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Introduction:

The objective of this KPI report is to demonstrate how well | have performed my duties as a Web Designer | Digital
Experience Specialist at Veenak Veterinary Supplies. My primary responsibility has been to increase website
awareness, encourage user engagement, and optimize search engine visibility through SEO. This report will assess
my performance by tracking KPls and key metrics that align with these goals, ensuring that my contributions reflect
positively on the company's overall business objectives.

o Timeframe of the Analysis (July 2023 to September 2024)

Website Performance KPIs:

1. GTmetrix Results:

Latest Performance Report for:
https:/www.vetordering.com/

Veenak

Vaterinary Supplies Report generated: Fn, Oct 4, 2024 5:54 AM -0700
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From the GTmetrix report for https://www.vetordering.com, here are the key performance metrics:
*  GTmetrix Grade: A
o0 Performance Score: 99%
0 Structure Score: 90%

*  Web Vitals:
o Largest Contentful Paint (LCP): 775ms (Good — Well under the 2.5s target)
o Total Blocking Time (TBT): 99ms (Good — Target is less than 150ms)
0 Cumulative Layout Shift (CLS): 0.01 (Excellent — Target is below 0.1)

* Page Speed Metrics:
o First Contentful Paint (FCP): 232ms (Very good — Anything under 900ms is excellent)
o Time to Interactive (TTI): 1.7s (Good — Goal is under 2.5s)
0 Speed Index: 553ms (Good — Ideal range is below 1.3s)

* Additional Browser Timings:
o Time to First Byte (TTFB): 102ms (Fast — Anything below 500ms is good)
0 Fully Loaded Time: 6.3s (This can be improved, aiming for around 3s or less)

* Top Issues:
o Explicit width and height on images: 4 images found without specified dimensions, which could
cause layout shifts.
0 Static asset caching: Potential improvements in caching efficiency to reduce server requests.
o0 DOM size: The document has 920 elements, which could be optimized for faster rendering.
0 Cache restoration: Consider optimizing for faster cache loading in the browser.
0 Preconnect to required origins: Could save 175ms by preconnecting to critical resources.

Analysis:

The GTmetrix performance for Veenak Veterinary Supplies' website is excellent overall. The key metrics such as
Largest Contentful Paint, Total Blocking Time, and Cumulative Layout Shift are all well within optimal ranges,
contributing to a fast and stable user experience.

2. PageSpeed Insights Results:

Based on the PageSpeed Insights report for https://www.vetordering.com, here's an analysis of the key
performance metrics for the desktop version of the website:

* Overall Performance Score: 85 (Good — but can be improved to hit 90+)
o0 This score is calculated based on various factors, including loading time, interactivity, and visual
stability.

* Core Web Vitals Assessment: Passed
o0 Largest Contentful Paint (LCP): 1.7s (Good — Ideal is below 2.5s)
o Interaction to Next Paint (INP): 68ms (Excellent — Well within acceptable limits)

0 Cumulative Layout Shift (CLS): 0.01 (Excellent — Target is below 0.1)

*  Other Key Metrics:
o First Contentful Paint (FCP): 0.7s (Excellent — Anything under 1s is great)
Time to First Byte (TTFB): 0.4s (Very Good — Target is under 0.8s)
Total Blocking Time (TBT): 220ms (Needs improvement — Aim for below 150ms)
Speed Index: 1.3s (Good — Target is below 1.3s)

O O O

* Detailed Observations:
o Largest Contentful Paint: While the LCP of 1.7s is considered good, it can still be improved slightly for

a smoother experience.
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PageSpeed Insights
Report from Oct 4, 2024, 2:10:50PM
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o Total Blocking Time: 220ms suggests thatsome scripts or resources are taking too long to load,
causing a slight delay in interactivity.

0 First Contentful Paint and Time to First Byteare excellent, indicating that the initial rendering of
content is fast.

*  Accessibility: 93
0 This score reflects how accessible the content is to users, including those with disabilities. A score of
93 is excellent but could still benefit from minor improvements.

* Best Practices: 74

0 This lower score is likely due to minor security or development best practice issues, such as using
outdated libraries or serving resources insecurely.

* SEO:100

0 The SEO score of 100 indicates that the website is very well optimized for search engines, following
the latest best practices to ensure high rankings.

Strengths Analysis:

* Fast Initial Load Times: With an FCP of 0.7s and TTFB of 0.4s, the website loads its initial content very
quickly, which is crucial for a positive user experience.

* Excellent Core Web Vitals: The Cumulative Layout Shift and Interaction to Next Paint are well within
optimal ranges, contributing to a visually stable and responsive website.



= SEO Optimization: The website is performing at its best in terms of SEO, scoring a perfect 100, which will
help maintain and improve organic rankings.

