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Introduction
Search Engine Optimization (SEO) is a suite of strategies to improve a website’s organic (natural, 
unpaid) ranking on search engines like Google, Bing and Yahoo. One subset of these strategies 
includes making improvements to the website itself (improving the website’s navigation, speed, 
content, title tags and meta descriptions, etc.), while the other subset includes reputation building 
for your website using external websites and platforms.  

The first goal of this e-book is to review the concept of “organic search” and to explain why 
improving your website’s rankings in organic search results is essential for organizations in the 
healthcare sector. Second, we aim to help you understand how different demographic groups of 
potential patients use search engines differently. To do this, we’ve created four different patient 
“personas,” from the multitasking, tech-savvy millennial to the 60-years-young baby boomer. 
Personas are fictional characters that represent the collective data and experience we have about a 
group; they help us project how that group will act and behave. Lastly, we’ll walk you through 
simple, effective SEO strategies to target each group and show you where those strategies overlap 
and where they don’t.
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An effective organic search strategy makes potential patients aware of your 
services and expertise in a professional, unforced way, often at the moment 
they are ready to make an appointment. 

What is Organic Search? 

We live in the age of instant access to information. While research used to entail a trip to the library 
or dusting off an encyclopedia, most people can now perform basic research anywhere, at any time. 
Users from every generation now take to their devices to look up answers through search engines in 
an effort to quickly and conveniently solve their problems. 

When they speak or type their question, they expect the best and most qualified results to appear 
at the top of the Search Engine Results Page (SERP). Organic search results display because the 
search engines, through their complex algorithms, deem these websites the most relevant to a user’s 
search. 

Is Organic Search Really a Significant Driver for the Healthcare Industry?

In July 2017, MD Connect reported that 1 in 20 Google searches is now health-related, that 73% of 
consumers use search engines to research treatments, and that 43% of visits to hospital websites 
begin at a search engine.1 It’s a rather stunning confirmation that search engines have become an 
essential pathway between people, medical information and providers. As a result, Search Engine 
Result Pages are powerful canvas for attracting new patients and employees at all stages of their 
journey, from those who are just beginning their research to those who are ready to make an ap-
pointment at the nearest practice or apply for a job.
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The strategies that go into moving a website closer to the top of Search Engine Results Pages are 
called Search Engine Optimization (SEO). SEO includes website optimization and reputation building 
and management.

What Are Key Components of Website Optimization?

• An organized website structure
• Strategic content that addresses your audience’s pain points
• Inclusion of frequently searched keywords 
• Optimized meta data (the wording built into your website’s HTML code that a search engine   
 uses to generate the text it displays about your site in the search results)

What Are Key Components of Reputation Management?

• Utilizing free indexes and tools provided by search engines, such as Google My Business 
 and Google Analytics
• Expanding and managing your presence on third-party and discovery sites
• Encouraging positive online reviews and managing negative ones

Read on for the fundamentals of SEO strategy for the Life Sciences and Healthcare 
industry. Anyone can use this guidance to improve their website content and rankings.

Effectively employing SEO strategies minimizes the chances that an 
inferior provider or practice will rank above you in search engine results!



Name: Sam
Gender: Female
Age: 23 
Relationship Status: Single/Dating
Number of Children: 0
Work Status: Recent Grad/Entry level 
position at mid-sized firm
Interests: News Junkie, Movie/TV Lover, 
Cooking Enthusiast, Heavy Social Media User

Chapter 1: Sam



am is a young millennial who just moved to the city to start a job after graduating college. Her 
health insurance is still through her parents and she’s had the same doctors since she was a 

child. Because she is young, healthy and always busy and on the go, yearly checkups are not 
top-of-mind for Sam. However, with all of her doctors back in her hometown, she realizes she needs 
a doctor in the city.
 
She’s not completely familiar with how health insurance works. There are so many questions she 
needs answered. How will she know which doctors accept her insurance? Which doctors are 
accepting new patients? The first thing she does is to call her mom. Mom steers her in the right 
direction, towards the insurance website to find a local, in-network doctor. However Sam is on her 
way to the gym when she talks to her mom and forgets how to access the website when she finally 
sits down to look for appointments. 

