
WHERE YOU LIVE MATTERS
Q3 COMMITTEE UPDATE



Q3 PROGRAM HIGHLIGHTS

▪ 2018 - Continue the Momentum 
▪ Home page and Toolkit Updates
▪ New Website Content
▪ Ageless Advice Column Update
▪ Community Locator Tool 
▪ Facebook Performance
▪ Monthly Ambassador Email Series 
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Continue 
the 

Momentum

2018 THEME
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GOAL #1: EXPAND AND ENHANCE CONTENT ON THE WEBSITE 
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▪ Created 6 new blogs for the Ageless Advice column

▪ Developed 5 new editorials and an infographic

▪ Completed Q3 SEO audit, monitoring and ongoing 
maintenance

▪ Updated home page to include a scroll feature, description and 
links to content
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Q3 HOME PAGE UPDATES
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▪ Home page:
▪ New background 

information about 
the program

▪ Showcases key 
content on the site

▪ Scroll feature 
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Q3 NEW WEBSITE CONTENT – UPDATE
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▪ New content:

▪ Do you really want your kids to 
take care of you?

▪ What is Independent Senior 
Living?

▪ Independent Living Checklist

▪ Is Depression a Normal Part of 
Aging?

▪ Understanding Skilled Nursing 
Care
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https://www.whereyoulivematters.org/kids-take-care-of-you/
https://www.whereyoulivematters.org/independent-senior-living/
https://www.whereyoulivematters.org/independent-living-visit-checklist-2/
https://www.whereyoulivematters.org/depression-normal-part-aging/
https://www.whereyoulivematters.org/understanding-skilled-nursing-care/


AGELESS ADVICE COLUMN - NEW BLOG POSTS 
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▪ Since launch, there are 180+ 
subscribers to the Ageless Advice 
column through June 30, 2018. 

▪ Five new blog posts have been added 
to the website in Q3: 
▪ Is It More Than Just Forgetfulness?
▪ 4 Summer Health Tips for Your Aging 

Parents
▪ Caregiving Rights
▪ Talking to Your Employer About 

Caregiving
▪ Caregiving Burnout Quiz

▪ Fill out the form to receive biweekly 
emails of the latest post. 

7

https://www.whereyoulivematters.org/category/advice/
https://www.whereyoulivematters.org/category/advice/
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ADVICE COLUMN ADDITIONS - UPDATE 

▪ Visit the Ageless Advice column by clicking here.

https://www.whereyoulivematters.org/category/advice/
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NEW COMMUNITY LOCATOR TOOL - LIVE

▪ The new interactive 
Community Locator Tool is live 
on Where You Live Matters 
website.

▪ Search results will display 
ASHA member communities in 
U.S. and Canada by level of 
care(s), address, state and ZIP,  
up to a 100-mile radius.

▪ Launched on April 2, 2018

▪ All ASHA members are eligible 
to upload their community to 
the website.

https://www.whereyoulivematters.org/find-a-community/
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NEW COMMUNITY LOCATOR TOOL PERFORMANCE

▪ Communities on tool: 2,661
▪ In Q2, there were 1,431 communities live 

on the tool (4/1/2018-6/30/18)

▪ Total pageviews: 3,717
▪ Q2 pageviews: 1,936

▪ Total searches: 13,295
▪ Q2 total searches: 5,940

▪ Total clicks to “Visit Community 
Website”: 1,030 (6/10/18-9/30/2018)

▪ Q2 total clicks: 260 

▪ Average time on page: 6:14
▪ Q2 average time: 5:12

Click here to learn how to add your community(s) 

https://www.whereyoulivematters.org/join-the-movement/frequently-asked-questions/


GOAL #2: INCREASE WEBSITE TRAFFIC

All 2017 Website Sessions: 106,248

2018 Q3 Website Sessions: 50,025

2018 Year-to-Date Website Sessions: 144,989*
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Q3 2018 data reported through September 30, 2018*
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Video 
Views:

40,802

Editorial 
Views:

71,967

Download 
Views:

7,369

Infographic 
Views: 

574

120,712 
Views!

Data reported from launch through September 30, 2018

WEBSITE CONTENT UNIQUE ENGAGEMENT 



PAID SOCIAL – FACEBOOK 

▪ In Q3, paid social has produced 64% or 31,938 of all website sessions.
▪ Since launching in March 2017, there’s a total of 174,691 website visits attributed to paid social. 

▪ The campaign has resulted in 99 new Facebook page likes in Q3.
▪ 41 seniors and 58 Adult Child Influencer’s “Liked” the page. 

▪ 465,762 Facebook users have been reached.

▪ 246,902 users = Seniors

▪ 218,860 users = Adult Children

▪ There also have been 907 ad reactions, 491 shares, and 1,416 full video views.

▪ The average conversion rate: 6.9% (benchmark 7.9%).

