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3 lessons  
we learned  
this quarter
Key Takeaways from  
Q4 2022/2023

1

2

3

REFERRALS 
DRIVE VISITORS

ORGANIC 
GROWTH IS 
SLOWING

MESSAGING 
MATTERS

Our website saw a significant 
increase users acquired through 
referrals, highlighting the 
importance of working with 
external stakeholders.

Organic growth is slowing across 
the industry. We’ll combat this 
by collaborating with influencers 
and media organisations on viral 
competitions in 2023/24.

The CTR on many of our paid 
ads this quarter was above 
industry standard, showing that 
our audience are responding well 
to our messaging.
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Website
Figures compared with Q3 2022/2023

Users

% domestic 
users

Referral Mobile (76.1%)

Tablet (5.93%)

Desktop (17.5%)

Organic Search

0

0
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300020001000

Organic Social

Direct

Paid 

Q3 2022/2023

Domestic Perth Sydney Melbourne Bunbury Mandurah

Q2 2022/2023

International

How did our users find us? What devices are they on?

Where Are our users from?

+162% -36.7%+116%

Average engagement timeViews

7,800

95.4

0m 32s14,062
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Social Media - Facebook

Social Media - Instagram

7326

147,125

247

11,800

35,019

3,316

789

684

2,539

2,318

96

134,867

Total Reach

Total Page Reach

Total Accounts Engaged

Total Post Reach

Total Impressions

Total Page Visits

Total Content Interactions

Total Post Engagements

Total Followers

Total Followers

Total Pieces of Content Shared

Total Paid Reach

+164%

-69.3%

+52.5%

-35.5%

+0.6%-50.3%

-70.5% +128%

-37.9%

-62.2%

+107%

+100%

Figures compared with Q3 2022/2023
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Top performers (Organic) - Facebook
Top Posts by reach Top Posts by reaction Top Posts by shares

Reach	 4,300
Likes & Reactions	 63
Comments	 4
Shares	 14

Reach	 4,300
Likes & Reactions	 63
Comments	 4
Shares	 14

Reach	 4,300
Likes & Reactions	 63
Comments	 4
Shares	 14

Reach	 1,900
Likes & Reactions	 105
Comments	 13
Shares	 5

Reach	 2,300
Likes & Reactions	 10
Comments	 5
Shares	 1

Reach	 1,600
Likes & Reactions	 37
Comments	 11
Shares	 6

Food & Beverage Sampler Food & Beverage Sampler

Food & Beverage Sampler

Honeymoon Hideaway for Winter

Treendale Farm Hotel Family Day 2023 Enduro at the Big Orange
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Top performers (Paid) - Facebook
Top Posts by reach Top Posts by Link Clicks Top Posts by Lowest CPC

Reach	 70,500
Likes & Reactions	 13
Comments	 -
Shares	 -
Link Clicks	 472
CTR	 0.67%
CPC	 $0.64

Reach	 39.300
Likes & Reactions	 60
Comments	 -
Shares	 6
Link Clicks	 712
CTR	 1.81%
CPC	 $0.35

Reach	 39.300
Likes & Reactions	 60
Comments	 -
Shares	 6
Link Clicks	 712
CTR	 1.81%
CPC	 $0.35

Reach	 39.300
Likes & Reactions	 60
Comments	 -
Shares	 6
Link Clicks	 712
CTR	 1.81%
CPC	 $0.35

Reach	 70,500
Likes & Reactions	 13
Comments	 -
Shares	 -
Link Clicks	 472
CTR	 0.67%
CPC	 $0.64

Reach	 15,700
Likes & Reactions	 30
Comments	 -
Shares	 5
Link Clicks	 242
CTR	 1.54%
CPC	 $0.58

Food & Beverage Carousel Ad

Winter School Holidays

Winter School Holidays Winter School Holidays

Food & Beverage Carousel Ad Food & Beverage Homegrown Produce

2023 Ad Benchmarks for Travel & Hospitality
https://www.brafton.com.au/blog/social-media/social-advertising-benchmarks/#facebook CTR (click-through rate) CPC (cost-per-click)0.9% $0.63
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Top Performers - Instagram

Posts

Reels

0 1000 2000 3000 4000

Stories

Content ReachContent Shared

Top Posts (by reach)

Top Reels (by reach)

