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Q1 PROGRAM HIGHLIGHTS

▪ 2019 – Enhance the Growth
▪ New Website Content
▪ Ageless Advice Column Update
▪ Key Messaging Brochure
▪ Community Locator Tool
▪ Q1 Paid Search & Native Advertising  
▪ Facebook Performance
▪ Monthly Ambassador Email Series
▪ SPREAD THE WORD 

2



Enhance 
the 

Growth

Expand and 
Refresh 
Content

Redesign 
Website / 
Increase 
Traffic

Increase 
Membership 

Referral

Reach 
broader 

audience via 
Paid Search

2019 THEME

33



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

▪ Completed Q1 SEO audit, monitoring and ongoing maintenance

▪ Developed brand-new Key Messaging Brochure
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GOAL #1: Q1 SEO AUDIT FINDINGS  
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▪ 36% increase in organic search volume and 14% increase in 
blog subscribers. 

▪ When someone searched the following queries on Google, 
WYLM Content/Resources showed up as the first link for users 
to learn more in Q1:
▪ Cost of Senior Living Communities 
▪ Keys to Longevity 
▪ Cost of Independent Living 
▪ How Much Does it Cost to Live in a retirement community?
▪ Average Cost of Retirement Living

▪ Over 376.6K websites backlink to WYLM site.
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AGELESS ADVICE COLUMN - NEW BLOG POSTS 
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▪ Since launch, there are 250+ 
subscribers to the Ageless Advice 
column through March 31, 2019. 

▪ Six new blog posts have been added 
to the website in Q1: 
▪ 2019 Books for Caregivers
▪ Healthy Eating for Guide for Older 

Adults
▪ Dementia Caregivers Toolbox
▪ Leveraging Technology to Make Life 

Easier for Seniors
▪ Managing Parents Finances 
▪ Unique Hobbies for Older Adults

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

6

https://www.whereyoulivematters.org/category/advice/
https://www.whereyoulivematters.org/2019-books-caregivers/
https://www.whereyoulivematters.org/healthy-eating-guide-older-adults/
https://www.whereyoulivematters.org/rx-dementia-caregivers-toolbox/
https://www.whereyoulivematters.org/rx-ai-help-senior-parent/
https://www.whereyoulivematters.org/managing-parents-finances/
https://www.whereyoulivematters.org/care-hobbies-for-seniors/
https://www.whereyoulivematters.org/category/advice/


Q4 NEW WEBSITE CONTENT
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▪ New Key Messaging Guide
▪ This brochure is a resource for 

those who are just starting to 
consider senior living, or aren’t 
sure it’s right for them. Download 
this free guide to Exploring Senior 
Living.

▪ It defines terms you need to know, 
helps you think through lifestyle 
and wellness goals, and offers 
tips for planning ahead.

▪ Added to the homepage on 4/4. 
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https://www.whereyoulivematters.org/wp-content/uploads/2019/04/exploring_senior_living.pdf
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COMMUNITY LOCATOR TOOL - LIVE

▪ 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.
▪ Links to the community’s 

website are included. 

▪ Launched on April 2, 2018

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

▪ ‘Active Adult’ Addition added 
in January 2019
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COMMUNITY LOCATOR TOOL PERFORMANCE

▪ Communities on tool: 3,254
▪ In Q4 2018, there were 2,938 communities 

live on the tool.

▪ # of Members Participating: 99

▪ Total pageviews: 3,111
▪ 2018 pageviews: 6,050

▪ Total searches: 16,202
▪ Q4 2018 total searches: 9,841

▪ Total clicks to “Visit Community 
Website”: 1,362 (1/1/19-3/31/19)

▪ Q4 2018 total clicks: 1,035

▪ Average time on page: 7:30
▪ Q4 2018 average time: 8:06

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 & REDESIGN SITE

All 2017 Website Sessions: 106,248

All 2018 Website Sessions: 218,527

2019 Year-to-Date Website Sessions: 85,128*

10

2019 YTD data reported through March 31, 2019*



11

Video 
Views:

20,060

Editorial 
Views:

52,339

Download

Views:

6,649

Locator 
Tool 

Views:

2,596

Infographic 
Views: 

326

81,970
Views!

Data reported from launch through January 1, 2019 to March 31, 2019

WEBSITE CONTENT UNIQUE ENGAGEMENT 



12

WEBSITE REDESIGN

▪ Purpose: Evolve the website with the current brand and rebuild 
the site’s information architecture to better facilitate the vast 
amounts of content to provide a more seamless user 
experience. 

▪ Anticipated launch date: June 2019



▪ Paid search efforts launched on 11/1/18 and will continue through December 2019 on 
Google, Bing and Yahoo to direct users to highly relevant content on Where You 
Live Matters by reviewing their top search queries and keywords. 

▪ Total sessions: 11,790 (4.5% increase compared to Q4 2018).

▪ Total impressions: 133,851 (27% increase compared to Q4 2018)

▪ Total clicks: 9,204 (6.9% click-through rate)

▪ Total cost per click: $1.96

▪ Top Keywords by Clicks
▪ Assisted living cost
▪ Memory care facilities
▪ What is assisted living
▪ Cost of assisted living
▪ How much does assisted living cost
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WYLM Paid Search
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Data reported from January 1, 2019 – March 31, 2019



▪ Native display ads are contextually targeted and are often shown as suggested or 
recommended articles on publisher websites such as AARP, Reuters, The Washington Post, 
Women’s Health and Good Housekeeping. 

▪ Native ads launched on 11/1/18 and ended on 1/31/19. The Q4 2018 strategy was to push 
native ads during the Holiday season to increase awareness of WYLM’s content on 
publisher sites. 

