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Strategy

Objectives:
• Enhance awareness of the MassPAT 

program for all prescribers
• Encourage participation in MassPAT
• Drive traffic to website for more 

information

Target Audience:
• Physicians 
• Dentists
• Physician’s Assistants
• Nurse Practitioners
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Geography:  

Statewide MA

Media: 

• Print

• Display

• Pre-Roll

Flight Dates: 

• Digital: 11/19-12/23/18 and 1/14-2/17/19

• Print: 2/12 and 3/12



Flowchart
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Print
Journal of the American Medical Association (JAMA) - FC 4PG Insert 23,060               2

Digital
Display/Mobile 7,837,002         10

Pre-Roll 3,755,148         10

TOTAL 11,615,210     

Medium/Market
Delivered 

Impressions
November December January February March# Wks
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Print: JAMA Inserts
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• Two 4-page inserts distributed to subscribing physicians in the state of MA
• 11,530 subscribers per drop
• Drop Dates: 2/12 and 3/12

As one of the most widely circulated peer-reviewed general medical journals, 
JAMA, THE JOURNAL OF THE AMERICAN MEDICAL ASSOCIATION provides 
subscribers throughout Massachusetts with essential medical information and a 
unique forum for discussions shaping the future of medical practice and public 
health. 

JAMA, THE JOURNAL OF THE AMERICAN MEDICAL ASSOCIATION is directed 
primarily to physicians in office-based practice, hospital based practices, and 
other professional activities. 
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Delivery Snapshot: Overview

The MassPAT campaign generated over 11.5 million impressions across Display and Pre-roll tactics. 

• 28,627 clicks delivered an average click-through rate (CTR) of .25%, well above industry 

benchmarks.
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 Campaign Analysis  Impressions   Clicks 
Click-Through 

Rate
MA DPH MassPAT Program - Display 7,837,002                          15,746              0.20%
MA DPH MassPAT Program - Pre-Roll 3,755,148                          12,881              0.34%
Totals 11,592,150                        28,627              0.25%



Delivery Snapshot: Audience

The MassPAT campaign delivered impressions evenly across audience by tactic.

• The click-through rate (CTR) for Display is 0.20% across all audience segments.

• Dentists delivered the strongest Pre-Roll CTR at 0.36%, followed by Physician Assistants at 

.35%. 9

Audience Analysis  Impressions  Clicks 

Click-Through 

Rate

MA DPH MassPAT Program - Display 7,837,002                 15,746              0.20%

Doctors Audience 1,966,812                 3,985                 0.20%
Dentist Audience 1,926,086                 3,821                 0.20%
Nurse Practitioner 2,015,296                 4,037                 0.20%
Physician Assistant 1,928,808                 3,903                 0.20%

MA DPH MassPAT Program - Pre-Roll 3,755,148                 12,881              0.34%

Doctors Audience 953,279                    3,117                 0.33%
Dentist Audience 939,044                    3,421                 0.36%
Nurse Practitioner 936,399                    3,124                 0.33%
Physician Assistant 926,426                    3,219                 0.35%

Totals 11,592,150               28,627              0.25%



Delivery Snapshot: Display Creative
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The MassPAT campaign delivered an even responsiveness to the three display creative executions.

A B C

Display Creative Group Analysis  Impressions   Clicks 
Click-Through 

Rate
Display Banners 7,837,002            15,746        0.20%

DPH MassPAT Banner -  Display Group A 2,676,329             5,416          0.20%
DPH MassPAT Banner -  Display Group B 2,577,392             5,117          0.20%
DPH MassPAT Banner -  Display Group C 2,583,281             5,213          0.20%

Totals 7,837,002            15,746        0.20%
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Delivery Snapshot: Pre-Roll Video

The Pre-Roll tactic delivered 3,755,148 impressions.