25 Posts

3 Reels

68 Stories

Reach	 866
Likes	 34
Comments	 -
Shares	 4
Saves	 1

Reach	 1,071
Plays	 1,186
Likes	 48
Comments	 1
Shares	 3
Saves	 2

Reach	 647
Likes	 29
Comments	 1
Shares	 4
Saves	 1

Reach	 710
Plays	 713
Likes	 35
Comments	 -
Shares	 7
Saves	 1

Reach	 355
Plays	 408
Likes	 21
Comments	 -
Shares	 -
Saves	 -

Reach	 632
Likes	 28
Comments	 1
Shares	 4
Saves	 2

Camping in 
Winter

Wildflower  
Ridge Walk

Steak Sandwich 
Finalists

Walking  
in Wonder

Paddling at 
Collie River

Honeymoon 
Hideaway
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Email Marketing - Industry Newsletter
Open rate

+21%+2.6% -43%

Unsubscribe rateClick rate

49% 0.24%11%

Engagement
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Winter Down South
Campaign with Australia’s South West

May to July 2023

What content was put out during the campaign?

The results

Inclusion on 
ASW campaign 
landing page

Campaign 
landing page 

on Harvey 
Region website

Organic 
promotions on 
Harvey Region 
social channels

Carousel 
advertisement 
on ASW social 

channels

Facebook 
post featuring 

PerthNow  
article

Digital banner 
advertising 

on PerthNow 
website

Native article 
on PerthNow 

website

Final campaign results will be included in the Harvey Region Communication Report | Q1 2023/2024.
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Food & Beverage Sampler
Paid social media advertising

April/May 2023

What content was put out during the campaign?
4 x social media advertisements with placements across Facebook, Instagram and Messenger.

Target: People aged 21-60 in Bunbury, Busselton, Mandurah and Perth with interests in food.
Goal: Drive website visitation. Ads linked to Food & Beverage Sampler blog post.

Start Date	 Apr 28 2023
End Date	 May 5 2023
Total Spend	 $139.98

Reach	 17,505
Link Clicks	 208
CTR	 1.19%
CPC	 $0.67

Engagements	 233
Reactions	 15
Saves	 8
Comments	 1
Shares	 1

Start Date	 Apr 28 2023
End Date	 May 5 2023
Total Spend	 $139.98

Reach	 18,791
Link Clicks	 163
CTR	 0.87%
CPC	 $0.86

Engagements	 180
Reactions	 13
Saves	 4
Comments	 -
Shares	 -

Start Date	 Apr 28 2023
End Date	 May 5 2023
Total Spend	 $139.98

Reach	 15,676
Link Clicks	 242
CTR	 1.54%
CPC	 $0.58

Engagements	 284
Reactions	 30
Saves	 5
Comments	 2
Shares	 5

Start Date	 Apr 28 2023
End Date	 May 5 2023
Total Spend	 $139.93

Reach	 18,594
Link Clicks	 218
CTR	 1.17%
CPC	 $0.64

Engagements	 246
Reactions	 24
Saves	 2
Comments	 -
Shares	 2

2023 Ad Benchmarks for Travel & Hospitality
https://www.brafton.com.au/blog/social-media/social-advertising-benchmarks/#facebook CTR (click-through rate) CPC (cost-per-click)0.9% $0.63
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Food & Beverage Sampler
Paid social media advertising

June 2023

What content was put out during the campaign?
1 x carousel advertisement with 
placements across Facebook, 
Instagram and Messenger.

Target: People aged 21-60 in 
Australia with interests in food.
Goal: Drive website visitation.  
Ads linked to Food & Beverage 
Sampler blog post.

Start Date	 Jun 15 2023
End Date	 Jun 30 2023
Total Spend	 $299.88

Reach	 70,512
Link Clicks	 472
CTR	 0.67%
CPC	 $0.64

Engagements	 485
Reactions	 13
Saves	 -
Comments	 -
Shares	 -

2023 Ad Benchmarks for Travel & Hospitality
https://www.brafton.com.au/blog/social-media/social-advertising-benchmarks/#facebook CTR (click-through rate) CPC (cost-per-click)0.9% $0.63

Winter School Holidays
Paid social media advertising

June/July 2023

What content was put out during the campaign?
1 x video social media advertisement with placements across Facebook, Instagram and 
Messenger.

Target: Parents aged 25-54 in Bunbury, Mandurah and Perth with interests in family and travel.
Goal: Drive website visitation. Ads linked to Winter School Holidays blog post.

Messaging was amplified with organic social media posts across Facebook and Instagram.

Final campaign results will be included in the Harvey Region Communication Report | Q1 2023/2024.


