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SEO RESULTS

In May we have seen a 41% decrease in the number of visits from the organic channel. Last year we saw 6, 813 visits from the
organic channel vs this year which had 4, 041 visits.

We did see a 670% increase in the number of conversions generated by the organic channel this month in comparison to the
previous year. This month we had 32.57 rate while last year was 4.23%.

Our conversations from organic have also increased 357% in comparison to last year during the same period which was 174%

We have seen an improvement in the number of non-branded visits to the site originating from the organic channel. Last month
we had 331 non-branded visits & this month we had 477 non-branded visits. This is an indicator that the site is getting indexed for
more non-branded keywords month on month and that the site's authority is improving in Google's eyes.

Beyond direct conversions from the first visit to a site, the organic channel can be an important step in users converting on the
site from multiple visits. These are referred to as 'assisted conversions'. This month, the organic channel saw an increase of 222%
in the number of assisted conversions compared to the same period last year. For the same period last year, the organic channel
assisted in 105 conversions & this period that has just finished, the channel assisted with 338 conversions.

In terms of keyword wins, we have seen some great uplifts on the priority keywords for the campaign this month. We moved from
position 5 to position 4 for 'schoolies 2020', from position 18 to position 16 for 'schoolies week' & from position 38 to position 31
for 'japan ski trip'.



ANALYTICS
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SOCIAL
RESULTS

FB:
We spent $1, 175 in total across FB & Instagram
$590 for FB in the month of MAY

- The total reach for the month of MAY was 92, 193 vs previous year which was 186, 665
- The total impressions for the month of MAY was 849, 987 vs previous year which was 341, 819

- Cost Per Conversion $3 per link clicks.

Instagram:
We spent $628 on Instagram in the month of MAY

- Our instagram engagement has been declining on average likes from 300 to roughly 150. Our followers are sitting at 13.7k and we
are hoping to see this increase to 20k by end of 2019. However, our reach is strong at 505, 444 and impressions 560, 348,

- Cost Per Conversion on average is 1.10 cents per link clicks
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Date: May 2nd 2019 - May 9 2019
Spend: $1000
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