We build the digital
healthcare brands win with.

Design, development, SEO and integrations — engineered around
how patients and providers actually behave online.

July 2026 - Confidential
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The digital partner healthcare brands rely on

Hats-Off Digital is India's leading digital marketing powerhouse, now also in the UAE.
Headquartered in Pune, we're a vibrant 14-year-old agency transforming businesses 10+ [X]%

and brand experiences. Healthcare websites Avg. traffic lift

We blend purpose-driven creativity, brand marketing and cutting-edge
digital — spanning social media, SEO, design & branding, and website / 2 14

application development. Years of Experience in Healthcare Industry Years as an agency
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WHAT WE DO

Everything the website needs, under one roof

IT Solutions

 Software Development
« Website Development

e Data Entry

Cloud Solutions

» Hosting Servers

« Visual Composer

e Zoho Integration

« App Development

» Testing & Security

e Domain

« GSuite / Workspace
Integration

e WhatsApp Business
Integration

SEO & Content

 Search Engine
Optimization

o Platform SEO — YouTube,
Amazon, Quora, Reddit,
Mobile

e SEO Content Creation

e One-Time Website
Optimization

Wikipedia

Page Creation

Monitoring &
Maintenance

Content Writing

Draft Creation

» SEO Consultation

» Google — GMB, Merchant
Center, Tag Manager

* ORM Strategy
» AlIO, AEO, GEO

» Page Editing

« Recover Deleted Page

« Consultancy

Creative & Advertising
 Social Media Management « Performance Marketing
 Video & Post Production e PR & Outreach

e Branding Services e Photography &
Videography
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Selected case studies

Three hospital groups trust us end-to-end — design, development,
SEO and lead-tool integration. One build is live right now.
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Sahyadri Hospitals

Maharashtra's largest hospital network, headquartered in Pune — delivering multi-
specialty tertiary care across the state.
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SAHYADRI HOSPITALS - Ul / UX

A cleaner, more trustworthy experience

The old WordPress site buried doctors and specialities behind static pages with no way to act. We redesigned around the patient's first instinct — search a
doctor, pick a slot, book — with a persistent search bar, speciality-led navigation and a personal dashboard, so the very first screen signals a hospital that's

organised, modern and ready to see you.

® BEFORE e AFTER
For Aj t t
or Appointmen -
For Emergency or Ambulance Service Call: Pune 020 6721 3000 | Navi Mumbai 022 6157 8300 | Karad 02164 227 227 Fapllilaleinfe N300 I i i) Sahyadnﬂ— Search doctor here Q e @ e e
! “m;msp;ihlﬁoTSpAlt;I:: Hospitals v Specialities v Health Packages Blogs/Videos v Labs International Patients Find A Doctor

L 1l y. Medical care made "
Available, Accessible, Accountable. sahyadn' Ca—i—)
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Hospiltals

Hospital & Locations Request an Appointment Research & Academics Career CSR Site Search
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Knee Replacement
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Book Appointment Book Health Checkup Sample Collection At Home Home Care Services Call Me Back

-ounding hospitals | S8ahyadri forms an ideal HUB and SPOKE model where primary, secondary and tertiary health care is delivered with seamless

Specialities Treatments Procedures Diseases

Sahyadri Hospitals is the largest chain of hospitals in Maharashtra. We have multiple Speciality

Hospitals in Pune, Mashik, Karad and Navi Mumbai. Sctzfji- RZIrSaSEE Articles Explore our Centers of Clinical Excellence
Sahyadr group has 10 Hospitals with more than 860 beds currently and plans to expand to P L . . . R
almost 1200 beds by end of the next financial year. Sahyadri has touched the lives of over 10 » Total Knee Replacement Explore Specialized Services Avallable ot the Sahyadri Hospltals
lakh people by providing guality care. January 30 2012 | Case Study @
»Lowsackpain o) & &) &3 o)) e R @) a0 2
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SAHYADRI HOSPITALS - DEVELOPMENT

Built fast, built to scale

10 Wks 7

Development time Developers on the build

BEFORE

No online booking — no doctor availability or slot selection; every appointment needed a phone call or walk-in.

No patient accounts — no dashboard, no personalised space, no reason to return to the website.

Thin speciality pages — minimal content left Sahyadri under-represented in the searches where patients
choose hospitals.

WordPress ceiling — the platform limited how far custom patient-facing features could go.

5+ yrs

Avg. team experience

AFTER

¢ Slot-based appointment booking — browse doctors, pick a slot, book 24x7, directly on the website.

e Patient dashboard — profile plus complete history of previous bookings in one place.

¢ Family member accounts — add family members and book for them — one account for the whole household.

¢ Speciality pages engineered for SEO — Advanced Technology, Team of Experts, and Conditions & Treatments
sections on every speciality.

* React + Node.js rebuild — fast, app-like, and ready to grow without replatforming.
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SAHYADRI HOSPITALS - SEO

More visibility, more qualified traffic

Sahyadri Hospitals had limited local visibility, with key specialty pages not ranking in search results. Through a hyper-local SEO strategy targeting specialties

and doctor profiles, we increased organic traffic from 50K to 150K monthly visits within 5 months, driving substantial growth in local traffic and patient leads.

® BEFORE ® AFTER

. All accounts > Sahyadri Hospitals New Q e - . All accounts » Sahyadri Hospitals New Q - +
: . Try searching "top countries by users”™ ° . - Try searching "top countries by users” °
)l Analytics  GA4 - Sahyadri Hospital New i "' iop Y noQ e .1l Analytics  GA4 - Sahyadri Hospital New - . 9 “top Y n Qe
Report hot . b . . L Report hot . re . . ot
(] pi-bde el QO - Traffic acquisition: Session primary... © +  cusem 1May-31May2024 - [ Ml @ < ~ / M P ey 0O+ Traffic acquisition: Session primary ... @ +  cwsom 1aun-30un2026 - [ Il @ < ~ Z
@ Realtime overview revay Realtime overview
. ® Total @ O ic Search M Direct # Paid Search i igned A Referral @ -
Realtime pages = FRRIEE S 08 o el L Realtime pages Q, Search Rows per page: 10 - Goto: 1 1-100f12 »
Life cycle ~ Q, search Rows per page: 10 w 1-Tof7 Life cycle L = Session primary..channel group) = |+ + ﬁ_?!@?f_?_?_e_fﬁ §g_;_s_'§9_r_l_s: »!_\_ngr_a_g__e_ E_lf
engagement €
Q = - R = - e
S sl = Session primary..channel group) ~ |+ ¥ Active users Sessions ® JER TN time per )
Acquisition overview Acquisition overview o
User acquisition: First user ... User acquisition: First user ... Total 460,508 296,221 231.207 40s
100% of total 100% of total 100% of total Avg 0%
Traffic acquisition: Session... Total 97.852 179,100 111,698 1m 00s Traffic acquisition: Session...
ok 100% of total 100% of tota 100% of total Avg 0% Organic Search 353595(59.25%)  167.881 (56.67%) 148,879 (64.39%) 34s
Lead acquisition Lead acquisition
Organic Search 56,205 (73.95%) 132,923 (74.22%) 93,269 (83.5%) Tm 08s Paid Search 38,997 (15.04%) 42,337 (14.29%) 22476 (9.7%) 57s
Non-Google campaign Non-Google campaign
i (2 %) 85%) (13.09% s i 3 (13.56% Tir (12.66%) , (12.5%) 14
User acquisition cohorts Direct 38,042 (24.21%) 40,918 (22.85% 14,622 (13.09%) 36s User acquisition cohorts Direct 35,156 ( ) 37510012 ) 28,902 ( s
» Engagement Paid Search 1,427 (0.91%) 1,608 (0.9%) 1,036 (0.93%) S1s » Engagement Cross-network 28,160 (10.86%) 42,571 (14.37%) 26,397 (11.42%) 1m 10s
»  Monetisation Unassigned 1,303 (0.83%) 1,422 (0.79%) 676 (0.61%) 1im 10s »  Monetisation Organic Social 2,362 (0.91%) 2,538 (0.86%) 1,942 (0.B4%) 23s
Retention Referral 369 (0.23%) 608 (0.34%) 392 (0.35%) 1m 31s Retention Unassigned 1,000 (0.39%) 1,031 (0.35%) 19 (<0.01%) 14s
User ~ Organic Video 317 (0.2%) 390 (0.22%) 187 (0.17%) 265 User s Referral 775 (0.3%) 1,712 (0.38%) 884 (0.38%) 595
»  Userattributes Organic Social 189 (0.12%) 214 (0.12%) 135 (0.12%) 1m 03s »  Userattributes Display 290 (0,11%) 361 (0.12%) 58 (0.03%) 2s
Al Assistant 108 (0.04%) 135 (0.05%) 112 (0.05%) 435

& O Library

+26%

Organic

+48%

Direct

©@ O Library

+83%

Referral

296K/ mo

Total sessions




Lokmanya Hospitals

A Pune-based multi-specialty hospital group known for advanced orthopaedics and
joint-replacement care across Maharashtra.
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LOKMANYA HOSPITALS - Ul / UX

A cleaner, more trustworthy experience

The old site's navigation and content funnelled everything toward one speciality, hiding the hospital's true breadth. The new design leads with an 18-

department speciality grid as the first screen, routes every user journey to a specific department and doctor callback, and instantly establishes Lokmanya as

a full multispecialty institution.

® BEFORE ® AFTER
“ Book An Appointment AboutUs / Contact / (020)6666 7777 Lokmanya i R Q L4 it
Book A ¥ CallN Mail N i ROSTERNLS s
- 00! n a oW al oW
Lokmanya I3 [ 1\ B Mt . :
/I‘ WS THOPEDIC S #-tech. e - Appointment (020)6666 7777 care@lokmanyahospitals.in Home About Us Specialities + Find A Doctor Blog Videos International Patient Our Branches + Careers Contact Us Book An Appointment. /

About Us v Our Hospitals Services v Contact Us Awards International Patient o

&

= 500+ BERLLE “ 100+

Specialists, Doctors,
surgeons

ICU Beds

Bed Setup

OF DEDICATED SERVICE

A legacy of trust and excellence in healthcare.

