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37,2% Direct
59,9% Search engine

2,9% Social Media

Website traffic

Facebook: 52,8%
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m SOCIAL MEDIA

Social media | Content impressions March 2025
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m SOCIAL MEDIA

Social media | Page visitors March 2025
Geographic Job Function

Greatar Milan Matropolitan Araa, Paly - 242 057.1%) Business [reveloprmant - 109 (70290

London Area, United Kingdom, Uinited Kingdom - 131 (14:7%) Sales - 97 [ 10.53%)
. _______________________________]
Greatar Ganoca hMetropoditan Area, aly - 205 (507 Prograsn and Project Managemant - 70 (7855
——
Brindisl, Itady . 25 (255 Enginesring - 45 (5.7
—_——. . ]
) T Ty - o i) Cperations - 41 14659

T
| ong, Singapone - ¢ (2850 L
- Conzulting - 33 {278
—

J —
Lareater Turin Metropalitan Area. faky 159 (275 R

Fimameca - 11 (3.5%)
—

O

Huran Besourges - 17 (3%

—
]

Aushaen, United Kingdom | )

— infarmation Technology 18 (%
—

Cirencesier Unibed Eingdam - 139 [1.5%)

— Legal T8 [2%]
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Social media| Top Posts March 2025

*data 04/04/25
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Dashboard March - NatPower Global

WEBSITE
) . % Unique users Website 7 Wel?S|te . % Clicks vs & CT.R
Unique users R . Impressions vs Clicks . CTR Vs previous
—— vs previous month Impressions q previous month
previous month month
1900 -13,32% 15635 -3,75% 1231 +4.5% 7.9% +8.2%

LINKEDIN

% New followers % Pageviews % Unique visitors Impressions | % Impressionsvs % Reactions
New followers VS previous Pageviews Vs previous Unique visitors Vs previous content ° revious month Reactions Vs previous
month month month P month

44 -54,70% 892 -14.2% 413 -7,8% 3070 -30.1% 54 -19,40%

FACEBOOK
% New o . o
foll % Pageviews % Reach vs
New followers OWErsvVs  pa geviews  vsprevious Reach previous Interactions
previous
month month
month
0 0 100 -26,5% 38 +26,7% 2
INSTAGRAM
@ %o New % Page views % Reach vs 5 .
New followers vs P q . . q Interactions
. age views vs previous Reach previous Interactions X
followers previous Vs previous
month month
month month
1 +100% 530 +121,8% 14 +86,9% 8 +100%

NatPower Global
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°
Insights

Website Performance

1,900 unique visitors in March 2025. Traffic by Country

0 Best performer: Italy is the best performing market in terms of
effectiveness (CTR) and engagement, demonstrating a strong relevance
and consistency of the proposed content to the target audience

Most visited pages include:
Homepage (33%), Team(12%), About Us (9.1%),
Investors(4.5%)

Careers(4.5%) o U.K. has the best balance between visibility and conversion, an excellent

. . match between communication strategy and content.
Device usage shows 76.8% desktop, confirming a &

professional B2B audience. o U.S. has high visibility but low effectiveness: possible mismatch

. . between content and audience expectations.
Topvisitor countries:

UK(43.8%). Italy(36.2%). US(6.7%) 0 Spain and France show very good performance, witha CTR above 12%, a

CTRisat 7.9%, increasing by 8.2% from February, sign that the contentis relevant and compelling.

whichis excellentin a B2B/energy context. 0 Germany and India show a low level of interest despite visibility.

Regarding traffic origin, the following datais
noteworthy:

37.2% Direct - signals growing brand recognition
59.9% Search engine - strong SEO presence
2.9% Social media - could be optimized further

NatPower Global

o We also highlight the traffic from Kazakhastan which performs
excellently in terms of effectiveness, the CTR over 20%, highest of all
markets, indicates that the Kazakhstani audience responds very
positively to the content viewed
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°
Insights

We have sent out b editions of Life Magazine, our internal newsletter, and would like to share some interesting analytical data:

« The average openrateis 64%, inline with the average of corporate newsletters.

« Theclickrate (CTR)is 15%, significantly higher than the average which ranges from 5% to 10%.

« The click-to-open rate (CTOR) is 23%, higher than the average which isaround 15%.

