
 
 MONTHLY PERFORMANCE REPORT

Media spend for April was $59,468, March was $19,695 and April 2014 was $56,774.

Overall NMEDA website visitors were 12,330 and NMAM website visitors were 28,812. Between the
two websites, overall unique visitors were 31,089.

Conducted first Demo Days at Kessler Institute for Rehabilitation on April 9, over 200 people
joined us on a cold, rainy day outside in NJ. Five NMEDA dealers participated and they all said they
would do it again, Kessler also asked us to come back in September this year.

National Mobility Awareness Month was kicked off on April 15. Reporting will be more granular
now that the new website has been launched.

In the first 4 days of the new website launch we had over 60 new enewsletter sign ups. This is a big
win compared to past activity.

Wrote and distributed press release for NMAM which was viewed by 11,912 media outlets.

Social media impressions were 1,709,178 with over 1,000 new Facebook fans and 82 new Twitter
followers.

There was a 191% increase in people talking about NMEDA on Facebook, 11% increase in
impressions on Facebook and 70% increase in viral impressions. Regarding Twitter, there was a
70% increase in retweets on Twitter, 75% increase in engagement and 34% increase in mentions
on Twitter.

Conducted Satellite Media Tour with Mike Savicki and Ashley Lauren Fisher on April 16. One
national news network ran the segments, the spots ran in 114 local TV markets and 414 radio
segments ran that resulted in 18,863,590 impressions. The numbers is still growing as some of the
spots were pre-taped for distribution.
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Compared to March, visits to www.nmeda.com were nearly
equal in April. Midway through the month of April we began
driving traffic to MobilityAwarenessMonth.com. Two channels of
traffic increased (Direct and Referral), however, Paid Search for
www.nmeda.com was down due to allocation of funds being
given towards National Mobility Awareness Month. Visits stayed
fairly consistent despite a rise in one referring site
(MobilityAwarenessMonth.com).

Conversions declined a bit from 2,860 in March to 2,686. In
addition to the month-over-month fall in conversions, the
conversion rate trickled down from 23.16% in March to 21.78%.

Engagement was up from March, improving in three key metrics.
Bounce rate dropped 3.59%, while average visit duration
climbed by 1.11% and pages per visit increased by 2.73%.

0.14%
last month

3.59%
last month

6.08%
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Weekly Visits and Conversions from All Channels
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The number of Direct visitors who had never before been to the site rose slightly from 1,483 in
March to 1,717 in April and represented a large majority of the 1,928 total Direct visitors.

1,540 Referral visitors reached the site for the first time in April, a gain of 4.7%.

There were 29 landing pages that led to above-average conversion rates in April. In March, there
were 27 such pages.

Bing drove 462 visits this month, a growth of 14.6% over last month.

DIRECT

SITE TRAFFIC HIGHLIGHTS

Month-Over-Month Channel Performance
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Traffic that reached the site by entering its URL directly into a browser increased from 2,477
visits in March to 2,872 in April.

The number of Direct visitors who had never before been to the site rose slightly from 1,483 in
March to 1,717 in April and represented a large majority of the 1,928 total Direct visitors.

Traffic to each of the top three Direct landing pages (the Home Page, /locate-a-dealer/, and
/funding-and-rebates/funding-resources-for-accessible-vehicles-adaptive-equipment/) rose
when compared to March.

Weekly Visits and Conversions from Referrals
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For the second straight month, other websites sent more conversions to the site than the
month before.

Conversions were up because outside sites sent more traffic and yielded a stronger conversion
rate than in March.

The best sources of Referral traffic were: chryslerautomobility.com, newmobility.com,
community.parentprojectmd.org, and quest.mda.org. Those sites drive large numbers of visitors
that are likely to convert, so it's a good idea to keep building links on them.

www.nmeda.com had a decent 'long tail' of traffic sources that each sent a moderate amount
of traffic.

1,540 Referral visitors reached the site for the first time in April, a gain of 4.7%.

DIRECT

REFERRAL
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1,540 Referral visitors reached the site for the first time in April, a gain of 4.7%.

Weekly Visits and Conversions from Organic Search
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Three months out of the last four months there was a rise in the number of conversions arriving
via Organic Search. This time, they rose slightly from 858 in March to 912 in April.