2 24(7 - 247 * 25 - s
Cath Lab Trauma Centre Operation Theatres YEARS OF TRUST HGEBITALE \4

) 020-67286728 () care@lokmanyahospitals.in

.‘ I'm looking for Select Location - Select Specialty " Select Doctor -
e
OUR SPECIALTY oo T 5
Qe 2y B
er sy Ity ¥ tal chain offering the most advanced treatments in the domain of Orthopedics. In addition to ou Book Appointment Book Health Checkup Find A Hospital Second Opinion B“kaHso;:prDHEdlon
. 7 2 | A 7

Best Multispeciality Hospital in Pune for Comprehensive Healthcare

Orthopedics Joint Replacement Spine General Surgery Internal Medicine Trauma & Critical
‘e@ Care
S i -'- i E Al
- = S 1 4 + ) |
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LOKMANYA HOSPITALS - DEVELOPMENT

Built fast, built to scale

8 wks 5

Development time Developers on the build

BEFORE

Wrong story online — the site revolved around Orthopedics and one senior doctor; other departments were
nearly invisible.

Static HTML/PHP build — outdated pages limiting functionality, upkeep and growth.
Off-brand design — the look no longer reflected the hospital's brand identity.
No path to booking — no structured way to reach a specific doctor.

No international presence — nothing addressed patients from abroad.

2+ yrs

Avg. team experience

AFTER
e Multispecialty-first architecture — every department visible; perception shifted from 'ortho hospital' to complete
multispecialty destination.

e Department pages with depth — Treatments, Diseases and Conditions sections per speciality — rankable, patient-
friendly content.

¢ Full revamp on brand guidelines — look & feel redesigned to Lokmanya's latest brand identity.

e Doctor-level callbacks — patients request a callback against a specific doctor — qualified leads, not generic enquiries.

¢ International Patients page — a structured channel for patient bookings from abroad.
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LOKMANYA HOSPITALS - SEO

More visibility, more qualified traffic

When we partnered with Lokmanya Hospitals, the website had no organic search visibility. Through specialty and doctor page optimization, high-intent

treatment cost content, and a hyper-local SEO strategy, we grew organic traffic from 0 to 30K monthly visits while increasing qualified patient enquiries.

® BEFORE ® AFTER
) All accounts  Lokmanya New ) ) . i ) All accounts > Lokmanya New _ . .- am +
N | Analyhcs Lokmanya New - Q, Try searching "how to set up Analytics E: 'Cr\ 0 o ol Ar‘nalytlcs Lokmanya New ~ Q, Try searching "how to set up Analytics o Q 0 e
A @ + Trafficacquisition: Session primary channel group (Default.. @ - +  cwer Nov-3oNev202s - 3 Ml @ < # Z A @+  Trafficacquisition: Session primary channel group (Default .. @ - '+ cwen tam-30unz026 - D W @ < ~ 7
0 Q. search Rowsperpage: 10 b 1-8of8 0 = Session primary..channel group) ~ =+ 4 Sessions Engaged Engagement Average Events Event count Ki
@ sessions rate engagement per All events - All
Q = Session primary_channel group) ~  + + Sesslons Engaged Engagement Average Events Evart counl = | .. T " time per session
sessions rate engagement per All events = All eve Sedsion
@ time per session (@ '
sesslon o 46,553 20,818 44.72% 40s 3.86 179,855
100% of total 100% of tota Mg O Avg 0% Avg 0" 100% of total
Total 21,820 11,6469 53.48% 43s 4.51 %8464 1
100% of tota 100% of total Avg 0% Avg 0% Avg 0% 100% of tota 10 1 Organic Search 32,978 (70.84%) 15,640 (75.13%) 47 43% 465 30 128,956 (71.7%) 8,076
1 Organic Search 8,750 (40.1%) 4,821 (41.31%) 55.1% 55s 446 39,008 (39.62%) 3,664.00 2 Direct 8,501 (18.45%) 2,980 (14.31%) 34.69% 21s 3.66 31,458 (17.49%) 2,580
2 Paid Search 6,560 (30.06%) 3,233 (27.71%) 49.28% 455 479 31,422 (31.91%)  7,349.00 3 Paid Search 2,529 (5.43%) 1,389 (6.67%) 54.92% 44s 4.89 12377 (6.88%) 2,274
3 Direct 4.747(21.76%) 3,246 (27.82%) 68.38% 30s 5.13 24,345 (24.72%) 4.492.00 4 Organic Social 629 (1.35%) 312 (1.5%) 49.6% 27s 4.60 2,892 (1.61%) 29¢
4 Unassigned 357 (1.64%) 7 (0.06%) 1.96% 18s 1.29 460 (0.47%) 39.0 5  Paid Social 606 (1.3%) 277 (1.33%) 4571% 27s 457 2,767 (1.54%) 29
5  Paid Social 293 (1.34%) 141 (1.21%) 48.12% 37s 5.03 1473 (1.5%) 267.0 6 Referral 139 (0.3%) 79 (0.38%) 56.83% 47s 4,45 618 (0.34%) 4¢
6  Organic Social 226 (1.04%) 103 (0.88%) 45.58% 30s 481 1,086 (1.1%) 135.0 7 Cross-network 43 (0.09%) 36 (0.17%) 83.72% 585 6.93 298 (0.17%) 5¢€
7 Cross-network 76 (0.35%) 64 (0.55%) 84.21% 36s 5.66 430 (0.44%) 520 8  Organic Video 36 (0.08%) 21 (0.1%) 58.33% 1m 04s 4.94 178 (0.1%) 2
8 Referral 50 (0.23% 27 (0.23%) 54% 27s 4.80 240 (0.24%) 26.0 q Unassigned 36 (0.08%) 4 (0.02%) 11.11% 1m 42s 458 165 (0.09%) ot
@ @ 10 Al Assistant 28 (0.06%) 16 (0.08%) 57.14% 57s 521 146 (0.08%) 1z

+277%

Organic

+81%

Direct

+178%

Referral

47K/mo

Total sessions
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LOKMANYA HOSPITALS - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9%

Uptime

99%

Performance

711ms

LCP

Grade

1.5s

Fully page load

94%

Structure
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Zulekha Hospitals

A trusted UAE healthcare provider with hospitals in Dubai and Sharjah, serving the
region for over four decades.
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ZULEKHA HOSPITALS - Ul / UX

A cleaner, more trustworthy experience

A legacy site that spoke one language, ignored accessibility and treated every visitor the same. The new design opens in the patient's own language (English

or Arabic, with mirrored RTL layouts), adapts to their location and accessibility needs, and puts live slot availability on screen — trust built through relevance

from the first tap.

® BEFORE

® AFTER

’ Zulekha Hospital ) : ! =
< = v ENG | ARA —
6 p e About us Packages Departments Find a Docter Home Care Services  Contact Make an Appointment ﬁ

Hospital

18 cloll 522 cadgl
.GVl aal .lau gl
Ao\ w cloll 52 el el oy

1 nolla S,

Stop Chickenpox before
it starts. Vaccinate now.

Book your Appointments I
with Zulekha Hospital BOOK NOW

Zulekha
Health Packages

The Zulekha Healthcare Group found its roots in
1964 when its creator Dr. Zulekha Daud moved from
her native India to Sharjah, UAE in order to pursue
her dream of serving people in need and offer
affordable medical facilities to all.

View Detail

View all packages

Zulekha HOSpItg_I Departments v AboutUs  Patient Care v Contact Us Dubai v

Your Health Matters

g(géig Trusted by 600K+ people

Your Trusted
Partner in Modern
Healthcare

Explore Services °

Search for doctors, departments...

®

Home Care Services

Book An Appointment - Second Opinion International Patients -

Leading The Way In Healthcare Excellence

The Zulekha Healthcare Group found its roots in 1964 when its founder Dr. Zulekha Daud moved from her native
India to Shariah. UAE in order to pursue her dream of servina beople in need and offer affordable medical

Book Appointment °
21 EiF
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ZULEKHA HOSPITALS - DEVELOPMENT

Built fast, built to scale

10 wks 9

Development time Developers on the build

THE CHALLENGE

Legacy platforms — website on Laravel 5.4, generations behind; a hybrid mobile app with hybrid limits.
No WCAG accessibility — a real gap for a hospital serving patients of all ages and abilities.
One-size-fits-all — no day/night mode, no location-based content across cities and units.

No content engine — no Blogs, News or Videos — major SEO opportunity untapped.

Packages as images — health packages were image uploads: unreadable to search, no lead capture.

English only — no Arabic, despite an Arabic-speaking market.

3+ yrs

Avg. team experience

WHAT WE BUILT

¢ Next.js website + React Native app — legacy web and hybrid app replaced by one modern, native-quality ecosystem.

e WCAG accessibility + day/night mode — usable and comfortable for every patient.

e Hyperlocal across Dubai, Sharjah & Al Khan — content tailored to each hospital and medical centre's location.
e Booking + content engine — online booking plus Blogs, News & Videos for lasting search visibility.

¢ Packages that convert — every health package gets its own page with a lead-generation form.

e Fully bilingual — the complete experience in English & Arabic.
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ZULEKHA HOSPITALS - APP DEVELOPMENT

A companion app in every pocket

100K+

Downloads

PLATFORMS & STACK

iOS Android React Native

APl integration

KEY FEATURES

Appointments Reports

4.0

App rating

Push notifications

Content hub Reminders

Secure login

DOCTOR PROFILE

Dr. Salah Al Deen Al Omar

£ Emergency Medicine

2 Zulekha Hospital Dubai

& ©

15 years Today, 5:30 PM

E Qualifications

~ FRCEM (UK)
~ MRCEM UK)
~ Arab Board Certified in Emergency Medicine

~ M.B.B.S

4 Languages spoken

English Arabic

Select hospital .timings vary by branch

Zulekha Hospital Dubai ®
Y © Sot-Thu 9:00 AM - 5:00 PM

= Zulekha Hospital Sharjah
@ Daily 2:00 PM - 9:00 PM

v G -

Good morning,
John @

How can we assist with
your health today?

Find doctor

Book an

L
Appointment e

Clinic visit or teleconsult

Lab Reports

¢
o @ D
Home Care Health Packages Second Opinion

Pre - register before your visit e

Upcoming appointment View Al

= — Dr. Salah Al Deen Al Omar COMEIRMED

v D o=

Find a Doctor

9 doctors 1} Top rated % Filters

m~ = Dr. Salah Al Deen Al Omar 49

Emergency Medicine

15yrs @ Next Teday, §:30 PM
f5) Book Appointment

“#~  Dr. Salah Al Deen Al Omar 4.9

Emergency Medicine

15yrs @ Next Teday, §:30 PM
f5) Book Appointment

m~ = Dr. Salah Al Deen Al Omar 49

Emergency Medicine

15yrs © Next Teday, 5:30 PM

f5) Book Appointment
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ZULEKHA HOSPITALS - SEO

More visibility, more qualified traffic

When we took over the Zulekha Hospitals website it wasn't SEO-friendly — messy URLs with unnecessary parameters, thin content on key pages, unranked
doctor profiles, no blog, a poorly implemented lang attribute, and an under-optimised home care service (a key lead magnet). We restructured the entire
URL architecture, fixed the lang attribute, launched conversational blog content, and rolled out a hyper-local strategy for home care — driving rankings and

leads across specialty pages, individual doctor profiles, and health packages.

