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GOALS

‘ Establish Improve Overall Social Presence
Trust Humanize the brand: behind the scenes posts

Create Consistency
Provide useful info

Build Social community
‘ Engagement Increase community engagement
Connect rather than advertise
Increase
‘ Loyalty

LMRC groups

LMRC

Promote benefits of memberships




KEY Followers - Oct. Followers - Nov.

TAKEAWAYS B 174 @ 179

o) 1,495 o) 1,511

Increased Followers on all channels

Clicks on LinkedIn increased compared to previous month

November - slower month due to Thanksgiving and Black Friday interest

Overview
Instagram has more results than Facebook

Awareness posts (SOS, WellMatrix) started showing up in SERP (Search Engine, Results, Pages)

Demographics - mostly women

Strategically targeted posts based on clear objectives

Continued Creating Campaigns in HubSpot




OBJECTIVES
RESULTS

Increase Awareness

Increase Traffic
to the website

Increase Engagement

FB + IG

October November

Reach | Impressions | New Followers Reach | Impressions | New Followers

KP! @) os0 140 in, 877
1,311 3,684 1,888 2,592

Reach and Impressions

1,135 n 493 1,092

Clicks | Click Through Rate

Increase Page Likes

Click Through Rate: 2 - 4%

Engagement rate: 2%






TOP PERFORMING LINKEDIN POSTS

Reminder  6:30pm - 9:30pm

C

> BRIZA ON THE BAY

Reminder November 8th
6:00pm - 7:00pm

Webinar Live From Miami

Patrick Reed

Impressions: 113
Reactions:7

Impressions 86

Reactions: 3




~ LinkedIn Company

22 vaz 877 v B v

& INTERACTIONS ® [MPRESSIONS & FOLLOWERS

Overview

Mov '22

44 sessions to the .
Sessions e
We b S I‘te fro m ‘th e Activity batween 11/1/2022-11/30/2022

Date range: From 11/1/2022 to 11/30/2022 | Frequency: Daily

posts Linkecin a4

SeEsiems

VA/2022 1W2/2022 0 10WS/2022 0 1102022 1WE2022 0 11sA0E2 0 1WWAR0ZE 1AAR202E 0 1EDEZ TIAIQVZ022 1112022 MAZRZ022 TAEZ02Z MAL2022 1AR2022 MAA2022 1072022 MIAE2022 119/2022  T10AZ022 1172102022 112272022 TW/25/2022 V2402022 TW2S/Z022 1282022 TW2ETZ022 T/282022 112902022 110302

Seasion date




Visitor demographics @
Visitor demographics @

Industry =

Location =

Wellness and Fitness Services - & (35.3%)

Greater New York City Area « 3 (17.6%)

Insurance - 3 (17.67%)

Demographics [

Calgary. Canada Area - 3 (17.58%)

4

Greater Chicago Area - 2 (11.8%)

j!

Public Relations and Communications Services - 3 (17.6%)

_ Richland/Kennewick/Pasco, Washington Area - 2 (11.2%)]
Mon-profit Organizations - 1 (5.9%)

T (A e
Writing and Editing - 1 (5.9%) Others - 7 (41.2%)

Visitor demographics @

(Jﬂb function ~ )

Business Development - = (29.4%)

Sales - 4 (23.5%)

- A

Customer Success and Support - 3 (17.6%)

Healthcare Services - 1 (5.9%)

Operations - 1 (5.9%)







TOP PERFORMING FACEBOOK POSTS

ik Lifestyle Matrix Resource Center

%" Published by HubSpot @ - November @ at 600 PM - @

Schedule a concierge call with one of our team members and leam more about the benefits of
our memberships.

Schedule a call with Patrick here J- hitps://hubs.la/Q01rZ38t0

. ‘* TEAM

Patrick Reed

This post reached 156% more
people (87 people) than our median
post (34 people) on Facebook.

arid Negil ISsHISil)y Wile Quarding aygairsL Uixcasc,

Learn more about the resources included in this program: https://hubs.ly/Q01tnRD-0 ... See more

WELLAZMATRIX

Rebuild Health Resiliency

The WellMatrix Health Resiliency Program helps you put
patients on a path to building wellbeing and health resiliency
while guarding against disease.

Learn more about the resources included in this program.

Practitioner Resources Patient ReSOUrCEes saiisbis in print snd digitsl versions|

THE STANDARD ROAD MAF PATIENT HANDBOOKX v
IN-PRACTICE GUIDE CGUESTIONNAIRE

IN-OFFICE MARKETING INVENTORY SHEET

MINI-COURSE PRESENTATION PADS

PATIENT EDUCATION VIDED

This post received 2 reactions
compared to your median post (0
reactions) on Facebook.

