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Uplift Trust ! rshared)
| \ Earlier/
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| |
[ Low ] | [ Medium ] ! [ High ]
Visits only Programs: Visits Programs and Transactions: Visits Programs, Transactions and Articles:
Incentivised to use platform Recognises added convenience of Uses HH as go-to portal for all Health
health transactions through HH Information & Transaction Needs
portal
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plift Health Literacy " rshared, \
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A population that is more aware of its healthcare needs will engage more with the:\—/\
national digital health platform?
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Shared

In Summary Earlier

* The 3 pillars of KPI framework were finalised. The names of the 15t 2 pillars are confirmed as Trust and Relevance. The name of the 3™ pillar is to be shared by iHIS team

* The metrices to be considered were finalised for each pillar as shared in deck above. Change requests are as follows

v AN

6.

Number of Xprofiles to be incorporated as KPI

Visits for Trust score to exclude bounces

Engaged Users to include those who clicked on links on a page

Engaged Users to include Brightcove Video View metric, if technically feasible. Else to be incorporated as support metric in Dashboard
Article Views and Votes from Zendesk to be included in Dashboard as support metric

Domain Authority and Linking Domain Authority to be included in Dashboard as support metric

* Tech audit data on LCP, TBT, CLS, Crawl! errors and 404 errors to be provided by WT to iHIS after site migration in order to commission a code clean-up project. The same data
points will be provided post the tag clean-up to see improvement in site functionality.

Next Steps

* |HIS: Tag clean-up to commence as per recommendations in GTM Audit:

4 separate HH properties in GA4 to be consolidated into 1
Rectify double counting of PVs in GA4
Rectify Referring Traffic Channel reporting

* New Metrices to be added:

Visits to Programs; Programs & Transactions; Programs & Transactions & Articles +Exclude Bounced Visits

Page scroll % at 25%, 50%, 75% and 90% levels
users with engaged sessions that lasted longer than 10 secs, or clicked on links on the page, or had 2 or more screen or page views
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Next Steps ' shared

\ \\\Eéﬂi\e\f‘f
\ \\\__/\
------------------ \I
[ Finalisation of Framework ] 1 | Dashboarding [ Metric Baseline & Score Setup ] Dashboard
o o o s Discussion Sharing

[ Tagging
|

|
|
Dashboarding : Dashboard
Requirement Alignment | Creation
) |
|
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What is Trust?

Improving cues of
credibility and trust so HH
becomes the user's go-to
health resource.

Feedback

Slide 38: We agree that crediting the articles to a
specific professional will improve the credibility
and trust, however, we do have some challenges in
implementing this. Itis also important for us to
provide branding for the erganisation where the
contributor is from

Question

Elide 38:

There are concerns by content partners on crediting
the articles to specific staff member as the
writer/review may leave the organisation or receive
a lot of questions pertaining to the article directly
from the public.

We have been crediting the organisation instead of
an individual. 1 article/content can be contributed
by multiple contributors, S0 how can we g0 about

Question

Slide 3% All the content will need to be accurate and
factual. S0 how do we have virtual cues to reflect
TS TSR R N O N £ | S R S

Please help to clarify the challenge in attributing to
HCP

Please help te clarify "branding for the org the
contributor is from"

Multiple contributors — credit all

Please help to clarify. Also virtual or visual?

\ e, 3

How can we attribute Healthline's better readership
to credibility and trust? Especially when the

Ihe mechanics of attributing content readership to
igher credibility and trust will be taken up in detail
'rthe KPI Framewark discussion

Question® perception of the publicen HH is thatitis a
"government platform", which by right should have
higher credibility and trust with the people?

T e R ———

Feedback |article is being reviewed but do not need to show

the whole workflow and review history.
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‘Trust’ can be derived from the underlying motive

Health
Articles

Transactions

Programs

Immunisations

Wiew your immunisation

National Steps Challenge™ records here.

Turn your moves into instant daity rewards all year The Begim.s Guide To Tuking Care of
round with the National Steps Chailenge™ Your Baby: 0 to 6 Months

LEARN MORE < ©

’-----------

4

R4

]
Promoted Convenience, | Many :
Onlyproviderof Ml alternatives [
Content, consolidated online ] ilabl :
Incentivised services across a : el : = G 1
to consume suite of health I conscCious :
JSHEREOS 4 choice to visit [
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“Trust’ can be derived from the method of discovery

NEEE]
Trafflc ----------------------------
[ | | |
. : Mobile Push ' Organlc Organlc Organlc

—

Promoted: Higher Organic: Involves

-------_’

’------

Visibility initiation by visitor
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Uplift Trust

lw ] " Medum | I  en

* Track improvement in absolute traffic
from organic sources to articles

* Track improvement in share of
organic traffic to articles

 Traffic Source: GA

% of Pageviews from Direct,
Organic(Search, Video, Referral)
traffic to articles as a share of
total pageviews

