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Limited Consumer Interest

Source:  Just Looking: Consumer Use of the Internet to Manage Care (CHCF ‐

 

2008)
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CalHospitalCompare
 

Usage Stats

•

 

170,000 unique visits since 

 
launch (35,000 in first week)

•

 

Average 10 pages per visit

•

 

Vast majority of traffic 

 
(50%) is coming in through 

 
bookmarks which may be 

 
heavily weighted with 

 
“industry insiders”

Source

Bookmark, 50%

CHCF.org, 

12%
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Campaign Objectives

•
 

Increase awareness / encourage hospital 
 participation

•
 

Drive traffic to site / increase use of data in 
 hospital choice decisions

•
 

Learn
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Strategy:

•
 

Target Audience: Expectant mothers in 
 San Francisco Bay Area 

(Maternity is a “shoppable”

 

condition, young users, 

 
region with large number of participating hospitals)

•
 

Media: Primarily online

•
 

Message:
–

 

Tap into desire for more information
–

 

Reassure users that ratings are unbiased and 

 
independent
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Outreach Strategy

•
 

Online media
1.

 
Placement

•

 

Display ads

•

 

Text ads

2.

 
Search terms

•

 

Key word searches trigger text ads

3.

 
Branded emails

•
 

Event sponsorship
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1.  Placement Campaign:

•
 

Individual local news web sites

•
 

Community participation sites

•
 

Online networks (Google, Yahoo)
–

 
Content driven

–
 

“Blind placements”
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Ad # 2
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Ad # 3
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Ad # 4
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2.  Search Campaign

•
 

Google and Yahoo 

•
 

Categories of key words 
–

 
Names of Bay Area hospitals

–
 

Searches for “hospital reviews”
–

 
Maternity/pregnancy terms (e.g. C‐Section, NICU, etc.)
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Text Ads

Find Hospital Quality Ratings

 
Compare maternity care at Bay Area hospitals.  Get independent ratings.

 
www.calhospitalcompare.org

Find C-Section Rates

 
Compare C-section rates at Bay Area hospitals through independent 
ratings.

 
www.calhospitalcompare.org

Bay Area Hospitals

 
Find independent quality ratings of maternity care at Bay Area hospitals.

 
www.calhospitalcompare.org

Learn About Maternity Care
Compare Bay Area hospitals for C-section rates and quality of care. 
www.calhospitalcompare.org

http://www.calhospitalcompare.org
http://www.calhospitalcompare.org
http://www.calhospitalcompare.org
http://www.calhospitalcompare.org
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Branded Emails

Targeted emails to 
 subscribed lists via 
 relevant brands
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Event Sponsorship

•
 

On‐the‐ground and online sponsorship of San 
 Francisco Birth & Baby Fair

•
 

Reach over 4,000 expectant parents in Bay 
 Area

•
 

Included on all outreach materials

•
 

Presence at fair
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Results & Findings
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Ads Matter

•
 

Display:
–

 
Over 14 million impressions

–
 

Over 12,000 “new”

 
clicks

•
 

Search: 
–

 
1.3 million impressions

–
 

Over 13,000 clicks

•
 

Branded emails:
–

 
10,000 impressions

–
 

100 clicks 

Through 9/15
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Traffic

•
 

Before campaign:
 

3 of 25 most viewed maternity 
 pages were from Bay Area

•
 

After campaign:
 

25 of 25 most viewed maternity 
 pages were from Bay Area
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Traffic

Top 3 Bay Area Hospitals Page Views
El Camino 664
UCSF Moffit/Long 597
California Pacific Med Center 592

Top 3 Non-Bay Area Hospitals Page Views
San Gabriel Valley 103
Cedars Sinai 103
KP South Bay 87

Through 9/15
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Traffic to Landing Page
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Placement Locations Matter

Cost Per 1000
Impressions

Cost Per Click

SF Weekly $13.20 $30.67

SF Chronicle $12.95 $15.88

SJ Mercury News $35.02 $28.87

CC Times $28.99 $23.71

Citysearch $4.84 $24.75

Yelp $16.58 $32.68

Google $1.06 $5.46

Yahoo $2.32 $1.28
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Getting the Wording Right

Color of 
Baby’s 
Room

C-Section Baby 
Names

Static

Impressions 2,920,947 4,231,990 3,339,103 2,350,506

Clicks 1,962 5,553 2,388 3,130

CTR .07% .13% .07% .13%

Through 9/15
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Campaign Objectives Matter

Total 
Impressions

Total 
Clicks

CTR Avg. 
CPM

Avg. CPC

Google
Placement

4,928,728 777 .02% $1.10 $6.98

Google 
Content

303,702 242 .08% $.46 $.58
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Flexibility Matters

Total 
Impressions

Total 
Clicks

CTR Avg. 
CPM

Avg. 
CPC

Yahoo Right 
Media

2,884,096 5,789 .20% $2.54 $1.14

Others 9,365,114 2,979 .03% $5.63 $17.70
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Size Matters

SF Gate, Mercury News, Contra Costa Times, Inside Bay Area

August

Ad Size/Shape CTR

Rectangles/Squares .13%

Leaderboards .06%

Skyscrapers .08%
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Names Matter

Specific 
Hospital 
Searches

General 
Hospital 
Searches

Birthing/
C-section

Pregnancy/
maternity

Impressions 656,175 173,060 144,043 233,645

Clicks 12,054 924 405 187

CTR 1.84% .53% .28% .08%

Through 9/15
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Cost Matters
Branded Emails

Total 
Impression

 
s

Total 
Clicks

CTR Avg. 
CPM

Avg. 
CPC

Vital Juice Daily 
(Branded email)

1,000 60 6% $500 $8.33

Merc

 

News 
(Branded email)

9,424 51 .54% $100.81 18.63

Yahoo Right 
Media (Display 
ads)

2,884,096 5,789 .20% $2.54 $1.14
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Final Thoughts

•
 

There is a real audience for 
 CalHospitalCompare.org

•
 

Campaign is creating consumers who 
 can drive market; give them tools

•
 

Audience almost certainly extends 
 beyond maternity

http://CalHospitalCompare.org
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Future CHCF Efforts

•
 

Continue to advance transparency – in an open, 
 credible way

•
 

Help consumers to use available information to 
 make good health care choices

•
 

Track and report progress ‐
   

improvement in 
 health care delivery ‐

 
over time
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