® BEFORE ® AFTER
A ! ‘t All accounts » Zulekha Hospital Q T Wi N ot
A All accounts > Zulekha Hospita _ _ (| nalytcs Zulekha H ital - ry searching "how to do BigQuery export”
Al Analytics Zulekha HOSpitEl| - Q, Try searching “how to do BigQuery export" H g} o * el ospl
M Reportssnapshot 0 - Traffic acquisition: Session primary ... @ -+
Reports snapshot . CTE . - ik .
A P g Q-+ Traffic acquisition: Session primary... @ +  cusem May1-May3i2025 - [ Ml @ < ~ OO
Realtime overview @ .
S Realtime pages = Session primary..Channel Group) -~ + Active users
3 Q, Search.. Rows per page: 10 - 1-10 of 10 pag
Realtime pages @
. . = Session primary..Channel Group) +  + Active users +Seaslona Engaged Average Enga Smpe sz oHiectives 3
Business objectives ~ Sessions engagement se @
@ ET—— time per per ac % = Generate leads -
v erate leads yoeps  pmsc = " ;
- Generate leads overview e o 100% of total
Generate leads overview
Total 29,217 42,404 29,334 402 ) Audiences 1 Organic Search 84,786 (48 85%)
Audiences 100% of total 100% of 1otal 100% of total Avg 0% Avg
User acquisition: First user .. 2 Direct 13,526 (28.23%)
User acquisition: First user ... 1 Organic Search 17,452 (59.73%) 25,411 (59.59%) 19,045 (64.92%) 43s 1
) - ) Traffic acquisition: Session... 3 Paid Search 5,178 (17.14%)
Traffic acquisition: Session... 2  Direct 9,127 (31.24%) 11,873 (27.84%) 6,869 (23.42%) 32s € Landi
anding page
Landing page e 4 Cross-network 875 (2.9%)
9pag 3 Paid Search 2.497 (8.55%) 3,478 (8.16%) 2,603 (8.87%) Tm01s 1 User acquisition cohorts
User acquisition cohorts 5  Unassigned 813 (2.69%)
4  Referral 797 (2.73%) 1,335(3.13%) 573 (1.95%) 18s C Lead acquisition
e i 6 Referal 2444 (1.47%)
5  Cross-network 251 (0.86%) 303 (0.71%) 250 (0.85%) 53s 1 Lead disqualification and I...
Lead disqualification and I... 7 Al Assistant 374 (1.24%)
Drive sal 6  Unassigned 179 (0.61%) 227 (0.53%) 81(0.28%) 34s C L Urive £alas i
v ve sales
) »  Understand web andfor app t... 8  Display 416 (1.38%)
»  Understand web and/or app t. 7 Organic Social 106 (0.36%) 110 (0.26%) 71(0.24%) 7s (
»  View user engagement & rete... 9  Organic Social 214 (0.71%)
»  View user engagement & rete... 8  Paid Social 105 (0.36%) 108 (0.25%) 54 (0.18%) Bg C
(] 3 Library 10 Paid Secial 100 (0.33%)
& O Lbrary 3 Paid Other 22 (0.08%) 22 (0.05%) 12 (0.04%) 15s C
a 11  Paid Other 15 (0.05%)

+386% +48% +207% +5%

Organic Direct Referral Total sessions

Custom Jun1-Jun 30,2026 ~

J Sessions

44,764

100% of tatal
22,002 (49.15%)
10917 (24.39%)

7,182 (16.04%)

1,069 (2.39%)

984 (2.2%)
847 (1.89%)
480 (1.07%)
466 (1.04%)
233 (0.52%)
101 (0.23%)

17 (0.04%)

27,638

100% of total
15,090 (54.6%)
4907 (17.75%)
3,137 (18.59%)
746 (2.7%)
582 (2.11%)
489 (1.77%)
290 (1.05%)
190 (0.69%)
127 (0.46%)

60 (0.22%)

6 (0.02%)

e

> )
M a< »~»7
Average
engagement
s per
SEession
S4s 0.
Avg 0% Avg
Tm01s 1
29s 0.
Tm 16s 0.
1m 05s 0,
51s 0.
36s 1.
1m 07s 0.
22s 0.
23s 0.
23s 0.
10s 0.
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Metropolis Healthcare

One of India's leading diagnostics companies, running a nationwide network of
pathology labs and collection centres.
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METROPOLIS HEALTHCARE - Ul / UX

A cleaner, more trustworthy experience

Tests were buried in corporate pages with no clear path to purchase. We restructured discovery around how patients actually think — by health risk,

condition and organ — with transparent pricing, Add to Cart and multiple booking routes on every test page, making a medical decision feel as clear and safe

as everyday shopping.

® BEFORE

METROP@LIS

£} 8422-801-802 (D Help&Support v Q& call Back

Company ~ © Sample Tracking ¥ Download Report Ry Upload Prescription (A5 Book A Home Visit £ coviD-19

A Login

#OneStepMoreForSafety Book a Test Online

Take that extra step for safety
with the COVIPROTECT Test

Know your antibody levels and the
effectiveness of the vaccine

If you Already Know What Test to Take

Find a Nearest Center
Know more

g e

Feedback

COVID Tests

Covid 19 RT-PCR Test COVID Monitoring

Profile

COVID Antibody Test COVIPROTECT Test

The COVID-19 real-time reverse
transcription-polymerase chain
reaction (RT-PCR) is a test used to

These tests are required for
monitoring the patient’s health
status throughout the course of

Reflex Antibody will help in the
correct identification of past
Exposure to Corona infection

COVIPROTECT Test gives you exact
measurement of the antibody

diagnose people who are
currently infected with SARS-CoV-
2 virus that causes COVID-19.

It tests the upoer and lower

the disease and are categorized

day wise as the illness progresses.

These tests are required whether
the patient is admitted to hosoital

(even in those who didn't have
any symptoms) and also
determine Sero-Conversion.

titres against SARS CoV-2 virus
available in your body against
Spike Protein either post
vaccination or post infection of
COVID 18. You can reaularlv check

® AFTER

About Doctors Partners Corporate Careers TruhealthBlog  Find Nearby Centers

Customer Care Home Booking
Mumbai
8422-801-801 080-4891-1400

(?) Help & Support

Health Risks v Health Conditions » Blood Tests » Truhealth Packages » Specialty  Genomics » () Home Visit R, Upload

Book a Test Online

Simple Screening fFor Colorectal Cancer

If you Already Know What Test to Take

Faecal Immunochemical Test (FIT) detects
hidden blood in stool

Find a Nearest Center

e Enter Area @ Detec
fom  Enter Arac &

Good health starts with regular health tests

TruHealth Packages Male | Female
-

Choose from our wide range of TruHealth Package and Health Checkups

TruHealth Mind & Body - Basic

TruHealth Mind & Body - Total )
TruHealth Vital

TruHealth Vital + Tru Diet

Truhealth Vital with Body Vital...
Check & Consult

9 Profile | 81 Parameters

9 Profile | 59 Parameters
Report Within 24 Hours

Rs.5500 Rshisse (el

M Profile | 64 Parameters
Report Within 24 Hours

Rs.6500 rsisse  ([Eoid
Add to cart

8 Profile | 80 Parameters 9 Profile | 96 Parameters

Rs.4500 Rsh555 mx off

Rs.3500 Rs785 Rs.3800

Popular Tests m Male | Female

Choose from our frequently booked blood tests

@ Sample Tracking Download Report A Login a/
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METROPOLIS HEALTHCARE - DEVELOPMENT

Built fast, built to scale

Tests were buried in corporate pages with no clear path to purchase. We restructured discovery around how patients actually think — by health risk,
condition and organ — with transparent pricing, Add to Cart and multiple booking routes on every test page, making a medical decision feel as clear and safe

as everyday shopping.

3+ yrs 3 5+ yrs

Annual Maintainance Contract Developers on the build Avg. team experience

TECH STACK — NOW

* Homepage & Labs revamp — redesigned the most-visited pages — a sharper first impression for lakhs of patients, and easier lab discovery.
e HMIS-integrated test booking — integrated the website with Metropolis's existing HMIS — patients book diagnostic tests directly online.

e Mobile number login — frictionless OTP-style access with just a mobile number — no email-password barriers.

e Multilingual blogs — health content in English, Hindi, Marathi & more — reach and SEO beyond English-speaking audiences.
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METROPOLIS HEALTHCARE - SEO

More visibility, more qualified traffic

For Metropolis India, we built hyper-local functionality across their test menu — targeting not just cities but every locality within them. We curated SEO-

friendly content for each test, layered in offers, and published healthcare blogs consistently, lifting organic traffic and driving a steady rise in qualified leads.