+WUNDERMAN
THOMPSON



Uplift Relevance

[ Low ] : [ Medium ] : [ High ]

VOC

. . _>
5 point rating
* VOC Data Source: Qualtrics
* VOC data point is subset of overall

VOC Strategy

e Page Scroll %: MS Clarity
* Detailed Page Scroll info to be

derived using GA custom tag:
50/75/100

Page Scroll % —
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Uplift Engagement Score

A population that is more aware of its healthcare needs will engage more with the
national digital health platform?

ow ) " Medum | |

Frequency of Visit
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To Note: Bounces are factored in Engaged Users Metric

Bounce rate

* The 3 pillars of KPI framework were finalised. The names of the 15 2 pillai

Metric UA GA4
* The metrices to be considered were finalised for each pillar as shared in ¢
1. Number of Xprofiles to be incorporated as KPI } i i .
2. Visits for Trust score t6 exclude bounces » | Bounce Percentage of single page sessions in which Percentage of sessions that were not
3. Engaged Users to include those who(clicked on links'on a page rate there was no |.nterat:t|0r| WIth_thE page. A engaged sessions. For example, if a user
4. Engaged Users to include Brightcove Video View metric, if technic bounced session has a duration of O seconds. visits your website, reviews content on
5. Article Views and Votes from Zendesk to b included in Dashboarc FCJI‘I example, if a user visits your website and your homepage for less than 10
6. Domain Authority and Linking Domain Authority to be included in reviews content on your homepage for several seconds, and then leaves without

minutes, but leaves without clicking on any links i i it
* Tech audit data on LCP, TBT, CLS, Crawl errors and 104 errors to be providi ' triggering any events or visiting any

points will be provided post the tag clean-up to selz improvement in site f or triggering any events being recorded as other pages or screens, then the session
interaction events, then the session will count as | will count as a bounce.
a bounce.

An engaged session is a session that
lasts 10 seconds or longer, has 1 or more
>10 seconds on page conversion events, or has 2 or more
Link clicks that result in new page or screen views. If a user doesn't
page views have an engaged session (that is, they

Predefined conversion events. don’t meet any of the criteria for an

Eg: video views, file downloads engaged session), then Google Analytics
and BMlI calculator counts the session as a bounce.
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Summary

RN

Trust Score

\l/
S

Page Views from Direct & Share of these PVs

Organic sources to Article out of Total PVs
Pages ~—

NS

77N
Engagement

Score

RN

Relevance Score

e

S

VOC Rating
N

~

Number of

Engaged Sessions
N
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Scoring Methodology

p

a

VRN

Trust Score

50% ~—

TN

Page Views from Direct &
Organic sources to Article
Pages

NS
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50%

P

Share of these PVs
out of Total PVs

N S

50%

Range O to 10

Monthly/Quarterly?

7~ N\
Engagement

Score
20%

N

Number of

Engaged Sessions

N

30%

N

Frequency of
Visit
N

A

Engagement

Rate
N S

RN

Relevance Score

50%

~

50%

TN
VOC Rating
N

TN
Page Scroll%

N



Trust

Relevance

Engagement

Scoring Methodology

Metrics

Page Views from Direct & Organic
sources to Article Pages

Share of these PVs out of Total PVs

VOC Rating

Page Scroll%

Number of Engaged Sessions

Frequency of Visit

Engagement Rate
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Incremental increase over last year
Incremental increase over last year
Average rating
Average Scroll%
Incremental increase over last year

Incremental increase over last year

Incremental increase over last year



Scoring Methodology

Index

Sample Visualisation

<0
0-24
25-49
50-74
75-99
>100

u r W N P O

subject to

Dashboarding Tool
Limitation
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Next Steps

[ Finalisation of Framework ] { Dashboarding J [ Metric Baseline & Score Setup ] { Dashboard J
I P - Discussion [ Sharing
I \\ | | |
: ! [ Tagging : , Dashboarding : Dashboard :
l : : : : Requirement Alignment | Creation :
O | [ I | | | I :
' : : : | ' ' '
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In Summary

iHIS team understands the change in Bounce measurement and incorporation in Engaged
Sessions metric, instead of the previously requested Trust Score

iHIS team will integrate Brightcove Video Views into GA in a couple of months. Post that WT
team will update event tagging to include Brightcove Video Views so that Engaged Sessions
consider Brightcove Video Views as well

iHIS team will consider including a list of conversion events from Healthhub website in the
upcoming months

It was decided to name the 3™ measuring pillar as ‘Engagement Score’ in a voting session from
the team

Next Steps

e iHIS team will revert back with comments in a few days on the shared KPI framework

* Meanwhile the tagging requirements for new metrices as per the KPI framework will be

discussed on 6t" March
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Thank you ©
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