3. Ubersuggest Results:
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Based on the Ubersuggest data provided for https://www.vetordering.com, here’s an analysis of the key metrics:

Rank Tracking Results:

* Tracked Keywords: 40 keywords tracked for vetordering.com
o Keywords Moved Up: 40 keywords saw a position increase
o Keywords Moved Down: 14 keywords experienced a drop

o Keywords Unchanged: 40 keywords remained stable

* Average Position: Improved from 22 to 21.92 (A slight improvement, but still close to the previous ranking)

*  Top Ranking Keywords:
0 The website ranks #1 for keywords like:
" "vetordering"
"veenak veterinary"
"vet order"
"veterinary ordering"

0 The overall ranking positions are solid, with multiple #1 rankings and an average improvement
across several keywords.

* Keyword Categories:
o0 Top 3 Rankings: 14 keywords
o0 Top 10 Rankings: 6 keywords
o0 Top 100 Rankings: 40 keywords
0 The majority of the keywords rank in the top 100, with a significant presence in the top 3 positions.
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Site Audit Results:

*  On-Page SEO Score: 99 (Excellent)
0 This indicates that the on-page SEO practices are very strong, with optimal use of meta tags, alt
texts, content optimization, and headers.

* Organic Monthly Traffic: 6,695
0 This traffic is an excellent metric for a niche like veterinary supplies, showing consistent organic
search visibility.

* Organic Keywords: 99
0 The website ranks for 99 organic keywords, demonstrating a broad keyword presence that
contributes to organic traffic.

* Backlinks: 735
0 A strong backlink profile contributes to the website's overall domain authority, ensuring that it
maintains a high-ranking on-search engines.

Site Speed:

* Load Time: 2.07 seconds (Great)
0 The website's load time is below the recommended 2.5 seconds, contributing positively to SEO and
user experience.

* Interactivity: 390ms (Needs Improvement)
0 This could be further optimized. The target is typically under 200ms, so improving how quickly the
website responds to user actions (like clicks or interactions) will benefit the overall experience.

*  Visual Stability: 0.01 (Great)
0 Cumulative Layout Shift (CLS) is minimal, ensuring the page doesn't shift or move unexpectedly
during loading, which contributes to a stable and professional appearance.

Strengths Analysis:

* Strong SEO Performance: The on-page SEO score of 99, combined with 735 backlinks, indicates that the
website is well-optimized for search engines. This, along with ranking in the top 3 positions for multiple high-
value keywords, has contributed to a steady stream of organic traffic at 6,695 visitors/month.

* Excellent Keyword Rankings: Ranking #1 for multiple critical keywords related to veterinary supplies
positions vetordering.com as a leader in the niche. With a large portion of keywords in the top 3 and 10, this
shows a strong SEO strategy that captures targeted search queries.

« Good Load Time and Visual Stability: A load time of 2.07 seconds and a CLS score of 0.01 means the website
performs well in terms of speed and user experience.



Website Traffic
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As the primary indicator of how well we are driving visitors to the Veenak Veterinary Supplies website, website
traffic is a crucial KPI to measure awareness and interest.

* Total Website Traffic: Over the reporting period, the website has seen [insert number] visitors, representing
an increase in website traffic.
0 New vs. Returning Visitors: 102.3%, which shows an increase in awareness, and 14.74%, which
indicates loyalty and engagement.

* Bounce Rate: The bounce rate stands at 47.38%, which is lower] than the target of 50%. A lower bounce rate
signifies better engagement with the website content, indicating that visitors are finding relevant
information.

* Traffic Sources:

0 Organic Search Traffic: Organic traffic amounted to 116,663, demonstrating the effectiveness of SEO
strategies in bringing users through search engines.

o Direct Traffic: Direct visits totalled 57,732, reflecting Veenak's growing brand recognition.

O Referral Traffic: Traffic from referral sources stood at 7,493, driven by external partnerships and
backlinks from reputable websites.

Content Reach

This section evaluates the visibility of content across the website and digital channels, crucial for spreading
awareness and driving qualified traffic.

* Organic Keyword Rankings: Over the reporting period, the website ranked in the top 14 positions for high-
value keywords such as "veterinary supplies UK" and "human medicines for animals." This reflects an overall
increase in SEO visibility.

* Pageviews for Key Content: Pages like New Product Category Page received an increased view. Notably, the
Blog page saw an increase of 13%, indicating growing interest in our service.

* Social Media Reach: Posts shared on platforms such as Facebook reached a total of 51,800 impressions. This
is a 62.3% increase compared to the previous reporting period, reflecting Veenak's improved online
presence.



- Paid Campaign Impressions: Through Google Ads and social media ads, our campaigns reached 489,752
potential customers (305,461 impressions from Google Ads and 184,291 from Microsoft Ads). The cost per
impression (CPI) was kept at a reasonable £0.0056 (Google Ads) and £0.0062 (Microsoft Ads), ensuring
efficient budget use.

User Engagement

Real visitor experience
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Engaging users once they land on the website is critical to converting visitors into leads or customers. This section
highlights how well the website and digital channels encourage user interaction.

* Average Session Duration: The average time spent per session was 14 seconds, which is a positive indication
of user interaction with the website content.

* Pages per Session: On average, users visited 0.68 pages per session. The goal was to keep this above 1 page
to encourage deeper exploration of Veenak's offerings. This indicates an opportunity for improvement to
increase session depth.

