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Executive summary

This report looks at Hume Whittlesea Primary Care Partnership’s 
(HWPCP) digital communication activities from 1 September to 
30 November 2021. We compare these findings to the previous 
quarter.

We found that engagement during this period increased 
across all key indicators. Twitter and newsletter KPIs are 
well above Australian benchmarks. 

Our highest performing content categories are:
• COVID-19 
• The HWPCP Service Directory
• LGBTIQ+ 
• Family Violence

• Aboriginal Health.

HWPCP has two primary platforms:

• @HWPCP Twitter account 
• The Grapevine newsletter  

HWPCP tweets 5 times a day, 5 days a week. The newsletter 
comes out once a week. 

The content HWPCP shares is focused on supporting its 
member organisations. 

This content covers stories and evidence based resources about:

• The great work member organisations are doing

• Partnerships

• COVID-19

• Infrastructure and the Growth Corridor

• Aboriginal Health

• Family Violence

• Mental Health

• Chronic Disease

• Prevention / Healthy Eating

• Housing

• Disability

• Healthy Ageing

• Gender Equity

• Gambling

• Environment

• Privacy

• Best Practice.
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Success snapshot 

Twitter 
Engagement Rate

3%

113%

73K

Twitter 
Impressions 

8%

14%

Top Tweet 
Engagement Rate

10%

Newsletter 

Click Rate

50%
Engagement rate 
very high 
Based on 2020 Social Media Industry Benchmark Report, 
Rival IQ

1 September to 30 November 2021 compared to previous quarter
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43%
Click rate 
very high 

Based on Australia Email Benchmarks (2021) Guide, 
Campaign Monitor

https://www.rivaliq.com/blog/social-media-industry-benchmark-report/
https://www.campaignmonitor.com/resources/guides/australia-email-marketing-benchmarks/#:~:text=05%20%7C%20Australia%20leads%20open%20rates,of%20an%20especially%20interested%20audience.


Glossary

Twitter 

Engagement Rate
The number of engagements (clicks, retweets, replies, follows and likes) divided by the total number of impressions.

Impressions
The number of times your tweet is served to timelines where your followers have the opportunity to see your tweet. 
Not everyone who receives a tweet will read it, but it’s possible they could. One follower could be exposed to your 
tweet more than once and each opportunity is counted as an impression.  

Potential Impressions 
The size of the potential audience that received tweets from or about your account. Potential Impressions considers 
how many followers of your followers could see your tweets. One follower could be exposed to your tweet more than 
once and each opportunity is counted as a potential impression.  

Newsletter

Open Rate
Tells you how many successfully delivered newsletters were opened. 

Click Rate
Tells you how many successfully delivered newsletters registered at least one click on links within the newsletter.
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Platform Measure Last Q Previous Q Change

Twitter Followers (at end of Q) 390 369 6%

Engagement rate 3% 2% 50%

Most engaged tweet 14% 13% 8%

Impressions 72,900 34,300 113%

Potential impressions 656,100 308,700 113%

 

Platform Measure Last Q Previous Q Australian Ave¹ Change

Newsletter Subscribers (at end of Q) 502 509 N/A -1%

Open Rate 21% 19% 20.6% 11%

Click Rate 10% 7% 3.1% 43%

Subscribers tell us, and open rates indicate, that they share the entire issue or relevant stories with colleagues, teams and 
sometimes the entire organisation. They also share relevant stories and resources with community members they work with. 
Therefore our reach is much wider than the number of subscribers.

 ¹Australia Email Benchmarks (2021) Guide, Campaign Monitor

Platform Measure Last Q

YouTube Video Views 98

Watch Time 3 hrs

A quick glance at the numbers  
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Top performing content – Twitter Last Quarter

14% Engagement Rate1 2 10% Engagement Rate
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Top performing content – Twitter Last Q

10% Engagement Rate3 4 10% Engagement Rate 5 10% Engagement Rate
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Top performing content – Newsletter Last Q

164 Clicks1 2 161 Clicks
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Top performing content – Newsletter Last Q  

160 Clicks3 4 97 Clicks
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Top performing content – Newsletter Last Q

34 Clicks5
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Top performing content – YouTube Last Q

38 views (the videos have been live for 1 month)1
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What our readers say
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The Grapevine Newsletter is a great way to share information for both those 
working in health and the community. 
 
It’s very user friendly. I use the Grapevine to find health resources and events 
to share with local, diverse community groups.

This information is always appreciated by community members. It helps Northern 
Health engage the community to take care of their health and wellbeing.  

 I also enjoy scanning the Grapevine to grow my own knowledge on current health 
topics.     
 
Sherrilyn Ballard
Consumer Participation Coordinator
Patient Experience & Consumer Participation
Northern Health 