• Click-through rate (CTR) averaged .34% over the 10-week campaign with a 61.50% video completion rate 

(VCR). 
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GA Placement Overview

To date, the MassPAT campaign has delivered 19,042 new sessions.

• 81.30% of sessions were new, which means we continued to attract 1st-time users throughout the entire 
campaign.
o The agency standard for new sessions is 70% - 80% range for Video tactics. 

• Average time spent on page was 2:04.
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Placement Total 
Sessions

New 
Sessions

% New 
Sessions

Avg. Session 
Duration Total Users New Users % New Users Page Views Unique Page 

Views
Avg. Time 
on Page

Display 12,407         10,645     90.24% 0:16 11,357        10,645        96.98% 15,405         13,007          0:57
Pre-Roll 6,635           4,835       72.87% 0:17 5,248          4,835          92.13% 7,122           6,635            3:49
MassPATQ418 19,042         15,481     81.30% 0:23 16,343        15,481        94.73% 22,528         19,641          2:04



GA Placement: Traffic Source
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Display is attributable to the largest 

number of sessions.

• 65% of traffic is from Display.

• 35% of traffic is from Pre-Roll.

Placement Total Sessions
Display 12,407              
Pre-Roll 6,635                
Totals 19,042



GA Placement: Data by Display Size

The 320x50 mobile was the strongest performer throughout the campaign, delivering 5,473 new 

sessions to the MassPAT campaign.

• The 300x250 and 300x50 ad units consistently delivered strongest average time on page
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Placement Total 
Sessions

New 
Sessions

% New 
Sessions

Avg. Session 
Duration

Total 
Users

New 
Users

% New 
Users

Page 
Views

Unique Page 
Views

Avg. Time 
on Page

160x600 150             150            100.00% 0:00 150         150         100.00% 150           150                    0:00
300x250 1,987          1,724         86.76% 0:44 1,837      1,724     93.85% 2,436        2,212                 3:17
300x50 3,186          2,849         89.42% 0:37 2,961      2,849     96.22% 4,048        3,224                 1:16
300x600 112             112            100.00% 0:00 112         112         100.00% 150           112                    0:00
320x50 6,560          5,473         83.43% 0:17 5,960      5,473     91.83% 8,171        6,897                 1:11
728x90 412             337            81.80% 0:00 337         337         100.00% 450           412                    0:00
MassPATQ418 12,407        10,645       85.80% 0:26 11,133   10,654   95.70% 15,405     13,007              1:47



GA Overview: Session by Device 

Mobile ads continue to drive the 

majority of website sessions.

• 92% are mobile ads

• 4% desktop

• 4% tablet
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Sessions
Desktop 750
Mobile 17617
Tablet 675



GA Overview: Unique Users
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The campaign drive a total of 15,481 unique 
users to site:

• The percentage of new users for the 
campaign was extremely strong. 

• Display drove 10,642 new users.

o 320x50 and 300x50 ad units attributable 
for 8,921 of those new users.

• Pre-Roll drove 4,835 new users. 

Placement Total Users New Users % New Users
160x600 150              150             100.00%
300x250 1,837          1,724          93.85%
300x50 2,961          2,849          96.22%
300x600 112              112             100.00%
320x50 5,960          5,473          91.83%
728x90 337              337             100.00%
Pre-Roll 5,248          4,835          92.13%
Totals 16,343 15,481 94.73%



Digital Insights
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Insights

• The campaign drove a high volume of traffic to the MassPat website.

• We saw strong performances for both the display and video campaigns.
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Leaderboard 728x90 
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Leaderboard 728x90



Medium Rec 300x250



Medium Rec 300x250 

© 2017 Semcasting, Inc. All Rights Reserved



Half-Page 300x600



Half-Page 300x600 
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Skyscraper 160x600



Skyscraper 160x600 
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Mobile Leaderboard 300x50 



Mobile Leaderboard 300x50 
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Mobile Leaderboard 320x50



Mobile Leaderboard 320x50
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PreRoll
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