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APRIL SUMMARY

In April, we continued to engage with the community and publish posts on each platform in a consistent manner. As
a result,our totalaudience mcreased by .5% and our organic impressions grew by 7.6% more than the following
month. By mcorporating relevant keywords and hashtags as wellas increasing published posts,Facebook
reflected a significant growth pattern. Throughout May we willcontinue to focus on consistent content across
platforms where impact amount our audiences are being made. As a result of our KPI's we suggesta gradualpivot
away from Twitter. Even though our target audience is still on Twitter, Twitter's algorithm has become increasingly
complex due to allthe changes,and it can be difficult to get your content in front of the right people.

We plan to continue our current strategy of engaging with the community through keywords and hashtags.nh May
we willincorporate stronger CTAs and add more video content in order to diversify our overallcontent. By doing
this, we allow Twitter to resume a steady growth of followers with engaging content like videos because they can
be an effective medum for telling a story and conveying complexideas or emotions and are highly shareable,
which can help extend the reach of your content beyond your immediate followers.
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Twitter Takeaways

- Although, our overall statistics dipped slightly,
we did not lose any followers. We also
remained consistent with a cadence of 11-14
published posts per month.

- Raising our publishing frequency and using
relevant keywords and hashtags has proved
to be effective in keeping our followers.
Therefore, we will continue with this method
and aim to continue the pattern of gaining
at least 1 new follower per month.

- Due to lessened engagement on this platform,
perhaps it would be beneficial to pivot energies
into a different platform that will increase
engagement and brand awareness.



TWITTER TOP POSTS

A new season means new beginnings! Take The financial impact of COVID-19 can be The pandemic may have impacted your

charge of your finances and find out if you difficult to navigate, but mortgage relief may finances, but you have the power to take

qualify age relief. Visit... be within reach. The Nevada Homeowner...
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FACEBOOK PERFORMANCE STATS
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February

MOM
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Facebook Takeaways
- Our number of followers increased by 0.5%,

which increased our overall engagement.
We plan to continue to use relevant
keywords and hashtags to keep up this level
of engagement. However, group images
were also included in our top posts for the
mo|r|1th, so we plan to utilize this method as
well.

While our percentage of average engagement
rate per impression did not increase as much
as the previous month, we were successful in
increasing the number of organic impressions.

We increased our cadence to 16 posts this
month, which proved to be successful in
increasing statistics; however, it would be
beneficial to incorporate video posts and more
CTAs in order to create more of a steady
follower growth.



FACEBOOK TOP POSTS
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