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w2026 BIOINFORMATICS .
MARKETING BENCHMARKS:
"= THE SCIENTIST’S JOURNEY

AUDIENCE BEHAVIOR & ENGAGEMENT

68.5% 3M 45S 3.2

DESKTOP AVERAGE TIME PAGES PER
DOMINANCE ON PAGE SESSION

Complex genomic analysis and Scientists read deeply: this is Users engage in multi-page
software research remain nearly double the average 628 research journeys, often
desliine-heavy toske, though Seatl engagement time, retuming 8-8 times before
mobile (29.2%) is growing for signaling a high demand for requssting a deme.

news and conference browsing. long-ferm technical content.

THE COST OF TECHNICAL PPC

Competition for niche
keywords like "genomic data
analysis” or "LIMS software”
results in high costs but
yields a 7.68 conversion rate.
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SPECIFICITY WINS IN AD CTR

Technical, specific ad copy (3.1% CTR) seelly outperforms
generic “scale your research” messaging (1.4% CTR).
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COST PER

ACQUISITION

While CPA is high, it is justified
yl_the massive n‘etlme value

[CTV] of enterprise-level

bioinformatics contracts.

GLOBAL VS. U.S. TRAFFIC ACQUISITION
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ORGANIC SEARCH IS
THE GROWTH ENGINE

Globally, 48% of traffic comes from
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Organic Bearch, compared to
43% in the U.S. where paid
competition is more intense.

RETENTION & CONVERSION FUNNEL

CUSTOMER RETENTION

88% - 92%

High switching costs and deep
laboratory wsrkflow integration resultin
an annual cham rate of less than 8%.

NET REVENUE
RETENTION (NRR)

110%

Existing customers serisistently
experid theit image through additional
modules, storage, and user sests.
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REFERRAL TRAFFIC
Academic citations and research
partnerships drive significant
high-quality traffic from
institutional websites.

WHITE PAPERS VS.

DEMO REQUESTS

Technical lead magnets convert at
18-22%, while high-inreat demo
request paque see a 4-0%
conversion rate.
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DIRECT TRAFFIG
SURPLUS (25% IN U.S.)
Higher direct traffic in the U.S.
market reflects stronger brand
recognition in major biotech hubs
like Boston and San Francisco.

HIGH-ENGAGEMENT CHANNELS

O LINKEDIN: 3-4 POSTS PER WEEK
Linkedin is the primary social platform

for thought leadership, maintaining a
healthy 1.8%-2.4% engagement rate.

45% OPEN RATE FOR
PRODUCT UPDATES

Researchers are highly dependent on their
tools, making transactional and update
emalls the most opened category.

O THE “LEAD-WITH-SCIENCE"
EMAIL STRATEGY

Emails finking to peer-reviewed research
(4.1% CTR) outperform these linking to
product pages (1.8% CTR).