Digging a little deeper, there were 29 landing pages that led to above-average conversion rates
in April. In March, there were 27 such pages.

There were 138 landing pages that brought in Search visitors for the first time.

There was a nice balance of visits between the Home Page and all of the other Search landing

ORGANIC SEARCH

Top Referral Sources
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There was a nice balance of visits between the Home Page and all of the other Search landing
pages. In general, searchers landing on the Home Page are searching for your brand, while
other pages usually bring in visitors searching for non-brand terms. When compared to last
month, Search visits landed on the Home Page at virtually the same percentage.

In April, Search visits had a very healthy spread across a wide range of landing pages. It's good
to have a 'long tail' of pages, because it brings in more traffic and balances out the volatility of
competing for just a few keywords.

The Search landing pages that brought in the most new visitors were the Home Page, /locate-a-
dealer/, and /nmeda-blog/funding-resources-for-accessible-vehicles-adaptive-equipment/.

Bing drove 462 visits this month, a growth of 14.6% over last month.

TOP ORGANIC SEARCH LANDING PAGES

LANDING PAGE VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

the Home Page 1,431
-3.51%

41.23%
-1.22%

282
-4.41%

19.71%
-0.93%

/locate-a-dealer/ 246
1.23%

67.89%
4.41%

242
-1.63%

98.37%
-2.83%

/nmeda-blog/funding-resources-for-a
ccessible-vehicles-adaptive-equipmen
t/

141
-12.42%

52.48%
-6.12%

9
-25.00%

6.38%
-14.36%

/nmeda-blog/how-to-afford-a-used-w
heelchair-accessible-vehicle/

115
2.68%

72.17%
-4.90%

22
29.41%

19.13%
26.04%

/quality-assurance-progra
m/

115
4.55%

81.74%
9.65%

5
-50.00%

4.35%
-52.17%

OVERALL TRAFFIC FOR APRIL 2015

Page 6 of 32



WEBSITE VISITOR NUMBERS ON NMEDA.COM

WEBSITE VISITORS NUMBERS ON MOBILITY AWARENESS MONTH

Screen Shot 2015-05-04 at 5.20.14 PM.png
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MEMBER WEBSITE VISITORS FROM NMEDA.COM

DEALER LOCATOR CLICK-THROUGHS

Total Click-Throughs on NMEDA IPR Subcommittee's Websites
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TOP DEALER LOCATOR CLICK-THROUGHS TO MEMEBER WEBSITES

Page 9 of 32



Weekly Visits and Conversions from Paid Search
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The decline in Paid Search conversions can be traced back to a drop in the number of visits
arriving via this channel in April. Despite that drop, the conversion rate actually increased from
83.02% in March to 83.24% this month.

The improved AdWords click-through rate (up 17.0%) was correlated with better rates from a
couple of AdWords Ad Groups, NMAM - US and NMAM - Canada. The click-through rate is the
percentage of times people click on an ad out of the number of people who saw the ad.

On average, it cost $0.01 for each conversion (4.85% less than last month). The cost-per-
conversion was driven down by a lower average cost for clicks on ads.

The paid search campaign was changed during April to drive traffic to
mobilityawarenessmonth.com. The NMAM site received 4,952 impressions and 325 clicks with at
6.5% CTR.

PAID SEARCH
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TOP PAID SEARCH KEYWORDS

Weekly Visits and Conversions from Social Networks

Facebook 69.6%
Twitter 14.0%
Pinterest 10.8%
Tumblr 2.5%
Google+ 1.3%
Other 1.8%

For the month of April, there was a rise in the number of Social sites conversions arriving to the
NMEDA website. We saw an increase from 47 in March to 93 in April.

Visitors arriving via links on Social sites ended up converting 15.47% of the time in April. This
was a significant increase from March's rate of 7.42%.

The best source of Social traffic was Pinterest, driving large numbers of visitors that are likely to
convert. For this reason, the social team will continue to increase regular activity on the
Pinterest page.

There was an increase from March in visits to the "Locate a Dealer" and the "Home Page,"
landing pages. On top of that, the "Locate a Dealer" landing page delivered a stronger-than-
average conversion rate.

