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Overview

° 2025 SNA and BPM 7:

* Background and motivation for a new chapter
* Communication framework - Overview
* Significant developments

* Key considerations for an appropriate strategy

* Communication and dissemination:
* Importance and relevance
* Ingredients of effective communication to all users
* Use of a variety of tools and processes
* Examples of evolving channels

* Examples of NSO practices

°  Summary
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Background and motivation for a new chapter

* The way in which macroeconomic statistics are communicated has a significant
impact on users’ understanding; their use of the data; and knock-on affects.

* Statistics compilers are encouraged to better communicate with ALL users to provide
information which helps to maximise comparability, usefulness, quality, etc.

* UN Generic Statistical Business Process Model recognises the role and importance of
dissemination and communication as part of the statistical value chain.

* Evidence base gathered and tested using the YouGov Survey undertaken by the UK
ESCoE in February 2020 (1,665 people) and in August 2022 (2,007 people):

*  Public misperceptions about economic figures and the economy continue.

* Better understanding of inflation and interest rates as they are affected personally - still
confusion over language used price levels, price changes and inflation rate changes.

* GDP and BoP not well understood and labour related terms are poorly understood.
* UNSCin 2020 endorsed joint TT on Communication for 2025 SNA and BPM 7.

* Delivered joint chapter and approved through the global consultations (annotated outline,
draft chapter and draft 2025 SNA / BPM 7).




Communication framework - Overview

Framework
for improving the
communication of economic statistics

Compilers’ Hub
Digitalised products - Handbooks, manuals, interative tools, etc.

Publication and Dissemination
Raising the profile of net measures (not replacing gross measures)

Suppliers

and
Producers Alignment Terminology
Taxonomy and
Framework .
Branding

International Macroeconomic Statistical Standards
(Conceptual, definitional, methodological and data related aspects
supported with a Common Glossary of Macroeconomic Statistics)

Economic and environmental statistics foundations and frameworks
(Infrastructure, classifications, sources, processes, people, agreements, etc.)

* Highlights importance and role of dissemination and communication in the production chain of official statistics.

* Help producers of macroeconomic statistics communicate the statistics to their users and improve comparability.



Communication and dissemination in the 2025
SNA and BPM 7 - significant developments

* New Chapter dedicated to Communication and Dissemination of Macroeconomic Statistics.
* Joint SNA / BPM chapter involving both the 2025 SNA and BPM 7 Editorial Boards.

* Provides guidance and principles but veers away from the application of specific technologies.
* Development of easier to understand terms.

*  Common glossary of macroeconomic statistics with agreed terms and definitions:
* Started with 1,240+ different terms, ended with agreed circa 850 terms.
* Focused on SNA and BPM.
* Key inputs from six other standards (ESA, GFS, SEEA, MFS, BIS and IPSAS).

* Branding - International Macroeconomic Statistical Standards.

* Development of a Compilers’ Hub:

* Producer and user forum - information sharing.

* Digitalised versions of 2025 SNA and BPM 7:

* Digitisation of past and present macroeconomic statistical standards.



Communicating 2025 SNA and BPM 7 - Key
considerations for an appropriate strategy

Webinars /
seminars
Confidentiality
Technical
articles Social media

Regularity
Use of the
Compilers’ Hub

[ Staffing .... ring-fenced resources, training, links to the office communications team, etc. ]

What?
Relevant
content

Impact articles —
Revisions to CP, CLVs, Q,
A, deflators, etc.

Back data

Internal
suppliers /
users

Policymakers

External
suppliers /
users

When?
Timeliness and
regularity

How are the accounts
affected by each source
of change

How?
Types of
technology

Developing information
alongside existing
releases

Who?
Different user

types

Use of consistent
terminology and
taxonomy

Alignment
framework and
metadata

Development of a road map and timeline through to full / appropriate implementation
(Aim for no surprises for the users)




Communication and dissemination
Importance and relevance

“As society becomes increasingly data-driven, the ability to understand and evaluate
statistical information becomes more crucial to navigating everyday life. Statistics
are present in every facet of our lives including in important topics such as
healthcare, economics, politics and education. The inability to engage with this

information can be severely detrimental to our success as a citizen within society.”
(Ipsos, 2013)
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[ The above is even more relevant and important for ALL users today! J




Communication and dissemination
Ingredients of effective communication to all users

* Targeting audiences:
* Audience characteristics is an important factor in designing relevant communication materials.