* Conversion Rate: The website’s overall conversion rate was 2.24% across Microsoft Ads, and 9.06% from
Google Ads. Key actions such as contact form submissions and page views were the most significant
conversions. This resulted in 171 leads from form submissions and 1,355 page views during the reporting
period.

* Social Media Engagement Rate: Across our social media platforms, the engagement rate averaged 6.95%.
High-performing posts related to the Veenak Website Awareness campaign and the Petrackr Promo drove
the most interactions, likes, and shares.



*  Click-Through Rate (CTR) on Email Campaigns: The email marketing campaigns had an average open rate of
67.32% and a click-through rate (CTR) of 18.3% (as seen in the LVS Thank You Campaign), contributing to
direct traffic and conversions on the website.

Alignment with Veenak’s Business Goals:

The success of these digital efforts directly contributes to Veenak Veterinary Supplies' overall business goals,

particularly by:

* Increasing Brand Awareness: The increase in organic search traffic, social media impressions, and
engagement with content demonstrates a growing awareness of Veenak as a trusted provider of veterinary

supplies

* Encouraging User Engagement: Improvements in average session duration and reduced bounce rate show
that users are engaging more deeply with the content, increasing the likelihood of conversion.

* Driving Conversions: By focusing on optimizing user journeys and improving SEO rankings, we have
successfully generated [insert number] leads and conversions, furthering the company’s growth objectives.

Digital Marketing Performance KPIs:

Search Engine Optimization (SEO) KPlIs:

Google Analytic

S

Based on the provided Google Analytics data, | will break down the key insights into several important areas for SEO
and digital marketing performance, focusing on traffic acquisition, user engagement, and platform performance.
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Key Metrics Overview:

*  Active Users: 148,000 (July 2023 to September 2024)

0}
0}

New Users: 151,000

Engaged Users: Engagement rate at 47.78%




«  Traffic Acquisition Overview:
0 Organic Search Sessions: 116,663 sessions from organic search, indicating that SEO efforts are
generating a substantial portion of traffic.
o Direct Traffic: 57,732 direct sessions.
Paid Search: 22,970 sessions from paid search.
o Referral Traffic: 7,493 sessions.

o

«  Top Channels:
0 Organic Search remains the dominant channel, contributing 55.7% of the overall sessions.
o Direct Traffic accounts for 27.6% of the sessions, reflecting a strong brand presence.
0 Paid Search accounts for 10.9% of the traffic.

« Top Performing Organic Keywords:
o Top Keywords: "veenak", "veenak veterinary", "veenak vet" generate the majority of clicks.
0 Organic Google Search Clicks: 84,824 clicks from organic search, with a 11.23% click-through rate
from Google.
o0 Average Organic Search Position: 4.17 (a solid ranking across relevant search terms).

« Landing Page Performance:
o Top Landing Page: The homepage "/", which generated 80,795 clicks and 750,508 organic
impressions.
0 Other key pages include /contact, /new-products, and /about pages, each driving significant traffic.

User Acquisition & Engagement:

* User Acquisition:
o Organic Search remains the largest acquisition source with 79,420 users and 12,404 returning users.
o Direct Traffic follows closely, with 44,002 new users and 7,176 returning users.
o Paid Search brings in 17,888 new users, reflecting a solid impact from paid campaigns.

* User Engagement:
0 Average Engagement Time: 14 seconds per active user.
0 Engaged Sessions: 100,076 engaged sessions, showing that nearly half of users are interacting
meaningfully with the website.




* Key Events:
o Top Events: The most engaged events include pageview (302,000), click (162,000), and session start
(208,000).
0 The contact page and new products sections are among the top destinations for engaged sessions.

Platform Performance:

* Device Category:
o Desktop users account for 91.1% of total users,
with 8.3% from mobile, and 0.6% from tablet.
0 Browser Usage: The majority of users’ access
the site via Edge (46.9%), followed by Chrome (45.3%).

* Geographical Distribution:
0 United Kingdom contributes the highest
number of active users (141,000), followed
by the United States (2,300).

91.1% 8.3% 0.6%

Active users~ by an:tumw @ -

COUNTRY ACTIVE USERS

United Kingdom 141K

United States 23K
France a8
India 210

Hetherlands 181

Pakistan

China 165

Strengths Analysis:

1. SEO Performance: Organic search is a major driver of traffic, contributing more than 50% of sessions and

leading the acquisition channels. The website maintains an excellent average search position (around 4),
with strong rankings for important keywords like "veenak veterinary."

2. User Engagement: Nearly half of users are engaging with the content for meaningful amounts of time,
especially on high-priority pages such as the contact and product pages.

3. Geographical Reach: The site successfully targets the UK market, with significant traffic from other
countries, suggesting room for global growth.



Search Engine Optimization (SEO) KPlIs:
Google Ads Campaigns
Based on the provided Google Ads data for Veenak Veterinary Supplies, here’s a detailed breakdown of the

campaign performance:

4. Google Ads A\, Veensk Vererinay Spsies - Jul 10,2023 - Sep 30, 2024

Overview

Click Through Rate & Impressions Conversion Rate & Cost Cost Per Click
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Key Metrics Overview:

* Impressions: 305K total impressions generated across campaigns.