® BEFORE ® AFTER

. All accounts > Metropolisindia.com ) . . ) . s # . All accounts > Metropolisindia.com . . . : - Ll +
N Ana!yﬂcs Metropolis India - Q, Try searching "trend of conversions from organic last month H C\ 0 ° N Ana!ytms Metropolis India - Q, Try searching "trend of conversions from organic last month s C\ 0 °
A Reportsemepshor @ +  Traffic acquisition: Session primary cha.. @ —+  cun van-senzoss - 00 @ < & A Reportssmapshor @ +  Traffic acquisition: Session primary cha.. @ -+ cwon tin-s0unz06 - [ Ml @ <
0 Realtime overview A SRRy — trmra e g —— s . N @ Realtime overview SR IS — trerr e g - S . ey
Reaime feges £ Session primary..channel group) ~ | + ¥ Sessions Engagement Average Ever FRRANKTI paces = Session primary..channel group) ~  + ¥ Sessions Engaged Engagement Average Eve
5] Ll ks F @ e engagement
Business objectives -~ time per sessi Business objectives -~ time per Ses:
session session
@ - Generateleads o @ - Generateleads
78,51 228,973 .49 36 9. 1,700,059 1,632,458 96.02% 2 i
Overview Total 3 8 60.49% 5 ety Total 5 632,45 b5
100% of tota 100% of total Avg 0% Avg 0% Avg 100% of tota 100% of total hvg 0% hvg 0% Ave
Audiences ) el = ¥ . Audiences ) iyl p— R
1  Organic Search 157,422 (41.59%) 28,072 (3B.46%) 55.95% 20s 7. 1  Organic Search 704,571 (41.44%) 686,515 (42.05%) 97.44% 13s i
User acquisition User acquisition
2 Paid Search 64,330 (17%) 42,326 (18.49%) 65.8% 1m02s 12, 2 Cross-network 275,231 (16.19%) 265,851 (16.29%) 96.59% 30s 7
Traffic acquisition Traffic acquisition
3 Unassigned 56,261 (14.86%) 34,878 (15.23%) 61.99% 27s 8. 3 Direct 200,658 (11.8%) 194,168 (11.89%) 96.77% 223 £
Lead acquisition Lead acquisition
_ 4  Organic Social 42,584 (11.25%) 28,355 (12.38%) 66.59% 1m 06s 1. . 4  Paid Search 161,085 (9.48%) 155,951 (9.55%) 96.81% Tm 14s 1€
Landing page Landing page
User acquisition cohorts 5  Direct 30,920 (B.17%) 19,120 (B.35%) 61.84% 41s 9, User acquisition cohorts 5 Unassigned 132,036 (7.77%) 124,177 (7.61%) 94.05% 34s €
Lead disqualification and ... [ Organic Video 23,849 (6.3%) 14,153 (6.18%) 59.34% 26s g Lead disqualification and |... [} Paid Shopping 94,267 (5.54%) 92,031 (5.64%) 97.63% 34s £
» Drive sales 7 Referral 1,522 (0.4%) 932 (0.41%) 61.24% 48s 10. » Drive sales 7 Paid Social 50,970 (3%) 49,687 (3.04%) 97.48% 225 £
¢ Nemlerhtndwut: St mpp e 8 Email 77 (0.02%) 46 (0.02%) 59.74% m 00s 12, . Sesdermiand s mliicsgi 8  Organic Social 39,207 (2.31%) 27,316 (1.67%) 69.51% 515 1
+  View user engagement and r... »  View user engagement and r...
9 Affiliates 22 (<0.01%) 10 (<0.01%) 45.45% 17s 6. 9 Al Assistant 3,338 (0.2%) 3,204 (0.2%) 95.99% Ms 1
if ! ~ if I ~
Hrocycie 10 Organic Shopping 6 (<0.01%) 5 (<0.01%) 82.33% 25s 4, iecYee 10 Referral 1,989 (0.12%) 1,896 (0.12%) 95.32% 49s 1
o - o -

+348% +549% +31% +349%

Organic Direct Referral Total sessions
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METROPOLIS HEALTHCARE - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

5-6k 100k

New followers Avg. monthly reach

CONTENT PILLARS

Awareness Doctor spotlights Patient stories Health tips Campaigns

METROPGLIS METROP®LIS

Let's skip booking a 'table For two' and

Ek hi toh dil hai.

Kitni baar chance loge?

book 't@sts For two' w cau
it a healthy date this Valentine's.

ot —

Book TruHealth Couple 1+1 package

5-6%

Engagement rate

METROPGLIS

With age, are you noticing
these health shifts?

-
-

]
Muscle B > +»
weakness Low
immunity
»
Wega !
bone§ <= .

Check your nutritional health with
our TruHealth Packages.

8

Campaigns run

METROPGLIS

Don’t let your liver
health be a mystery

The signs can be subtle, but finding
out is simple

Check your liver health on the
Liver Screen Meter in 60 seconds
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Gynaecworld

Mumbai's Center for Women's Health & Fertility, led by Dr. Duru Shah — full-spectrum
gynaecology and assisted-reproduction care.
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GYNAECWORLD - SEO

More visibility, more qualified traffic

This website's goal was to generate leads for IVF and other fertility services. We rolled out hyper-local targeting across each service and built a conversion

funnel that draws the right users into the site — turning search interest into qualified enquiries.

® BEFORE

All accounts » Gynaec World

A Analytics Gynaec World -

0O+

Traffic acquisition: Session primary channel group (Default... @ - +

Q, Try searching "measurement ID"

Custom 1 Mar - 31 Mar 2024 ~

Dma< »~/7

® AFTER

All accounts » Gynaec World

< o 0

0 03 05 o7 0%

Mar
@ ® Totsl @ Organic Search M Direct % Referral
Q, search
= Session primary._.channel group) = <+
Total
1 Organic Search
2 Direct
3 Referral
4 Organic Social
5  Unassigned
©
e .

+114%

Organic

1 13

Organic Social A Unassigned

4 Sessions

3,336
100% of tota

2,857 (85.64%)

317 (9.5%

115 (3.45%)

17 (0.51%)

12 (0.36%)

15 17 19 21

23
Engaged Engagement Average
Sessions rate engagement
time. per
L
2,424 72.66% 44s
100% of total Avg 0% Avg 0%
2,203 (90.88%) T7T.11% 45s
180 (7.43%) 56.78% 403
26 (1.07%) 22.61% 29s
B (0.33%) 47 .06% 17s
3(0.12%) 25% 2m 10s

+251%

Direct

27 29

Rows per page: 10 -

Events

per
session

6.33
Avg 0%
6.42
6.03
5.82
482

10.92

Event count

All events =

21,120

100% of total

18,328 (86.78%)

1,910 (9.04%)

669 (3.17%)

82 (0.39%)

131 (0.62%)

+ . " - - am
C\ 0 e N Ana!ytms Gynaec World - Q, Try searching "measurement ID H
M @ +  Traffic acquisition: Session primary channel group (Default.. @ - +  cwom 1apr-30apr202s - Ml @ < » 2
-y 1 = ——— p—— -
‘: :’ e = E
: 3
31 0 @ 01 03 05 09 1 15 17 19 2 23 25 27 29
Apr
@ # Total @ Organic Search M Direct # Referral Unassigned & Organic Social
1-50f 5 Search Rows per page: 10 - -50f5
Q g
Key = Session primary..channel group) = + ¥ Sesslons Engaged Engagement Average Events Event count Keye
All v sessions We  sngagement por All events « Al ever
time per se§§ior1
session
7.524 4,584 60.93% 34s 5.79 43,548
Total
100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total
1 Organic Search 6,707 (81.17%) 4,002 (87.3%) 65.53% 363 5.78 35316 (81.1%)
2 Direct 1,114 (14.81% 386 (8.42%) 34.65% 22s 5.65 6,296 (14.46%)
3 Referral 251 (3.34%) 169 (3.69%) 67.33% 43s 6.18 1,551 (3.56%)
4 Unassigned 49 (0.65%) 24 (0.52%) 48.98% 30s 545 267 (0.61%)
5 Organic Social 26 (0.35%) 11 (0.24%) 42 31% 4s 4.54 118 (0.27%)
@
LN

+118%

Referral

+126%

Total sessions
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GYNAECWORLD - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

30

New followers

CONTENT PILLARS

Awareness Doctor spotlights Patient stories

Gynaecw®rld

Turn up the knowledge,
turn down the risks!

15k

Avg. monthly reach

Health tips Campaigns

Gynaecw®rld

Let’s Checkmate
Infertility Together!

Contact our experts now!

www.gynaecworld.com

3-4%

Engagement rate

Gynaecw®rld

How is an
Embryo Transfer done?

An embryo transfer is a procedure that takes an embryo and
implants it into the woman's uterus. The process is usually done
under ultrasound guidance,

The first step is to clean the cervix with a solution. It is painless and
is done under USG guidance. A speculum is inserted into the vagina
to keep the vaginal walls open. A thin catheter is then inserted
through the cervix and into the uterus. The embryos 'z

are then carefully transferred into the uterus

through the catheter.

€9

(OHM) @305

www.gynaecworld.com

a4

Campaigns run

Gynaecw®rld

infection is responsible for
approximately 5% of all cancers 1 ¥
globally, resulting in an estimated
annual occurrence of HPV-related _ z
cancers in around 6,25,600 o ' 1%
women & 69,400 men ’ 1

www.gynaecworld.com
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YCDC

Yogiraj Centre for Dermatology & Cosmetology — ISO-certified skin, hair and cosmetic
clinics in Bangalore and Trivandrum.
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YCDC - SEO

More visibility, more qualified traffic

YCDC needed stronger organic visibility for its dermatology, laser and hair-restoration services. We optimised service and location pages with SEO-driven,

treatment-focused content and a cleaner site structure — growing organic search and connecting more high-intent patients with the right clinic.

® BEFORE

All accounts > YGDG

Al Analytics YCDC - Q, Try searching "Users overview"

4 Total @ Direct M Organic Social 4 Organic Search

Q, search...

2 @ >

= Session primary..channel group) =

Total

1 Direct

2 Organic Social
3 Organic Search
4 Unassigned

5  Referral

6  Paid Search

7 Cross-network

o

+57%

Organic

Unassigned A& Referral

+ J Sessions

6,526
100% of tota

3,957 (60.63%)
1,615 (24.75%)
671 (10.28%)
234 (3.59%)
8(0.12%)
2(0.03%)

1(0.02%)

Engaged
SES5i0Ns

2,776

100% of tota
1,188 (42 8%)
1,090 (39.27%)
494 (17.8%)
3(0.11%)

4 (0.14%)

o + Traffic acquisition: Session primary channel group (Default... © -+

Engagement
rate

42.54%
Avg 0%

30.02%
67.49%
73.62%

1.28%

50%

0%

Custom 10Oct-310ct 2025 ~

Average

engagement
time per
session

Im O8s

Avg 0%
295
Im 50s

3m 40s

545
Os

Os

-70%

Direct

® AFTER

i " . All accounts » YCDC ) ; ) .
H C\ 0 e N Ana!ytms YCDC - Q, Try searching "Users overview
Dwmwa<~z A @ +  Traffic acquisition: Session primary channel group (Default .
o
# Total @ Direct M Crganic Search 4 Paid Social Organic Soclal & Paid Other
Rows per page: 10 - 1-Tof 7 @
Q Search...
Events Event count Key Q@
........................... LY
per All events = Al evs ] Session primary..channel group) =  + 4 Sessions Engagement
ot rate
10.66 69,542
Avg 0% 100% of total Total 4,285 2,147 50.11%
100% of tota 100% of total Avg 0%
6.67 26,388 (37.95%)
1 Direct 1,193 (27.84%) 358 (16.67%) 30.01%
16.04 25904 (37.25%)
2 Organic Search 1,051 (24.53% 714 (33.26%) 67.94%
24.99 16,771 (24.12%)
3 Paid Social 1,036 (24.18%) 4590 (21.38%) 44.31%
1.74 408 (0.59%)
4 Organic Social 974 (22.73%) 590 (27 48%) 60.57%
7.75 62 (0.09%)
5  Paid Other 31 (0.72%) 14 (0.65%) 45.16%
3.00 6 (<0.01%)
& Al Assistant 20 (0.47%) 10 (0.47%) 50%
3.00 3 (<0.01%)
7 Paid Search 6 (0.14%) 0 (0%) 0%
@
8  Referral 6 (0.14%) 2 (0.09%) 33.33%
a A q llnazzinned 2N N7 n Ny e

+1225%

Referral

-33%

Total sessions

@ -+

Custom 1Jun - 30 Jun 2024

time per

session

2m 31s
Avg 0%

Tm 31s

2m 568

2m 35s

3m19s

16s

36s

1s

3s

1m 18«

Rows per page: 10 -

Events:

Session

17.38

Awg 0%
11.33
21.64
16.36
21.44

5.32

6.85

< o 0

Dma <~ 27

Event count

All events -

74,461
100% of total

13,517 (18.15%)
22,741 (30.54%)
16,954 (22.77%)
20,883 (28.05%)
165 (0.22%)
137 (0.18%)

14 (0.02%)

23 (0.03%)

27 N NA%Y

1-90f9

Key ey
All even

100°
1.0

3.0
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YCDC - SOCIAL MEDIA

A social presence that builds community

70-80

New followers

CONTENT PILLARS

Awareness Doctor spotlights Patient stories

Laser hair Reguction
Causing CANCER and

40k

Avg. monthly reach

Health tips Campaigns

@ Anjali @

PRP and GFC are the same thing?