* Until now, the most successful newsletter was the March 2025 edition, followed by December 2024.
« The most clicked link was the summary of all news. (https://natpower.com/news-recap/)

* The most frequent opening hours are 12h00-1h00.

Interesting Contextual Information
To better interpret the performance of Life Magazine, it is useful to consider industry benchmarks for internal newsletters. These reference
values provide context for assessing the effectiveness of open and click rates.

» Average Open Rate: Forinternal newsletters, the average openrate is around 68%, with variations ranging from 60% to 80%,
depending on the organization and the level of employee engagement.

« Click Rate (CTR): The average click rate is generally lower than the open rate, at around 8%, with a typical range of 5% to 10%.

* Click-to-Open Rate (CTOR): This metric measures the percentage of people who clicked on a link after opening the email. For internal
newsletters, the average CTOR is around15%, but can vary significantly depending on the quality and relevance of the content.

Internal Newsletter Life Magazine


https://natpower.com/news-recap/

NatPower UK
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March 2025 - NatPower UK

®

2222

Website unique users March 2025

Linkedin

in
108

New followers in March

NatPower UK

CTR

WEBSITE

12,7%

LinkedIn

in
2196

Impressions this month

NatPower M.

31,1 % Direct
51% Search engine

2,3 % Social Media

Website traffic

Facebook 83,8% “
Linkedin 14,7% m
Instagram 1,5% O

Social Media referral
Website traffic
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m SOCIAL MEDIA

Social media | Content impressions March 2025

150 //\ Jli'l
o
fdar 1 hara hedar 11 Mar 16 fdar 21 Mar 26 Mar 31
— Crganic 2,196
=== Sponsored 0
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| SOCIALMEDIA
Social media | Page visitors March 2025

NatPower UK

Geographic

London Area, United Kingdom, United Kingdom - 427 (45.2%)

Cirencester, United Kingdom - 65 {6.1%)
[ ——————]

Greater Glasgow Area, United Kingdom - 62 {5.9%)
]

Manchester Area, United Kingdom, United Kingdom - 45 (£.2%)
s

Greater Bristol Area, United Kingdom, United Kingdom - 29 (2.7%)
fie=—==1]

Greater Edinburgh Area, United Kingdom - 25 (2.3%)
[ — ]

Greater Oxford Area, United Kingdom - 24 {2.3%)
el

Solihull, United Kingdom - 20 (1.9%)
—

Greater Middlesbrough and Stockton Area, United Kingdom « 14 (1.35%)

Greater Liverpool Area, United Kingdom - 14 {1.3%)
==

Job Function

Business Development - 136 (12.8%)

Operations - 137 (12.3%)

Engineering - 94 (5.5%)

Human Resources - 72 (7.4%%)

Sales - 74 (5.9%)

Consulting - 45 (4.3%)

- 38 (3.6%)

= |z
g
Ia g
5 g
T —
. g
=
e

Real Estate - 22 (2.1%)

Marketing - 12 {1.2%)
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Dashboard March - NatPower UK

WEBSITE
. . % CTR
o 1 - . % Website % Clicks vs °
@ N % Unique visitors ~ Website . . . vs
Unique visitors . . Impressionsvs Clicks previous CTR .
—— vs previous month Impressions previous month month previous
month
2222 -63% 7405 -37% 1400 - 12,7% -
LINKEDIN
LG % Pageviews . % pnique . e . % Reactions
New followers vs Pageviews VS brevious Unique visitorsvs Impressions Impressions Reactions Vs previous
followers previous 9 :nonth visitors previous content  vs previous :mnth
month month month
108 -77.5% 1065 -54.1% 416 -51.2% 2196 -98.1% 31 -88.8%

n No data available

NatPower UK
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Insights

Website Performance
2,222 unique visitors in March 2025

Top pages:

Homepage 23.81%

Qur Projects 17,85%

Various storage locations (e.q., Swinford, Brant, Bellmoor)

The traffic origin is as follows:

31.1% Direct - solid brand awareness
51% Search engine - strong SEO

2.3% Social media - minor contributor

CTRisanoutstanding 12.7%, above average, a positive sign
for the strategy

Main audience comes from the UK (83.7%)

50 % of traffic visits project pages,
indicating good engagement

2.3% of traffic comes from social media, of which Facebook

accounts for more than 80%

Traffic by Country
In terms of traffic from countries, the data tells us that:

Best performer: United Kingdom is confirmed as a solid market,
with high visibility and a high CTR, indicating that the contentis
well positioned and engaging for the local audience

Spainand Canada: excellent CTR but withlittle data available
France, Indiaand Germany show little interest, necessary
localisation in content

Italy negative surprise. Despite a good number of impressions,
the CTRisverylow. Possible causes: ineffective or unclear
message

US no conversion in the face of fairly good visibility. Content not
relevant to the target group or poorly positioned channel.