▪ 7.1% rate: Seniors

▪ 6.6% rate: Adult Children

1313

Data reported from July 1, 2018 – September 30, 2018
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PAID SOCIAL ADS – SENIOR & ADULT CHILD TARGET

15% conversion 
rate, 16 shares 

and 2 comments

6% conversion 
rate, 3 shares and 

2 comments

7% conversion 
rate and 1 share



OWNED SOCIAL TO DRIVE WEBSITE TRAFFIC

▪ Main Insights
▪ Total audience size increased by 0.5%
▪ Total number of posts increased 21.4% 
▪ Total impressions increased by 1.9%

▪ Total organic impressions increased by 16.6% 

▪ Total video views increased by 31.8% 

▪ Total link clicks increased by 7.2%
▪ Average duration on site increased by 49% (1:38)
▪ Average pages per sessions increased by 6% (1.50)

Overall, Facebook audience increased by 75% (January 1, 2018 – September 30, 2018), 
compared to 2017, and resulted in higher level of engagement among users.

- 89% of the audience is female.
- 11% of the audience is male.

Page Fan Age
- 46% of Facebook fans are 65+, followed by ages 55-64 with 41% and ages 45-54 at 

11%.
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OWNED SOCIAL TO DRIVE WEBSITE TRAFFIC

▪ In 2017, WYLM had 11,784 page likes, with an average engagement rate of 3.6-3.9%.
▪ Industry benchmark: Average engagement rate for a Facebook page with over          

10,000 page likes is 0.29%.

▪ Total Facebook page Likes as of September 30, 2018: 15,407
▪ Q3 generated 106 additional page likes.
▪ 0.5% “Like” increase in Q3. 

▪ According to Facebook, over 35,570 WYLM website visits came from owned social in 
2018. 
▪ 9,695 sessions generated in Q3 by owned social
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FACEBOOK ENGAGEMENT  
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15.4K+ Facebook Page Likes

7.2% Engagement Rate

1,981k+ Post Likes

840+ Post Shares

7.2k+ Facebook Full Video Views

754k+ Impressions

Data reported from July 1, 2018 – September 30, 2018
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FACEBOOK: SUCCESSFUL POSTS 



GOAL #3: INCREASE ASHA MEMBER REFERRALS BY 15%

▪ Increase awareness of the toolkit, and encourage use by ASHA 
member communities by:

▪ Creating monthly emails to ambassadors highlighting new content
▪ Developing bimonthly ASHA emails/printed newsletter                    

to membership
▪ Presenting to ASHA board at the Mid-Year Board Meeting
▪ Continuing to add successful case studies
▪ Adding new employee orientation tools to online toolkit

▪ Why? Site sessions that come from ASHA referrals continue to have    
a lower bounce rate, last more than a minute longer than those of      
non-members, and have more pages viewed per session.
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MONTHLY AMBASSADOR EMAIL SERIES

2020

▪ 3 emails deployed in Q3
▪ Average click rate increased by 1%
▪ Average email open rate increased by 1%

▪ Topics covered:

▪ Marketing Memory Care
▪ 22.7% open rate

▪ 7 Tools for Your Sales Team
▪ 25.4% open rate

▪ 6 Tools for Evaluating Senior Living 
Options

▪ 21.6% open rate 



WYLM AMBASSADOR COUNT

▪ 2018 Year-to-Date Ambassadors: 237 Ambassadors

▪ We’re looking to committee members to encourage staff 
at all communities to sign up as WYLM ambassadors. 
Anyone can be an ambassador by signing up on the 
toolkit: JoinWYLM.org. 
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https://www.whereyoulivematters.org/join-the-movement/community-locator-tool-information/


SPREAD THE WORD

▪ Encourage members at your organization to sign up as ambassadors.

▪ Explore resources on the Tool Kit.

▪ Use the program in your sales process.

▪ Encourage the use and sharing of WYLM content.
▪ Example: Write an article with a summary of what your audience might 

find useful about our site/article and then include a link to the article. 
Ideally, the link would be a hyperlink on a piece of text that says, 
“Where You Live Matters, a senior living resource.” 

▪ Add the WYLM to your community site.

▪ Link to WYLM in community blog posts on your website.

▪ Link the Facebook page, and share content with your friends, family, 
colleagues and prospects.
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https://www.whereyoulivematters.org/join-the-movement/
https://www.whereyoulivematters.org/choose-the-right-type-of-senior-living/


APPENDIX: 
WEBSITE PERFORMANCE  

UPDATE
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2018 WEBSITE SESSIONS BY CHANNEL
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2017-8 MONTHLY SESSIONS AND PAGES PER SESSION
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VIDEO VIEWS – ALL TIME
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PRINT ACTIVITY – ALL TIME
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CONTACT US FORM – ALL TIME
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EMAIL SHARES – ALL TIME
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EMAIL FRIENDS & FAMILY FORM
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– ALL TIME



DOWNLOADS – ALL TIME
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ASHA MEMBER REFERRALS – ALL TIME 
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