While both use your own blood,

~ - PRP (Platelet Rich Plasma)
contains plasma and platelets,
whereas GFC (Growth Factor Concentrate)
a more advanced version - it extracts only
growth factors, making it more
concentrated and effective.

6-7%

Engagement rate

From receSSion to

The difference S
itself

restoration.

peaks for

YC2C

10

Campaigns run

Let GFC Treatment p

help you regain
confidence with
visible hair
regrowth and
strength.

¥
Z
g d

YC&DC

08884254545 [=lafy

Trivandrum [ ZFAR: P2 R LTS = . Iu
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Dr. Rashmi Shetty

Renowned cosmetic dermatologist and founder of Ra Skin & Aesthetics, with clinics in
Mumbai and Hyderabad.

30/71



DR. RASHMI SHETTY - Ul / UX

A cleaner, more trustworthy experience

® AFTER
Dr. Rashmi Shetty v CONCERNS ?A “ATMENTS S'EANDAFFER TESTIMONIAL  BLOGS INNEWS  REACHUS

‘ "","\ )

’ 'r. 1

FENSIVE PATIENT ASSESMENT’.S.kQ
S

Every visit, procedurel8istep at Ra,.Gulded_él\(J‘om’r -AC
By D asth'Sh'eﬂ‘y o
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DR. RASHMI

SHETTY - SEO

More visibility, more qualified traffic

Dr. Rashmi Shetty is one of India's most recognised cosmetic dermatologists. We strengthened the site's organic visibility with treatment- and concern-

focused content and clean technical SEO — expanding reach across aesthetic and skincare searches and bringing in more high-intent consultation enquiries.

® BEFORE

(]
O
@

@

o

All accounts » Drrashmishetty

Analytics  py Rashmi Shetty -

0+
01
Dec

® Total @ Orgenic Search M Direct 4 Paid Search

=
B
M =
M s
M| s
M s
6
7
8

+97%

Organic

Q, Try searching "URL builder + UTM"

Traffic acquisition: Session primary channel group (Default... @ - +

Q, search..

Session primary..channel group)

Total

Organic Search
Direct

Paid Search
Referral
Organic Video
Paid Social
Organic Social

Unassigned

Referral & Organic Video

4

- Sessions

104,218

100% of total
84,116 (80.71%)
15,517 (14.89%)

1,129 (1.08%)

649 (0.62%)

349 (0.33%)

290 (0.28%)

228 (0.22%)

200 (0.19%)

Engaged
sessions

68,160

100% of total

57,641 (84.57%)

8314 (12.2%)

756 (1.11%)

448 (0.66%)

152 (0.22%)

66 (0.1%)

157 (0.23%)

15 (0.02%)

17 19

Engagement

65.4%

Avg 0%
68.53%
53.58%
66.96%
69.03%
43.55%
22.76%
68.86%

7.5%

Custom 1Dec - 31 Dec 2024 ~

2 23

Average

mt

time per
session

1m 0és

Avg 0%
1m 08s
1m 00s
53s

1m 39s
24s

45

1m 00s

1m 34s

+131%

Direct

25

O mwa

27 29

Rows per page: 10 -

Events

Session

4.52

Avg 0%

4.58

4.51

4m

B.62

4.49

3.49

409

Event count

All events  ~

470,666
100% of total

384,842 (B1.77%)
69,920 (14.86%)
5312 (1.13%)
5,595 (1.19%)
1,566 (0.33%)
1,013 (0.22%)
1,597 (0.34%)

818 (0.17%)

1-90f 9

Ki
All

® AFTER

All accounts » Drrashmishetty

A Analytics  pr Rashmi Shetty - Q, Try searching "URL builder + UTM"

M
0 o1 03 08 a7 (]
Jun
Q Search..
@

= Session primary._channel group) = +

Total
1  Organic Search
2 Direct
3 Organic Social
4 Referral
5 Unassigned
6 Al Assistant
5 )
@ Organic Video

8  Paid Search

&

+55%

Referral

#® Total @ Organic Search M Direct 4 Organic Social Referral & Unassigned

J Sessions

205,819

100% of tota
165,593 (80.46%)
35,787 (17.39%)
2,042 (0.99%)
1,005 (0.49%)
236 (0.11%)

126 (0.06%)

70 (0.03%)

55 (0.03%)

Engaged
sessions

67,569

100% of tota

59,113 (87.49%)

7,267 (10.75%)

592 (0.88%)

500 (0.74%)

12 (0.02%)

74 (0.11%)

30 (0.04%)

31 (0.05%)

+98%

Total sessions

0+ Traffic acquisition: Session primary channel group (Default ...

@ -+

19

Engagement

35.7%
20.31%
28.99%
49.75%

5.08%
58.73%
42.86%

56.36%

Custom 1Jun - 30 Jun 2026 ~

2 23

Average

time per
session

30s
Avg 0%

34s
145
30s
Tm 00s
48s
50s
1m 185

Tm4is

25

Rows per page

Events

3.59

4.01

4.46

2.37

27 29

< o @

Dma< ~ 27

10 - 1-100f 10

Event count

All events -

786,741

00% of total
643,479 (81.79%)
128,403 (16.32%)

8,181 (1.04%)
4,482 (0.57%)
559 (0.07%)
698 (0.09%)
595 (0.08%)

303 (0.04%)
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DR. RASHMI SHETTY - SOCIAL MEDIA

A social presence that builds community

200-250 50k+ 8% 12

New followers Avg. monthly reach Engagement rate Campaigns run

CONTENT PILLARS

Awareness Doctor spotlights Patient stories Health tips Campaigns

Did you know your hair
also undergoes Aging
changes just like your skin!

..:"1__

&

* Minimaliy invasive
laser treatment

* Helps redyce fat and .
contour the face

ISYOUR
PRESCRIPTION

toomuich to follow?

* Minimal downtime
with visible resulits
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Med-Engage

A digital healthcare engagement platform connecting providers, patients and
medical content.
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MED-ENGAGE - Ul / UX

A cleaner, more trustworthy experience

® BEFORE ® AFTER

MEDENGAGE“ Home About Us Programs -

NURTURINGTHETALENT

MEDENGAGE Home About Us Gallery

NURTURINGTHETALENT

Create an Account

l D.C.B

Are you an MBBS or MD/DNB?

Here's your chance to Win Scholarship

[ Email ID

So that you can stay focused on your educational
goals.

Last Date to Apply: 10-01-2026

Name of the Institution

|

)

Find Scholarships }
"

[ If Other, Then Specify

Credentials and Qualifications
@® MEBS O MD/MS (O DNB (O DM/MCH () Cthers

(O Terms and Conditions

I'm not a robot I Creat An Account

About MedEngage

MedEngage is one of the flagship programs under Corporate
Social Responsibility (CSR) of Metropolis Health care limited.
The program has been conceived with the intention of extending
our efforts to nourish and nurture young medical talents and
upcoming medical notions while simultaneously enabling the
About Medengage peomng o . / ¢

reinforcement of existing medical knowledge.
MEDENGAGE is a Medical Talent Outreach Program that has been
conceived by Metropolis to encourage their imminent medical talent in
the country. We have been in the field of Laboratory Medicine for over
37 years and our aim is to empower medical students with resources and
help them in their medical research

The aim is to share the experience & expertise achieved over the
years in the field of laboratory.

The MedEngage outreach program is done under the corporate
social responsibility of Metropolis Healthcare Limited along
with its CSR arm, Metropolis Foundation.

LAB
oooo
oooo

2

Frequently Asked Question’s

3 Access to the Sharing industry's best

Summit ~ Resources v

Metropolis Scholarship

Contact

Building Knowledage

=
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MED-ENGAGE - SEO

More visibility, more qualified traffic

Med-Engage is a digital platform connecting healthcare professionals with medical education and engagement. We sharpened its organic visibility through

targeted content and clean technical SEO — growing search-driven sessions and putting the platform in front of more relevant medical audiences.

® BEFORE

All accounts > Med-Engage

O Analytics Med-Engage ~

o+

Q_ Try searching "URL builder + UTM"

Traffic acquisition: Session primary channel group (Default ... @ -+

Custom 1May - 31 May 2025 ~

@ — -~ < \/ T~ ~ - o ——
01 03 05 07 09 11 13 15 17 19 21 23 25 27 29
@ May
@ Total @ Organic Search [ Direct 4 Referral Unassigned A Organic Social
(€
Q Search... Rows per page: 10 -
= 4 Session primary..channel group) ~ =+  Sessions Engaged Engagement Events Event count
sessions rate per Allevents -
session
814 204 25.06% Os 3.51
Total
100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total
1  Organic Search 487 (59.83%) 116 (56.86%) 23.82% Os 3.24 1,578 (55.17%)
2 Direct 206 (25.31%) 61 (29.9%) 29.61% 0Os 4.19 864 (30.21%)
3 Referral 103 (12.65%) 23 (11.27%) 22.33% Os 3.17 327 (11.43%)
4 Unassigned 18 (2.21%) 4(1.96%) 22.22% Os 4.33 78 (2.73%)
5  Organic Social 5(0.61%) 0 (0%) 0% Os 2.60 13 (0.45%)
Y
LN L S —

+119%

Organic

+174%

Direct

2,860

® AFTER

< o @ "

Analytics

All accounts > Med-Engage

Med-Engage ~

Q_ Try searching "URL builder + UTM"

< o @

D @ < ~ 27 (] @ +  Traffic acquisition: Session primary channel group (Default... © -+ cusom 1uun-30un2026 - O Wl @ < ~ 2
- o ) —
1
L A 0 01 03 05 07 09 11 15 17 19 21 23 27 29
31 @ Jun
@ Total @ Direct I Organic Search 4 Al Assistant Unassigned A Referral
(€
1-50f 5 Q Search... Rows per page: 10 v -60f6
Key eve = Session primary..channel group) ~ + \ Sessions Engaged Engagement Average Event count Key e\
........... sessions rate All events ~ All even
Allevents | e e
1,734 423 24.39% 19s 3.80 6,590
Total
100% ¢ 100% of total 100% of total Avg 0% Avg 0% Avg 0% 100% of total 1009
5.00 (55 Organic Search 1,068 (61.59%) 90 (21.28%) 8.43% 3s 3.27 3,490 (52.96%) 1.0
1.00 (11 Direct 564 (32.53%) 289 (68.32%) 51.24% 45s 4.60 2,593 (39.35%) 6.0
3.00 (33 Al Assistant 58 (3.34%) 26 (6.15%) 44.83% 15s 3.95 229 (3.47%) 3.0
0.0( Unassigned 21 (1.21%) 13 (3.07%) 61.9% 2m 30s 10.14 213 (3.23%) 0.
0.0( Referral 17 (0.98%) 3(0.71%) 17.65% 4s 3.00 51 (0.77%) 0.
@ Organic Social 3(0.17%) 1(0.24%) 33.33% 6s 4.67 14 (0.21%) 0.
LN

-83%

Referral

+113%

Total sessions
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MED-ENGAGE - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand. Mentioned results are organic without any paid Ads.

