
 
    SANT JORDI NYC 2020 (ONLINE) 

DATA REPORT 
 
 
 
Over 100 Events – More than 300 Participants  
(writers, translators, publishers, musicians, journalists, actors, artists, chefs…) 
 
 
Website Visits:  
The website got over the 4 weeks since its creation, 7399 visits from a total of 4682 visitors, which also means a 
large amount of people returned to see the website after their first visit.   

 
Traffic Source: 
Most people found the website because of email communication or they knew the address.  
A lot of people found the website because of Twitter and Facebook posts. Referral means people access the website 
through a link from another website. The yellow segment is the seach, meaming people foud the website through a 
seach in Google, Yahoo… The red segment is people who accessed the website through LinkedIn, and the last blue 
segment is other social media platforms (such as Instagram and else). 

 
This shows that people are mainly accessing the website through their mobile phone, then their computer and finally 
from their tablet. 
 

 



Demographics: 
Our audience was majorly English speaking, the Japanese, then Catalan and Spanish.  
People connected to the website from the United States principally, then from Spain, then Japan.  
Finally, in terms of cities, first came New York and closely after, Barcelona, then Lleida, Yokohama and London.  

   
Website was visited from at least 59 countries: (data starting End of Day April 24) 
Countries in order of traffic:  
 

     
 



Page Visited: 
During the time of the festival, people visited mainly the main page of the website, then the program for the live 
stream, then the live stream page.  
We note that when comparing datas from the 26 (end of the festival) to now, the audience has shiftted towards the 
video page, the videomapping and webar page, while the views of the other pages continue to increase slowly 
throughout the website.  
  



YOUTUBE (Created April 14, 2020) 
 
Your channel got 5,000 views in the last 28 days.  
This number adds up to the one we had for the website, because the website is linking to youtube, and for the live 
stream, people had to leave the website to go to youtube live.  
 
The youtube channel had 5,000 views from 2,300 viewers, which means most people returned to watch more from 
that video channel. With little social media related to the youtube channel, we have jumped from 0 to 88 subscribers.  
The other interesting data is the average view duration, which is quite high. 
 

  
 
Views per video: 
The video in the 2nd row is the livestream of the 1st day.  
The video in row 5 is the cleaned version of the livestream of the 1st day (which has already over 300 views). 
Overall, people keep watching the 9-hour video-sessions. I believe that if we have the videos separated with a more 
precise description for each of them, it will attract even more traffic to the video channel.  

 
 



Where videos were seen 
The videos were seen mostly in the United States, Spain and Japan. The watch time is dominantly higher in the US 
with 339 hours. Finally, the average view duration is the highest in the United States, then the UK (over 10 min 
average), then Andorra and Irak.  

 
 
Age groups and behavior (for people that were logged-in to YouTube while watching) 
This metric is mostly to establish who was the audience and their behavior. We see that consistently, the people that 
watched the most the videos are also the ones that spent the longest time watching them. But. At the same time, the 
18-24 years old range (which is the age target with smallest views) was watching for a longer time than for example 
the 55-64 years old.  
This measure is to be taken with a grain of salt since most people didn’t log-in to youtube while they were watching 
the videos.  

 
 
Gender and behavior (for people that were logged-in to YouTube while watching) 
Women watched more and for a longer time than men. 

 
 
Device type: 
People watched YouTube mostly from their mobile devices, then on their computer.  
Some people were watching directly from their TV, as if it were a regular program!  



 
 
Traffic Source: 
People can through the YouTube channel from the website and twitter mainly. Then from WhatsApp and Facebook.  

 
 
WEBAR: 
 



KICKSTARTER: 
Donnors came mainly from direct links that were sent personally to them, via emails or messages.  
Facebook postings of the Kickstarter campaign was also one of the main source.  
Twitter comes next.  
People also seached specifically for our Kickstarter on Google and donated.  
The newsletter helps create reminders for people to donate.  
Finally, some donations were made, coming from the website and from youtube (during the livestream). 
All in all, this means that we didn’t neglect to communicate on every platform the kickstarter, and the overall effort 
gathered different audiences. Also, it is to note that the most effective remains to address personnally people.  
 

 


