
  

 

 

D2.2 Online Campaign Strategy 
Report 

 

115985 – MOPEAD 

Models of Patient Engagement for Alzheimer’s Disease 
 

WP2 – Four different strategies to engage subjects at risk of AD 

 

Lead contributor Rafael Navajo (6 - GMV) 

 rnavajo@gmv.com 

Other contributors Mercé Boada (1 – FACE)  

 
 

Due date 31 Apr 2017 

Delivery date 26 May 2017 

Deliverable type R 

Dissemination level PU 

 

Description of Work Version Date 

 V1.0 11 Apr 2017 

 V1.1 21 Apr 2017 

 

  



115985 - MOPEAD – D2.2  

2 

 

Document History 

Version Date Description 

V0.1 11 Apr 2017 First Draft 

V0.2 21 Apr 2017 Introduced comments from Mercè Boada 

Introduced comments from Dianne Gove 

V1.0 26 May 2017 Approved 

First issue 

  



115985 - MOPEAD – D2.2  

3 

 

Introduction 

MOPEAD’s aim is to test and evaluate four Patient Engagement models (Runs) to help identify people who are 
at risk of developing Alzheimer’s disease dementia (AD) in a five-country, multi-centre setting. 

Through a pre-screening approach, MOPEAD will identify members of the population who might benefit from 
follow-up services (this work will be covered by Work Package 2). Those at less risk of AD dementia will benefit 
from an increased awareness of cognitive well-being and will be provided with information on how to remain 
healthy. Those having higher risks of developing AD dementia will be identified as potential candidates for 
prodromal AD or mild AD dementia trials and recommended for further tests in detecting hidden patterns of 
biological signature of AD using CSF biomarkers. 

As stated before, the pre-screening process will take place in four different settings in each country and will use 
four different protocols according to the setting. These different models are: online engagement campaigns, the 
open house model, primary care based patient engagement campaigns and tertiary care based patient 
engagement (to proceed with endocrinologists). The goal is to increase the identification, engagement and 
awareness of subjects potentially at risk of AD dementia, and to compare the results and costs of these four 
different models. 

In Run 1, AD Citizen Science, it will be offered a low-cost patient recruitment tool using web-based technologies 
for citizens that demand cognitive surveillance and assessment services. In return for the citizen collaboration, 
it will offer reliable information, services (for patients and caregivers) and the option to receive further health 
assessment services. It’s based on the Citizen Science concept, where people donate their experimental data 
as a public participation in scientific research. 

To enhance this approach, this model will be completed with an online marketing campaign. Thanks to tools 
like Google AdWords it is possible to create campaigns directed towards targeted segments of the population 
based on their internet searches and navigation. Nowadays a vast percentage of people use search engines to 
inquire about symptoms or diseases. So, using online marketing techniques, it is possible to find people with 
concerns about their health, or about some symptoms, and to offer them the possibility to go to a web portal 
where some pre-screening test can be administered in order to evaluate their risk of developing AD dementia. 

Therefore, the online marketing campaign is essential to give visibility to the web site built for this Run. If the 
aim is to recruit as many patients as possible and compare the efficiency of the different models, this marketing 
campaign is the key to increase visits to the web portal. Otherwise they would be rather reduced. 

The way these online marketing campaigns work is the following: 

 Google offers a tool called AdWords (other search engines have similar tools). This tool offers the 
possibility to publish an advertisement each time a user types a specific key word (or set of words) in 
the search engine. 

 When a user clicks on the advertisement he/she is redirected to a “landing page”. This landing page is 
a web page where the user receives the first information related to his or her search, so it is very 
important that the landing page: 

o provides an answer to the question. 

o is trustworthy. 

o provides only relevant information. 

o asks only for essential user information to proceed with the registry. 

 The user receives the first information about the MOPEAD study in the landing page and is invited to 
undergo a basic online test in order to initially test his or her possible risk of AD dementia and to give 
some demographic information. 

