


FY 23-24 Theme:

A year of continuous Improvement



For the third year in a row, we hit over
1 million+ in all of our disciplines.

1,000,000+



Sent to 3.2 million recipients REACH
with over a million opens and
H1DR reached a record with more a steady CTR.
than 1.39M sessions and 1.15M

users. Sessions were up 31% and
Users were up 34%, Y/Y (22/23 9.6% Y/Y.

B 1,000,000+

RECIPIENTS SEO ORGANIC
WEBSITE SESSIONS

Impressions reached more than
15.2 million, with page views
reaching more than 4.8 million, up

showcasing continuous improvement

PAID MEDIA in ALL areas. SOCIAL MEDIA
IMPRESSIONS IMPRESSIONS
64 million impressions, 1.3 Instagram and Facebook
million clicks and 4.1 million combined had nearly 31 million
SEM (GOOGLE SEARCH)

engagements. Impressions, 1 million

engagements, and 2.2 million

14.9 million Impressions with half  video views.

a million clicks, generating the
highest CTR at 3.68%.

IMPRESSIONS



Continuous Improvement - Paid Media



LFA Program

We have expanded our LFA media to include Facebook and

Instagram via LATimes and the use of Native Stories and
emails via SFGate.

Looking ahead: CBID will offer LA Times Handshake ad to
LFA's.
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€D cucs
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@ COST PER CLICK



VIDEO ASSETS @

Over 170 video assets have been added to

the library, which Is a huge value to H1RT and
all the LFAs.

38 content pages and 10 blogs added to the
website.

214 articles to date, 14 visiting journalists,
and 147 direct links to H1RT.com.




Main Social Channels

O

All messaging. All messaging.
Social video Stills and link
distribution. distribution.

This year has been a mix of significant achievements
and valuable learning opportunities for our main
social platforms. We saw growth in followers,
impressions, and video views - demonstrating the
strength of our content strategy.

As we |look towards the Highway 1 Road Trip
rebrand, we are excited to refine our strategy and
continue building on our successes to enhance our
social presence and deepen our connection with our
audience.

Supporting Platforms

Content hub for Vertical aligned
video assets and content for
campaigns. exploration.

YouTube: This fiscal year has been highly successful
for our YouTube channel, with significant increases in
both views and watch time. These impressive gains
are likely due to the ad spend within the platform.

Pinterest: This year on Pinterest has brought
significant changes, particularly with a noticeable
pullback in paid efforts. We saw declines In
engagement, Impressions, and audience. This was
largely due to the pullback of paid media spend.







Content & Social

Strategy









Where we started....

The road ahead...









