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i Slides and Recordings

Download Presentation Slides
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2 Who is Geonetric?

Geonetric develops award-winning Web sites for the
healthcare industry. A sample of our clients includes:
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i Post-Webinar Survey

= At the conclusion,

Post-Webinar g
please complete our SEey )
post-Webinar survey. Please take our 30

. . second post-webinar
= Recelve our Webl nar survey. We value your
ta keaway: feedback and look to continue to
. . . improve our educational
— Service line ranking events with your comments.
wizard

— SEO checklist

i About Today’s Presenters

Ben Dillon, MBA, Vice President & eHealth Evangelist
Ben is a co-owner of Geonetric. He writes and speaks extensively about our
research and the industry-leading efforts of our clients. Ben is co-chair of
the HIMSS eHealth Special Interest Group and a member of the Microsoft
Healthcare Users Group and SHSMD. He has been a judge of the eHealth
Leadership Awards for the past five years.

Blayne Fielder, Content Strategist

Blayne works with Geonetric’s clients to ensure their Web content appeals
to their target audience and engages the reader to take action. He has
more than seven years of experience in healthcare marketing and is a
certified Google Adwords professional.
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Introduction

Web Analytics Maturity Model
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Stage 1: Stage 1 Stage 3: Stage 4
Blissfully ignorant ‘Watching the basics Strategically Driven Integrated Analytics




it Exploring Five Areas...

Core traffic metrics
Transaction metrics
Email/eNewsletter metrics
Campaign metrics
Benchmarking
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2 Core Traffic Metrics

= Top five traffic metrics:
— Bounce rate

2 Core Traffic Metrics

= Top five traffic metrics:

— Pages viewed per visit




2 Core Traffic Metrics

= Top five traffic metrics:

— Traffic sources

2 Core Traffic Metrics

= Top five traffic metrics:

— New vs. returning visitors




2 Core Traffic Metrics

= Top five traffic metrics:

— Referring sites

TRANSACTION METRICS




2 Transaction Metrics

Repeat users

Task completion/abandonment rate
Value of conversion

Task completions per month

Total value generated per month

i Transaction Metrics: Quantifying Value

Example: online
class and event
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: Transaction Metrics: Example

= Calendar and Events Calendar

Return
Class fees collected $9,000
= $25/class x 30/month x 12 months
Administrative savings $3,000
= 10 min x $25/hour x 720 registrations
Cash management $1,800
= 360 registrations x $5 per
Patient intakes $374,400

= Average $520/attendee x 720 registrations

2 Transaction Metrics: Advanced Value

Billings vs. reimbursements
Revenue vs. contribution margin
Cannibalization

Ease of self-service
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EMAIL/ENEWSLETTER
METRICS

2 Email/eNewsletter Metrics

= Sent

= Delivered
= Opened
= Clicked

= Converted
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Sent

Delivered
» Open rate

Opened

Clicked

Converted

> Bounce rate

it Email/eNewsletter Metrics

» Click-to-open rate
» Click-to-conversion rate

> Conversion rate (overall) =
converted/delivered

: Email Metrics

Bounces

Unique click
throughs

Links that
were clicked,

and click
through rate
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CAMPAIGN METRICS

i Campaign Metrics

= Impressions
= Clicks

= Conversions
= Bounce rate
= Source
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2 Campaign Metrics - Impressions

= How often was your ad displayed?
= Cost per thousand (CPM) vs. cost per click (CPC)

ii Campaign Metrics: Impressions

= How often was your ad displayed?
= Cost per thousand (CPM) vs. cost per click (CPC)

Clicks [mipr. CTH Awg, CPC
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285 815993 0.55% 274
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i Campaign Metrics: Clicks

= How many people clicked on your online ad?

= (lick through rate (CTR) percentage =
clicks/impressions

This campaign sent 285 visits
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ii Campaign Metrics: Conversions

» What do you want the ad-induced visitor to do
once they get to your site?

= Set up goals in Google Analytics
— Class registration
— Find a doctor search

This campaign sent 115 visits
JE i L]
Omension: Hese =
slfeteats 118 vises A 1.74% Goan: FiraaDoctor
i tat 0,46 1o fog BEIS (SLIFY
[y, 3. 48% Goar* Fird 3 Class or Evert I 1.74% Goaiz Cholesterol Screenings
T Boay: TET 46.19%) 1 g I {1 AGE DT

16



:i Campaign Metrics: Bounce Rate

= Different from an eNewsletter campaign
bounce rate

= Concerned with the relevancy of your landing
page in connection with your ad

ii Campaign Metrics: Bounce Rate

= Different from an eNewsletter campaign
bounce rate

= Concerned with the relevancy of your landing
page in connection with your ad

This campaign sent 285 visits
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i Campaign Metrics: Source

= Use custom "link tags" so you know where visitors
are coming from when running multiple

campaigns
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ii Campaign Metrics: Source

= Use custom "link tags" so you know where visitors
are coming from when running multiple

campaigns
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BENCHMARKING

i Benchmarking

» What is benchmarking?

— Wikipedia says: A benchmark is a point of reference for
a measurement
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: Virtues of Benchmarking

= Can give a baseline value when using an
unfamiliar metric
— “What is a good bounce rate?”
— “How many pages per visit should I expect?”