NatPower UK
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March 2025 - NatPower H

NatPower H has just launched it’s"i]__,'inked‘_ln page in February 2025

LinkedIn Followers LinkediIn
71 113
New page Pageviews in March

I\

NatPower H
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Social media | Page visitors March 2025 m

Geographic Job Function

Greater Milan Metrop-olttan Area, Baky - 24 [24.2%) Business Development - 9 25

Greater Pada Metropolitan Area, Ity 17 20550

Dthers - 104 7025

Greater Savona Wetropodtan Area, Raly . 10 (475

Creater Geroa Matropolizn Ares, fealy 10 (E5%)

Crthars - 80 4255
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Social media| Content impressions March 2025 m
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Social media| Top Posts March2025

*data 04/04/25
1,008 Impressions 891Impressions
NatPower H MatPFowoe H
— “;. - el :-:-.= TEdpsrs
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Dashboard March - NatPower H

LINKEDIN
[ o, H [
ol % Pageviews . /° !Jnlque . & . % Reactions
New followers vs . . Unique visitorsvs Impressions Impressions . .
. Pageviews vs previous . . . . Reactions vs previous
followers previous visitors previous content VS previous
month month

month month month

71 +153.6% 113 -17.5% 65 +1% 1896 +204.8% 40 +1233.3%%

NatPower H
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[
Insights

Website Performance

Not live yet - no data available.
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March 2025 - NatPower Marine

Noinfo

No info
@

Website unique visitors
March 2025

Wl 1A 8 '

_.—.f .

LinkedIn Followers

in
63

New followers

NatPower Marine

Popular pages

i —

A

NatPower M.

Noinfo

Website traffic

Noinfo m F :

Social Media referral
Website traffic
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Social media | Content impressions March 2025 m
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m SOCIAL MEDIA

Social media | Page visitors March 2025

Geographic Job Function

London Area, United Kingdom, United Kingdom - 106 (29.4%:) Business Development - 33 (2.29)
The Randstad, Metherlands, Netherdands - 14 (3.932) Sales . 20 (5.6%)

I— ]

Manchester Area, United Kingdom, United Kingdom - 12 [3.3%) Marketing - 13 (5%)

— E—

Pune/Pimpri-Chinchwad Area, India - 11 (3.13%) Operations - 18 (5%)

— —

Greater Paris Metropolitan Region, France - 11 (3.1%) Human Resources - 11 (2,15
— —

] P

Greater Bristol Area, United Kingdom, United Kingdom - 8 (2.2%) Information Technology - 9 (2.5%)
= P

Stirling. United Kangdom - B (2.23%) Media and Communication - £ (2.2%)
— —

Greater Edinburgh Area, United Kingdom - 2 (2.2%) Engineering - 7 (1.9%)

— A

Greater Milan Metmgml'rtan A.I‘Eﬂ, "Ell}l’- 8 [22""3} Others - 225 {525%:]

— e

NatPower Marine
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Social media| Top Posts March2025

*data 04/04/25
473 Impressions

NatPower Marine
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Dashboard March - NatPower Marine

@ No data available

LINKEDIN
) o, H [
O % Pageviews . /° !quue . & . % Reactions
New followers vs . . Unique visitorsvs Impressions Impressions . .
2 Pageviews vs previous . . A . Reactions vs previous
followers previous visitors previous content  vs previous
month month

month month month

63 -17.1% 360 -31% 183 -25.3% 4638 -52.7% 200 -30.8%

NatPower Marine
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[
Insights

Website Performance

No website data available for March 2025.
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March 2025 - NatPower Marine Italia

LinkedIn Followers Linkedin
in No posts
21 -
New page Reactions in Janaury

NatPower Marine Italia n] ‘
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Social media| Page Followers March 2025 m

Geographic Job Function

Guenber Mk Mebsopelitan Ares ltaly - 7 (21.3%)