 Depending on the result of the tests, the user is invited to undergo more specific test in order to 
determine more precisely the risk of developing AD dementia. 
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 If the user finishes the tests, the objective of the marketing campaign will have been achieved. This is 
known as a conversion and from that moment the objective of the Run 1 will be to maintain the user as 
an active user. 

Scope 

The present document sets forth information related to capturing users online for the MOPEAD project. 

The purpose of this report is to define the strategy for the online marketing campaign, which includes the 
definition of the objectives, the actions that are necessary for achieving these objectives, and also the tools to 
be used for carrying out and optimizing the same. 

The campaign’s objectives are described below, along with the target audience at which they are aimed and 
the processes that will be carried out in order to achieve the results. 

Once analysed and defined the starting point, objectives and the campaign strategy, the tactic plan can be 
defined. This tactic plan will be developed in a coming deliverable. 
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Marketing Campaign Strategy 

Objectives 

The purpose of MOPEAD’s online campaign is to capture users who are at risk of developing AD dementia. 
Through the completion of some online tests, citizens’ at risk of AD dementia will be evaluated. Citizens with a 
high risk of developing AD dementia will be identified as potential candidates to undergo further medical tests 
and trials. 

So, the final objective is to that people identified with a high risk of AD undergo further clinical trials in a medical 
centre. At this stage of the project, it doesn’t matter if the person is finally diagnosed as have AD dementia or 
not. 

Nevertheless, it is very valuable for the project to have as a large a database as possible with information about 
citizens concerned about their mental health together with the necessary information which allows to evaluate 
their AD dementia risk. In this way, although it isn’t the final objective, it is desirable to obtain personal 
information from as many citizens as possible. 

Quantitative objective 

In order to measure achievement of the goal, citizens who are found to be at high risk of AD dementia will be 
taken into account. It is suggested that these subjects undergo further trials in a clinical setting. 

The quantitative objective has been set at 100 participants for each country at which the campaigns are 
aimed. There are five countries involved in the project, so the total amount will be 500 users. The countries 
where the clinical centres are placed are: Spain, Holland, Germany, Sweden and Slovenia. 

Target Objective 

Once the campaign objective is determined, it will be necessary to define the citizens whom we should target 
in so that the goals are achieved with maximum quality. We will focus the marketing campaign in these groups 
of people. We’re defining the target objective in 3 groups: 

 Potential patients. These are people who are at risk and/or have symptoms of AD dementia. In most 
cases, they are people over 65 who may not use the Internet and as such may not actively search for 
things on the Internet. In this case, the following bullet should be taken into account. 

 Relatives of people who are at risk and/or have symptoms of AD dementia. That is to say, relatives of 
the first group. These people do use the Internet to look for information and are urging their relative to 
undergo memory tests to establish their state of mental health. This group will also include people with 
a relative diagnosed with AD dementia and who are looking for information about the disease, and may 
want to do the test to verify if they are also affected. 

 People who are worried about their health (Healthy older), including both physical and mental 
health. These are people who, at the present time, want to prevent illnesses in the future. Usually these 
people are in their sixties. 

We will prioritize actions related to these groups in the following order: Potential patients, Relatives, Healthy 
older. So, we will invest money in advertising for each group depending on their priority. 

These groups of citizens are those who are selected during the first stage of the study and who, thereafter, 
will be analysed in depth in order to obtain more information about the same: 

 Gender 

 Age 

 Medical history 
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 Etc. 

Conversions 

A conversion is defined as an online objective. For the present project, a conversion is the capture of users at 
risk of developing AD dementia who are willing to undergo the appropriate online medical tests to corroborate 
this. 

This conversion is divided into two different types: 

 Micro conversion 

 Macro conversion 

A micro conversion is an action that falls within the main objective (macro conversion) and which reinforces 
the achievement of this objective. In this case, a micro conversion is when a form with the user’s contact 
information is sent. This form will contain basic, necessary data: name, email and informed consent. 