KEYWORD VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

(not set) 868
-35.66%

63.94%
-1.98%

725
-35.27%

83.53%
0.60%

nmeda 2
∞

0.00%
No Change

0
No Change

0.00%
No Change

nmeda dealers 1
∞

100.00%
∞

0
No Change

0.00%
No Change

SOCIAL
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The following metrics showcase the engagement reporting for the month of April. Any notated big
wins are from a month-over-month comparison of April over March.

Big Win:

6% increase in impressions across Twitter and Facebook

Big Wins:

191% increase in people talking about NMEDA on Facebook

6% increase in total likes on Facebook

11% increase in impressions on Facebook

21% increase in users on Facebook

339% increase in paid impressions on Facebook

70% increase viral impressions on Facebook

36% increase in total reach of our Facebook content

6% increase in users talking about our Facebook content

33% increase in average engagement of Facebook content

TOTAL SOCIAL MEDIA ENGAGEMENT

FACEBOOK ENGAGEMENT

Twitter and Facebook Stats
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Facebook Growth and Page Impressions

Facebook Demographics
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Facebook Sharing Stats

Facebook Content Breakdown
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Impressions: 9,520 CTR: 5.588% (Average CTR for Sponsored Page Like Story is 0.30% and the
average CTR for Automotive is 0.297%) CPC: 26 cents (Average CPC for auto/vehicle sector is 66
cents) Clicks: 532 New Page Likes: 437

- 67,104 people like us to date. Is that a strong number comparatively speaking? For the number
of dollars we're spending? The amount of time we've been online? Yes because: - All targeted
individuals have listed Disabled sports, Motorized wheelchair, Muscular Dystrophy Canada, Iraq
and Afghanistan Veterans of America, Disability.gov, Wounded Warrior Project, Disability, Caregiver
AARP The Magazine, new mobility magazine, Vietnam Veterans of America, braunability, New
Mobility, Christopher and Dana Reeve Foundation, Spinal cord injury as personal interests, making
them all highly qualified brand leads. - These 437 ‘likes’ are just from the Facebook Ad campaign
itself, which doesn't include all additional organic growth. - Ad targeting is becoming more
specific due to changes in the platform that ensure ads are only being shown to users most likely
to click and most likely to engage with your brand.

Big Wins:

2% increase in Facebook Marketplace Ad CTR

1781% increase higher Facebook Marketplace Ad CTR than Automotive average

Lowered Facebook Marketplace Ad CPC by 38%

60% lower Facebook Marketplace Ad CPC than Auto/Vehicle average

FACEBOOK MARKETPLACE ADVERTISING
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Total Impressions: 95,066 CTR: 6.552% CPC: 6 cents Actions: 4,312

FACEBOOK PROMOTED POSTS

Best Performing Ad in Terms of Earning Pages 'Likes' and CTR
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Big Wins:

61% increase in followers on Twitter

34% increase in mentions on Twitter

70% increase in retweets on Twitter

75% increase in engagement on Twitter

6% increase in influence on Twitter

TWITTER ENGAGEMENT
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Big Win:

4% increase in followers on Pinterest

PINTEREST ENGAGEMENT

Twitter General Engagement Stats

Key Indicators

Twitter Follower Stats
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Google + Wheelchair Accessibility Community has grown to 25 members.

The Google+ national page had 31 engagements in April, which is up by 10 from March.

GOOGLE+

Pinterest Daily Averages

Pinterest Monthly Averages
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Google + Branded and Local Page

Google + Wheelchair Accessibility Community Page

Page 22 of 32



Google + Page Engagement (+1's) for NMEDA Branded Page

Google+ Page Engagement (+1's) for NMEDA National Page
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Google+ Page Visibility for NMEDA Branded Page

Google + Page Visibility for NMEDA National Page
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NMEDA's Tumblr had 7 new followers in the month of March for a total of 131.

TUMBLR
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This NMAM callout was sent out to a list of NMAM participants from 2014. Contained within was
information about the 2015 Local Heroes Contest, highlighting that it was now open for entries. It
also included important contest dates, some specifics on the giveaway and entry guidelines, as
well as social sharing links. The campaign was sent Monday, April 27th at 2pm.

The response from the campaign was very positive. The open and click rates were higher than
both the monthly NMEDA newsletter’s average as well as industry average. Of the users in the list,
very few bounced or unsubscribed.