*  Clicks: 21.2K clicks were recorded.

* Conversion Rate: 13.30%, indicating how effective ads were in leading to conversions.

*  Click-Through Rate (CTR): 6.95%, which shows the percentage of people who clicked on ads after viewing
them.

Campaign Performance:

1. Veenak Website Awareness Campaign:

o Impressions: 201,306

Clicks: 18,241 clicks with a 9.06% CTR.

Conversion Rate: 12.81% — Strong performance, converting clicks into actions.
Average CPC: £0.11, which reflects efficient ad spending.

Total Conversions: 2,352 with a conversion cost of £0.85.

O O O O



2. Website Traffic (Search-01): ih Campaigns

0 Impressions: 23,069
0 Clicks: 1,620 clicks, 7.02% CTR.

Summary of how your campaigns are performin
’ ¥ paig F <]

o Conversion Rate: 8.52%, with conversion cost Cost - Impressions ~  Clicks
at £1.05. @ Veenak Website £2,012.29 201,823 18,286
o0 Total Conversions: 514, showing consistent,
though more costly, traffic generation. @ Viebsite traffic-Sear £475.95 1,620
L J £144 38 12922 B
3. Performance Max Campaigns (5-FIVE and 1):
o Performance Max-5-FIVE: 12,922 impressions ® performance Max £84.25 12,605
and 533 clicks, leading to 3.73% CTR and @ Awareness on — &3

18.06% interaction rate.
o Performance Max-1: Generated 12,605 All campaigns
impressions, 488 clicks with £0.17 CPC.

4. Awareness on Consumables Campaign:

o0 Impressions: 55,559, with 476 clicks and a CTR of 0.86%.
0 Average CPC: £0.15, suggesting low-cost traffic but with a relatively lower CTR.

Conversion Actions:

* Page Views:
o Page views (pageview event) generated 1,517 conversions, reflecting high engagement with website
pages.
0 Other Page Views (like new products) contributed 537 conversions, with a conversion value of
£4,073.

* Contact Conversions:
o Contacting events through the contact page led to 995 conversions.
o0 Phone Calls from ads brought in 11 calls, with a conversion value of £108.

Keyword Performance: o, Seatch keywords © Add keyword
0 Top Performing Keywords: Summary of how your keywaords are performing
0 "Veenak" generated the highest number Cost v Cicks  w CIR -
of clicks (8,994) with £542.91 spent, and ® veens - o —
a 75.08% CTR.
o "Vet" generated 3,266 clicks at £358.83 ® £360.37 3273 18.61%

cost, with 18.71% CTR.
o "Pet Medications" attracted 1,290 clicks,

£317 spent, and a 5.07% CTR. ® et yeer £76.61 1,044 70.64%
o "Vet Veenak" and "Dog Medicine" had

lower conversion rates but contributed traffic.

® et medication: £318.10 1,295 5.07%

Strengths Analysis:

1. Strong Awareness Campaign: The Veenak Website Awareness Campaign shows strong performance, with

high impressions and CTR, as well as an excellent conversion cost of £0.85. This is an efficient way to boost
visibility and conversions at a lower cost.

2. High CTR for Specific Keywords: The CTR of 75.08% for the keyword “Veenak” demonstrates brand strength,
showing that users searching for this term are highly likely to click through to the website.

3. Cost-Effective Campaigns: The overall cost per click (CPC) across campaigns is low, especially for the Veenak
Website Awareness Campaign, which achieved an average of £0.11 per click.



Search Engine Optimization (SEO) KPIs:

Microsoft Ads

Based on the Microsoft Ads data for Veenak Veterinary Supplies, | will provide an analysis of the key performance

metrics and offer insights into the ad campaigns run on the platform.

Overview

Performance Campaigns. Top changes: Campaigns Algrarges
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Key Metrics Overview:
* Total Impressions: 184,291 total impressions across campaigns.
* Total Clicks: 4,132 clicks generated.
*  Click-Through Rate (CTR): 2.24% (Average across campaigns).
*  Average Cost per Click (CPC): £0.13, which indicates efficient ad spending overall.
Campaign Performance:
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1. Veenak Search Campaign (Primary):
o0 Impressions: 157,756
Clicks: 3,799
CTR: 2.41% (Above average, reflecting successful targeting).
Average CPC: £0.13, reflecting cost-effective performance.

O O O O

2. Veenak Veterinary Supplies Campaign:
o Impressions: 23,059
Clicks: 321

o
o CTR: 1.39% (Slightly below average, potential for optimization).
o

Spend: £500.45, showing a strong return on investment for the budget allocated.

Average CPC: £1.96, which is notably higher, indicating the need to optimize for lower costs.

3. PerformanceMax-Campaign (Cross-Network):

0 Impressions: 116
0 Clicks: 3

o CTR: 2.59% with a £0.13 CPC. This small sample suggests reasonable performance for cross-network

exposure.