In order to achieve as many micro conversions as possible, the actions described below will be carried out, 
always taking into account the landing page, the context of the user’s search and the marketing campaigns. 

The conversion rate in a successful marketing campaign varies from 1% to 5%, and it depends on multiple 
factors, like the advertisement text, the landing page, the look and colours of the webpage, etc. All of them will 
be monitored during the campaign. 

Macro conversion is directly related to the main objective, in this case, capturing users for carrying out in 
person medical tests. 

In order to achieve as many macro conversions as possible, a website will be built which will be geared towards 
this objective, always keeping in mind aspects such as website usability, design, content and calls to action for 
each of the devices (desktop computer, laptop, tablet and mobile devices). 

The online strategy that has been developed is based on getting as many micro conversions as possible so as 
to get the conversions that are the most qualified for the study. 

Capturing users 

The achievement of the objectives set forth in the online user capture strategy will be carried out with Google’s 
search engine. 

Google is currently the most commonly used search engine in all of the countries in Europe. Their market share 
is between 93% and 95% of the total market in the study’s objective countries. There are other tools, but this 
level of usage and acceptance of Google between the citizens regardless of the country where they live implies 
that the best option is to use Google in this first approach. If necessary, other alternatives will be explored. 

The method of capturing through Google can be carried out using two types of results from the search engine: 

 Promoted results (page positioning or SEM). 

 Organic results (SEO positioning). 

Promoted results (SEM) are those that appear as the first results of a search in Google and which have the 
“Ad” sign. When a user clicks on these links, the advertiser pays Google a certain amount of money. 

In order to display ads on Google, one must have an advertising account with Google AdWords and have 
advertisements and a domain capable of displaying advertisements in the search engine. The positioning is 
instantaneous once the campaign is activated and the segmentation possibilities are diverse. 
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Organic results (SEO) are those results that appear under the ads and which Google decides on how and 
when to position them based on different parameters, such as: 

 Content 

 Domain 

 Tags 

 HTML code 

 Metadata 

 Etc. 

By working on these types of things, organic positioning can be obtained in the medium/long run. 

The following image shows how paid ads appear in the first four positions and just below them are the organic 
results. 

  

Figure 1: Promoted results (SEM) and Organic results (SEO) in a Google search 

For this reason, the strategy to follow for online capture of the target citizenry is via the Google advertisement 
tool, Google AdWords. Some advises about SEO will be given, though it is not the aim pursued. 
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Search Engine Marketing (SEM) 

Google Adwords 

Google AdWords is Google’s search engine’s advertising tool and it offers two advertising networks: 

 Search network 

 Display network 

Through the search network they promote text advertisements that show up when the user enters a query in 
the search engine (see Figure 1). 

When they click on the advertisement, they’re sent to a landing page with information related to their query or 
the answer to the question that they asked. 

Through the display network they promote graphic advertisements (banners) that show up on any website 
that’s in Google’s network or an associated one based on a multitude of segmentations: 

 Topics 

 Interests 

 Key words 

 Sites 

 Domains 

 Etc. 

On both cases, the advertisers pay Google when a user clicks on one of their ads and the CPC (cost per click) 
is a variable amount that is determined by bidding with other advertisers. 

The following image shows, by way of example, an advertising banner on a website. 

 

Figure 2: Example of an advertisement in the display network 

Google shows ads in a specific order based on their level of quality and this level of quality is based on the 
following factors: 

 Key word and maximum bid (maximum cost per click) 
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 Relevance of the advertisement 

 Relevance of the landing page 

 User experience 

With this information, the search engine tells us the importance of the content and the relevance of the ad and 
the landing page so that, with a lower CPC, the ad is displayed in a better position than any other competitor. 

 

Figure 3: Importance of the quality of the content in positioning an advertisement 

Campaigns 

Via Google AdWords campaigns ads are displayed in the search engine network and the display network 
through text ads and graphic ads, respectively. 

