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(31.8% of encounters) followed by participation in events (19.7% of encounters), 
and internet browsing (19.4% of encounters). Among all the events, the Valletta 
Green Festival, il-Festa il-Kbira, and the Malta Robotics Olympiad were the most 
important events referred to by the participants during the time of the study.

RET reflections indicate 19 dimensions in which participants can co-create value 
when experiencing the Valletta 2018 cultural events, while other individuals are 
involved in the co-creation network. Of these, the more dominating themes in the 
participants’ reflections were related to anticipation (or the awaiting of experiences 
to feel or undergo), standard of experience (or elements of quality characterising 
the experience), and access (or aspects of access to participants from a logistical, 
temporal, linguistic, or economic perspective affecting their experience).

Way forward
The project fieldwork is considered to be complete, and the emerging results offer 
new insight into how audiences engage with cultural brands like Valletta 2018 
ECoC from a processual, longitudinal perspective. This characteristic of the study 
is considered to be a key contribution that further helped ECoC administrations as 
well as the practitioners in cultural branding, to align branding strategies that yield 
optimised audience engagement outcomes.

During 2019, the team involved in this study is intent on disseminating the 
emerging contributions in academic and public fora. An extended abstract was 
submitted for competitive evaluation, leading up to a presentation at the 15th 
International Conference on Arts & Cultural Management, due in June 2019 in 
Venice (Italy). A further academic journal paper intended to be submitted for 
publication in a targeted marketing or cultural marketing journal, is in the pipeline. 

MEDIA ANALYTICS
Maria Mizzi, Valletta 2018 Foundation

Objectives 
The scope of this study is to understand the performance of the Valletta 2018 
communications strategy within local and international communities. The expected 
outcome of this study is the quantification of the visibility of Valletta 2018 through 
different forms of media, highlighting different typology and sources.

Methodology
The study was carried out through monitoring of social media analytics through 
brand monitoring software and social media channels. This is supplemented 
by ongoing manual monitoring of local print media publications, including 
newspapers and magazines.
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Results
37,734 mentions of different phrases including “Valletta 2018” were registered across 
various online channels throughout. 8,927 mentions were on Twitter, whereas 
18,554 were in the form of images or photos. The days with the highest number of 
mentions were 20th and 21st January 2018 (the day of the Valletta 2018 Opening 
Ceremony and the subsequent day), with 2,588 and 2,726 mentions respectively.

As of the end of 2018, Valletta 2018 had a total of 40,553 followers likes (an increase 
of 31,696 over the previous year), as well as 7, 511 Twitter followers (an increase of 
1,000) and 6,238 Instagram followers (an increase of 1.069).

The Foundation’s website was visited 2,020,364 times (+283% over 2017) by 397,747 
(+181% over 2016) users throughout 2018.

Way forward
Monitoring of both online and print media was ongoing throughout 2018, in 
order to gain further insight into the visibility of Valletta 2018 and its related 
activities during the ECoC year. This data can be used to develop more effective 
marketing and outreach campaigns for future cultural activities across the local 
cultural sector.


