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This policy brief analyzes monetary policy communication, focusing on recent efforts by central banks to
engage with a wider audience via Twitter. We document the social media presence of major central banks and
discuss how exploring Twitter content by and about monetary policy makers can inform about the
effectiveness of communication in influencing beliefs. We focus on recent techniques employed in analyzing
social media content in order to understand how central bank communication affects expectations and,

subsequently, behavior in financial markets.
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1. Introduction

Central banks have transformed their communication practices significantly over the past three decades (Issing,
2005; Assenmacher et al, 2021). Whereas prior to the 1990s, communication around monetary policy was
surrounded by silence and secrecy, in recent decades central bank transparency and communication have
become key instruments in central bankers’ policy toolkit and have drastically transformed the way monetary
policy is conducted (Bini Smaghi, 2007; Blinder et al., 2008). Communication can enhance the effectiveness of
monetary policy either by creating news that are complementary to policy actions or by “reducing noise” and,
thereby, uncertainty in the public’s interpretation of policy actions (Blinder et al., 2008). This is achieved through
increasing the predictability of monetary policy, clarifying policy objectives and strategies to allow for more
informed decisions by firms and households, as well as enabling financial market participants to gain a better
understanding of how policy is likely to respond to incoming information (Bernanke, 2004). Beyond its role in
enhancing policy effectiveness, the importance of communication also rests on its democratic accountability: the
way central banks communicate their policy objectives, deliberations, and decisions to the public is central to
their accountability as a public policy institution (Bank for International Settlements, 2009).

Moreover, the adoption of unconventional monetary policy tools such as forward guidance and quantitative
easing since the 2008 global financial crisis, has further stressed the importance of communication as a monetary
policy instrument. Central bank communication has become more frequent and diverse since the crisis and is
increasingly aiming to reach a wider non-expert audience (ECB, 2021).

In a recent paper (Masciandaro et al., 2022) we show that major central banks are employing Twitter as the main
social media platform to engage with both experts and a wider non-expert public. We document Twitter activity
by central banks of G20 countries and classify the content of a large sample of tweets into several categories. We
show that tweets announcing the launch of new coins and banknotes, but also those related to monetary policy
decisions and operations are associated with a higher public engagement in the form of likes and re-tweets.

2. Monetary Policy Communication, Central Banks and Twitter

As central banks have started employing communication as a core part of their monetary policy toolkit in the
early 1990s, they primarily targeted expert audiences, such as financial market participants, academics,
policymakers and specialized media, rather than wider public (Assenmacher et al., 2021). Although this strategy
has been largely successful in explaining monetary policy decision to expert audiences, the communication with
the general public has lagged behind.

Consequently, in an effort to strengthen their accountability, central banks have increasingly devoted their
attention to communicating with the general public (Moschella et al., 2020). For example, during the September
2019 hearings for the appointment of the President of European Central Bank, Christine Lagarde indicated
communication with non-experts as one of the priorities of her presidency.

The need for improving communication with the general public is also shared by former members of the ECB’s
Governing Council surveyed in Ehrmann et al. (2022). The results of this survey show that the large majority of
these former ECB policy makers consider the communication with the general public as inadequate and see
substantial room for improvement in this area. Respondents also suggest that, in order to reach the target groups
of interest, central bank communication ought to be tailored on the basis of the communication channels
employed.
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In this context, two channels are typically used: an indirect communication using traditional media outlets, or a
more direct approach via central bank websites and social media platforms. Focusing on the first channel, Ter
Ellen et al. (2021) build a measure of “narrative monetary policy surprises’ based on the difference between
media narratives prior to monetary policy announcements and the actual communication of Norges Bank. They
show that households’ beliefs are shaped by media coverage on the central bank policy and that monetary policy
surprises affect interest rates, the stock market, consumer confidence, house prices and industrial production.

However, in recent years, major central banks are increasingly relying on the more direct channel of
disseminating policy communication by using their website and social media accounts. To this end, not only have
central banks made their websites more user friendly through, for example, educational resources and tools, but
they have also strengthened their presence on social media platforms such as Facebook, LinkedIn, and Twitter.

Table 1 provides information on the number of followers recorded on the social media platforms of the G20
countries’ central banks as of September 2022.1 Twitter appears to be the most popular social media channel
among most of the central banks, with the exceptions of the Reserve Bank of Australia, Bank of France, Bank of
Italy, the South African Reserve Bank, which are mainly followed on LinkedIn, and Bank of Korea, which is more
popular on Facebook.

