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1. IACN: Who Are We & Which Topics DO We Treat 

A short description of the Network: 
“The Icelandic Arctic Cooperation Network is a part of the Government’s progress plan - Iceland 20/20 
– a policy statement for an efficient economy and society, including plans for investments in human 
resources and the necessary infrastructure for the economy, as well as policies on how to strengthen 
education and culture, innovation and development. The project is the result of the cooperation 
between the local Eything, the Ministry for Foreign Affairs, the Ministry of Education, Science and 
Culture and the Ministry for the Environment and Natural Resources and the numerous parties involved 
with Arctic issues in Akureyri.” 
The current website is https://www.arcticiceland.is/en/ and provides all the information about the 
network and the related projects required to start working on social media communication.  

 

2. Social Medias Accounts 

Based on the Icelandic Arctic Cooperation Network Social Media Report 2019 the following 
Strategy might be proposed. Icelandic Arctic Cooperation Network disseminating its activities through 
8 platforms on Twitter (IACN, GEA), Facebook (IACN, GEA), YouTube (IACN), Vkontakte (GEA) and two 
websites (IACN, GEA). This number may evolve as the Network may increase projects and promote 
them on social media.  

 
The main IACN accounts are: 
Twitter: @arcticiceland 
Facebook: @nordurslodanetid 
  
        The Projects accounts are secondary accounts, but follow the same guidelines and activity 
requirements as the Network ones. Usually, the projects are Facebook Pages and not a Facebook 
Account. 

 
        The “Gender Equality in the Arctic - Phase 3” Project accounts are: 
“Gender Equality In The Arctic - Phase III” Project  
Twitter: @GenderArctic 
Facebook Page: Gender Equality In The Arctic  
 

3. Strategy 

The main goal is to get visibility and audience. The Network must show our activity and the result 
of our researches. As a non-self-funding Organization, we must demonstrate we are active and 
promote our own events and related events from partners and/or associated 
Organizations/Networks.  
 

To get the best visibility, a complete knowledge from our Network, Partners, Activities and Points of 
Interest must prevail before publishing. Then, a previous study of the Network website is highly 
recommended: 
https://www.arcticiceland.is/en/ 

https://www.arcticiceland.is/en/
https://www.arcticiceland.is/en/
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https://arcticgenderequality.network   

 

Twitter Strategy 

Some important parameters have to be considered prior posting on Twitter: 
 
● Word limit 
● Wording 
● Followers 
● Hashtags 
● Retweet 
● Likes 
 
 As the word limit is set at 280 characters, the message has to be written carefully, using 
powerful wording and key words. These keywords can be turned into hashtags, to save characters and 
give a better visibility and dynamics to the tweet. Mentioning other accounts shall be made carefully, 
targeting the best and suitable audience for the tweet.  
 As the IACN is representing the Government in some projects (See above-mentioned 
description), the more related to the Icelandic Government is, the better will be the content. Links with 
the Arctic have to be established in the tweets. Sometimes, these links are not evident in the news, or 
there is no news about Iceland and the Arctic. As the Arctic is a “hot topic”, there is always information 
about international meetings/conventions/organizations that are held outside the Arctic and are 
highly related to it, sometimes involving Iceland. Representing patly the Icelandic Government implies 
some steps to respect: 
● Not mentioning companies directly through their account in a respect of neutrality; 
● Companies may be mentioned through Hashtags; 
● Following Government-related institutions: Icelandic Foreign Embassies in Arctic States or 

Observer States for instance; 
● Following Arctic-related governments, politicians, scholar, universities, institutions, councils, 

forums, committees, international personalities, scientists, etc.;  
● Retweeting posts from Icelandic institutions principally, helping them to reach audience and 

visibility; 
● Retweeting relevant information about Iceland and the Arctic; 
● The “likes” policy is based on the Retweet one; 
● Some “likes” may be given to some posts to incite other accounts to follow us; 
● Stay neutral: never engage in political views, opinions, polemics or critics;  
● Remain polite and do not answer to inappropriate comments made toward us; 
● Always remember it is better to send likes and retweets rather than posting non-relevant 

information: we seek to be a trustable and a reference institution. 
 
 Keeping the account active and visible must be a priority. Then, a daily activity should be 
carried out, from Monday to Friday. If we post on weekends, the information should be very important 
and highly relevant. Otherwise, the risk of publishing on weekends is to miss audience that is not 
connected.  

To get relevant information, some institutions in Borgir may be reached to publish and 
promote the own IACN work and other related institutions’ work (PAME, CAFF, Stefansson Arctic 
Institute, Tourism Research Center, IASC, Northern Forum, among others). Some sources of 
information provide regularly Arctic-related information. Finding information about sustainable 
development in Iceland and the Arctic is another top priority.  

https://arcticgenderequality.network/
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Regarding newspapers and other media, it is recommended to carry out a research on the 
trustability of the media, and always crosscut information. Our publications are as important as our 
image and role in Iceland and within the Arctic region. 
Twitter Analytics  
 To follow the progression of the twitter accounts and issue social media reports, the tool 
“Analytics” provides a complete solution to follow the account activity, tweets and followers. Reports 
can be downloaded, and graphics are shown for each activity part.  
To find this tool, we may click on “More” in the main menu:

 
 

Then, a side menu will appear. Click on “Analytics”: 
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Then, a new website will pop up, the Analytics website. In this website the activity is shown 
under different forms: graphics, numbers, percentages. There is an upper menu to navigate into each 
Analytics section: 

 
-------------------------------------------------------------------------------------------- 
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In the “Tweets” section, there is a button to generate a report, being able to change the period 

of time analysed. As well, information about Impressions, Engagements and Engagement Rate are 
provided for each tweet, as well as general numbers for the whole account on the right side of the 
website. These numbers and graphics may help in the Tweet writing, structuring and topic approached, 
for hashtags and citation use. Then, this information may help in the improvement of the Tweet 
quality, and therefore, may improve the Network and Projects visibility.  