Keywords

Keyword +~ Conwrate s Abs. top impr. rate Top impr. rata s
& yeterinary equipment ssle 1,500,005 40.00% 40.00%
® e pracices 600.005: 15.20% 44.38%
® [veensk veternary supplies] 400,005 100.00% 100.005%
® znimal veterinany suppliss A00.005% 23.68% 26.24%
® =nuine vt supplies 66.675% 1277% 28.75%

View all keywords

Conversion Tracking:

Page Views:

(0]

Conversion tracking shows +1,154 page views from the ads, which indicates that users are landing on
key pages and exploring the website.

Form Submissions:

(0]

There were 168 form submissions, showing users are also taking actionable steps beyond just
viewing the page, which is important for lead generation.

Keywords Performance:

Top Keywords:
1. Veterinary equipment sale:

2.

Impressions: 1,500,000+
CTR: 3.12%, which is strong, indicating high relevance and engagement from users.
Veterinary supplies:

Impressions: 108,000 with a 2.02% CTR and notable engagement.

3. Pet medications:

Impressions: 1,200,000+
CTR: 2.03% — This keyword also drives a significant portion of traffic.

4. Quail supplies and Veterinary wholesalers:

" CTRsof 2.01% and 0.63% respectively.

Search Lost IS (Budget) by Device Online Revenue Lost (Budget) by Device

@ computers
@ mobile devices with full
browsers

@ computers
@ mohile devices with full

@ tablets with full browsers @ tablets with full browsers




Competition Abs. top of page rate
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Competitor Analysis:
* The comparison with competitors like Animed Direct, Pet Supplies Online, and Pets at Home shows a
competitive absolute top of page rate, with Veenak Veterinary Supplies holding a 65.55% impression rate on

average.

Strengths Analysis:

1. Efficient Cost per Click: The £0.13 CPC for the Search Campaign demonstrates an efficient use of budget,
allowing for more clicks at a lower cost.

2. High Impressions and CTR: The Search Campaign for Veenak Veterinary Supplies is driving strong
impressions and maintaining a high CTR of 2.41%, which reflects strong ad relevance and user engagement.

3. Keyword Performance: The high-volume keywords, particularly “veterinary equipment sale” and “pet
medications”, are generating high traffic with above-average CTRs, ensuring visibility in key areas.
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Social Media KPIs:
Facebook Ads

Based on the provided data from Facebook Ads (Meta Business Suite) for Veenak Veterinary Supplies, here's a
detailed analysis of the social media performance.

Overview Faiebiaal

Performance Daily Cumulative

Reach © Content interactions € Followers @ Link clicks @

91.8K +esc | 204 + ax 600 + 100%

2K
Reach breakdown
& Total
51,800 7 ez3x
2K
From organic
L. 556 7 2.4¢%
l From ads
) Aug 20 Mov 28 far 7 Jun 15 Sep 33 51,118 © 100

Key Metrics Overview:

* Total Reach: 51,800 users (July 1, 2023 — October 4, 2024)
o Organic Reach: 556 (representing 2.43% of total reach)
0 Ad Reach: 51,118 (representing 100% of paid campaign reach)

* Content Interactions: 204 interactions (+6.7% compared to previous period)
Link Clicks: 600 total clicks from ads
* Total Followers: 179, showing steady organic growth alongside ad performance.

Ad Campaign Performance:

1. Website Visitors Campaign (Aug 23):
0 Reach: 3,997
Results: 3 Landing Page Views
Amount Spent: £39.98 (Spent at £1.00 per day)
Cost per Result: £13.32 per landing page view, indicating a relatively high cost per action.

O O O

2. Leads Campaign (May 28):

Reach: 2,920

Results: 7 On-Facebook Leads

Amount Spent: £39.97 (Spent at £1.00 per day)

Cost per Lead: £5.71 per lead, a more cost-effective campaign for generating leads.

O O O O



3. Leads Campaign (May 13):
0 Reach: 3,961
0 Results: 16 On-Facebook Leads
0 Amount Spent: £49.94
0 Cost per Lead: £3.12 per lead, the most efficient campaign in terms of cost per lead.
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4. Boosted Facebook Post (April 16) - Video Views:

0 Reach: 4,876

0 Results: 6,863 ThruPlays (views lasting over 15 seconds)

o Amount Spent: £20.00

o Cost per ThruPlay: £0.003, making this campaign highly cost-effective for video views.

5. Post Engagement Campaign (Feb 16):

0 Reach:1,534

0 Results: 221 Post Engagements

0 Amount Spent: £19.99

0 Cost per Engagement: £0.09, which is within an acceptable range for engagement-focused
campaigns.

6. Website Visitors Campaign (Nov 14):

0 Reach: 2,063

0 Results: 2 Landing Page Views

0 Amount Spent: £19.98

0 Cost per Result: £9.99 per landing page view, suggesting room for optimization.

Audience Insights:

* Post Engagement by Category: 14.4K engagements, with post engagement data segmented by category.
* Gender & Age Insights: Data not yet available (requires more than 100 likes on the page for detailed
segmentation).