▪ They are non-disruptive, flow with and match the look and feel of the editorial content 
of the publisher’s site, exposing users to new content matched to their interests and 
demographics. 

▪ Total sessions: 20,277

▪ Total impressions: 8,976,426

▪ Pages per session: 1.2

▪ Total clicks: 44,089

▪ Total cost per click: $0.80

• The content pieces Sibling, Stress and the Holidays, Age at Home or Move to a Senior Living Community and 
Costs of Senior Living Vs. Staying at Home Video have seen the most traffic and engagement. 
– The average time on site for users consuming above content pieces is 3:03, which well-above the site average (1:30). 
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WYLM Native Advertising 
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Data reported from November 1, 2018 – January 31, 2019

https://www.whereyoulivematters.org/siblings-stress-holidays/
https://www.whereyoulivematters.org/15-questions-to-ask-yourself-about-aging-at-home/
https://www.whereyoulivematters.org/costs-senior-living-vs-staying-home/
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WYLM Native Advertising Examples 
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PAID SOCIAL – FACEBOOK 

▪ In Q1, paid social has produced 32% or 27,237 of all website sessions.
▪ Since launching in March 2017, there’s a total of 230,794 website visits attributed to paid social. 

▪ 272,733 Facebook users have been reached in Q1.

▪ 109,136 users = Seniors
▪ Generated 15,584 website sessions via paid social 

▪ 163,597 users = Adult Children
▪ Generated 11,653 website sessions via paid social 

▪ There also have been 1,125 ad reactions, 727 shares, and 1,779 full video views.

▪ The average conversion rate was 10.0% (benchmark 7.9%).

▪ 14.3% rate: Seniors

▪ 7.1% rate: Adult Children (highest conversion rate for this audience since launching paid 
social in March 2017)
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Data reported from January 1, 2019– March 31, 2019
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PAID SOCIAL ADS – SENIOR & ADULT CHILD TARGET

13% conversion 
rate, 361 shares 

and 38 comments

11% conversion 
rate, 24 shares 
and 1 comment

9% conversion rate,
138 shares and 

11 comments



OWNED SOCIAL TO DRIVE WEBSITE TRAFFIC

▪ Main Insights
▪ Total referral website sessions increased by 164.56%.
▪ Total website session duration increased by 6.22%.
▪ Total impressions reached over 6,909 users a day.

Overall, Facebook audience increased to 15,333 in the Q1 2019, resulting in higher level of 
engagement among users.

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

Page Fan Age
- 48% of Facebook fans are 65+, followed by ages 55-64 with 41% and ages 45-54 at 

9%.
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According to Facebook, over 4,460 WYLM website visits came from owned social in Q1 2019.
▪ Compared to Q1 2018, website visits generated from Facebook increased in Q1 2019 by 59%. 



OWNED SOCIAL TO DRIVE WEBSITE TRAFFIC

▪ In Q1 2019, the engagement rate increased by 11.5% or 4,800 total engagements since 
Q4 2018 (Industry benchmark for Facebook Page with over 10,000 Likes is 0.29% Engagement rate.)

▪ The high increase in engagement can we attribute to the new mini-video campaigns 
targeted to the caregivers and adult children focusing around Books for Caregivers and 
Aging and Isolation.

▪ Examples:
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https://www.facebook.com/whereyoulivematters/videos/548722565638776/?t=9
https://www.facebook.com/whereyoulivematters/videos/291480014864483/?t=0


Q1 FACEBOOK ENGAGEMENT UPDATE 
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15.3K+ Facebook Page Likes

7.2% Engagement Rate

3,088k+ Post Likes

1,300+ Post Shares

1.7k+ Facebook Full Video Views

674k+ Impressions

Data reported from January 1, 2019 to March 31, 2019
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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

2323

▪ 3 emails deployed in Q1

▪ Topics covered:

▪ Thank you for Being an Ambassador 
▪ 8.1% open rate

▪ Resource for turning Senior Living 
Leads into Residents

▪ 18.1% open rate

▪ Resource to share with Leads who 
have a Family Member with 
Dementia

▪ 18.4% open rate 



WYLM AMBASSADOR COUNT

▪ 2019 Total Ambassadors: 266 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

▪ Add the WYLM to your community site like Watermark and SRG Senior Living.

▪ Continue to 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: Incorporate WYLM resources into your weekly or monthly 

newsletters to families. 

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

▪ 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/


APPENDIX: 
WEBSITE PERFORMANCE  

UPDATE
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2018 WEBSITE SESSIONS BY CHANNEL
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2018-2019 MONTHLY SESSIONS AND PAGES PER SESSION
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VIDEO VIEWS – ALL TIME

29

6,670 

4,256 4,241 
4,662 

7,064 

11,551 

13,837 

8,627 

17772

1737 1570
1222 1346

 -

 2,000

 4,000

 6,000

 8,000

 10,000

 12,000

 14,000

 16,000

 18,000

 20,000

Q1 16 Q216 Q3 16 Q416 Q1 17 Q2 17 Q3 17 Q4 17 Q1 18 Q2 18 Q3 18 Q4 18 Q1 19

Video Views



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
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DOWNLOADS – ALL TIME
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ASHA MEMBER REFERRALS – ALL TIME 

35

401

683
719

510

575

505

598

493
510

327 343

263

132

0

100

200

300

400

500

600

700

800

Q1 16 Q2 16 Q3 16 Q4 16 Q1 17 Q2 17 Q3 17 Q4 17 Q1 18 Q2 18 Q3 18 Q4 18 Q1 19

Total 


