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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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Webinar Information

= Webinar lasts one hour il O
= Enter questions at any time

= Recording will be posted in
our Webinar archive 48
hours after event

= Be sure to mute your

phones

= Compete our post-Webinar Iy i . o
survey to receive our — ———
takeaway

— SEM Case Study

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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ORGANIC
Natural results in SERPS

Unpaid

Algorithms applied to crawler
index — 200+ factors
(Google)

Content driven

Many factors (200+ in
Google)




THREE MONTHS OF SEARCH

PAID
= PPC - Pay-per-click (cost per
impression)
= Keyword bidding
= Advertisements
= Paid inclusion

o”

SITE
= Site-wide search approache
= Directory search

= Strategies for preventing us{
error




£ Overview

The case for search engine marketing (SEM)
The landscape of search today

How Google Adwords works and when to use it
Setting up and managing an SEM/PPC campaign
Q/A

WHY SEARCH ENGINE MARKETING (SEM) MATTERS/
THE CASE FOR PAY PER CLICK (PPC)




"Your company's corporate
home page is really Google.com™

Bob Pearson
Vice President, Communities & Conversations

Dell Computer
All Internet Users
Health Information
Searchers
80% Half of all American
Internet users
Start with utilize search engines
e to look for
Engines health information!
66%

Source: Pew Internet and American Life Project




i The Organic Search View of the World

= 86% of search engine users report they feel
organic listings are more relevant than paid
listings

= 299 of search engine users report being
annoyed by PPC ads

= 4 out of 5 search engine users report
never clicking on paid results

Source: iProspect / emarketer / marketing sherpa

i SEM Reality Check

= People lie on surveys

= Some user populations more positive on PPC
= Inability to crack top ranks

= Equalizer

= Immediacy

= Niche approach = lower cost
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Ad presented
on 9 Page Metric

= Impressions

= # of clicks

= CTR (click-
through rate)

Consumer

clicks

Landing page

Conversion
action

= # of conversions
= Conversion rate




Value

i Consumer Interaction Cycle
Ad presented
on a page

Consumer

anding page

Metric
Impressions

= # of clicks

CTR (click-
through rate)

# of conversions
Conversion rate
Value/Conversion

Total value
Conversion
i Consumer Interaction Cycle
Metric
C . - Impressions
Al ONSUMET N e
adjustment clicks
CTR (click-

Value

Conversion
action

Landing page

through rate)

# of conversions
Conversion rate
Value/conversion
Total value




:i Conversions Build Business Cases

# of Conversions =
Impressions X CTR X Conversion Rate

= Impressions can be estimated from your keyword
research

= According to MarketingSherpa, CTR estimates are
3.84% for in-house managed campaigns and 5.4%
for outsourced campaigns.

= Conversion rates vary based on the service area
being promoted and the types of conversion that
are available. You should make an estimate based
on experience.

iz Conversions Build Business Cases

Cost Per Converted Lead =
Number of Conversions/Total Campaign Cost

= If you are managing your campaign in-house,
make a budget of resources to allocate to the
campaign, including time from designated staff
members.
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: Conversions Build Business Cases

Total Value =
Value per Conversion x Number of Conversions

= Value per conversion is a number you should have
from the service selection process.

» If that has not been part of the process:
— Work with your finance staff to determine typical
margins for the services
— Work with your clinical staff to determine what portion
of consumer inquiries result in a patient receiving
services.

iz Conversions Build Business Cases

Return on Investment =

(Total Value - Total Campaign Cost)/ Total Campaign
Cost

= These factors should get you to a proposed ROI
value. In the end, this is the factor that drives the
choice to invest limited resources into these
initiatives rather than into some other opportunity.

= Once you get to this point, you should have all of
the numbers you need to generate ROI!
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THE LANDSCAPE OF SEARCH

i The Landscape of Search Today

= Search market share

December 2004

Others
21%

MSN/Live
14%
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i The Landscape of Search Today

= Search market share

January 2009

Others
10%

MSN/Live
11%

i The Landscape of Search Today
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i The Landscape of Search Today

= Search market share — Google
— Search
— Content network
— YouTube

ii The Landscape of Search Today

= Google Search
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i The Landscape of Search Today

= Google Content Network
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i The Landscape of Search Today

= Using the Google Content Network to your
advantage
— Targeted placement
= Choose your sites
= Choose your placement on those sites
— Placed by keyword

= Let Google determine which sites may be a good match
based on keywords

= Also includes Gmail and other Google properties

Gmail

e slis
Al I LI|\||_
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i The Landscape of Search Today

= Beyond the Big Three :
— YouTube alone would be the #2 search  YOUR[I[A

engine behind Google

— Social Media
= Facebook — 35 to 54 year-old demo is the
fasting-growing segment on Facebook,
followed by 55+ audience

= LinkedIn
= Twitter

HOW DOES GOOGLE
ADWORDS WORK?
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= Relevance, relevance, relevance
— Google's aim in both organic and paid SERPs (search

: How Does Google Adwords Work?

engine results page) is to give the user the best and
most relevant options

— This means your keywords, ad copy and corresponding

landing page MUST be relevant to the search phrase

= Each keyword in your campaign has its own
"quality score" that helps to determine where
your ad will be displayed

John

Mary
Kyle

K
Max Bid | Quality

CPC

$1.50
$2.00
$1.50

Score

4
5

Rank
Score

8
7.50

Actual
Position

#1
#2
#3

/ Quality Score of Your Ad + $.01

i How Does Google Adwords Work?

