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G O O G L E  D I S P L A Y  A D S
C A M P A I G N

Video views on “Success Story”

On LinkedIn, the campaigns focused on raising
awareness surrounding the success story of the Solar
Community. An investment of EUR 1,000 was used
across two video campaigns with distinct visuals,
resulting in 39,405 impressions and 14,113 video views,
while also achieving an average video view rate of
35.82%. 
Notably, the ‘Success Story’ campaign demonstrated
remarkable effectiveness, with individual ads such as
Ad 2 and Ad 1 securing 3,130 and 2,910 video views,
respectively

Compared to the previous quarter, the Google
Display ads campaign saw a decrease in overall
clicks by 31.84% and a rise in cost-per-click (CPC)
by 35.47%, following a strategic reduction in
campaign investment by 9.25%. To optimise
performance and boost click-through rates, we
strategically shifted the bidding strategy, aiming to
drive more engagement and improve overall
campaign effectiveness. 

Clicks on Google Ads

W E B S I T E  P E R F O R M A N C E

During the reference period, the website
experienced a decline in key metrics compared to
the previous period. 

Total visitors dropped by 30.3% to 23,577, and
sessions fell by 29.7% to 34,201. On the other
hand, the average session time saw a notable
increase of 39.0%, reaching 97 seconds, which
suggests improved engagement per visit. 

The top 10 pages combined received 42,925
views, representing 61% of the total website
traffic. The homepage continued to be the main
driver of site engagement, contributing 40% of
the overall traffic and retaining its leading
position from the previous period.

Geographic data highlighted Romania and
Bulgaria as top contributors to site traffic, with
the former leading with 18.76% of visitors.

W E B S I T E  T R A F F I C
A C Q U I S I T I O N  C H A N N E L S  

N E W S L E T T E R S

The performance of our newsletter initiatives has been notably strong, with an average open rate of 96.8% recorded
across all issues. Approximately 3,202 recipients are reached per issue, and the audience consistently
demonstrates high engagement. The Public Procurement Gazette, especially the edition released on 10 July 2024,
achieved remarkable results with 761 total clicks and a click rate of 23.25%, indicating effective content delivery.

Visit the platform:
https://public-buyers-community.ec.europa.eu/

M E M B E R S H I P  G R O W T H  

Total members Members who joined in July

Total members
95.7%

Members who joined in July
4.3%

The platform's membership base continued to
grow in July, with 79 new members joining, for a
total of 1820 members. This positive trend
highlights the effectiveness of our new registration
process. 

Public Buyers Community Platform is composed
by 20 CoP’s, being Procurement of AI the one
who has more members.

C O M M U N I T I E S

PPE Alumni Network

Members: 47

BIM and Public Procurement

Members: 68

Procurement of AI

Members: 119