She won’t call her mom again. Instead, she turns to her friends for referrals and the Internet for 
research. Sam’s number one concern is convenience. She doesn’t have the time or resources to go 
out of her way for a doctor, so location is her starting point. She begins her research with Zocdoc and 
the Google Local 3-Pack. Using Zocdoc, she finds a doctor who takes her insurance, is accepting 
new patients, and is relatively close by. Although convenience is important to her, so is quality of 
care. Next Sam turns to Google reviews and other third-party review sites. 

Once Sam confirms that the doctor she wants to see has great reviews, she is ready to book her 
appointment. She can book appointments online with this doctor, which is exactly what she wants. 
Since Sam is usually busy, it’s much easier for her to book online than to find time to call the office 
during business hours and schedule that way. She is also looking for a doctor who will send her text 
or email reminders instead of calling her. 

Sam doesn’t think too hard about her healthcare providers at this point in her life. She just needs 
someone for emergencies. Because of this, her decision-making process is short and sweet. 
Although Sam didn’t start with a search engine, she ends up using Google to read reviews and 
discover doctors near her. She completes her journey by making an appointment with someone new. 
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Create profiles on multiple provider discovery websites.

Search Marketing Strategies for Targeting the Millennial Persona: 

Do some research on which websites are popular for provider discovery in your area and make sure 
you have fully optimized profiles on these sites. When there are multiple discovery sites withpositive 
reviews of your organization, you control more of the real estate of the search results. This allows 
searchers to see a glance that many people value your service.  



We’ve already mentioned Zocdoc. To find other sites, do a quick search for “find doctor near me” to 
see what comes up, both in the paid search and organic search results. This location-based search 
will give you a good idea of where people are going to do preliminary research about healthcare 
providers near you. 

84% of people trust online reviews as much as a personal recommendation.2 Google reviews are 
especially important because they can be seen within search results; users do not need to click to a 
third-party site to view them.  

A good place to start when managing these reviews is to post public responses to any negative 
reviews. You can post responses to Google reviews through Google My Business. Any business can 
take advantage of this free platform. To post a response: 

     1. Log in to your Google My Business profile. If you have more than one location, 
         scroll to the listing that has the review. 
  

Develop a strategy for Google reviews. 

5

 2. On the right side of the listing, there is an icon with 3 vertical dots. Click the icon 
     and choose “Reviews” from the list of options. 

 3. This will bring you to the reviews page. Here you can click the “View and reply” 
     button on any review to which you wish to respond. Simply type your response 
     in the box provided and hit “Submit” to post. It’s best practice to acknowledge the 
     user’s pain point and to offer further assistance by sharing a direct customer service 
     line or email. 

If your business doesn’t have any reviews, the Google Knowledge Graph will show 0 reviews and 0 
stars. This looks bad in the eyes of users who are comparing your office or business to competitors. 
When it comes to generating additional reviews, it’s rarely harmful to just ask. In order to maximize 
the potential for positive reviews from a demographically diverse pool of current and former 
customers, businesses should consider asking for reviews in multiple ways, including word of mouth, 
email and social media.  

Make sure your contact information is 
visible from every page of your website. 



When on a company’s homepage, 64% of visitors want to see the company’s contact information 
and 44% of visitors will leave a company’s website if there is no contact information or phone 
number at all.3 Including your office’s phone number/address/email address on every page of your 
site, including the homepage, is best practice for web design and user experience. It increases the 
chances of converting a website visitor to a customer or patient by keeping the information 
top-of-mind while they’re browsing. It also encourages conversion because it simplifies the contact 
process; if the phone number or email address is always present, users won’t have to painstakingly
search the website for it. You can take this step further by including elements such as a callable 
phone link for mobile users or a “contact us” form, accessible from every page, that allows visitors to 
submit information like their name, email address and a comment/question. 
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Make sure your website loads quickly, 
especially on mobile devices. 