» Understanding Adwords ranking formula
— Ad Rank = Max CPC Bid x Quality Score
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— Your Actual CPC = Ranking Score of next highest bidder
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: How Does Google Adwords Work?

= Understanding quality score factors
— Historical CTR of that ad in relation to the search term
— Your account history
— Historical CTR of the ad's display URL
— Relevance of your keyword to the ads in its ad group

— Relevance of the your keyword and its ad to the search
term

— Your account's historical performance in the
geographical region where the ad will be shown

— Landing page relevance

= Quality score plays larger role in top 3 positions
above organic results

SETTING UP A CAMPAIGN
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i Setting Up a Campaign

= Step 1: Keyword research — decide what search
terms you're going to target for your campaign

— This is the most important step and often the most
overlooked

— Know what your competition is for those keywords
— Don't forget the "long tail" terms

2 Setting Up a Campaign

» Step 2: Define your audience
— Geographic targeting (search and targeted placement)
— Specific sites (targeted placement)
— Demographic targeting (targeted placement)

20



i Setting Up a Campaign

= Step 3: Define your budget for the campaign
— What is your maximum spend for each click?
— What is your maximum budget per day?

— Some keywords will require a larger budget in order to
place high in the SERPs

= You can set a default max PPC for an entire campaign, but
it's not the most effective approach

2 Setting Up a Campaign

= Step 4: Create your ads
— Set up multiple ad groups and multiple ads
= Organize ad groups by topic with unique ads for each
— Miniature advertisements — use a call-to-action
= Take a virtual tour
= Complete a heart risk assessment
= Get a second opinion
— Use keywords in the ad title and text
= Make it relevant to the searcher
— Use good URLs in the ad link

= DON'T send the visitor to your home page upon clicking on
the ad

21



i Setting Up a Campaign

= Step 4: Create your ads
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2 Setting Up a Campaign

= Step 5: Landing pages
— Each ad group should have a landing page relevant to
that ad group's topic
— Use the ad's keywords in page title, headers and body
text
— The landing page should lead the visitor on to an action
or "conversion"
= Forms
= Risk assessment
= Take a virtual tour
= Request an appointment
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TIPS FOR SUCCESS

i Tips for Success

= Create a granular campaign
— Separate ad groups by topic

= Each ad group should have unique list of keywords (50
max)

= Each ad group should have unique ads
— Allows for better quality score

23



i Tips for Success

= Create a granular campaign (cont.)

Source: adwords.google.com

i Tips for Success

= Use analytics to track success
— Google Analytics was created to complement Adwords
— Tag Yahoo and MSN ads to track in Google Analytics

= Set up "goals" for conversions
— By using goals and conversions, you can see which
keywords, ad groups or sites are generating actions,
which are more valuable than just clicks or traffic
numbers
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i Tips for Success

= Use match types to ensure high CTR
— Broad match is default type

— Use phrase match and exact match to keep unrelated
search queries from pulling down your CTR

Keyword: Tennis Elbow | May display ads for these queries

Broad Match tennis, elbow, tennis injury

“Phrase Match” tennis elbow symptoms, diagnosing
tennis elbow

[exact match] tennis elbow

= Use match types for acronyms — MEG (imaging)
will show ads for searches on Meg Ryan, etc.

i Tips for Success

= Use "negative keywords" to avoid unnecessary ad
impressions

Orthopedics campaign:
= Keyword: joint
— In January, there were 33,000 searches on
Google for 'joint health'

— By contrast, there were 200,000 searches
on Google for 'roll a joint' and 'roll joint'

= Possible negative keywords: smoke, roll,
or weed

— These will keep your ad from showing on
searches queries that also include these words
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i Tips for Success

= Dynamic keyword insertion

— Allows you to match ad copy with exact user search
terms

— Make sure you're using match types and negative
keywords if using this strategy
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i Tips for Success

= Start bids higher rather than lower
— Click-through history is very important in quality score
— Starting off in #1 or #2 position will give you better
click-through rates than being at the bottom
— If you start bids low, quality score will be low, making it
even harder to improve your ad position
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i Tips for Success

= Test, test, test
— Try out multiple versions of ads
= You can view the CTR performance of each ad in an ad
group
= Continually refine and rework messaging to get high CTRs
— Try multiple version of landing pages

= Google Website Optimizer allows you to try multivariate
testing in real time to see if one version of a landing page
delivers more conversions than others

QUESTIONS
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i Three Months of Search

PAID
ORGANIC = PPC - Pay-per-click (cost
Natural Results in SERPS per impression)
Unpaid = Keyword bidding
Algorithms applied to = Advertisements
crawler index — 200+ = Paid inclusion
factors (Google) \ Y
Content driven February
Many factors (200+ in SITE
Google) = Site-wide search
Y J approaches
Today = Directory search

Strategies for preventing
user error

Y
March

i Post-Webinar Survey

= At the conclusion, please complete our post-

Webinar survey

= Receive our Webinar takeaway: an SEM case

study
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: Questions?

= To learn more:

— Contact us
= 319-221-1667
= eric.george@geonetric.com

— Visit our Web site
= www.geonetric.com

2 Next Month’s Webinar

Findability: Connect Visitors to the Right Content
March 19, 2:00 p.m. CST

Join Geonetric to learn how to improve search and connect
your visitors to the information they're seeking - and
prevent them from abandoning your site in lieu of a
competitor.
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