
  
MONTHLY PERFORMANCE REPORT

Media spend for March was $19,695, February was $11,551 and March 2014 was $45,587

Digital ads ran in Special Living, New Mobility, Quest, CAOT, Facebook, PPC and online display

Overall website visitors were 12,055 and overall dealer locator visitors were 9,611. All four goals
were met for the month of March.

Social Media impressions were 1,608,950

Content Creation on Taking Care of your WAV, Ms. Wheelchair America, Ways to Customize Your
Ride and Best West Coast Cities to Visit, etc.

Enewsletter was sent out mid March about Top Choice Careers for People with Disabilities.
March was a good month for the newsletter. The open rate was slightly lower than average, but
the click rate was the highest seen in months. Bounce and unsubscribe rates have also
remained low.

Year of the Senior / PR - wrote, distributed and pitched Adaptive Equipment for Extra Mobility
Help. Coping with Disabilities, Mobility Specialists and FAQ's.

NMAM Update - Held a members webinar on National Mobility Awareness Month and because
of the webinar, another vehicle and conversion were donated. Received a 4.5 rating out of 5
with 5 being the best. Lots of positive member feedback with the new additions to the program.

There are a total of four vehicles being donated.

Created a NMAM handout for Abilities Expo and had it distributed for free.

Created new graphics for the NMAM website and updated some of the functionality on the
website

Finalized dealer kit materials, placed on a USB drive and sent to members.

Planning for Demo Days and Satellite Media Tour.
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SUMMARY - AT A GLANCE



The monthly visits to the NMEDA website went up this month to
12,347, which is 2.25% higher than the February visits. The
biggest contributor to the growth in traffic was caused by
Referral sources, adding 450 visits (up 30.16%).

Along with an increase in visits, conversions went up from 2,738
in February to 2,860. The conversion rate also went up from
22.67% in February to 23.16%.

Mobile device conversions increased from 21.20% to 23.21% in
March. Which is almost equal to the conversion rate of desktop
users, which went up to 23.15%.

2.25%
last month

No data
last year

6.23%
last month

No data
last year

4.46%
last month

No data
last year

Visits

12,347

Bounce Rate

61.43%

Conversions

2,860

Weekly Visits and Conversions from All Channels

0

1000

2000

3000

Visits New Visits Conversions

Feb 04 Feb 11 Feb 18 Feb 25 Mar 04 Mar 11 Mar 18 Mar 25

WEBSITE VISITORS OVERVIEW



Conversions were up thanks to the nice jump in traffic arriving from links on other websites, and
for the first time in three months, there was a month-over-month rise in conversions arriving
from other sites.

1,471 Referral visitors reached the site for the first time in March, a substantial gain of 150%.

The best source of Social traffic was Pinterest. It drives large numbers of visitors that fall within
our target demographic with a need to access information on the NMEDA website, including the
dealer locator, lifestyle and product blogs, and more.

The number of conversions jumped from 2,738 during February to 2,860 in March.

The number of Direct visitors who had never before been to the site was 1,483 in March, and
represented a large majority of the 1,687 total Direct visitors.

Direct engagement metrics took a tiny step back across the board when compared to February.
Bounce rate (55.94% in February) moved to 58.18%, while pages per visit fell from 2.55 to 2.41
and average visit duration from 00:02:59 to 00:02:43.

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 February.

HIGHLIGHTS

DIRECT

MONTH-OVER-MONTH CHANNEL PERFORMANCE



Weekly Visits and Conversions from Referrals
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Visits Conversions

For the first time in three months, there was a month-over-month rise in conversions arriving
from other sites.

Conversions were up thanks to the nice jump in traffic arriving from links on other websites.

The best sources of Referral traffic were: mobilityawarenessmonth.com,
chryslerautomobility.com, gmmobility.com, bdindependence.com, and vantagemobility.com.
Those sites drive large numbers of visitors that are likely to convert, so it's a good idea to keep
building links on them.

Of the new Referral sources this month, the ones with the lowest quality traffic were: simple-
share-buttons.com, site39.simple-share-buttons.com, and site38.simple-share-buttons.com.

NMEDA had a decent 'long tail' of traffic sources that each sent a moderate amount of traffic.
However, the site could do better at avoiding dependence on just a few key sites for visits.

Two landing pages (the Home Page and /locate-a-dealer/) drove nice spikes in Referral traffic
this month. /locate-a-dealer/ also delivered an above average conversion rate.