Ad Summary (Recent Performance):
* Reach inthe last 60 days: 3,997
* Impressions: 7,337
* Post Engagements: 1,339
* Link Clicks: 43

Advertising summary © _ ” -
Last 90 days: Jul 9, 2024 - 0ct 6, 2024 w
503220995339363 spent £39.95 on 1 ad in the last 9 days. 2 ol 6

=
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N\ f I - g

See more Ses more Seemore
Impressions O Page engagements @ Views @
1,537 1 00 1,339+ 100% 9,456+ 100%
See more See more Seemore
Strengths Analysis:

1. High Video Engagement: The Video Views Campaign from April generated 6,863 ThruPlays with a very low

cost per view (£0.003). This is an extremely cost-efficient method of promoting content, and video should
remain a focus for future campaigns.

2. Cost-Effective Lead Generation: The Leads Campaign from May 13 had a cost per lead of £3.12, which is

excellent for generating leads through Facebook. Repeating or refining this campaign type could further
optimize lead generation.

3. Steady Organic Growth: The combination of 51,800 total reach and consistent organic follower growth
indicates a growing community around the brand.

Estimated audience size ()

47,900,000 - 56,400,000
== ]

Age & gender O

‘::i |
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Email Marketing KPIs:
Mailer Lite Email Marketing

Based on the data provided from Mailer Lite Email Marketing campaigns for Veenak Veterinary Supplies, here is an
analysis of the email marketing performance:
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Key Metrics Overview:

* Total Email Recipients: Varied per campaign (ranging from 5 to 722 recipients)
* Open Rate: Open rates range from 0% to 67.32%

*  Click-Through Rate (CTR): CTR ranges from 0% to 20%

*  Click-to-Open Rate (CTOR): CTOR ranges from 0% to 50%

Top Campaign Performers:

1. LVS Thank You Campaign (Nov 22, 2023):
0 Recipients: 459
0 Open Rate: 67.32% (Excellent engagement)
0 Click Rate: 18.3% (One of the highest click rates)
0 CTOR: 27.18%, reflecting strong content engagement once the email is opened.

2. Auto Resend of PETRACKR® (Aug 11, 2023):

0 Recipients: 129

0 Open Rate: 44.19%

0 Click Rate: 3.1%

0 CTOR: 7.02%, indicating moderate engagement with the content.

3. Remend® Campaign (Aug 9, 2023):
0 Recipients: 134
0 Open Rate: 38.06%
o Click Rate: 2.24%
0 CTOR: 5.88%, which could be improved to drive more engagement.

4. PBG A/B Testing (July 27, 2023):
o Recipients: 5 (A/B Testing campaign)
0 Open Rate: 40%
o Click Rate: 20% (Very high click rate, though small recipient group)
o CTOR: 50%, showing excellent engagement for this particular segment.
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Lower Performing Campaigns:

1. Medivet Campaign 2024 (Feb 29, 2024):

0 Recipients: 358

0 Open Rate: 5.03% (Very low open rate)

o Click Rate: 0%, reflecting no engagement with the content.

0 CTOR: 0%, indicating the need for improvement in both subject lines and content to boost
engagement.



2. PETRACKR® Promo (Feb 26, 2024):
0 Recipients: 459

0 Open Rate: 0.22%, indicating extremely low engagement.
0 Click Rate: 0%, leading to a CTOR of 0%.

3. Holiday Delivery Update (Nov 30, 2023):
0 Recipients: 466
0 Open Rate: 0% (no recorded opens or clicks)
0 Click Rate: 0%
0 CTOR: 0%, showing that this campaign had no user engagement at all.

Strengths Analysis:

1. High Engagement on Specific Campaigns:

0 The LVS Thank You Campaign demonstrated high engagement, with a 67.32% open rate and a 18.3%
click rate, indicating that personalized or gratitude-based emails resonate well with your audience.

2. Effective A/B Testing:

0 The PBG A/B Testing Campaign showed a high 20% click rate and 50% CTOR, suggesting that
segmenting and testing can provide insights into what works best for your audience.

Total Conversions and Values:

Total Conversions: There are multiple conversion actions across different categories, including subscriptions, phone
calls, contacts, page views, and downloads.
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All Conversion Values:

*  Subscription: £48.00 (1 total conversion)

*  Phone Call Leads: £119.00 (11 total conversions)

* Contact Submissions: £7,475.17 (966 total conversions)
* Page Views: £12,047.19 (1,537 total conversions)

*  Submit Lead Form: £80.00 (8 total conversions)

These indicate a substantial number of contacts and page views, which are generating significant value for the
business.



Conversion Actions by Category:

Performance Snapshot vs Search Impr.share Performance Trend by Day vs. Previous period
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a. Subscriptions:

* Goal: Increase blog sign-ups.
*  Conversions: 1 successful subscription.
* Total Conversion Value: £48.00.

b. Phone Call Leads:

* Goal: Generate phone calls from users interested in veterinary services or products.

* Conversions: 11 successful phone calls from ads.
* Total Conversion Value: £119.00.
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c. Contact Form Submissions:

* Goal: Encourage users to fill out the contact form for inquiries.