2
* Contextual information and establishing trust: ‘6@?
* Context helps audiences to understand the significance of the statistics. N\

* Providing narrative aids and statistical context can help to establish trust in the statistics.
* Highlight the independent nature of the statistical body.
*  Providing sufficient information for unexpected result(s) to be understood.

* Language and terminology:
* Aim for simple, easy to understand language - make the technical less technical.
* Level of technical language should be dictated by the intended target audience.

* Format and framing of statistical information:
* Different formats (e.g., probability, percentage or natural frequency) and / or framing (e.g.,
positive or negative) in wording.
* Aim to avoid unintended bias or affect perceptions of the statistics.

°*  Communicating uncertainty:
* Tailored dependent on the information needs and interest levels of the audience.
* Communication of the reasons for revisions, revision policies, quality of early data, etc. help to
manage uncertainty in official statistics.



Communication and dissemination
Use of a variety of tools and processes

2025 SNA Chapter 21 and BPM 7 Chapter 20

General principles and guidance.

Improve comparability, understanding and the user experience of these statistics.
Additional recommendations to enhance the way statistics are communicated.
Alignment framework, taxonomy, terminology and branding.

Use of the Common Glossary of macroeconomic statistics.

Stakeholder engagement:

Release calendar.

Use of email lists, emails, etc. to push out information to various types of stakeholders.
User consultations and feedback channels.

Events for suppliers and users - webinars, workshops and conferences.

Training events for suppliers and users - seminars, webinars, face-to-face training.

Strategy covering various communication and dissemination initiatives:

Use of different channels for different users through to resources and technology needed
to support the different approaches.

Regularity of communication - daily, weekly, monthly, quarterly, annual and adhoc focus.
Appropriate skilled specialists and resources to support the communications, marketing,
publications, media, IT and customer service teams with roles and responsibilities.



Communication and dissemination
Use of a variety of tools and processes

Quality of the website:

Investment, functionality, search facilities, specialist IT resource, etc. are key.

Clear topic themes and topic theme dashboards.

Ease of access and awareness of latest information as well as archiving / old material.
Headline page with good effective use of white space and clear pictures, charts, diagrams,
etc. supporting the text.

Clear links to other releases, articles, educational material, etc.

Use of data visualisation tools:

Custom data portals are one-stop-shops to help users find relevant topic data.
Such tools provide data in a quickly accessible and customisable format.

Pro-active engagement with the media:

Host media lock in’s.

Provide media and spokesperson training as well as for the media.
Resources supporting media coverage and social media monitoring.
On-line press conferences.

Infographics:

Quick view way to highlight key findings from a given release.
Visual focus covering no more than around five key data points.



Communication and dissemination
Use of a variety of tools and processes

* Videos:
* Can be a great way to explain complex topics in a visually appealing way.
* Provides better user retention and understanding as well as can be replayed.
* Can be easily promoted using other communication channels, e.g., website, presentations,
emails, social media, etc.

* Podcasts:
* Allow subject matter experts to go behind the data and speak plainly and in-depth about
topics of interest to citizens through storytelling, more digestible formats, etc.
* Offer opportunities to interview producers such as external field experts through to users
to bring different views to the discussion.

*  Mobile phone applications:
* Access and updates to essential data and releases.

* Social media:
e Utilise as many channels as possible with information for targeted audiences.
* Monitoring hits, downloads, etc. as a mechanism to improve effectiveness.



Communication and dissemination
Examples of evolving channels

You (3

[ Growing number of social media outlets - some come, some grow and some go ]




Communication and dissemination
Examples of NSI practices - Canada

Home page:

* Home page carousel.

Articles:

* Dedicated analytical articles summarising key data highlights.