These ads and the content of the same should be in line with the context of the query that the user entered into 
the search engine previously. 

We can define the context of the query as a group of key words that are directly related to a single theme or 
meaning. 

A Google AdWords advertising account will be divided into different campaigns based on country of 
segmentation. And, in turn, search and display campaigns for each segmentation country will be divided into 
different ad groups based on key search words and the displayed ads. 

The structure of a Google AdWords account is displayed in the following image: 

 

Figure 4: Structure of a Google AdWords account 

Search network ad groups 

The ad groups for each campaign are divided into groups based on search contexts and display ads directly 
related to the same content. Likewise, the landing page for these ads shows content based on the context of 
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the user’s search/query. In other words, search contexts will be used to personalize the ad and the landing page 
that is shown to the users depending on their search. 

After an initial study of key words, they’ve been grouped in search contexts as follows (they will be developed 
in detail in the tactic plan): 

 Symptoms (of memory) 

 Alzheimer’s (disease, detect, diagnoses, test…) 

 Dementia 

 Genetic Heritage (genetic, inherited, hereditary, heritage…) 

 Prevention (of Alzheimer’s) 

 Healthy Aging (exercise, nutrition, aging process, diet, body, mental…) 

For each search context (for each concept) there will be several words that will identify that the users are 
searching for information about that concept. They will make up the key words related to that search context. 

There is a relationship between “Target objectives” and the “search context” that will use each of those group 
of citizens, and between the search contexts and the key words in which they will be translated. This way, we 
get a mapping between the users we want to reach in our marketing campaign and the words they will use in 
their searches. 

Table 1 shows the relationship between Target citizens and Search contexts, whereas Table 2 shows the 
relationship between Search contexts and Key words. 

Target Citizens Search contexts 

Potential patients Symptoms 
Alzheimer’s 

Relatives Symptoms 
Alzheimer’s 
Genetic heritage 

Healthy older Prevention 
Healthy ageing (exercise, wellbeing, …) 

Table 1: Relationship between Target citizens and Search contexts 

 
Search contexts Key words 

Symptoms memory 
memory loss 
memory impairment 
memory problem 
everyday memory 

Alzheimer’s disease Alzheimer 
Alzheimer disease 
detect Alzheimer 
diagnose Alzheimer 
test Alzheimer 
senile dementia 
senility 
cognitive impairment 
cognitive problem 

Genetic heritage genetic Alzheimer 
Alzheimer inheritance 
hereditary Alzheimer 
Alzheimer heritage 

Prevention Alzheimer prevention 

Healthy ageing exercise Alzheimer 
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nutrition Alzheimer 

Table 2: Relationship between Search contexts and Key words 

The average CPC (cost per click) for each ad group is listed below by country: 

Ad Group Spain Germany Slovenia Sweden Holland 

Symptoms €0.50 €0.29 €0.37 €1.51 €1.06 

Alzheimer’s €1.07 €0.71 €1.95 €1.74 €0.95 

Genetic Heritage €0.64 €0.44 €0.70 €0.96 €0.56 

Prevention €0.32 €0.31 €0.25 €1.31 €0.76 

Healthy Aging €1.65 €1.19 €1.18 €1.47 €0.63 
 
 
There is another indicator that will help to adjust and evaluate the marketing campaign. The CTR (Click 
Through Ratio) shows the ratio between the number of times that AdWords shows an advertisement and the 
number of times the users click on it. For example, a CTR of 2% shows that 2% of users searching terms 
related with a context click on advertisements shown while searching. This is an indicator of the quality of the 
campaign and while the campaign runs, the terms used for AdWords will be tuned in order to maintain this 
value. 

Display network ad groups 

In the display campaigns, the ads display without doing a previous search for users who might be interested in 
our service. In addition, they display on specific websites related to the subject. 

In the display campaigns the segmentation is carried out based on: 

 Topics: e.g. disabled and special needs, neurological disorders, health news. 

 Key words: e.g. Alzheimer’s, memory, senile dementia, etc. 