Table 1: Central banks’ social media presence and followers (as of September 2022)

Central bank Facebook Linkedln  Twitter
Central Bank of Argentina 48,977 126,001 150,003
Reserve Bank of Australia 10,560 113,194 61,301
Central Bank of Brazil 188,659 385,901 446,579
Bank of Canada n.a. 112,850 215,786
People’s Bank of China n.a. n.a. n.a.
Bank of France 14,562 167,749 44 042
Deutsche Bundesbank 8,789 29,286 34,139
Reserve Bank of India n.a. n.a. 1,791,333
Bank Indonesia 110,253 n.a. 844,242
Bank of Italy n.a. 102,544 31,864
Bank of Japan 3,747 n.a. 171,752
Bank of Korea 39,299 1,515 3,333
Bank of Mexico 234.636 n.a. 895,675
Bank of Russia n.a. n.a. 18,547
Saudi Central Bank 12,701 155,761 797,799
South African Reserve Bank 41,902 149,730 108,844
Central Bank of the Republic of Turkey = 41,778 54,280 490,275
Bank of England 42,113 214,930 370,722
Federal Reserve System 37.590 99.550 995,453
European Central Bank n.a. 403,098 706,708

Note: The table presents data on the followers on social media platforms of G20 countries as
of September 2022. The data is collected from the social media accounts advertised on the
official website of these central banks. The European Central Bank is included as the central
bank of the European Union. Whenever multiple profiles were advertised in relation to the
same platform, the reported data only refers to the most followed account.

1 Note that the information presented in Table 1 only pertains to the institutional account of the central banks in our
sample. However, an increasing number of monetary policy committee members use their personal Twitter account
to inform the general public about their speeches.
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To provide more details on how central banks use social media as a communication tool, we use the Twitter
Academic API to extract all the Twitter messages generated by G20 central banks since the creation of their
accounts. For each tweet, we extract the text, date and language of the tweet as well as the number of likes and
retweets. We end up with a database of 215,011 tweets (excluding retweets) sent between June 2009 and
September 2022.2

Table 2 provides information on the number of tweets and other engagement statistics with the social media
content of major central banks.3 Since joining Twitter in June 2010, Bank Indonesia has posted around 40,000
tweets and its number of social media posts is more than double that of the second most active central bank in
our sample, Bank of France. Bank of Indonesia is also the central bank with the highest number of replies to
tweets by other users. However, with the exception of this central bank, on average, only 2.5% of the tweets of
the other central banks are replies to other social media users.

Table 2: Central banks’ Twitter engagement statistics (as of September 2022)

Central bank Joined Nr of Tweets  of which | Engagement by users
Replies (%) | Likes Retweets
Central Bank of Argentina May-14 11,734 1 14.04 13.89
Reserve Bank of Australia Oct-10 2,529 1 8.19 11.77
Central Bank of Brazil Dec-10 9,079 13 25.95 8.74
Bank of Canada Jun-08 4,762 0 10.88 10.64
Bank of France Dec-10 19,282 1 2.57 3.08
Deutsche Bundesbank Aug-12 5,432 2 3.17 3.32
Reserve Bank of India Jan-12 17,850 0 25.8 7
Bank Indonesia Jun-10 39,643 38 14.01 7.71
Bank of Italy Feb-12 8,249 0 1.96 2.48
Bank of Japan Oct-11 13,458 0 93.79 37.24
Bank of Korea Feb-14 2,086 0 1.72 1.41
Bank of Mexico Oct-09 27,623 0 9.22 9.6
Bank of Russia Feb-16 4,915 11 3.26 2.84
Saudi Central Bank Oct-14 3,196 0 43.42 44.12
South African Reserve Bank Sep-11 4,302 3 19.01 14.94
Central Bank of the Republic of Turkey Oect-11 5,009 0 35.14 16.6
Bank of England Jan-09 9,969 20 15.37 15.59
Federal Reserve System Mar-09 7,823 0 24.06 20.9
European Central Bank Oct-09 18,070 2 18.3 19.14
Total 215,011 9.28 19.43 12.04

Note: The table presents data on the number of tweets made by G20 central banks as of September 2022, together with
the average number of likes and retweets received by their tweets. The data is collected using the Twitter Academic API.
The European Central Bank is included as the central bank of the European Union. All retweets made by central bank in
reaction to tweets made by other users have been excluded.

2 Around 80% of these tweets contain a link to the central bank’s webpage where more details are provided. This
suggests that social media postings by central banks are aimed at catching users’ attention to specific topics with the
goal of directing them to their websites, where the full set of information is provided.

