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In July, we continued to engage with the community and publish posts on each platform in a consistent manner. 

Our engagement rate did not change compared to the previous month, and post link clicks have decreased by 
33.3%. The total Engagement Rate Per Impression hit 1.5%, a decrease of 26.9%. As mentioned from our June 
report, we suggest that Twitter may not be an effective platform to use anymore. Although Twitter is a platform that 
our target audience is still on, Twitter is actively changing as recent changes have been made of its name and 
logo, which is now ”X”. It will become increasingly difficult to get our content in front of our followers and new 
people as more changes begin to be made and may lose the interest of its users.

Throughout August, we will continue to focus on consistent content using relevant hashtags across platforms and 
utilize more family-oriented photos with an emotional appeal. As mentioned from the June report, we plan to 
continue our current strategy of engaging with the community through keywords and hashtags. In August, we will 
also continue to diversify our content by adding more short video content and popular hashtags. Overall, Twitter 
and Facebook should continue to increase at high rates as we continue our role as storytellers, despite the 
obstacles of changing social trends.

JULY  SUMMARY
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TWITTER PERFORMANCE STATS

May June July

MOM MOM MOM

Total Fans 25 25 25

Total Fans (%) 4.2% 0% 0.3%

New Followers 1 0 0

Total Published Posts 14 14 15

Engagements 5 8 4

Avg. Engagement Per 
Impression 1.6% 3.1% 2%

Organic Impressions 332 262 203

Twitter Takeaways

→ Although we maintained the same number 
of followers as compared to the previous 
month, the percentage of total fans has 
increased to 0.3%.

→ Looking at the top posts, they were 
informative and contained captions with 
emotional appeal. This shows that making 
an emotional connection in our posts is 
effective for driving engagement.

→ We aim to continue using captions that 
make emotional connections with our 
audience and implement more short videos 
within the posts to increase engagement. 
We will also use trending hashtags to 
increase brand awareness.
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TWITTER TOP POSTS
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FACEBOOK PERFORMANCE STATS

May June July

MOM MOM MOM

Total Fans 567 567 605

New Followers 5 0 2

Total Published 
Posts 14 13 20

Engagements 4 5 9

Avg. Engagement 
Per Impression 1% 1.4% 1.4%

Organic 
Impressions 404 359 646

Facebook Takeaways

→ Our total number of followers has increased 
drastically which shows great improvement 
compared to previous months. We aim to 
continue using relevant keywords and 
hashtags to keep up this level of 
engagement.

→ Although the percentage for Average 
Engagement Per Impression hasn’t 
changed, our organic impressions have 
improved compared to last month.

→ Our top posts included pictures of families 
and informative captions that contain 
emotional appeal. We aim to continue the 
use of emotional appeal in our posts and 
use more CTAs to drive more engagement.
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FACEBOOK TOP POSTS
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Thank You