50-70 20k

New followers Avg. monthly reach
CONTENT PILLARS

Awareness Doctor spotlights Patient stories Health tips Campaigns

MEDENGAGE MEDENGAGE

NURTURINGTHETALENT

NURTURINGTHETALENT

Accomplishing a career %,

in medicine is quite challenging, ’),,-)/_
but with helping hands, QUESTION Ca
you will never be alone CNoy

How do we know if we are
shortlisted and need to
provide information?

[ 2T
| #T \

7 Metropolis
MedEngage 18
offering
scholarships.

Oh really? \
Let’s go and

register,

ANSWER

MedEngage team will contact
you in case you are shortlisted

s

Visit www.med-engage.com for more details

Visit www.med-engage.com for more details

3-4%

Engagement rate

MEDENGAGE

NURTURINGTHETALENT

Invest in your
future and the
future of
healthcare by
applying for our

Don't miss this opportunity!

Registration Deadline extended till

Visit www.med-engage.com for more details

6

Campaigns run

MEDENGAGE

NMURTURINGTHETALENT

o
|

Visit www.med-engage.com for more details

O

#ThinkBigActNow

ACT FAST
P 0 SECURE
YOUR SPOT

Registration Deadline extended till

January 15, 2023

ok
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MED-ENGAGE - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9%

Uptime

90%

Performance

1.3s

LCP

Grade

7.5s

Fully page load

88%

Structure
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Too Shy To Ask

An award-winning Metropolis Foundation initiative empowering adolescents with
anonymous, expert guidance on sexual health.
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TOO SHY TO ASK

- Ul / UX

A cleaner, more trustworthy experience

The old site was visually dated, only partially responsive, weak on SEQ, and limited to a handful of box-layout sections that told visitors very

little. The redesign introduces a fully responsive, SEO-ready structure with streamlined navigation and clearly surfaced services. Core user

journeys — discover, evaluate, enquire — are now short and intentional, supported by contextual CTAs. And the new homepage leads with

clear positioning and credibility, so trust is built from the first screen.

® BEFORE

b TOO shy

TO ask

The questions you're

Too Shy To Ask!

The app that allows both you and your partner to openly discover and
discuss personal, taboo and sex subjects that you might be to shy to

ask in person.

Your Email Address

1,264

Users

® .
Home About Success Stories Blogs Contact Us o e

WHAT WOULD YOU LIKE TO DO ?

Ask a
Questio

PUBERTY
Y AnD
ANATOMY

NUTRITION,
EXERCISES &
VACCINES

SEXUAL AND
.n REPRODUCTIVE

HEALTH

GENDER
VIOLENCE

GENDER SUBSTANCE
EQUITY .. ABUSE

1,9962 1.5K

Likes 5 Star Rating

® AFTER

TOO shy
TO ask

METROPOLIS
foundation

Mental Health

About Us

Help v Educate v Discover v Campaign v Blogs

Too Shy To Ask

Contact Us

Empowering Adolescents: Your Guide to Sexual Wellness and Overall Well-Being

Personal Safety

GetitOn GetItOn

A App Store

< Google Play

Reproduction

Sex and Sexuality

Sexual A

® GetlInvolved +

Select Language ¥

i

lthy Relationships

It Post Unt
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TOO SHY TO ASK - DEVELOPMENT

Built fast, built to scale

8 weeks 6 6+ yrs

Development time Developers on the build Avg. team experience
TECH STACK — BEFORE TECH STACK — NOW
1. Old WordPress & Plugins versions. 1. New WordPress & Plugins versions on a secured website.
2. Normal reseller hosting was causing the website to load slowly, which was 2. Migrated to a cloud server with optimized configuration, so the website loads faster
impacting SEO. with no impact on SEO.

3. Connected the mobile app and website via API, so the same features are available on
both platforms.
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TOO SHY TO ASK - APP DEVELOPMENT

A companion app in every pocket

1L+ 4.5

Downloads App rating

1200 € o B oall T \
1200 (-] B al T i]N

® ASK THE EXPERT

Hi, Taher ) g' 1200 O ° %l B - )
®) TAKE A QUIZ

(%
— O e

PLATFORMS & STACK

i0S Android React Native Push notifications Secure login

APl integration

WHAT WOULD YOU LIKE TO DO? 3
9 a ) Type your question below. Also select if you want to
ASK A QUESTIONS TAKE A QUIZ PARENT'S CORNER ask the question anonymously.

Tyoe your question here..

Ask the Expert Game Adolescents & Sexual Articles Nutrition
. * T How can one prevent the spread of sexuality
PLﬁngfﬁEME Transmitted Diseases (STDs)?
Exercise Articles Take a Quiz Parents Corner o Using condors | Plaose selot catogory

. 6 g
NUTRITION, SEXUAL &
n Praying before and after sex EXERCISES & Zﬂf.:g;&s‘ REPRODUCTIVE
INFORMATION STOREHOUSE VACCINES HEALTH

T, Q5 PUBERTY & c. Nomethod of prevention against STDs ‘
VACCINES 4= ANATOMY - GENDER GENDER SUBSTANCE
) VIOLENCE EQUALITY ABUSE
d. Following a hedithy and balanced diet }
- SEXUAL &
[2) Q, GENDER
"N/ REPRODUCTIVE {
s -/ VIOLENCE LEGAL RIGHTS MENTAL
MYTH BUSTERS SECTION (WOMEN) HEALTH
P
GENDER SUBSTANCE
@?@ EQUALITY o8 suse
x w Ask as anonymous user

Your name will be kept hidden from the expert advisors

* LEGAL RIGHTS
! MYTH BUSTERS SECTION (WOMEN) y-
' SUBMIT

p MENTAL

HEALTH
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TOO SHY TO ASK - SEO

More visibility, more qualified traffic

Through technical SEO, content optimization, and strategic keyword targeting, we helped Too Shy To Ask expand its digital reach and improve search

performance. The SEO program drove sustainable organic growth while connecting more users with reliable, expert-backed health information.

® BEFORE

® AFTER

TSty Tesaiks

TooShyTooAsk -

+601%

Organic

ry saarching "how many users last month vs last year”
GAd - I, 5 ¥ o CE

All sccaunts ¥ TooShyToohAsk a
Try searching “users today”

- TooShyTooAsk - GA4 -

napshot i Traffic acquisition: Session primary channel group (Default channel group) @ - custess 1Aug-MAugzozs - [ N0 " oda I I
| O | TrefMce e el et L] RS e group) € 0 a < et 0O - Traffic acquisition: Session primary channel group (Default channelgr.. @ - +  cwom tun-300un202¢ = 3 00 ‘
Esruima e e e e e e
wrview 5 . .
aagES This spike was driven by a massive increase in traffic from “Singapore.” which rose from 32 1o 2k, Furthermeore, "Chrome” browsers accounted for 2k new visits, up from zero, Sessions by Session primary channel group (Default channel group] over time Day
85
'
‘tion A
view Sesslons by Sesslon primary channel group (Default channel groug) over time: Day n
scouisitian
L = "
ic scquisition
Gaogle campaign quisition
scoquitition coharts |:qm5itlon
acquisition "
1 ; iogle campaign
ment \ ey P ——
. uisition cohorts
= A5 e A A St 5
\V"—f e - o 03 05 17 o " 13 15 19 2 23 25 27 9
on —— guisition Jum
- ol = b i - J T L # L 4 = * ar st % Total @ Direct M Organic Search % Referral Al Assistant & Organic Social
tributes W Total @ Oeganic Search W Direct @ Rederral Cugenic Social 4 Unessigeed o
Q, Search Rows per page: 10 - 1-4
4 ssmch., Rl parpagE 10 =
B ™ + & Seasicns Engaged Engagement Average engagement Events per Event count Key events Seasicn key event = Session primary..channel group] = + 4 Sessions Engaged Engagement Avarage Evants Event count Key evants
sussions ate e e sassian sessan Al vants - Al avents - rate . G sessions rate engagement per All evenis = Al events =
All gvants = time per Se330N
JutEs SOESION
Total -?l?s - ,.2&. J:I_E.ll'a dr.n d2s llﬂ_s.ﬂ Il_ ‘_a“ 0.00 0%
l . | | Total 5303 258 B.45% 55 3.30 7,958 0.0t
1 Drganic Search 70 (61.76% 206 (78.93%) 55.68% 353 434 1,606 13.56%) ) % 2 ) 100% of total 100% of iotal Awg 0 fwg Bovg 100% of fotal
= Dimat 218 (30,0 20 = i R i) o o o 1 Direct 2,681 (B8.86%) 95 (37.25%) 3.54% s 2.7 8,492 (85.28%) 0.00 (-
3 Ruelberrsl 13{2.15% V0 [3EI%) TEIT% 553 585 76 (0.64%) 0. [ 2
2 Organic Search 2594 (9.74%) 143 (56.08%) 48 64% i7s 4.48 1316 (13.22%) 0.00
4 Organic Sockal 4068 20 50% % 350 14 (0,12 0,00 0% 5
3%) 7 (1.44% -
5 Unassigned 1(0.17% oie 0 141 9,378.00 9,378 [79.16%) 0.00 o o 3 Refermil 33{0.53% TA[ABEN) ae% i 572 1430 (1. 44%) 0.00
i 4 Al Assistant 1(0.03%) 0 (0%) 0% Os 3.00 3(0.03%) 0.00