Reminder November 8th
6:00pm - 7:00pm

Webinar

Carrie Jones, NMD




480 v 37 . 57 v 47 -0 2 4100%

® REACH VIEWS & ENGAGED * CLICKS #® LIKES

Overview

Mov "22

Facebook Pages .

Sessions @

57 8 S e S S I 0 n S to th e Activity between 11/1/2022-11/30/2022
We b S i'te fro m 't h e p O StS Date range: From 11/1/2022 10 11/30/2022 | Frequency: Daily

Facebook 578

50

Sessinis

25

o 1 1 L 1 1 1 L 1 1 1 1 1 1 1 1 1 1 I 1 1 I 1 I 1 1
1M/2022 1V/22022 0 102022 11402022 11/503022 0 110A2022 110772022 TA82022 1102022 11A002022 1112022 111202022 132022 11A4/2022 1TMAS2022 11M6/2022 1MA7A2022 11182022 111972022 1152002022 1121/2022 1172202022 11/25/2022 112402022 1/25/2022  11/26/2022 11/27072022 11/28/2022 11072902022 1173002,

Session date




Age & gender (1)

Demographics [ . .
Jgrap . . _— —

158-24 £3-34 3344 45.54 35-g4 653+

B ‘women B en
73.9% 26.1%

Top cities

Austing T

Fort Wayne, I

Houston, TX

Woodstock, IL
1.2%

San Antonio, TX

Chicaga, IL
(.8%

Dallas, TX
0.8%

Denwver, CO
(8%

Madison, Wl
.5%

Wausau, W
0.6%

Top countries

Lnited States
B5.1%

Canada
2.5%

United Kingdom
2.2%







TOP PERFORMING INSTAGRAM POSTS

o > OUR
“* TEAM

Patrick Reed

Reach: 179
Reactions:14

Reminder November 8th
6:00pm - 7:00pm

Webinar

Reach: 224

6 reactions: 6

Diagnose and Treat Stress-Related llIness

The S0S Stress Recovery Program gives you the tools to
identify undertying health issues and develop a stress
reduction plan for your patients.

Practilszner Aesurces Practifticeer Hesouroes
| mm el g e e g il v
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Instagram profile visits (1)

1M1 4 202

30

Overview

20

10

Mov 3 Mov 7 Mow 11 Mov 15 Mov 19 Mowv 23 Mov 27

34 sessions from the _
25510Ns o
pOS‘tS ‘to ‘the Websrte Activity between 11/172022-11/30/2022

Diate range: From 11/1/2022 to 11/3002022 | Freguency: Daily

natagram 34

10
£
a
-]
@
Wi

o

1142022 11/2/2022 MA302022 10742022 11/503022 11082022 1M/W2022 TWWEREDEZZ 11owadzz MAQY2022 1112022 1IAMZAE0zE 1MAI2022 MAL2022 NASZ022 111602022 1IATEDZZ 11MEr2022 1MA®R022 11202022 1121/2022 1102202022 11/2572022 112402022 11EBM2022 1102802022 1127002z V/ZE2022 110292022 1M030vI.

Session date




Age & gender (1)

. 20%
Demographics
o 18-24
Predominantly: Females
Top cities
Houston, TX
Chicago, IL