* Conversions: 966 successful form submissions.
* Total Conversion Value: £7,475.17.
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d. Get Directions:

Goal: Encourage users to visit physical locations.
Conversions: 5 successful direction actions.
Total Conversion Value: £5.00.

Google Ads \
Veenak Veterinary Supplies - Jul 3 2023 - Oct 4, 2024 .
Ad Type Performance s
Aot . Campaign s Compagn status L Ad group Ad group S8t » Device -
Ad type (deprecated) *® Ad status: appeoved, - 41 -
Ad Type Snapshot Ad Type Policy Approval Status * RSA Ad Strength *
W00% - e 5% 100%
; .
SO% 5% o)
} . °
o% ‘ o% o% o%
Raiporiieg search ad Retponthe bearch ad Resporase sowch ad
B Cost W Come. O waast N cTR . CvR I Approved
W Excullent
Ad Type Segmented By Device Ad Type Segmented By Click Type
At type Dowicd Cost  Impress CTR Comar_ Comwra.  Cestle. Ad type Cick type Cont lmpres. €Ik Corve. Come. . Camt '
Revporive veor. comput 4aaN AN 320M% LTITR 1204% 043 Aesporaieg search ad Headlng 5% WO0.00% B.ES% 5T 1Z68% £0.86
ke .. BTy Y o s s H50% 128 Sinelirk 2TI% TN 0.1%% 173% 28.45% K062
tablets 184% 55T% 3% 148% RI% [+ 1k ] Gt lssatl. 0.48% 20m% 10¥% % FAN L S a2
Phone calls Cubesy 1308% 0% Q3% 4204% 03
Leadtor—. 0.08% 1245% Q.03 [T 0.00% £0.00
Driving di... Ou0d% [-I.1 1% Sadn o0 [ 1.3 £O.00
= Shows ads with at keast 1 impression during the ssected period and appbed fiters. Gougk
e. Page Views:
* Goal: Increase page views on key pages.
* Conversions: 1,537 successful page views.
* Total Conversion Value: £12,047.19.
f. Submit Lead Form:
* Goal: Gather leads through a submission form.
* Conversions: 8 successful form submissions.
* Total Conversion Value: £80.00.
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User Experience (UX) KPls:

For Veenak Veterinary Supplies, the User Experience (UX) KPIs will focus on evaluating how effectively users interact

with the website and the overall experience that impacts conversions, engagement, and satisfaction.

Performance Overview vs Previous Period Conversions by Device Clicks by Device
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Key UX Metrics:
1. Website Performance (Page Load Speed):
From the GTmetrix and Google PageSpeed Insights reports:

*  GTmetrix Performance:

Overall Performance Score: 99%

Structure Score: 91%

Largest Contentful Paint (LCP): 775ms (Good, below the 2.5-second threshold)
Total Blocking Time: 99ms (Excellent, below 150ms)

Cumulative Layout Shift (CLS): 0.01 (Good, below the 0.1 threshold)

O O O O O

* PageSpeed Insights (Desktop):
0 Performance Score: 85
Largest Contentful Paint (LCP): 1.4s (Good, below the 2.5s threshold)
First Contentful Paint (FCP): 0.7s (Excellent, below the 1.8s threshold)
Time to First Byte (TTFB): 0.4s (Excellent)
Cumulative Layout Shift (CLS): 0.01 (Good, indicating stable content during load)

O O O O

Analysis:

* Page load speed is crucial for UX, and the current performance on both desktop and mobile is excellent.

Most core metrics are well within the recommended thresholds.

* To further improve UX, efforts could be made to boost the PageSpeed score slightly higher by addressing

small performance issues (like image optimizations) detected.




2. Mobile Responsiveness:

Mobile
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From Google Analytics Tech Overview and Tech Details reports:

.

Desktop Usage: 91.1% of users access the website through desktop devices, suggesting that the primary user
base prefers desktop browsing.

*  Mobile and Tablet Usage:
o Mobile: 8.3%
o Tablet: 0.6%

Desktop OPEN REPORT »
= 0 poor URLs — 0 URLS need improvement = 10 good URLs
8
. i
7110724 721724 81724 12/24 23724 97324 914724 9r25/24 10/6724
Analysis:

The website appears to be highly optimized for desktops, but with 8.3% mobile usage, it's essential to
maintain good mobile performance.

Mobile usability testing could be valuable to ensure seamless navigation and performance on smaller
screens, especially since mobile traffic might increase in the future.




3. Engagement Metrics:
From the Google Analytics Report (Traffic Overview):
* Average Engagement Time per Session: 14 seconds (indicating users are engaging briefly with the content).

Engaged Sessions per User: 0.68 (suggesting that less than 1 session per user is actively engaging).

Bounce Rate: High bounce rates across certain channels may indicate users are not staying long enough or
finding the content engaging enough.

Analysis:

* Improving user engagement is critical. While the initial traffic and impressions are good, users are not
staying long on the site. Potential actions include enhancing the content layout, simplifying navigation, or
providing clearer calls-to-action (CTAs).

4. User Navigation and Journey:
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From the Google Analytics Landing Page and Organic Search Data:

* Top Landing Pages:
0 Homepage: Highest traffic with 162K impressions and 84K clicks.
o Other top pages: Contact page, Product pages, and About page.

