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In April, we continued to engage with the community and publish posts on each platform in a consistent manner. As 
a result, our total audience  increased by .5% and our organic  impres s ions  grew by 7.6% more  than the  following 
month.  By incorporating re levant keywords  and hashtags  as  well as  increas ing published pos ts , Facebook 
reflec ted a s ignificant growth patte rn. Throughout May we will continue  to focus  on cons is tent content acros s  
platforms  where  impact amount our audiences  are  be ing made . As  a result of our KPI’s  we sugges t a gradual pivot 
away from Twitte r. Even though our targe t audience  is  s till on Twitte r, Twitte r's  algorithm has  become increas ingly 
complex due  to all the  changes , and it can be  difficult to ge t your content in front of the  right people .

We plan to continue  our current s trategy of engaging with the  community through keywords  and hashtags . In May 
we will incorporate  s tronger CTAs  and add more  video content in order to divers ify our overall content. By doing 
this , we  allow Twitte r to resume a s teady growth of followers  with engaging content like  videos  because  they can 
be  an e ffec tive  medium for te lling a s tory and conveying complex ideas  or emotions  and are  highly shareable , 
which can he lp extend the  reach of your content beyond your immediate  followers . 

APRIL  SUMMARY

584
T O T A L S O C IA L 

M E D IA  A U D IE N C E

707
T O T A L O R G A N IC  

IM P R E S S IO N S

17
T O T A L 

E N G A G E M E N T S

NAHAC – April 2023
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TWITTER PERFORMANCE STATS

February March April

MOM MOM MOM

Total Fans 23 24 24

Total Fans  (%) 4.5% 4.3% 0%

Ne w Followe rs 1 1 0

Total Publis he d Pos ts 11 14 14

Engage me nts 3 7 1

Avg. Engage me nt Pe r 
Impre s s ion 3.6% 2.1% 0.6%

Organic  Impre s s ions 83 337 158

NAHAC – April 2023

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. 
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TWITTER TOP POSTS

NAHAC – April 2023
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FACEBOOK PERFORMANCE STATS

Fe bruary March April

MOM MOM MOM

Total Fans 556 557 560

Ne w Followe rs 3 1 3

Total Publis he d 
Pos ts 13 15 16

Engage me nts 8 20 16

Avg. Engage me nt 
Pe r Impre s s ion 1.2% 6.3% 2.9%

Organic  
Impre s s ions 667 320 549

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 
month, 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.  
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FACEBOOK TOP POSTS

NAHAC – April 2023
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Thank You
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