+1,130%

Direct

+92%

Referral

5,303/mo

Total sessions
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TOO SHY TO ASK - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

50-100 2-4k 3% 5

New followers Avg. monthly reach Engagement rate Campaigns run

CONTENT PILLARS

Awareness Doctor spotlights Patient stories Health tips Campaigns

METROPOLIS
foundation | eidurage

TOO METROPOLIS | ctueate

o
.'F

TOO S METROPOLIS | aucate TOO S METROPOLIS | saveste TOO
mtysk :5:%‘1:?:4. TOI;ysk foundation E":“P“"f’"e Téh;};k

= | Ribb
i 10,000 ASL SIGNS I on
a‘ﬁnﬁ en'q'U'I' THAT CORRESPOND TO of Knowledge
chrcin il Srsoftel 2,00,000 WORDS
YET WE ARE Let’'s Educate
them about the
o BIoftel 3t @@@ @@E? importance of
T O S BoH Ay . this Ribbon!
AN 9o goy
: Th 'O -A S B
(G 3||§eﬁ, siqeeeit far world AIDS
fﬁ&l—tﬁren‘m International Day of Sign Languages Vaccine Day
'
If it's about health,
: WAL let's not be Too Shy To Ask
Download Our App On [ ‘ www.tooshytoask.org Download Our App On e [ www.tooshytoask.org Downlood Our App On = ‘ Download our App on B @ wwwi.tooshytaaskorg
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TOO SHY TO ASK - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 2.1s 8.3s

Uptime LCP Fully page load

87% B 95%

Performance Grade Structure
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Conquer PCOS

A women's health platform helping people understand, manage and take charge of
PCOS through expert-backed guidance.
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CONQUER PCOS - Ul / UX

A cleaner, more trustworthy experience

The old website had a dated visual style, limited content structure, and a less engaging user journey for women seeking PCOS awareness and support. The
redesigned website brings a modern, responsive, and content-focused experience with clearer navigation, improved educational resources, symptom and
diagnosis information, FAQs, blogs, and interactive PCOS tools. The new experience makes it easier for visitors to understand PCOS, explore relevant

information, and take the next step toward better health awareness.

® AFTER

coan%ros tji About All About PCOS Blogs .~  AskUs Contact Us PCOS Tracker

Conquer PCOS

About one in Ten Women in India suffer fromn PCOS. Most women
often do not realise that they suffer from such a syndrome.
Conquer PCOS is aimed at creating awareness about this serious
and lesser known disorder.

Know More
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CONQUER PCOS - DEVELOPMENT

From complex content to a clear experience

8 weeks 2

Development time Developers on the build

TECH STACK — BEFORE

1. Large amounts of PCOS-related medical information were difficult to structure
and navigate.

2. Users had difficulty navigating between educational content, blogs, diet charts,
comics, trackers and surveys.

3. Complex medical topics could feel overwhelming and difficult for a general
audience to understand.

4. Users looking for awareness, symptoms, diagnosis, diet or lifestyle information had
to navigate through a broad range of content.

5. Interactive tools such as the PCOS Tracker and PCOS Survey were not part of a
unified user experience.

6. Different content formats such as articles, blogs, FAQs, videos and educational
resources lacked a consistent visual experience.

7. Finding specific information about symptoms, diagnosis, nutrition, infertility,
pregnancy and lifestyle management could be challenging.

6+ yrs

Avg. team experience

TECH STACK — NOW

1.

Medical content is organised into clear, well-defined sections that are easier to
understand and explore.

. A clear and intuitive navigation structure allows users to move seamlessly between

different content and resources.

. Medical information is presented in a simplified, engaging and easy-to-

understand format.

. Content is structured around different user needs, making it easier to find relevant

information and guidance.

. Interactive features are seamlessly integrated into the platform for a smoother and

more engaging user experience.

. A unified design system creates a consistent experience across all content types

and resources.

. Improved content structure and navigation help users quickly discover the

information most relevant to them.
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CONQUER PCOS - SEO

More visibility, more qualified traffic

Conquer PCOS is a health platform helping women manage PCOS through education and lifestyle guidance. We built a content-led SEO engine around high-

intent symptom, diet, and treatment searches — turning the site into a leading organic destination and multiplying search-driven sessions many times over.

® BEFORE

All accounts » Conguer PCOS

Al Analytics Conquer PCOS -~

0O+

Q, Try searching "Users overview"

n 03 05 o7

(]
& — - :

Apr

# Total @ Orgenic Search M Direct 4 Onganic Social

(@
Q, search..
= Session primary..channel group) -
Total
1 Organic Search
2 Direct
3 Organic Social
4 Referral
5  Unassigned
@
LN

+653%

Organic

® AFTER

All accounts » Conguer PCOS

w200 00 Analytics  conquer PCOS -

+782%

Direct

+1909%

Referral

Q, Try searching “Users overview"

Traffic acquisition: Session primary channel group (Default.. @ -+) cutn 14pr-30apr202s -~ O Ml @ < ~ 7 A @ +  Traffic acquisition: Session primary channel group (Default.. © -+
h i T 5 — i h 3 N - ) - ; 0 O\ Search Rows per page:
e S— S )
09 n 13 15 17 19 2 23 5 27 29 0 @ = Session primary..channel group) = < Sessions Engaged Engagement Average
sessions rate engagement
Referral & Unassigned . ' ' " time per
@ session
Rows per page: 10 - 1-50f 5
Total 20,163 m 35.27% 3ds
100% of total 100% of total Avg 0% Avg 0

+ ¥ Sessions Engaged Engegement Liliil' L Evants. Bvant count Key o

sessions rate engagement per All events All even 1 Organic Search 8,515 (42.23%) 1,565 (22.01%) 18.38% 13s
time per session
session 2 Direct 4172 (20.69%) 2,742 (38.56%) 65.72% 1m17s
1703 1299 76.28% 1m 44s 5.80 16,696 3 Paid Search 1,433 (7.11%) 826 (11.62%) 57.64% 57s
100% of tota 100% of total Avg 0% Avg 0% Avg 0% 100% of tota

4 Display 1,355 (6.72%) 503 (7.07%) 37.12% 195

1,130 (66.35%) 894 (68.82%) 79.12% 59s 6.80 7,689 (46.05%) |
5  Organic Video 1,168 (5.79%) 67 (0.94%) 5.74% 1s

473 (27.77%) 325 (25.02%) 68.71% 39s 6.56 3,101 (18.57%) (
[ Paid Social 1,062 (5.27%) 286 (4.02%) 26.93% 14s

65 (3.82%) 54 (4.16%) 83.08% 22s 518 337 (2.02%) (
7 Paid Video 912 (4.52%) 259 (3.64%) 28.4% 16s

23 (1.35%) 20(1.54%) B6.96% 475 770 177 (1.06%) [
8  Referral 462 (2.29%) 287 (4.04%) 62.12% 53s

15 (0.88%) 9(0.69%) 60% 1h 39m 359.47 5,392 (32.3%) {
9  Unassigned 417 (2.07%) 139 (1.95%) 33.33% 445

@
10 Organic Shopping 283 (1.4%) 214 (3.01%) 7562% 2m 28s
s s FOR R . N

+1084%

Total sessions

10

Events
per
session

544
13.87
9.86
467
3.09
4.89
3.54
7.43
8.06

2582

Custom 1Jun-30 Jun 2026 ~

Goto:

< o 0

Dma <~ 27

1 1-100f14 >

Event count
All events =

155,697

100% of total
46,345 (29.77%)
57,846 (37.15%)

14,130 (9.08%)
6,332 (4.07%)
3,611 (2.32%)
5189 (3.33%)
3,229 (2.07%)

3,432 (2.2%)
3,361 (2.16%)

7.307 (4.69%)

All ew

10

356.00

1,853.00

309.00

2.0

7.0

32

69.0

177.0



CONQUER PCOS - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

40-60 30k

New followers Avg. monthly reach

CONTENT PILLARS

5%

Engagement rate

Awareness Doctor spotlights Patient stories Health tips Campaigns
onquer ’ & M-‘J':"x d
Conquor 3 pcos |

The biggest issue is
LACK of Awareness

- Conguer PCOS

Mark your “Fertile Window”
To increase the chances of Conception

pcos

YOUR HORMONE SUPERPOWER

Common Pathway:

Gut issues trigger inflammation
Fermented foods restore balance
Fibre supports blood sugar

Omega-3s regulate cycles

@ WWW.conquerpcos.org/

2

Campaigns run

ar >

Conquer

A DISTURBING
COSMETIC ISSUE IN
WOMEN WITH PCOS
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Diamond Dental

A UAE dental clinic delivering advanced, patient-friendly dental care across a full range
of specialities.
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DIAMOND DENTAL - Ul / UX

A faster, smarter, and more scalable dental experience

We transformed a delayed and underdeveloped website into a fast, modern digital platform built for both patients and search engines. With
hyperlocal SEO, dedicated doctor profiles, and case studies linked to individual specialists, the new experience makes it easier for patients to

discover the right care while strengthening Diamond Dental's online visibility.

® AFTER
o Saturday - Wednesday: 9 AM - 10 PM
Olias VI caal aigals N . 22062266
DIAMOND DENTAL Friday: Closed info@diamonddentalkw.com

About Us Services Doctors Careers Cases Blog Gallery Contact Us Find Us @ 4z pall Q MAKE AN APPOINTMENT

Your Smile Reflects
Your Health

Read More

52/71



DIAMOND DENTAL - DEVELOPMENT

Built fast, built to scale

8 weeks 4 3+ yrs

Development time Developers on the build Avg. team experience

THE CHALLENGE

1. Fragmented reservations - multiple booking paths created confusion instead of directing users to one clear reservation experience.

2. Confusing menu experience - the single-page menu made it difficult for users to browse categories and find what they wanted quickly.

3. Placeholder visuals - generic icons and placeholder imagery weakened the brand experience and failed to showcase the business authentically.
4. Limited event discovery - the absence of a proper events calendar made it difficult for visitors to explore upcoming events and plan their visits.

5. Unclear delivery journey - takeout and delivery options lacked a clear distinction, creating friction in the ordering process.
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DIAMOND DENTAL -

More visibility, more qualified traffic

Diamond Dental's website wasn't SEO-friendly, so we rebuilt it around current best practices, ran hyper-local optimisation for each branch, and launched a

SEO

blog strategy — which began generating leads. We also set up their Google Business Profile, driving direct calls from local search.