In the “Audiences” section, information about the account followers’ activity may be found. 
The graphic shows the progression and evolution of the account audience, a parameter that may give 
directions to take at the time of writing down a Tweet to reach as much audience as possible and 
increase the number of followers.  
 
 In this approach, here we have some successful posts, given as examples of writing, topic, 
hashtags, structure and citations: 
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We may notice all posts follow the same structure: Text with citations and hashtags, and then 
the link with a picture. In some cases, like the third example, the link does not provide a picture. In this 
case, as the picture is an important eyecatch that will motivate the audience to interact with the tweet 
and therefore with us, we may take a screenshot of the pictures in the shared article or provide pictures 
from the article website or institution.  

To get the best response rate, news has to be followed, and a sharp understanding of the 
current trends has to be developed. To achieve this, we should: 
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● Carry out daily researches and readings on the most relevant topics related to the Arctic 
● Read and study the policies, working groups, guidelines and projects from the International 

Institutions, Expert Groups and Working Groups (e.g. Arctic Council and its Working Groups, IACN, 
Stefansson Arctic Institute, IASC, etc) 

● Read and follow the tweets from accounts related with Arctic matters and our projects 

 

Facebook Strategy 

 
Gender Equality in the Arctic - GEA Facebook page  
(https://www.facebook.com/groups/Gender.Equality.Arctic/) 

 
● Systematic publications in Arctic indigenous languages (if possible); 

 
● More frequent mentions of the Vkontakte GEA page to involve more followers from Russia and 

Russian speaking followers; 

 
● Consider more frequent publications in Icelandic language since significant part of GEA Facebook 

group comes from Iceland; 

 
● To post more publications on masculinity and fatherhood topics; 

 
● To post systematically 3 posts per week, on Mondays, Wednesdays, Thursdays at 12:00 and 

sometimes on Sundays at 18:00. Avoid frequent posting on Fridays and Saturdays. All publications 
which appear in Published Materials section on the GEA website should be on the GEA Facebook 
page and vice versa; 

 
● Consider GEA Times as a future pan-Arctic journal about gender equality in the Arctic.  

 

IACN Facebook page 
(@nordurslodanetid) 

https://www.facebook.com/nordurslodanetid/ 
● Keep following the crucial events in the Arctic of the scientific/social/academia/political nature 

which might be interested in IACN as a platform for communication. As statistics show the constant 
and systematic posting on the Facebook page brings positive outcome as followers and likes 
growth which make the page more visible on Facebook;     

 
● Interpersonal offline connections bring more input into social media. The interpersonal 

connections which IACN team gathered during the Arctic Circle 2019 make the Facebook page 
more alive with more reactions from followers. The personal invitation to like or follow the IACN 
Facebook page is way better than a usual invitation on Facebook; 

 
● As statistics show the IACN and its projects fulfil the goal to connect Arctic states and their common 

endeavors. Among IACN Facebook page group followers from all Arctic states represented except 
Russia. A group of followers from Russia is relatively small, which need to be enhanced using GEA 
Vkontakte profile and Russia-related hashtags on Twitter. 

 

https://www.facebook.com/groups/Gender.Equality.Arctic/
https://www.facebook.com/nordurslodanetid/
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VK Strategy 

(https://vk.com/genderarctic) 
● Twice a week post publication in Russian regarding gender equality in the Arctic - on Mondays at 

08:00 (Icelandic time) and on Thursdays at 08:00 (Icelandic time). Consistently mention other IACN 
platforms (Facebook, Twitter, YouTube, websites), invite followers.  

 

YouTube Strategy 

 (https://www.youtube.com/user/arcticiceland) 
● Upload all accessible videos to the YouTube channel where IACN involved and where IACN 

presents its projects, especially GEA. To consider possibility of making own IACN videos about the 
IACN, the GEA Times newsletter, about other initiatives and plans.    

 

IACN Website Strategy 

 (https://www.arcticiceland.is/en/) 
• The IACN website must be a comprehensive platform connecting all IACN social media profiles.   
• All update made to the website shall be communicated through social medias to keep informed 

our audience about our work. 
• The website documents and information may be published on our social medias from time to time 

in order to give to the website a broader range of influence.  
 

 

4. Future Developments 

Several ideas have been submitted in order to improve our Communication Strategy: 

• Consider of making a postcard with QR-code representing all IACN platforms.  
• Improve intercommunication between our Social Medias to achieve a promotion of ourselves. 
• Promote our Social Medias through a paid program for a short time in order to build a minimum 

audience to start wide-spreading. 
•  
 

https://vk.com/genderarctic
https://www.youtube.com/user/arcticiceland
https://www.arcticiceland.is/en/