The area that saw the most click traffic was the callout to the NMAM website, with 73% of total
clicks. NMEDA’s “Locate a Dealer” page, the NMEDA Facebook page, and the participating dealers
saw the remainder of the clicks.

Big Wins and Key Insights

The open rate for the campaign was 30.8%, which is 11.5% above the industry average of 19.3%.

The click rate for the campaign was 8.0%, which is 4.8% above the industry average of 3.2%.

The main callout of the email, the link to participate in this year’s Local Heroes contest,
received 73% of total clicks.

Of the 1,400 users in the list, only 64 bounced and 7 unsubscribed.

NMAM ENEWSLETTER
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eNewsletter Overview
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The NMEDA April newsletter focused on prepping for National Mobility Awareness Month, ways to
adjust a home for someone with a disability, and productivity tips. The newsletter was sent on
Tuesday, April 14th at 2pm.

April was a great month for the NMEDA newsletter. The open rate was higher than list average and
the click rate was significantly higher.

The areas that saw the most click traffic included the featured article, “Get Ready for National
Mobility Awareness Month,” with 74% of total clicks; the Pinterest pin “15 ways to adjust a home
for someone with a disability,” with 13% of total clicks; and the NMEDA homepage with 5% of total
clicks. The “Get More Done: Four Tips for Boosting Productivity” article, Locate a Dealer page, and
NMEDA’s Twitter and Facebook accounts also saw some click traffic from the newsletter.

Big Wins and Key Insights

The open rate for the April newsletter was 18.2%, which was 1.1% higher than the list average
of 17.1%. The click rate saw a huge jump, climbing 1.7% above list average of 3.3%. A 5% click
rate is the highest the NMEDA newsletter has seen since last year’s NMAM campaign ended.

The National Mobility Awareness Month preparation article saw 74% of total clicks for this
newsletter.

Six users shared the NMAM article on Facebook through the link provided in the newsletter.

Unsubscribe and bounce rates have maintained their low numbers.

EMAIL CAMPAIGN

Month Over Month Comparison
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April eNewsletter Overview
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Conversions Assists

Conversions are only credited to the most recent channel that brought in the visitor, even if they made multiple trips to the site before they
converted. Assisted conversions give a credit to each channel that brought in that user before they ultimately converted.

The site received 2,686 goal completions in April (with just 711 assists).

Coinciding with the overall decrease in conversions, two of the site's Goals saw notable

GOALS
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Coinciding with the overall decrease in conversions, two of the site's Goals saw notable
conversion drop-offs in April: "Locate a Dealer" and "Contact Us."

The best Monday-to-Sunday period for conversions was the week of Apr 13-19, as it brought in
724 (the next strongest was the week of Apr 6-12, which garnered 652). The least effective week
for conversions was the week of Apr 20-26.

More conversions have occurred on Mondays recently than any other day of the week.

GOAL BREAKDOWN

Mobile Visits as a Percentage of Total Visits
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The conversion rate of visitors using mobile devices slipped from 23.21% to 19.96% in April. It's
a little lower than the conversion rate of the site's desktop users, which dropped a bit to
22.15%. The mobile conversion rate is weaker than what the average has been over the last six
months (23.6%).

First-time visitors converted less o en (down 7.93%) than during March, and accounted for

GOAL CONVERSIONS CONVERSION RATE

Locate a Dealer 2,572
-5.58%

20.86%
-5.45%

Contact Us 114
-16.18%

0.92%
-16.06%

DEMOGRAPHICS
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First-time visitors converted less o en (down 7.93%) than during March, and accounted for
68.32% of all conversions.

The top states that sent traffic to the site were Florida (with 10.0% of visits), California (7.7%),
and Texas (5.1%). Florida has been the strongest state for seven consecutive months.

GEOGRAPHIC BREAKDOWN

REGION VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

Florida 1,228
-4.88%

53.83%
-4.94%

222
7.25%

18.08%
12.75%

California 948
-6.32%

54.85%
-8.55%

222
-18.68%

23.42%
-13.19%

Texas 629
2.78%

57.39%
-7.57%

171
-7.57%

27.19%
-10.07%

Ohio 493
20.83%

58.22%
-1.45%

102
-1.92%

20.69%
-18.83%

Illinois 481
23.65%

67.36%
-5.74%

150
26.05%

31.19%
1.94%

Page 32 of 32