 Sites: e.g. emedmd.com, best-alzheimer-products.com, sundownerfacts.com, etc. 

Google AdWords Investment 

The optimal investment for Google AdWords campaigns will be indicated in the next deliverable once we have 
carried out the in-depth key word study. 

Based on the average CPC for each country, the search volume, and the expected CTR for each one of the 
key words, we will indicate how much investment is necessary for both the search campaigns and the display 
campaigns. 

Google Ad Grants 

Google AdWords has made a tool called Google Ad Grants available to non-profit organizations, through which 
these types of organizations can display their ads without making any payments to the search engine. 

Google makes up to $10,000 per month available per account (domain) for running ads on the search network 
with one goal: increasing donations, volunteers and/or users. 

In order to access this tool meant for non-profit organizations, one must request to join so that Google can carry 
out an analysis and determine whether or not it’s viable. It’s an option that Google offers and which has not 
been ignored in the marketing strategy. 
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Search Engine Optimization (SEO) 

Search engine optimization is the process of optimizing a website for a search engine in order to thus optimize 
the organic results from the search engine. The better the optimization, the higher the website will appear in the 
search ranking. 
 
The webpage and the landing pages used in the user capture campaigns will conform to the search engine 
guidelines by using best practices and reviewing all aspects on the Google on-page SEO level. 
 
With this analysis penalizations from the search engine will be avoided and, in addition, the web-level user 
experience will be optimized. 
 
SEO guidelines are not included in the scope of the marketing campaign, but we will include the most important 
aspects to be taken into account during the building of the web site. They will be further explained in next 
deliverables. 

 URL optimization: the URL’s must be human readable and must contain the main key words. 

 Content: the content of the web page must contain (several times) the key words that wish to be 
positioned in the searches. 

 Meta-titles: some tags should be included in every web page (title, keywords, description). 

 Meta-tags: additional meta-tags should be used according to their purpose. 

 Load time: low load times are preferred by search engines, and also are very well received by users. 

 Server 

 Rich snippets 

 Tags 

 Etc. 

Another entry point to the web site will be through banners inserted in the consortium partner’s web pages. 
These banners will be designed specifically for each web page in order to maximize its effectiveness guiding 
users to the landing page. This technic is called link building, and is very useful to position web sites and redirect 
traffic to them in an easy way. 
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Landing Page 

The landing page is the URL at which users land when they click on ads from Google AdWords. 

The main reason for making a landing page is to get the user to perform some action, in this case, to get them 
to fill out the registration form (micro conversion) and to thus increase the conversion rate. 

It is very important for the success of this RUN to generate trust to the user. This will be carried out basing the 
landing pages in languages and websites close to the user. For the landing pages, the partner’s webpages will 
be used as trustworthy sites which will include links to the landing pages. A specific work designing the landing 
page will also be done, as it is extremely important the user’s first impression when accessing to this page in 
order to maintain him inside the process. 

The most important characteristics that this page should have are: 

 Content: The text and content on this page play a fundamental role on a marketing level. The text 
shouldn’t be very long, but it should provide some value for the citizens who arrive at the page. 

 Call to action: Calls to action contained on the landing page are essential to increase the conversion 
rate. Designing usable and attractive calls to action is one of the most important aspects of a landing 
page. It is also needed to avoid using a sensationalist style, scare-mongering and making claims which 
cannot be scientifically substantiated. 

 Form: This is the element that allows us to gather the information that we need from the target citizen. 
The perfect form only collects basic, necessary information. Several different studies have shown that 
the less fields there are, the greater the conversion rate. 

 Recommendations and/or testimonials. Showing everyone recommendations, success or 
testimonials from previous clients generates confidence and offers trustworthy, transparent information 
to others. 

 Usability: The webpage’s usability is the process of designing a webpage such that users can interact 
with it in the easiest, most comfortable and most intuitive way possible. 

 Design. Closely linked to usability, the design consists of planning, designing and implementing the 
website. 