® BEFORE ® AFTER

All accounts » Diamond Dentals

Diamond Dentals Kuwait ~ Q

0O+

All accounts » Diamond Dentals

Diamond Dentals Kuwait - 2
nea< ~72 QO +  Traffic acquisition: Session primary .. na< 7

Realtime overview
40 @ 100

N | Ana[ytics Try searching "URL builder + UTM" - q (7] o N | Ana!ytics Try searching "URL builder + UTM" - C( (7] °

Reports snapshot Traffic acquisition: Session primary .. © + tustom 1Jun-30Jun2025 ~ [} Reports snapshat Custom 1Jun-30Jun2026 ~ [}

Realtime overview

Realtime pages Realtime pages

(]
O
@

App developer - 20 App developer -~ A
o
(@ Firebase i O i e o a2 S — - Q Firebase ®
0 03 05 o7 09 1 13 15 17 19 21 23 25 27 29 0 o 03 05 o7 09 1 13 15 17 19 21 23 25 27 29
Jun Jun
Life cycle -~ Life cycle -~
7e % Total @ Direct M Organic Search 4 % Total @ Direct M Organic Search 4 Unassigned
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Overview Q Search.., Rows per page: 10 - 1-30f 3 Overview Q Search... Rows per page: 10 - 1-30f3
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Mon-Google campaign sees Non-Google campaign
User acquisition cohorts Total 537 477 88.83% 16m 33s 46.30 User acquisition cohorts Total 5,980 5,337 89.25% 3m 07s 384
100% of 1oal 100% of total Avg O Avg 0% Avg 0° 100% of total 100% of total Avg 0% Avg 0% Avg 0%
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Direct 478 (89.07%) 424 (88.89%) 88.7% 12m 27s 50.08 1 Direct 5,060 (84.62%) 4,522 (84.73%) 89.37% im02s 36.56
+ Engagement + Engagement
Organic Search 59 (10.99%) 83(11.11%) 89.83% 49m 465 15.27 2 Organic Search BBS8 (14.85%) 796 (14.91%) 89 .64% 3m 33s 5.33
+  Monetisation +  Monetisation
. U i (0%) 0 (0%) 0% i = U i d 25 (0.42%) 0% 2 26.24
Retention a assioned - (%) ke 0.00 et 3 Unassigne 51 0 (0%) 0% m 055 6.2

@ B3 Library

o

+1,405%

Organic

+958%

Direct

@ B Library

Referral

5,980/mo

Total sessions

54/71



Dr. Georges E. Nawfal

A trusted pediatric practice offering warm, family-centred care for children
and adolescents.
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DR. GEORGES E. NAWFAL - Ul / UX

From a simple page to a complete digital presence

What started as a request for a single-page website evolved into a complete digital experience after the client saw the quality of our work. We
created a clean, professional, and trustworthy website that effectively showcases Dr. Nawfal's expertise, services, and professional presence

while guiding visitors toward meaningful enquiries.

® AFTER

» e d | o atr e
K_\_bﬁtfjorges E. Nanal HOME ABOUT US SERVICES BLOGS CONTACT US ( +971 582590638) GET APPOINTMENT —

CONSULTANT
PEDIATRIC

GASTROENTEROLOGY

Expert in Pediatric Hepatology,
Gastroenterology and Nutrition

RNk APPNOINTMENT A

56/71



DR. GEORGES E. NAWFAL - DEVELOPMENT

Built fast, built to scale

1 weeks 2 2+ yrs

Development time Developers on the build Avg. team experience

THE CHALLENGE

1. Started with a single-page brief - Dr. Nawfal Pedgi initially approached us with a requirement for a simple one-page website.

2. Opportunity to expand the vision - after reviewing our previous work and development approach, the client was highly impressed with the quality and expertise we brought to
the project.

3. Building complete digital presence - the challenge evolved from delivering a single landing page to creating a comprehensive website that could effectively represent the doctor's
expertise and services.

4. Earning client confidence - delivering a strong initial experience helped us build trust with the client, resulting in the opportunity to take ownership of the complete website development.
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DR. GEORGES E. NAWFAL -

SEO

More visibility, more qualified traffic

Dr Nawfal's website wasn't even indexable by Google. We migrated to a new domain, optimised the services for Dubai and Sharjah, and set up a Google

Business Profile — earning the doctor search rankings, direct calls, and a steady flow of qualified leads.

® BEFORE

All accounts > Dr Nawfal

Al Analytics | pr Nawfal -
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279 (86.38%) 49.56% 4ds 390 2,194 (71.89%) 0.
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Dr. Raut

India’s first dedicated reproductive immunology centre — six centres nationwide,
treating repeated miscarriages, recurrent IVF failures and unexplained infertility with its
patented ImmulLIT therapy.
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DR. RAUT - Ul / UX

A More Structured, Trustworthy, and Patient-Centric Experience

The old website had a dated visual style, limited content structure, and a less engaging user journey for women seeking PCOS awareness and
support. The redesigned website brings a modern, responsive, and content-focused experience with clearer navigation, improved educational
resources, symptom and diagnosis information, FAQs, blogs, and interactive PCOS tools. The new experience makes it easier for visitors to

understand PCOS, explore relevant information, and take the next step toward better health awareness.

® AFTER

QIDI R a.l”_l..i[._ .5 . About Us~ Reproductive Immunology~ All About LIT~ The Problem We Solve~ Contact Us Book Online Appointment

Every journey begins with a single step. Let
us walk with you on your path to
parenthood.
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DR. RAUT - DEVELOPMENT

Built fast, built to scale

10 weeks 2

Development time Developers on the build

BEFORE

1. Large amounts of reproductive immunology and fertility-related information were
difficult to structure and navigate.

2. Users had to navigate through multiple sections to understand their condition,
treatment options, LIT process, and next steps.

3. Topics such as reproductive immunology, LIT, recurrent pregnancy loss, and IVF
failure could be complex and overwhelming.

4. Users with different fertility concerns had difficulty finding information relevant to
their specific situation.

5+ yrs

Avg. team experience

AFTER

1. Medical content is organised into clear, well-defined sections, making information
easier to understand and explore.

2. A clear and intuitive user journey guides users from understanding their concern
to exploring treatment options and booking a consultation.

3. Complex medical information is simplified through structured content, easy-to-
follow explanations, FAQs, and step-by-step treatment information.

4. Content is organised around specific user needs, including recurrent pregnancy
loss, recurrent IVF failure, unexplained infertility, reproductive immunology, and
LIT treatment.
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Built fast, built to scale

BEFORE

5. The content-heavy experience lacked strong visual hierarchy and clear
prioritisation of important information and actions.

6. Users had to explore different sections to understand the expertise, experience,
treatment approach, and credibility of the centre and its doctors.

7. Finding specific information about LIT, reproductive immunology, IVF failure,
pregnancy loss, treatment steps, and FAQs could be challenging.

8. The large volume of medical content had limited structure for effective search
engine discoverability.

AFTER

5. A modern, responsive, and user-friendly Ul improves navigation, content

readability, visual hierarchy, calls to action, and overall engagement across devices.

6. Dedicated sections for doctors, milestones, treatment expertise, success stories,
and the patented ImmulLIT process help build trust and credibility.

7. Improved information architecture and categorisation help users quickly discover
relevant information and resources.

8. An SEO-focused content structure with improved page hierarchy, headings,
metadata, internal linking, and dedicated topic-based content helps improve
organic visibility for relevant fertility and reproductive immunology searches.
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DR. RAUT - SEO

More visibility, more qualified traffic

When we began working with ICPRM, the practice had virtually no visibility on Google. We optimised the doctors' profiles and built a blog-led funnel —

guiding users from blog content to relevant treatment (LIT) pages, then to doctor profiles, and finally into enquiries — turning organic discovery into

qualified leads.
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Yadav Hospital

An I1SO-certified, UNICEF baby-friendly women’s hospital and IVF centre in Nalasopara,
caring for every woman and every baby, every day.
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YADAV HOSPITAL - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

20-30 8k

New followers

CONTENT PILLARS

Awareness Doctor spotlights Patient stories Health tips

yYadav

CAUSES OF

Mzie

INFERTILITY

Hormonal imbalance

Varicocele (swollen veins
in the scrotum)

Genetic issues
& Uncontrolled diabetes

== Smoking, alcohol

L Ji
L (W 49193229 500 65

Avg. monthly reach

Campaigns

Does Papaya Actuall

TRIGGER PER{II]\i]S?

Try this home
remedy

Can cure delayed
x periods

Myths can't fix hormonal issues

consult a gynecologist.

2-4%

Engagement rate

Vf Yaday

What hurts

For many couples, it's having to answer
the same question over and over:

When are you having a baby?

(™ 910322050065

0

Campaigns run

N Yaday

% IGNOREL~*, THE ROOT
. SYMPTOMS CAUSE

.-':5_-. Mild itching Clinical Yeast
L= (comes and goes) {Low-level infection)

/N Frequent "off" days £\ PHImbalance
(Discomfort) = (Microbiome disruption)

Latent UTI/Biofilms

Slight burning (Invisible shields)

LISTEN TO YOUR
BODY'S WHISPERS.

G +9193229 500 65
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YADAV HOSPITAL - CLOUD & INFRASTRUCTURE

Reliable, connected infrastructure

99.9% 1.8s

Uptime LCP

78% B

Performance Grade

6.2s

Fully page load

86%

Structure
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The PCOS Society (India)



PCOS SOCIETY - SOCIAL MEDIA

A social presence that builds community

The figures mentioned bellow are a combined count from all social media platforms of the brand.

Mentioned results are organic without any paid Ads.

40-60

10k 3-5% 2

New followers Avg. monthly reach Engagement rate Campaigns run
CONTENT PILLARS
Awareness Doctor spotlights Patient stories Health tips Campaigns

Vhavesa

Ve

Inumerable practises
Attending from

all over the world

BE THE NEXT ONE

REGISTER NOW!

JUNE 9", 10" & 11"

Happy Father's Da)

Supported by
¢ Venue: JW Marriott Hotel, Vittal Mallya Road, Bengaluru

& www.pcosindia.org

www.pcosindia.org i www.pcosindia.org
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WHY HATS OFF

Why hospital groups choose us

® Healthcare specialists ® One integrated team
We know hospital web patterns cold — services, doctors, Design, development, SEO and integrations — one accountable
appointments and the trust signals patients look for. partner, zero finger-pointing.

® Bilingual & RTL ready ® Built to convert
Proven English + Arabic, RTL-ready delivery for regional and Lead-tool integrations and SEO that turn visits into
multi-market audiences. booked appointments.

69 /71



Let's build the next chapter
of your digital presence.

Website Email Phone
hatsoffdigital.com poke@hatsoff.co.in S 191 99232 87864

== +97150 2729288