Ereaber Romne Metrapalitan Aaen Ry 3 TH

Gepater Genos Metropolitan feea Haly - 7 (4550

T ————ry Engineening - 1 (4.57%
Frarkfurt Rhine-Main Metropoiitsn Ares. Germany - 1 14.5%) T———
— Mook 1 %)
Geneva Metopalten Ares, Switzerlaned | (2072 ——
T— Real Esbale 1 (555
trmster Brighton snd Hove Area, Umibed Kingdom - 1 (4F7%) S—
—— Chbara- T B2

NatPower Marine Italia
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Dashboard March- NatPower Marine ltalia

LINKEDIN
% New followers o . % Unique visitors . 5 . % Reactions
. . 7 Pageviews vs . - . Impressions % Impressions vs . .
New followers VS previous Pageviews . Unique visitors VS previous " Reactions VS previous
previous month content previous month
month month month
2 -50% 20 -42.9% 6 -62.5% 0 0,00 0 0

NatPower Marine Italia
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Insights

Website Performance

Not online yet - no available data.

NatPower Marine Italia
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Insights
LinkedIn
MNatPower NatPower UK NatPower H NatPower Marine
New followers 44 (-54,7%) 108 (-77,5%) 71 (+153,6%) B3 (-17,1%)
Pageviews B92 (-14,2%) 1.065 (54,1%) 113 (-17,5%) 360 (-31%)
Unique Visitors 413 (-7,8%) 416 (-51,2%) B5 (+1%) 183 (-25,3%)
Impressions content 3.070 (-30,1%) 2.196 (-98,1%) 1.896 (+204,8%) 4.638 (-52,7%)
Reaction 54 (-19,4%) 31 (-BB.8%) 40 (1233,3%) 200 (-30,8%)

Even with a general decline in LinkedIn traffic,
NatPower H showed exceptional growth in terms of
followers and engagement, outperforming all other
pages.

NatPower Marine dominated in terms of total
impressions, but NatPower H had the highest
percentage growth.

The best performing post was NatPower H's
post on the seminar organised by GPY Monaco.

Facebook

Even though LinkedIn was the main channel,

the NP and NatPower UK channels also saw

good traffic from Facebook, with the overall percentage
of traffic from social ranging between 2.5% and 3%.

Social Media Performance
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Glossary of Website and Social Media KPIs ;

A : o , , , , *Organic Social: Free social media engagement through posts visible to
*Ad: A paid method of communicating with the target audience, including  ¢5|1owers and users interacting with the content.

paid social posts, display ads, and search ads, using text and images to Organic Traffic: Website visitors arriving through search engines without

engage users andencourage clicks. paid promotions
C .

°Channel: The outletusedto reach the audience, such as Website, LinkedIn, -Pages Per Session: The average number of pages a user visits within a single
|witter, and Instagram. session on a website. This metric helps measure user engagement and

*CTR(Click-Through Rate): The percentage of times a user clicks on a ink website navigation efficiency.
after being exposedto it. For example, 350 clicks out of 1,000 impressions -Page Views: The total number of times a page is visited.

equala 55% CTR. Paid Social: Social media advertising aimed at reaching targeted audiences

D . . , , , beyond organic reach.
*Dashboard: A workspace displaying key metrics over time, tracking user R

Interactions with content, social media, and the website. *Reach: The total number of unigue users who have seen a post or ad on

II , T ber of ti social media. This metric indicates how far the content has spread and how
mpressions: The number of times an ad appears to users, regardless of many people have been exposed to it.

interaction. *Reactions: Any type of interaction with content on social media, including
K _ ) S likes, shares, comments, and other engagement actions.
*Keyword: A word or phrase used in SEO to improve search visibility. S

*KPI(Key Performance Indicator): A measurable value indicating the success -SEO(Search Engine Optimization): Techniques to improve a website's
of a campaign or strategy. ranking in search engines.

L . . , . ) *Sessions: The duration of time a user spends on a website in a single visit.
*Landing Page: A single web page designed for a specific user action. U

*Landing Page Views: The total times & landing page is viewed. *UTM Tracking: A tracking code added to URLs to monitor web traffic sources
N , , o and effectiveness.

*New Followers: The number of new followers gained in a specific time W

period. *Web Page Views: The total number of times a web page is loaded.



Any Questions?

Please contact the Marketing Team
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