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Experiment 1: Goals and Funnels 



NIAID INRO PROGRAM HOME PAGE 



 Application period clearly defined 

and finite:  

August 15 – October 15 

 Clearly defined goal event:  

Apply Online 

 Easily defined paths through site  

 Annual program, so lessons 

learned can be applied next year  

NIAID INRO PROGRAM  
ADVANTAGES FOR GOAL EXPERIMENT 



INRO PAGES REPORT 



GOAL : APPLY ONLINE 
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BY VISIT 

SOURCE 



GOAL FLOW 

BY VISIT 

SOURCE 



GOAL FUNNEL 



Lessons Learned 



 Make sure we can connect the ultimate goal event, clicking 

the Apply Online Now link, with the paths so that funnel ends 

in the goal event 

 Work with the content owners and project manager earlier  

 Work more closely with content owners on the promotional 

campaign so that we can connect campaign efforts to goal 

conversions 

 Next year, try some A/B testing to determine the best 

placement for the link and whether link or button leads to 

more conversions 

LESSONS LEARNED 



Next Steps 



POSSIBLE FUTURE GOALS 

Volunteer 
Download Documents 

Apply for a Job 

Apply for Research Funding 
Send an 

eCard 



Experiment 2: Campaigns 



FOOD ALLERGY AWARENESS WEEK 

 

 

 May 13 – 19, 2012 

 First campaign 

announcement sent 

May 11, 2012 

 Three announcements 

sent during course of 

campaign 



 Food Allergy Awareness Week 

campaign used three 

announcements: 

1. Food allergy publication 

2. Volunteer for clinical studies 

3. Baked milk press release 

 Each of the three announcements 

sent to three sources:  

 GovDelivery 

 Facebook 

 Twitter 

 First announcement sent May 11 

FOOD ALLERGY AWARENESS WEEK CAMPAIGN 
MAY 13 – 19,  2012 





FOOD ALLERGY AWARENESS WEEK CAMPAIGN 

BY SOURCE/MEDIUM 
MAY 11 – MAY 19 



FOOD ALLERGY AWARENESS WEEK CAMPAIGN   
SOURCE/MEDIUM PIVOTED BY AD CONTENT  

M AY 1 1  –  M AY  1 9  



FOOD ALLERGY AWARENESS WEEK  
AD CONTENT PIVOTED BY SOURCE  

M AY 1 1  –  M AY  1 9  



Lessons Learned 



 Develop solid processes for creating, distributing and using 

campaign-tracking URLs. 

 Google Analytics is case-sensitive by default. Check your 

analytics program before launching a campaign to learn 

whether your tool is case sensitive.  

 If tool is case-sensitive, set filters as necessary before 

launching the campaign (or be very   careful about case!)  

 Campaigns have longer shelf -life than you might expect. We 

still  see traffic generated by this campaign.  

LESSONS LEARNED  



 Tie campaigns to goals and conversions  

 Develop and enforce better processes and naming 

conventions 

 Develop guidelines for when to treat announcements as 

campaigns 

 

NEXT STEPS 



QUESTIONS 