MNew York, MY

Swdrey, NSW, Australia

Londan, UK

Top countries

Jnited States

Canada
4,25%

LUnited Kingdom
4.2%

25-24 3E-44 4z-34 35-04
B women ] Men
225% 17.1%
1%
0.9%
0.9%
0.8%

65+

1.4%

70.3%







LMRC -October

sl. Engagement Rate

0 o 4 0

Posts: 922
Average like rate: 0.39%

Average comment rate: 0,02%

Average Engagement

5.7

views per video

Authentic Engagement

6

interactions per post

(@) Instagram Analysis

Subscriber Reach

1.49K

Followers

227

Following

89.58%

of followers have less than 1500 followings

Average Likes

5.5

likes per video

Likes-Comments Ratio

8.5

comments per 100 likes

‘ Instagram Profile Audit

Audience Type

93.75% 1.36K

Real People

4.17% 60.42

Influencers

2.08% 30.21

Mon Engaging

Average Comments

0.2

interactions per video

Brand Mentions

ARCESH.T

Posts with Highest Engagement

Omega-3
Index of 8%

£

lowers risk for fatal
& 18 ®0

"Perhaps the most well-known fact about
the omega-3 index (031) is that it is inverse
ly related to cardiovascular events and mo
rtality, where the highest risk is associated
with subjects who have an 03I of less than
4% and the lowest risk is in subjects who h
ave an 03 greater than 8%. A meta-analys
is of 10 cohort studies measuring risk in su
bjects based on their estimated omega-3 i
ndex predicted that subjects with an omeg
a-3 index of 8% had a 20% lower risk for fa
tal CHD compared to those with an omega
-3 index of 4%." < #linkinbio to learn mor
e #fishoil #omega3 #nutrition #health #
healthylifestyle #lifestyle #functionalm
edicine #transformingmedicine #lifestyl
emedicine #wellness #healthylifestyle #
fishoilomega #health #multivitamin #br
ainfood #naturesway

ﬁ Depletion Stand.. 4‘4:5.}
]
- 0

‘THE STAN

& 12 o1

Read the latest monograph from Thomas
G. Guilliams, PhD, which discusses the dru
g-induced nutrient depletions you need to
know about. "Helping a person attain an o
ptimal status for each essential nutrient is
the theoretical goal of dietary and nutritio
nal interventions. However, even if this we
re achievable, this goal is complicated by v
arious disputes about how one defines “o
ptimal” nutrient status for each of the imp
ortant dietary nutrients." #linkinbio to rea
d the full monograph. #nutritien #health
#healthylifestyle #lifestyle #functional
medicine #transformingmedicine #lifest
ylemedicine #wellness finutrients #nutr
ientdeplition #nutrientrich #nutrientde
nsefood #nutrientdensefoods #nutrient
seeker #nutrientdeficient #nutrientabs
orption #nutrientminerals #nutrientrich
food #nutrientrescue

Two-day interaciive symposium

[ 33 [}

Register for this two-day interactive symp
osium and take advantage of easy-to-impl
ement tools and a step-by-step guide to b
ecoming a catalyst for patient transformat
ien, chronic disease prevention and healt
h promotion. - #linkinbio for more infor
mation #functionalmedicine #stress #he
aling #lifestylemedicine #holistichealth
#Clinician #Physician #Dallas @redefini
ngmedicine

‘ Posts with highest Engagement

 syMposIU

a7 o1

The Stress and Healing symposium is only
days away. ~, This two-day interactive sy
mpasium will provide easy-to-implement

tools and a step-by-step guide to becamin
g a catalyst for patient transformation, chr
onic disease prevention and health promo
tion. - #linkinbio @redefiningmedicine

October 10, 2022 See post

October 19, 2022 See post

October 05, 2022 See post

October 12, 2022 See post



LMRC - November

o)
S

@lifestylematrixresourcecenter

il. Engagement Rate

0.37

Posts: 936

Average like rate: 0,35%

Average comment rate: 0.02%

PERCENTAGE: AVERAGE

Average Engagement

3 d

views per video

Authentic Engagement

5

interactions per post

Lifestyle Matrix | Subscriber Analysis

‘ Instagram Profile Audit

Date created: Friday December 2, 2022 12:22:14 PM

Clinical tools + educational resources to help #fxmed doctors and their patients experience the power of lifestyle change

(©) Instagram Analysis

Subscriber Reach

1.51K

Followers

229

Following

89.58%

of followers have less than 1500 followings

Average Likes

5.5

likes per video

Likes-Comments Ratio

Audience Type

93.75% 1.36K

Real Pegple

4.17% 60.42

Influencers

2.08% 30.21

MNon Engaging

Average Comments

0.3

interactions per video

Brand Mentions

i g ' e
2T MMV CESLE.

Posts with Highest Engagement
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Diagnose and Treat Your Patients' Stress-R

elated lllness Our 505 Stress Recovery Pro

gram gives you the tools to identify underl

ying health issues and develop a stress red
uction plan for your patients. Click the #lin
kinbio to learn mare about the resources i

ncluded in this program: #stress #anxiety

#stressrelief #healingjourney #nutrition
#health #healthylifestyle #lifestyle #fun

ctionalmedicine #transformingmedicine
#lifestylemedicine #wellness

14 [_I|

Schedule a concierge call with one of ourt
eam members and learn more about the b
enefits of our memberships. ¢ #linkinbi
o to schedule a call with Patrick. #function
almedicine #health #businessoffunction
almedicine #lifestylemedicine #function
almedicinebusiness #micropractice #ind
ependentmedicalprovider #integrative
medicine #naturopathicmedicine #funct
ionalmedicine #smallbusinessowners #a
lternativehealthprovider

‘ Posts with highest Engagement

s L]