 Device compatibility. Nowadays it’s necessary for a webpage to be highly responsive. This means 
that it has to be a webpage that’s easy to use on any device (mobile, tablet, laptop and desktop 
computer). 

 Load time. How quickly the landing page loads is fundamental in order for the user’s navigation to be 
optimal at all times and in each of the countries at which the campaign is aimed. 
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Analysis and Monitoring 

Online user capture campaigns will be monitored at all times through various web analytical and optimization 
tools to see what users are doing when they arrive at the website. With these tools we can find answers to 
several questions: 

 What the users who visit us are interested in: what pages they visit, how long they stay on each 
page, what the re-visit rate is, which page they leave the website from, etc. 

 What they click on: headlines, calls to action, buttons, banners, side menu, top menu, etc. 

 What part of the funnel they leave at: if they’ve started to take a test but stop at a specific step, 
haven’t completed the contact form, etc. 

Below is a list of the tools that will be used: 

 Google Tag Manager 

 Google Analytics 

 Google Search Console 

 Google Keyword Planner 

 Google Trends 

 Google Page Speed Insights 

 Heat Map 

 Semrush 

 Mailchimp 

All the processes will be continuously monitored in order to evaluate where improvements could be made in 
any part of it. The possible improvements could be to change the words used in AdWords, add or remove 
elements in the landing pages, send emails to the non-active users in the platform, reinforce the campaigns for 
specific countries, etc. 

Google Tag Manager 

This is a Google tool based on tags for managing websites. Google Tag Manager allows for the insertion and 
updating of bits of code on any website for later monitoring via Google Analytics. 
 

 

Figure 5: Google Tag Manager screenshot 
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Google Analytics 

Google’s analytic tool which offers essential information for analysing a website. With Google Analytics you 
get access to information such as: 
 

 Website visits (hits) 

 User behaviour 

 Conversions (macro conversions and micro conversions) 

 Flow and conversion 

 Events 

 Demographic information 

 Traffic channels 

 Etc. 

 

Figure 6: Google Analytics screenshot 

Google Search Console 

This Google tool is dedicated to getting an overview of the website and the website’s presence in Google 
search results. With this tool you get information such as: 
 

 User search queries 

 Positioning of the various pages on your website 

 Incoming links 

 Indexing 

 Robot paths 

 Sitemaps 

 Rich Snippets 

 Etc. 
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Figure 7: Google Search Console screenshot 

Google Keyword Planner 

Google’s planner for key words. It offers information about users’ search queries about a word or phrase, its 
search volume, and its average cost per click. In addition, all this information is segmented based on: 
 

 Geographical location 

 Language 

 Type of device 

 Long term search trends 

 Etc. 

 

 

Figure 8: Google Keyword Planner screenshot 
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Google Trends 

A Google tool that shows information about search trends and offers information about the most popular search 
terms throughout the world. 
 
Google Trends’ graphics show you how frequently a specific term is queried in various regions of the world and 
in various languages, based on a customizable timeframe. 

 

 

Figure 9: Google Trends screenshot 

Google Page Speed Insights 

This Google tool is used to analyse and evaluate a webpage’s loading speed. This tool provides suggestions 
and tools associated with improving the site’s load speed. 
 

 

Figure 10: Google Page Speed Insights screenshot 

Heat Map 

Currently there are various tools on the market that display information about: 
 

 Heat maps 
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 Session recordings 

 Analysis of abandoned forms 

 Page scroll analysis 

 Movement analysis 

 Click analysis 

 Etc. 

Semrush 

This online tool allows one to carry out a complete monitoring of key words and domains, including those of 
the competition. The information that it provides includes: 
 

 Key word research 

 Domain analysis 

 SEO tool 

 Search engine advertising tool 

 Position tracking 

 Site auditing 

 Etc. 

Mailchimp 

An email marketing tool that allows you to form different user and contact lists and send emails using 
predetermined patterns and personalized deliveries. 