= Places statistics in similar categories for better
comparison

— A hospital Web site will have different expectations from
site traffic than an eCommerce site

: Google Benchmarking

= Google Analytics provides six benchmarks in the
interface
— Sorted by site traffic: small, medium and large

— Categorized specific to: Health> Medical Facilities &
Services > Hospitals & Treatment Centers of
Similar Size
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2 Google Benchmarking

= How do I get there?
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= How do I get there?
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i Google Benchmarking

= How do I get there?
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2i Google Benchmarking

What information can I get from benchmarking?
Visits

— Pageviews

— Pages per visit e e

— New visits s s

— Time on site e L L
I arr -, man | Tt 1, | a1, M

Bounce rate
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i Google Benchmarking

What information can I get from benchmarking?
Visits

— Pageviews

— Pages per visit e e

— New visits o o

— Time on site A et
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Bounce rate
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: Google Benchmarking

What information can I get from benchmarking?
Visits

— Pageviews

— Pages per visit - -

— New visits P S Sl

— Time on site ‘—
A T Ry M,

Bounce rate
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i Google Benchmarking

What information can I get from benchmarking?

Visits
Pageviews
Pages per visit
New visits
Time on site
Bounce rate
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: Google Benchmarking

What information can I get from benchmarking?

Visits
Pageviews
Pages per visit
New visits
Time on site
Bounce rate
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Google Benchmarking

What information can I get from benchmarking?
Visits
Pageviews
Pages per visit
New visits
Time on site

Bounce rate
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: Google Benchmarking

= The problem with Google Benchmarking is the
sample is unknown
— Varied expectations and standards
— Wildly different markets
— No idea of quality (IA, content or design)
— Sample size is largely unknown
= “At least 100 sites of similar size and category”
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i Geonetric Client Benchmarking

= Comparing data points against similarly designed sites
can provide more accurate benchmarks

BounceRate |
Geonetric Clients 36.7%
“Medium Sized Hospital Sites” from Google 41.73%
Analytics
Pages Per Visit _
Geonetric Clients 4.8
“Medium Sized Hospital Sites” from Google 3.6
Analytics

Other Benchmarking Opportunities

Today, many companies are providing great tools
to analyze your competition and your audience

Compete.com
Google Trends
Google Insights for Search
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it Compete.com

= Compete.com tracks Web usage of more than two
million people
= Both free and subscription services
— Free analysis includes visits, visitors, average stay, pages
per visit and more
= Note: traffic numbers are calculated estimates
based on the activity of the two million members

— Traffic numbers will not match Google Analytics, but will
provide a statistical comparison

i Compete.com
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it Google Trends

= Compare the world’s interest in your favorite
topics

= Enter up to five topics and see how often they've
been searched on Google over time

= Shows news stories

= Also displayed by geographic regions

= Search by keywords or Web sites

= http://trends.google.com

i Google Trends

hafieldem@gm
GDI; _jgf Wap band. hadein 5 uoeny, Qaslic bypass ‘Saarch Tranck
T TETiES | L AT Y
Seachan Wil T S [Mlitmgen: =L
Ecali g based on 1ha sveraga Tefic of badionibe aurgany fom Undad Stabas in thi len 12
manths
(BT | azd il ¥ = lm 0
. v Handih g 5
= Bl Earihirrae g - Oct 24 2007
I 114
1 b P A = o Suan Coianl Blakall
s, =T ] G Hialsiton Chitnich - N 1220
e S — )
k_,.-'\_v_/AH - s — | EEMMDER Presenln
e
— i P N — Edratie M oo [subbcapio
1 (o) Hozpital Argeles o Tigans, b
Tk ST ] i 2880 ] e 00 i La 2320 g oty Sugery By 2 50 ¢
i AWl fiees plkiaag) - A
..']._-' Nt it .\._.-q:- e :"Iil‘- E| Enierobiacics’ Cists kom YL
] — - | E FLOCEC S
P — althe Avaricin Sogiete Fii b

28



it Google Trends for Web Sites
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i Google Insights for Search

= Takes Google Trends a step further

= Compare Google search volume patterns across
specific regions, categories, and timeframes
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it Google Insights for Search
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i Google Insights for Search
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i Google Insights for Search
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it Google Insights for Search

¢ Final Thoughts

= Metrics take time to analyze, interpret and
communicate
— Set aside 1 hr/week

= Setup is tricky — use professionals
= Consistency is king
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i Post-Webinar Survey

= At the conclusion,

please complete our g teR )
pOSt_WebI nar su rveY' Please take our 30
= Receive our Webinar second post-webinar
survey. We value vour
ta keaway feedback and look to continue to

irnprove our educational
events with your comments.

i Questions?

= To learn more:

— Contact us Need Help Now?

= 319-221-1667 Chat LIVE with an

= Eric.George@geonetric.com eBusiness Strategist!
— Visit our Web site

= www.geonetric.com Click hera to c hat

You can also eMail us or
contact us directly at
Boo-589-1171
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: Next Month’s Educational Webinar

Survey Results 2008:
Industry Trends Uncovered

October 16, 2:00 pm CDT

Join Ben as he presents the findings from Geonetric’s 2008
Survey on Initiatives in eHealth. This year we're analyzing the
data in a new way to provide added insight and perspective so
you can determine how to use the trends to improve your
online efforts.

34