Millennials are typically multitaskers. When they have a thought or a question, they immediately 
Google it on their phones no matter where they are. To them, there is no sense in waiting until 
later and risking that their question may be forgotten. If you’re looking to attract younger patients, 
it’s best to make sure your website is mobile-friendly and quick to load. Google reports that 47% of 
consumers expect a site page to load within two seconds.4 Even a delay of one second could cause a 
7% reduction in conversions. 40% will leave a site if loading takes longer than three seconds.3 
Google understands the move towards mobile and in 2018 will be introducing a “mobile first” index. 
This means that how well your site ranks will depend much more heavily on how your mobile site 
is performing. Use “Test My Site” from Google to see how well your mobile site is performing and 
what changes you can make to ensure a speedy load time. 



Name: Victoria
Gender: Female
Age: 35 
Relationship Status: Married
Number of Children: Pregnant with first child
Work Status: C-Suite position in Marketing
Interests: Technology, Entertaining, and 
Snapchatting her 6 chickens

Chapter 2: Victoria



ictoria is a spiritual, Type B, 35-year-old who works in marketing. She has health insurance 
through her husband’s employer and a primary care doctor she sees regularly. Word of mouth 

is very important to Victoria and she often seeks advice from her friends on recipes, book recommen-
dations and workout plans. She isn’t the type of person who is swayed by negative 
reviews online, mostly due to her experience as a marketing professional. She also doesn’t take the 
time to leave positive reviews unless she has an extraordinary experience. Technology is important 
to Victoria and she appreciates that her primary care provider has a patient portal she can use to ask 
questions any time she wants. Most of the time she accesses the patient portal through her 
smartphone or tablet, however there are occasions when she uses her laptop computer. 

She is always open and honest with her provider, and schedules an appointment one day to discuss 
that she and her husband are trying to get pregnant. When Victoria finds out she is pregnant, her 
primary care provider refers her to an OB/GYN in her insurance network. She goes online to track 
down the phone number so she can schedule an appointment to tour the office and meet its nurses, 
doctors and midwives. She feels comfortable with everyone she meets, but wants guidance from her 
primary care provider about anyone on the staff to avoid. When she is home, Victoria logs on to the 
patient portal through her cell phone and messages her doctor with this question. She also wants to 
do some of her own research on the medical professionals she met over the course of the day. 

While watching her favorite TV show and relaxing on the couch that evening, Victoria opens her 
laptop and goes to Google.com. Before searching for anyone’s name, Victoria researches the 
differences between a doctor and a midwife to see which option is best for her and her husband. 
A large Answer Box with a paragraph of text, an image, a headline and a link show up within her 
search engine results. As she scrolls down, she also sees a “People also ask” section that contains 
answers to questions like, “Is a midwife the same as a doctor?” and “What’s the difference between 
an obstetrician and a midwife?” She is grateful to find relevant content that confirms this is a difficult 
decision for many. 

Victoria must not only decide between a midwife and a doctor; she must also find a doctor or 
midwife who is currently accepting new patients. Based on her research, Victoria decides she wants a 
midwife who focuses on the natural processes of pregnancy, labor and birth. She Googles the name 
of her new OB/GYN practice and is greeted with a Title Tag containing “Welcoming New Patients.” 
She scrolls down the search engine results page and in the Google Local 3-Pack sees that there are 
three locations for the office. One is closer to her office and she clicks into the “Website” option 
next to the “Directions” option. 

The website layout is easy for Victoria to navigate. She quickly finds an option to “Find Medical 
Staff” and is able to search for the practice midwives who are accepting new patients. She clicks on 
each midwife to read a quick description of the provider. What’s even better is there are multiple 
options to schedule an appointment: Victoria can call a phone number, send an email, submit a form 
or book online. She finds an image of one midwife she remembers meeting, reads her bio, and 
decides to book an appointment online. 

Because Victoria hasn’t gone through this process before, finding informational content online 
relevant to her decision between a midwife and a doctor was beneficial to her overall experience. 
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She appreciated the convenience of narrowing her search to midwives who were accepting new 
patients, and she loved the option to book an appointment directly online without having to call the 
doctor’s office. 

