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4,508
Avg. openings

-36,2%

431
Avg. clicks

-29.2%

4,332
Avg. recipients

+5.9%

104%
Open rate

-39.7%

4,438
Subscribers

+3,2%

Example of campaign advertisement

A targeted LinkedIn campaign was carried out  
during this quarter, divided into two waves. The
purpose was to drive traffic to the Public Buyers
Community website and boost registrations,
resulting in:

2,891 clicks and 2,333 website visits, with a
strong click-to-session ratio of 80.7%.

Once arriving on the website, visitors spent an
average of 28 seconds per session.

A total of EUR 7,895 was invested in the campaign,
divided among 5 placed advertisements.
 

The Google Display campaign maintained its good
performance from the previous reporting period,
maintaining cost-effectiveness, as cost per click
remained constant at EUR 0.02.

The campaign combined two types of ads: image
ads and responsive ads. Responsive ads ultimately
drove the strongest performance, delivering around
99% of the campaign's clicks.

Total members (1,705)

New members (110)

Total members (1,705)
93.9%

New members (110)
6.1%

PUBLIC BUYERS
COMMUNITY PLATFORM
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L I N K E D I N  C A M P A I G N G O O G L E  D I S P L A Y  
A D S  C A M P A I G N

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

The website's recent performance has been
characterized by a slightly downward trend.

The website's traffic showed a strong and
increasing dependency on campaigns: 90% of the
website visits were campaign-driven.

However, non-campaign channels continue to
drive higher engagement, with session times
ranging from 1:04 to 2:40 minutes (vs. campaign-
driven visitors averaged just 14 seconds).

The homepage continued to be the main driver of
site engagement, accounting for the majority of
page views (83% share).

Geographic data highlighted that Romania and
Bulgaria continued to be the top contributors to
site traffic, followed by Portugal.

Visitors usually access the platform via a mobile
phone (88%), followed by computer and tablet
users. 

A V E R A G E  S E S S I O N  T I M E
P E R  C H A N N E L   

N E W S L E T T E R S

The performance of the newsletter showed a decline across engagement metrics compared to the previous
quarterly report. Nonetheless, the number of subscribers continued to grow to reach 4,438. 

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  
Between May and July 2025, the Public Buyers
Community Platform maintained a strong upward
trajectory in membership growth, reflecting
sustained momentum in community engagement.

Public Buyers Community Platform is composed
of 24 Communities of Practice, with
Procurement of AI being the one with the most
members.

C O M M U N I T I E S

PPE+ Europe 2024 - 2028

BIM and Public Procurement

Procurement of AI

Members: 175

Members: 90

Members: 70

Innovation Procurement Hubs

Members: 78