Mark your calendar! [a1] Qur free webinars
offer education on critical and timely clinic
al topics and also offer networking opport
unities. On November 8th, @dr.carriejone
s will teach about #thyroiddysfunction.
B #linkinbio to sign up #fxmed #functic
nalmedicine #integrativemedicine #heal
thecare #functionalmedicinedoctor #mm
unehealth #immunity #health #wellness
#health #lifestylemedicine #functionaln
utrition #thyroid #thyreidhealing #thyr
oidproblems #anxiety #hormonebalance
#nutrition #cortisolcontrol #selfcare #st
ressreduction #selfcare #stressreductio
n

N
&5 -
Check out our new blog post: Case Study:
Fibromyalgia "The fibromyalgia syndrome
[FM3) research and medical literature hasr
ecently focused around the concept of cen
tral sensitization, often called central allod
whnia or classic fibromyalgia. The CNS unde
rgoes a neural adaption where it processes
sensory stimuli abnormally, resulting inan
amplified perception of stimuli (hyperalgs
sia), such as light touch being perceived as
pain.' g Click the #linkinbio to view the f
ull blog post. #blog #lifestyle #health #fu
nctionalmedicine #transformingmedicin
e #lifestylemedicine #wellness #fibromy
algia #fibromyalgiasyndrome #pain #he
alth #chronicfatigue #fibromyalgiafight
er #chronicpainawareness #fibromyalgi
asupport #fatigue #painrelief #selfcare

November 21, 2022 See post

MNovember 10, 2022 See post

November 07, 2022 See post

Movember 18, 2022 See post



Hashtags

P ® Researched most effective ## and captions
H Hashtag Expert

» ® Use hashtag generators like: 4y

ASHTAG

Hashtags

#functionalmedicinedoctor #autumn #instagood #wellbeing
#alternativehealthprovider #Reminder ., ropathicmedicine#fxmed

fgivethanks #immunity #smallbusinessowners “siressmanagement
#musculoskeletal

#skincare
#thyroidgland

uf . imedicinebusi #gastrointestinalhealth gmijami #thyroiddiet
unctionalmedicinebusiness . - . s

. - health e . Hintegrativemedicine ;... csupport gholistichealth
#stressreduction #immunehealt #micropractice #linkinbio#detox

#brizaonthebay #immune #detoxification #independentmedicalprovider
Hongevity  #immunesystem  #guthealth #businessoffunctionalmedicine
#thyroidhealing - . . . . . #healthcare
#thyroidissues “thyroidawareness  #thyroidfood #thyroidfighter #thyroidfatigue
#functionalnutrition #cortisolcontrol #thyroiddysfunction. #thyroiddysfunction

#skin #perimenopause

#invisibleillness

#hormonebalance

Bioauailability @redeﬁnfinthedicine learn those
. atatl 3 .
Master resources transformation, md“fle‘l guide step-by-step Program
interactive symposiumpost: Check patients  their dietary catalyst
health Register shakus sllbjectsa b°utomega'3 nutrient disease moreifishoil

Antioxidant:

easy-to-implement Learn patient chronic index tools which becoming
#functionalmedicine address prevention information
lower compared predicted 4%." & #linkinbio

two-day
Health Glutathione

estimated



@® Top Performing Posts

) @ HubSpot Reporting

® Integrated campaigns




Top posts accross channels

TGIF]' PO sts Filter by: Most interactions =

HubSpot Campaigns

Diagnoss and Trest Your Patients’ Stress-Related lllness Our 3OS

% Stress Recovery Program gives you the tools to identify underlying INTERACTIONS CLICKS IMPRESSIONS
e
health.. 14 M A 209
Published Mov 21, 2022 11:02 AM
e SOS
« Meet Patrick _ _
. . Schedule a concierge call with one of our team members and learn
° Understandlng Thyr0|d % mors about the benefits of our memberships. g #linkinbio 1o INTERACTIONS CLICKS IMPRESSIONS
DySfunCtionS schaduls & call.. 14 N/A 200
Published Mov @, 2022 6:00 PM
e Blogs
Mark your calendar! [[] Qur free webinars offer education on critical
% snd timely clinical topics and also offer networking opportunities. INTERACTIONS CLICKS IMPRESSIONS
On._ a8 M A 244
Published Mow 7, 2022 2:32 PM
2B video
Schedule & concierge call with one of cur t2am mambers and learm
_‘a maors about the benefits of our memberships. Schedule a call with INTERACTICONS CLICKS IMPRESSIONS
- Fatrick here.. 7 1 115
Fublished Mowv @, 2022 6:00 FM
Check out our new blog post: Case Study: Fibromyalgia "The
% fibromyslgis syndrome (FMS) research and medical literature has INTERACTIONS CLICKS IMPRESSIONS
recently focused. . & A 111