Of the nine sites that rose into the top 10% of all traffic sources, simple-share-buttons.com,
site39.simple-share-buttons.com, and site38.simple-share-buttons.com drove the most traffic.

1,471 Referral visitors reached the site for the first time in March, a substantial gain of 150%.

REFERRAL



TOP REFERRAL SOURCES

Weekly Visits and Conversions from Organic Search
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Visits Conversions

For the second time in three months, there was a monthly rise in the number of Organic Search
conversions arriving to the site. This time, they jumped from 724 in February to 858 in March.

Digging a little deeper, there were 27 landing pages that led to above-average conversion rates
in March. In February, there were 26 such pages.

The best landing pages for Search conversions (besides the Home Page) are: /locate-a-dealer/,

REFERRAL SOURCE VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

simple-share-buttons.com 223
∞

99.55%
∞

0
No Change

0.00%
No Change

mobilityawarenessmonth.
com

146
43.14%

62.33%
13.53%

29
141.67%

19.86%
68.84%

chryslerautomobility.com 142
37.86%

41.55%
1.89%

36
28.57%

25.35%
-6.74%

gmmobility.com 62
21.57%

41.94%
6.94%

14
-12.50%

22.58%
-28.02%

us.wow.com 43
22.86%

69.77%
22.09%

3
-25.00%

6.98%
-38.95%

ORGANIC SEARCH



The best landing pages for Search conversions (besides the Home Page) are: /locate-a-dealer/,
/nmeda-blog/funding-resources-for-accessible-vehicles-adaptive-equipment/,
/category/handicap-accessible-vehicles/, /nmeda-blog/how-to-afford-a-used-wheelchair-
accessible-vehicle/, and /quality-assurance-program/. Visitors are finding what they're
searching for on these pages, and they're being guided toward conversion goals.

There were 25 landing pages that brought in Search visitors for the first time. /professional-
training/mss-june-2015/ led the way with 14 visits.

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 March, Search visits had a 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/.

Some Search visitors are leaving a er seeing only one page, and are either unable to find
specific content or aren't seeing compelling links to other parts of the site. The pages affected
include: /nmeda-blog/safety-tip-how-much-does-your-suv-or-van-weigh/, /nmeda-blog/best-
cities-for-the-physically-disabled/, /nmeda-blog/essential-iphone-apps-for-people-with-
disabilities/, /nmeda-blog/safety-first-is-your-seat-belt-properly-fastened/, and /what-to-
buy/li s/.

TOP ORGANIC SEARCH LANDING PAGES

LANDING PAGE VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

the Home Page 1,483
3.06%

41.74%
15.06%

295
8.06%

19.89%
4.85%

/locate-a-dealer/ 243
27.23%

65.02%
5.25%

246
28.12%

101.23%
0.71%

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

161
-5.29%

55.90%
-10.35%

12
71.43%

7.45%
81.01%

/nmeda-blog/is-it-time-for-your-senio
r-driving-safety-course/

132
-5.04%

74.24%
-3.55%

0
No Change

0.00%
No Change

/category/handicap-accessible-vehicl
es/

117
42.68%

38.46%
-31.44%

9
12.50%

7.69%
-21.15%



OVERALL TRAFFIC FOR MARCH 2015

WEBSITE VISITOR NUMBERS ON NMEDA.COM



TOP DEALER LOCATOR CLICK-THROUGHS TO MEMBER WEBSITES

WEBSITE VISITOR NUMBERS

DEALER LOCATOR CLICK-THROUGHS

Total Click-Throughs on NMEDA IPR Subcommittee's Websites



March Paid Search conversions were 1,120.

26.2% of your Paid Search visits were on a mobile device in March, up significantly from 20.2%
in February.

Weekly Visits and Conversions from Social Networks

Facebook 67.0%
Twitter 16.1%
Pinterest 10.7%
Tumblr 2.5%
LinkedIn 1.9%
Other 1.7%

PAID SEARCH

SOCIAL

Screen Shot 2015-04-07 at 1.13.45 PM.png



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

Big Win:

38% increase in new Facebook fans

TOTAL SOCIAL MEDIA ENGAGEMENT

FACEBOOK ENGAGEMENT

Facebook and Twitter Stats



Facebook Growth and Page Impressions

Facebook Demographics



Facebook Sharing Stats

Facebook Content Breakdown



Big Wins:

• 17% increase Facebook Marketplace Ad impressions • 30% increase in Facebook Marketplace Ad
CTR • Lowered Marketplace Ad CPC by 34% • 57% lower Facebook Marketplace Ad CPC than
automotive average • 100% increase in Facebook Marketplace Ad clicks • 25% increase in
Facebook Marketplace Ad new page likes • 1750% higher Facebook Marketplace Ad CTR than
automotive average • 82% conversion rate of clicks to new page likes through the Facebook
Marketplace Ad

NMEDA 3/1/15 – 3/31/15 Paid Social Media Advertising Campaign Recap Marketplace Ads: $400.00
TOTAL Spent: $400.00 Facebook Marketplace Ads: Impressions: 17,254 CTR: 5.494% (Average CTR
for Sponsored Page Like Story is 0.30% and the average CTR for Automotive is 0.297%) CPC: 42
cents (Average CPC for auto/vehicle sector is 66 cents) Clicks: 948 New Page Likes: 782 64,949
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 782 ‘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.

FACEBOOK ADVERTISING

Best Performing Ad in Terms of Earning Page 'Likes' and CTR



Big Win:

2% increase in followers on Pinterest

Big Win:

600% increase in link clicks on Twitter

PINTEREST ENGAGEMENT

TWITTER ENGAGEMENT

Pinterest Daily Averages

Pinterest Monthly Averages



Tumblr had 15 new followers in March which is almost double the amount of new followers in
February (8).

TUMBLR

Twitter General Engagement Stats

Twitter Follower Stats
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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 number of conversions jumped from 2,738 during February to 2,860 in March.

The week of Mar 2-8 accounted for the most conversions with 692, but the week of Mar 9-15
was nearly as strong with 688. The least effective Monday-to-Sunday period for conversions
was the week of Mar 23-29.

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

GOAL BREAKDOWN

GOALS

GOAL CONVERSIONS CONVERSION RATE

Locate a Dealer 2,724
4.45%

22.06%
2.15%

Contact Us 136
4.62%

1.10%
2.31%



The NMEDA March newsletter focused on top careers for people with disabilities, accessible
resorts from around the world, and five tips to help a caregiver’s duties run more smoothly.

As with last month, the newsletter was sent in batches based on the recipient’s time zone. So, the
entire list received the newsletter at 10AM local time, Thursday March 12th.

March was a good month for the newsletter. The open rate was slightly lower than average, but
the click rate was the highest seen in months. Bounce and unsubscribe rates have also remained
low.

The areas that saw the most click traffic include the featured article, “Top Choice Careers for
People with Physical Disabilities,” with 46% of total clicks; the Pinterest pin “Explore seven of the
most beautiful accessible resorts in the world,” with 26% of total clicks; and the article “Five Tips
to Make Caregiving Easier,” with 18% of total clicks. The NMEDA homepage, Locate a Dealer page,
and NMEDA’s Twitter account also saw some click traffic from the newsletter.

Big Wins and Key Insights

The open rate for the March newsletter was 0.9% lower than the list average of 17.1%. While
the open rate was slightly lower than average, the click rate saw a big jump. This month, it was
0.4% higher than both the list and industry average of 3.1%.

Subscribe rate remains on the low end of average.

Unsubscribe and bounce rates have maintained their low numbers.

EMAIL CAMPAIGN

Month By Month Comparison



Mobile Visits as a Percentage of Total Visits
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The conversion rate of visitors using mobile devices climbed from 21.20% to 23.21% in March.

DEMOGRAPHICS

March eNewsletter Overview



The conversion rate of visitors using mobile devices climbed from 21.20% to 23.21% in March.
It's roughly the same as the conversion rate of the site's desktop users, which inched higher to
23.15%. The mobile conversion rate was fairly close to what the average has been over the last
six months (23.2%).

First-time visitors converted 6.01% more than they did during February, and grew to account for
69.69% of all conversions.

The top states that sent traffic to the site were Florida (with 10.5% of visits), California (8.2%),
and Texas (5.0%). Florida has been the strongest state for six consecutive months.

GEOGRAPHIC BREAKDOWN

REGION VISITS BOUNCE RATE CONVERSIONS CONVERSION RATE

Florida 1,291
-16.71%

56.62%
20.39%

207
-15.16%

16.03%
1.86%

California 1,012
8.12%

59.98%
4.16%

273
23.53%

26.98%
14.25%

Texas 612
-16.28%

62.09%
11.80%

185
-21.61%

30.23%
-6.37%

New York 508
15.45%

60.04%
0.83%

129
25.24%

25.39%
8.48%

Pennsylvania 410
18.84%

63.66%
6.10%

98
22.50%

23.90%
3.08%