Social media promotion:

®* Labour Force Survey
* Gross domestic product (GDP)

Data visualisation tools:
* Visually supported articles which are quickly accessible and in a customisable format.
* 1n 2024, one in seven new vehicles sold in Canada were zero emission - Statistics Canada

* Time for taxes

Infographics, videos and podcasts.


https://www.statcan.gc.ca/en/start
https://www150.statcan.gc.ca/n1/daily-quotidien/250430/dq250430a-eng.htm
mailto:https://x.com/StatCan_eng/status/1908158372597108944
mailto:https://x.com/StatCan_eng/status/1908158372597108944
https://x.com/StatCan_eng/status/1917595413005176916
https://www.statcan.gc.ca/o1/en/plus/7915-2024-one-seven-new-vehicles-sold-canada-were-zero-emission
mailto:https://www.statcan.gc.ca/o1/en/plus/7780-time-taxes

ommunication and dissemination
Examples of NSI practices - Canada

* Infographics:
Shrinkflation
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Business Conditions in Canada, first quarter 2025
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https://www150.statcan.gc.ca/n1/pub/11-627-m/11-627-m2025016-eng.htm
https://www150.statcan.gc.ca/n1/pub/11-627-m/11-627-m2025025-eng.htm

Communication and dissemination
Examples of NSI practices - Canada

* Videos: What is Gross Domestic Product How do we measure food
(GDP)? inflation in Canada?

* Podcasts: Why economists are sounding the alarm on productivity

Why Economists
Are Sounding the Alarm
" Productivity

Listen to "Eh Sayers" on:

50 -B006R



https://www.youtube.com/shorts/pQrHD5-oSyY
https://www.youtube.com/shorts/pQrHD5-oSyY
mailto:https://www.youtube.com/watch?v=DB1jGHc8LXA&list=PLhDwnGYSFgBHTvqj5WFRR2RVcgz6hAOyZ&index=3
mailto:https://www.youtube.com/watch?v=DB1jGHc8LXA&list=PLhDwnGYSFgBHTvqj5WFRR2RVcgz6hAOyZ&index=3
https://www.statcan.gc.ca/en/sc/podcasts/eh-sayers-ep20

Communication and dissemination
Examples of NSl practices - Costa Rica

Present different statistical products:
* Mainly press conferences - intended for journalists but broadcast live on social networks.
* Public webinars and people invited through mailing lists and social media announcements.
* Presentations with an attractive graphic design and videos with simple language for social
networks.
° Presents interactive statistics on PowerBlI.

* Communications mainly in Spanish.
* Tables on the economic indicators website are available in Spanish and English.

Results of the Environmental Accounts of Costa Rica:
https://www.bccr.fi.cr/comunicacion-y-prensa/Docs Comunicados Prensa/BCCR-
PPT resultados cuentas ambientales 2024.pdf

System of National Accounts: Change of Reference Year:
https://www.youtube.com/watch?v=L2Uv tYg3JA&t=11s

Unpaid Domestic Work (PowerBIl) Webinar:
https://app.powerbi.com/view?r=eyJrljoiMDRmMZjA5ZGItOGU5My0O0ONDQ2LTkyODgtMDIyNGE
wODRjOWE3IliwidCI6liYxOGQWYTQILTILYTYINDYXOCO5ZjgwlL ThmNzBhNDM1ZWU1MiJ9



https://www.bccr.fi.cr/comunicacion-y-prensa/Docs_Comunicados_Prensa/BCCR-PPT_resultados_cuentas_ambientales_2024.pdf
https://www.bccr.fi.cr/comunicacion-y-prensa/Docs_Comunicados_Prensa/BCCR-PPT_resultados_cuentas_ambientales_2024.pdf
https://www.youtube.com/watch?v=L2Uv_tYg3JA&t=11s
https://app.powerbi.com/view?r=eyJrIjoiMDRmZjA5ZGItOGU5My00NDQ2LTkyODgtMDIyNGEwODRjOWE3IiwidCI6IjYxOGQwYTQ1LTI1YTYtNDYxOC05ZjgwLThmNzBhNDM1ZWU1MiJ9
https://app.powerbi.com/view?r=eyJrIjoiMDRmZjA5ZGItOGU5My00NDQ2LTkyODgtMDIyNGEwODRjOWE3IiwidCI6IjYxOGQwYTQ1LTI1YTYtNDYxOC05ZjgwLThmNzBhNDM1ZWU1MiJ9

Communication and dissemination
Examples of NSI practices - Estonia

* Dissemination channels.
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Actively use YouTube, Facebook, Instagram, X, LinkedIN and different apps.
Including a monthly newsletter.