-

Published Mowv 18, 2022 11:04 AM




November Functional Forum

Business unit Cwnar Goal Audience
Lifestyle Matrix Resourcs - Registrations
Budget Spend Start date End date

See details

Performance Anribution Azzets Tasks

HUbspot Campaigns Contact attribution: Firsttouch =  Dsterange: All data -

Overview

SESSIONS @ NEW CONTACTS (FIRST TOUCH) @ INFLUENCED CONTACTS @&

November Functional 1 0 35
Forum

UNIQUE UmIGUE

» Objective: Increase e GRET RS
Reg iStI"atiO ns [Event] 22.LMRC-0612 EvoMed Functional Farum Nevembaer 2022 (#1/1) 256 2% &

[Event] 22-LMRC-0612 EvoMed Functional Forum November 2022 - Last Chance (£#1/1) 25

» Marketing Channels: - -

']
1]
L]
L]
=]

o Email: 50 opens | 14 v Sodtel posts (5)
clicks

MAME FACEBOOK TWITTER LINEEDIM

. . -
° CLIC¥S CLICKS CLICKS
o Social: 5 clicks
Add November 7th to your calendar [I] @mrjamesmaskell, 8dr.lizsakeche and an incradible lineup of speakers will be LIVE from Mi...
Add Novembaer Tth to your calendar m @JamesMaskell, @lisaKoche and an incredible lineup of speakers will be LIVE from Miami... 1
This is your #Reminder to join the Health Goses Viral Forum m @mrjamesmaskell, @drlisakoche and an incradible linsup of spaake...
TI'IiE .II'I }lCIl.Il ianindnl to ]O;I‘I tl'lD Hon|t|‘| GDO! 1\|'|II'I'II FI:I[UITI m @I‘I’Ifiﬂ ITID!ITII'IIkl'I”. @d I'.II[HIIkOCI'lﬂ nnd an i:ncrndib|n |inoup DE npnnl-co...
This is your #Reminder to join the Health Goes Viral Forum i @mrjamesmaskell, @drlisakoche and an incredible lineup of speake... : - 4
Total c - 5
~ Traffic @
& trafic » Vigew tracking URLs Craate tracking URL
sate range: Al time

SOURCE VIEWS » NEW VISITOR SESSIOMNS CONTACTS [FIRST TOUCH)

Email marketing 39 1

Report Total 39 1 0




Group Visits ‘ lone || fmome e | e e e

Buziness unit Cwner Goa Audience

Lifestyle Matrix Resource lead generation

Budget Spend Srar date End date
See details
H“bspot Campaigns Performance Antribution Aszets Tasks

Contact attribution:  Firsttouch =  Dste range: All data ~

Group Visits Campaign

Overview

e Objective: Form Submissions

SESSIONS @ MEW CONTACTS (FIRST TOUCH) & INFLUENCED CONTACTS @ CLOSED DEALS &

e Marketing Channels: 2 1 6 0

o Forms: 186 views | 7
submissions

w Forms (1)
MNAME VIEWS SUBMISSIONS

[Group Visit Toolkit] 184 7

Total 186 7




Increase Engagement

Repost and mention

) ®

Start Loyalty Campaiqgns
‘ yaity paig

Incorporate Survey Questions

Next Steps

® Continue with the frequency 3 post/wk

Include more stories

@ Continue improving campaigns in HubSpot

) @ Paid Social




Social Media Metrics Definitions

 Link Click: The number of clicks on links within the post.
e Click Through Rate: The percentage of times people saw a post and performed a link click.

 Engagement: any action someone takes on our social page. The most common examples are likes, comments, and shares, but it also
includes post clicks, link clicks, video views.

e ER (Engagement Rate): A measurement of user interaction with content. Takes into account number of followers, likes, comments and
shares.

e Reach: the number of unique people who saw the social content.
o Impressions: the total number of times the post has been shown on screen while a user is on a social channel.

e Post Reactions: the extension of the Like button on Facebook, which includes Love, Haha, Wow, Sad, or Angry. Instagram is limited to
just the Like reaction.

e Conversion Rate: Conversion rate measures how often your social content starts the process to a conversion event like a subscription,
download, or sale.

e Video View: when a user watches a video for at least three seconds.

e VCR (Video Completion Rate): A measurement of users who watch your videos all the way through to the end.