Analysis:

* User flow analysis indicates that most users are entering through the homepage and product-related pages
but are not converting at high rates. Optimizing product pages for better clarity, showcasing product
benefits, and adding more prominent CTAs can improve conversions.
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The contact page receives significant traffic but could potentially benefit from optimizing the lead capture
process.

5. UX Issues and Improvements:

From

GTmetrix Reports:

Top Issues Detected:
o Explicit Width/Height on Images: Improve load times by defining image dimensions.
o Efficient Cache Policy: Implement caching strategies to improve repeat visitor load times.
o DOM Size: Reducing unnecessary DOM elements can improve performance and maintainability.

Recommendations:

1. Improve Mobile Experience:
0 Conduct mobile usability testing and implement responsive design improvements.
0 Optimize mobile load times further by compressing images and reducing unnecessary resources.
2. Increase Engagement Time:
o Implement interactive content (videos, product tutorials) to increase engagement.
0 Use exit-intent popups or chatbots to capture leads before users leave the site.
3. Enhance Product Pages:
o Include more detailed product descriptions, testimonials, and related product suggestions to
enhance user journey through the site.
0 Use clearer CTAs to guide users toward the purchase process or contact options.
4. Focus on Content Layout and Visual Stability:
0 Ensure that the Cumulative Layout Shift (CLS) remains low, particularly on mobile.
o Simplify navigation, especially for mobile users, to improve the user journey and retention.
5. Optimize Conversion Pages:
0 Since the contact page and product pages see significant traffic, ensure these pages are optimized
for fast loading, clear CTAs, and minimal distractions that can lead users away from conversions.
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Full KPI Report Conclusion:

Over the course of July 2023 to September 2024, the Website Design and Digital Marketing efforts at Veenak
Veterinary Supplies have demonstrated measurable success in enhancing both website performance and digital
marketing outcomes. This period of analysis highlights the role of SEO, paid advertising, and user experience in
driving engagement, conversions, and brand awareness.

Key Insights:

Veenak Veterinary Supplies Website Performance:

The website is performing exceptionally well, with fast load times, minimal layout shifts, and high efficiency,
ensuring an excellent user experience. With a performance score of 99% and user experience score of 85%, the site
provides strong page efficiency. Additionally, organic keyword rankings have shown significant improvement, with
an average position increase of 21.92, highlighting the positive impact of SEO efforts on search visibility.

Digital Marketing Performance:

* Google Ads and Microsoft Ads delivered strong results, with a significant number of conversions from page
views, lead form submissions, and engagement metrics. For example, Google Ads generated 1,355 page
views and 965 contact submissions, while Microsoft Ads saw 1,567 page views and 171 lead form
submissions.

. Paid Advertising KPIs across platforms such as Facebook Ads further contributed to website traffic and lead
generation, with consistent reach and engagement, particularly for campaigns targeting specific veterinary
supplies and services.

. Email marketing campaigns achieved respectable open rates (e.g., 67.32% for the LVS Thank You Campaign)
and click-through rates, helping to maintain customer engagement and drive product awareness.

User Experience (UX):

* UX metrics indicated high user engagement, with an average engagement time of 14 seconds and 0.68
engaged sessions per active user, signaling effective website design and content that encourages users to
interact with multiple touchpoints.

Strategic Recommendations:

1. Expand Retargeting Campaigns:

0 Given the high number of page views, implementing retargeting ads can help capitalize on users who
didn’t convert on their first visit. This would increase lead generation and improve the overall
conversion rate.

2. Improve Conversion Funnel:
o With strong performance in page views and lead form submissions, the next focus should be on

optimizing the customer journey. Enhancing landing pages, adding personalized CTAs, and reducing
form friction can lead to better conversion rates from the existing traffic.

3. Boost Social Media and Paid Campaigns:

0 Increasing the frequency and targeting of Facebook Ads and expanding ad spend across high-
performing keywords will further boost visibility and engagement. Consider A/B testing ad creatives
and keywords to optimize cost per click (CPC) and return on ad spend (ROAS).



4. Leverage High-Performing Email Campaigns:

0 Given the success of email campaigns with high open rates, there’s potential to further segment
audiences and tailor email content to drive more conversions. Automated follow-up emails for cart
abandonment or re-engagement campaigns can help convert leads into sales.

5. Monitor User Behavior for UX Improvements:

o0 Continue to monitor user behavior metrics such as bounce rates, session duration, and interaction
rates. Implementing A/B testing for key website elements can help improve the overall user
experience and increase conversion rates.

Overall Impact:

The efforts in website design, SEO, digital marketing, and UX have contributed significantly to Veenak Veterinary
Supplies’ business objectives. The combination of organic search improvements, strong paid advertising
performance, and enhanced user experience has resulted in increased brand awareness, higher lead generation, and
measurable business value, reflected in the Total Conversion Value across platforms.

www.mydigitalgrowthportfolio.com | 07776 730396 | austin.enukei@gmail.com | linkedin.com/in/austinenukei
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