3 China is excluded from the list as the People’s Bank of China does not have a Twitter account.
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Yet, the number of tweets only measures the effort made by central banks to draw attention to their
communication. Another important aspect to consider is the public engagement with the social media posts of
central banks, which can be derived, for example, from the number of likes and retweets. The last two columns of
Table 2 provide information on the average influence of the central bank tweets. The Saudi Central Bank has the
highest average number of retweets per tweet, followed by Bank of Japan, the Federal Reserve System and the
European Central Bank. Bank of France, Bank of Korea and Bank of Russia are characterized by the lowest
average engagement per tweet.

We then investigate the content of individual tweets to understand if certain topics are associated with a higher
public engagement. To do so, we first translated all the tweets written in a language different from English by
using Microsoft Translator (138,667 tweets or 65% of the sample).* We then extract a random sample of 5,000
tweets and manually classify them into 9 different topics: Banknotes, Bulletins and reports, Data releases and
statistics, Exchange rate information, Monetary policy, Other information, Reply to tweets, Research and
conferences, Speeches and interviews.5

After this classification, we compute the set of the most frequently used unigrams and bigrams terms for each
topic, and we use them to further classify the remaining tweets. This procedure allows us to classify a total of
89,343 tweets, or 42% of the sample.

Table 3 shows the distribution of the classified tweets across the different topics, together with the most frequent
words associated to each topic. Using this classification and looking at the ten most liked and retweeted tweets,
we find that all of them were made to announce the introduction of new coins or banknotes.¢

Table 3: Distribution of classified tweets by topic

Topic Frequency Words

Banknotes 318 banknote; coin

Bulletins and reports 10,104 report; bulletin

Data releases and statistics 15,487 weekly; data

Exchange rate information 10,616 dollar; exchange rate; usd
Monetary policy 6,048 operations; press conference; press release
Other info 3,100 askecb; bdfeco; blog
Reply to tweets 31,019

Research and conferences 4,899 conference; paper; seminar
Speeches and interviews 7.752 interview; speech

Total 89,343

Note: The table presents data on the number of tweets associated to the 9 topics identified in
the classification of tweets. The last column shows the most frequent words in each
classification.

4The appropriateness of our strategy is supported by the findings in De Vries et al. (2018), that use the corpus of
multi-language debates in the European Parliament to show a considerable overlap in the set of features generated
from human-translated documents and those translated using Google Translate.

5The “replied to id” information extracted from the Twitter API allows us to identify the code associated with the
original tweet generated by a user. Whenever the original tweets has been created by the central bank of reference,
we consider this tweet part of a thread and assign the tweet to the topic of the first message. All other replies to other
users are assigned to the Reply to tweets topic.

6 Among the top-20 most liked and retweeted tweets, we also found the one made by the ECB on Valentine’s Day in
2021, a parody of the love poem “Roses are red”: “Roses are red Violets are blue We’ll keep financing conditions
favorable ‘til the crisis is through’. As discussed by Sakari Suoninen, team leader of the European Central Bank’s
(ECB) digital content team, this tweet went viral but his team “also got a lot of criticism for trying to be too light-
hearted” (Choi, 2022).
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To provide a more systematic analysis of which topics are associated with higher public engagement, we regress
the number of retweets received by a tweet on the dummy associated to banknotes-related topics. As mentioned
above, banknotes announcements attract a disproportionally larger number of retweets as compared to tweets
related to all other topics. In addition to the tweets related to banknotes, tweets discussing monetary policy
decisions and operations also attract a larger reaction from Twitter users as compared to all other topics.

Overall, this suggests that the increased use of social media by central banks might represent an effective tool to
communicate monetary policy decisions. Together with the raising popularity of quantitative text analysis
techniques this gave rise to a burgeoning literature that studies the role played by central bank social media
communication.

3. Conclusion

This policy brief discusses central bank communication via Twitter. Traditionally central banks have mainly
communicated with financial markets participants that had a well-defined profile: a professional interest to
follow monetary policy information and the necessary knowledge to understand central bank messages
(Ehrmann and Wabitsch, 2022). But the widespread use of unconventional monetary policy tools in recent years
has called for better explanations of what central banks do and led many central banks to step up their efforts to
communicate to a wider audience, i.e. non-experts. However, communication with non-experts raises a number a
challenges, starting from the fact that audiences are far more segmented and less likely to take interest in
monetary policy announcements.

As such, central banks are increasingly engaging in social media as a regular feature of their communication
policy. Future research can delve deeper into the analysis of high frequency social media content as a tool for
measuring market expectations and the effectiveness of central bank communication. Another avenue for future
research is the role of social media presence by monetary policy committee members who have also significantly
increased their efforts to engage with the wider public.
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