHAT DID WE LEARN?

March 2023
Social media can take an emotional toll on the people 
tasked to monitor it.  

We learned to remove ourselves from conversations if  
not productive. 

There remains plenty of good in the world. Many 
people felt and showed their support for EPS.

August 2023
The audience wants information quickly. 

If they don’t get it from EPS, they’ll get it from 
somewhere else.

Misinformation can spread quickly and cause panic. It’s 
important to address misinformation quickly and EPS did 
in this situation. 

Addressing misinformation is especially important now 
that Canadian media outlets are absent from Meta 
platforms.

The public trusts EPS in emergency situations.



COMPARING OTHER 
SERVICES & CITY OF 
EDMONTON
EPS is middle of the pack in terms of 
audience size but in some cases 
almost 4x as engaged as other 
Services.

Edmonton is an engaged city!

*data includes City of Edmonton social accounts



COMPARING OTHER 
SERVICES & CITY OF 
EDMONTON

Edmonton is really engaged!



COMPARING EPS & 
CITY OF EDMONTON

Looking specifically at City of 
Edmonton social accounts next to 
EPS.



WHAT DOES OUR AUDIENCE WANT?

Our audience wants to see EPS doing its job and doing it well.
Our audience want to see EPS getting results. 
Our audience wants to see our people and hear their stories. 
Our audience want to see EPS involved in community. 
Our audience wants to see the heart of EPS.
When events are happening our audience wants information straight from EPS.



QUESTIONS?
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