Communication and dissemination
Examples of NSI practices - Estonia

* Statistics Estonia in a year - Ensuring analytical metrics are monitored.
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Communication and dissemination
Examples of NSl practices - UK

*  Videos:
* UK shared across social media (X, LinkedIn, Facebook, Instagram and YouTube).
* The ONS guide to GDP and how we calculate it

e The ONS guide to inflation and how we measure it

* “Stats Talking Head” videos:
* Subject matter experts presenting latest economic statistics with some additional context.

* Aim to improve understanding of economic statistic releases in a citizen-friendly way, often
incorporating dynamic visuals and animations.

* monthly GDP and quarterly GDP releases.

* the annual basket of goods and services

e transformation of measures of consumer price statistics.

* Increased use of Instagram to expand understanding of economic concepts:
* Metrics evidencing good performance of some economic topics.

* A brief history of the basket of goods



https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DWaKkU25C1-E&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544815093%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=%2F%2B6QAbWQoaHvh9tgHMTq5qHFShlV%2BBVD%2BN9DcsFpU%2B0%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DOm_fqrl1miw&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544838529%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=jIeF54AWlF3EXkmy9iE5emFtxLcvUugnbc%2BIeKHSw8k%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DRcRW5mAIM70&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544649657%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=v8ml0WeuW7BYsqzUG9ZlEQNr01h4k5CNvt9vI51NhSU%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DZg2WOhXhYKg%26pp%3D0gcJCX4JAYcqIYzv&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544676437%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=uBdLLqqKNV535AdvYip%2FtqEoh%2FtWXmWG7rHZFyVFaF0%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fshorts%2FFDU4-IhokW4&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544771752%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=ORiXueGOcgC4320CM50jKLCn1pmcUuMNFWrF6acz5co%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.youtube.com%2Fwatch%3Fv%3DcUmAmv7LUDQ&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544793670%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=YqxGSY7m%2F6YlGIL8b6ZemfpeZKu5ZZ4m8b66tMv8kC4%3D&reserved=0
https://eur03.safelinks.protection.outlook.com/?url=https%3A%2F%2Fwww.instagram.com%2Fp%2FDHWHMreI3fW%2F%3Fimg_index%3D1&data=05%7C02%7Csanjiv.mahajan%40ons.gov.uk%7C283fa04533f84cae54a408dd7dc193da%7C078807bfce824688bce00d811684dc46%7C0%7C0%7C638804992544600791%7CUnknown%7CTWFpbGZsb3d8eyJFbXB0eU1hcGkiOnRydWUsIlYiOiIwLjAuMDAwMCIsIlAiOiJXaW4zMiIsIkFOIjoiTWFpbCIsIldUIjoyfQ%3D%3D%7C0%7C%7C%7C&sdata=FOXY12smrgrJJr2qvAJirECD5HuVjH8vtJ6WhAXYr6s%3D&reserved=0

Communication and dissemination
Summary

* 2025 SNA and BPM 7:
* Developments, harmonisation and comparability.
* Alignment framework, taxonomy and terminology and branding.
* Continuous improvement of communication and dissemination.

* Improve the user experience - focus on the user (and supplier).
* Keep the messages clear, simple and easy to understand.

* Utilise the different range of tools for effective messaging and
outreach to different users, as appropriate.

* Regular communication and feedback mechanisms.

leads to >
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Any questions?
Sanjiv Mahajan

sanjiv.mahajan@iswgna.com

sanhjiv.mahajan@ons.gov.uk



mailto:sanjiv.mahajan@iswgna.com
mailto:sanjiv.mahajan@ons.gov.uk

Extra slides for information
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