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01| WEBSITE PERFORMANCE

Summary

September 1 — December 31, 2018
September 1 — December 31, 2017

Total Sessions

3,002

5,072

2017: 2,930

New Users

4,516

2018: 6,524
2017: 2,008

Page Views

8,850

2018: 17,337
2017: 8,487

Conversions

Contact Form (EN): 27
Contact Form (FR): O

Phone Clicks: 21
Email Clicks: 8

Organic: 81.8%
Direct: 14.6%
Referral: 3.6%

Organic: Traffic from Search Engines
* Direct: Traffic from users who typed in your URL exactly

Referral: Traffic that visits your website by clicking on a link
(News, Social)



01| WEBSITE PERFORMANCE

An N ual Su m mary January 1 — December 31, 2018

January 1 — December 31, 2017

Website Sessions

Total Sessions
19,612 - 3 I

Q1

1 2 758 New Users Page Views 2018
Organic: 80.3%
- 1 0,750 24,1 S0 (116.2%)
2017: 6,854 ot 0
2018: 15,392 2018: 44,917 Direct: 15.4% (|
2017: 4,642 2017: 20,737 5.9%)

Referral: 4.1%
(19.7%)
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Behaviour

September 1 — December 31, 2018

2017 2018

Home Page (100%)

(26%)

(21%)

Credit Protection
Insurance (18%)

Life Insurance for
Personal Loans (6%)

Other Pages (29%)

(20%)

(12%)

Home (11%)

News (10%)

Other Pages (48%)

2018

September 1 — December 31

(36%)

(19%)

Credit Protection
Insurance (12%)

Life Insurance for
Personal Loans (4%)

Other Pages (26%)

1st Interaction

(15%)

(14%)

Home (11%)

News (7%)

Other Pages (53%)



01| WEBSITE PERFORMANCE
Traffic by Device

January 1 — August 31, 2018
January 1 — August 31, 2017

@ Mobile

Desktop

Tablet

2018

September 1-
December 31

43%

54%

3%

2018

January 1 —
August 31

35%

61%

4%

2017

15%

83%

2%

Making Insurance Simple,
Accessible, and Affordable
for Canadians

WATCH VIDED ©

@ Google has officially started prioritizing mobile responsiveness and how users are interacting on websites
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Canad |an SGSSlonS September 1 — December 31, 2018




01| WEBSITE PERFORMANCE

I nS|g htS September 1 — December 31, 2018

19N 70\ 48
%

% %o

of visitors view more than of all conversions occurred on a of all visitors visit your

1 product. mobile device. site during standard
business hours.
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02 | ORGANIC PERFORMANCE

Keyword Rankings

December 31, 2018

September 1, 2

018

First
Position

11 -

89

Tracked
Keywords

8 1 8 *how does credit card insurance work”

“what is credit card insurance”

o 11

@ Based on Canadian Search Results

15

29

S

First

33

Increased Positioning

econd
Page

3

25 “credit card insurance benefits”

62 “credit card insurance”
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I nS|g htS September 1 — December 31, 2018
43% of all pageviews are based on Keyword: “How does Credit Card Insurance Work”
an insurance related product CAFII Position: 8" on Google

In First Position: Creditcards.com

27 Keywords have improved their
Keyword: “What is Credit Card Insurance”

CAFII Position: 5" on Google
In First Position: Creditcards.com

position on Google or Bing.

11% of all organic sessions come

from Toronto Keyword: “Credit Card Insurance”

CAFIl Position: 29th
In First Position: ratehub.ca

@ Page Authority & Domain Authority are scores of out of 100 established by over 300 algorithm ranking factors. Internal & External Links, The age of the website and age of the page are just
some of the main factors for keyword ranking.
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03 | 2019 Program

Summary

1) Product Awareness
3 Video Vignettes

2) Website Engagement

10 Additional Consumer Examples

3) Improve Search Result

5 Key Areas

Travel Insurance

Job Loss Insurance

Mortgage Disability & Critical lliness Insurance
Disability Insurance for Loans

Mortgage Disability Insurance

4) Organization Voice

LinkedIn Profile Optimization & Content Posting

5) Organization Credibility
* Membership Badge
* Wikipedia Profile

6) Actionable Insights

Digital Performance Reports: Maintain Bi-Annual Reporting
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