Search Marketing Strategies for Targeting the First Pregnancy Persona: 

People search in a variety of ways, so it’s important that when a potential patient wants to contact 
your office they can do so no matter where they end up: your website; third-party websites like 
Healthgrades and Manta; or your individual business profile on Google My Business.

Ensure your NAP (name, address and phone number) is 
consistent across Google, your website and third-party 
resources.
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Develop informational content on your website and 
optimize for long tail queries (longer and more 
specific search strings). 

Users who find educational content convert at a 130% higher rate.5 If you’re able to develop unique 
and meaningful content about the services you offer, tips to help a patient make a decision, or other 
relevant content, having it housed on your website is beneficial for ranking in search engine results. 
Moreover, this positions your practice as a thought leader, ultimately helping you to acquire new 
patients whether they come to your site directly or via a search engine. 

TIT
LE Update your title tag.

The title tag is the blue link that displays at the top of each search engine result. You can 
update this title tag to let visitors know whether you are accepting new patients or not. 
Every page of your website should have a unique and relevant title tag that is no more than 
70 characters long.



Name: Harry
Gender: Male
Age: 43
Relationship Status: Married
Number of Children: 2
Work Status: Sales Director at a mid-sized firm
Interests: Arts & Entertainment/Music, Sports, 
New Tech (Internet & Telecom/Mobile & 
Wireless/Smart Phones) 

Chapter 3: Harry



arry is a 43-year-old Sales Director. He has a wife, Sophia, and two young children, 
Olivia, age 4, and Emily, age 7. He and his family have health insurance through his job and 

a primary care doctor who they see regularly. Harry is always testing the latest technology, so his first 
instinct when a health concern affects his family is to research online.  

Since Harry works in Sales, he is cautious about the misinformation that exists online, especially when 
it comes to medical advice. He won’t read blogs and only trusts reputable medical sources, like 
websites that are .gov or are science-based like the New England Journal of Medicine. If he’s looking 
for minor or low-concern medical information, he’s comfortable reading something on WebMD, but 
he doesn’t feel comfortable fully relying on it. He learned his lesson many years ago when he got 
some bad medical advice on a blog. When it comes to online research for his children, he believes 
it’s doubly important to find a source that is peer reviewed and trustworthy and that is written by a 
reputable medical professional, rather than an opinion-based resource. 

One day, Harry notices a rash on Emily’s arm that looks like sunburn. Harry checks her temperature 
and she’s burning up. Emily says the rash has been itchy and Harry remembers that, earlier in the 
week, Emily had some flu-like symptoms. Harry becomes very concerned, so he searches online for 
reassurance that the rash is not part of a serious viral infection like meningitis. 

A search for “rash on arm” brings up a Featured Snippet sourced from WebMD. It contains a photo, 
a brief description and related searches with images. He clicks on the source of the Featured Snippet 
and realizes it’s about adult skin problems, so he decides to be more specific with his search string in 
hopes of finding a more reliable source with pediatric information. 

Harry searches for “rash on arm children.” The result shows another Featured Snippet from the UK’s 
National Health Service, including a list of possible causes and an image that looks similar to Emily’s 
rash. He clicks on the Featured Snippet and begins to read the article. Since it’s from a 
government source, he trusts that the information provided is accurate. He scrolls down to the 
section that matches the Featured Snippet. It is about scarlet fever and he quickly realizes Emily’s 
symptoms match the description. The article states that antibiotics are used to treat it and to visit a 
doctor. 

Finally, Harry searches “scarlet fever symptoms” and a Medical Info Card sourced by Mayo Health 
Clinic and Google populates in the search results. Emily’s symptoms match some of those listed. 
After reading this, Harry feels it’s necessary to bring his child to the emergency room, especially 
since it’s 9pm and his local doctor’s office is closed. He Googles “children’s hospital boston” and is 
served with a Local 3-Pack. 

He clicks on the directions of the first result and sends them to his phone. Harry drives to the emer-
gency room and Emily is seen by a doctor who does a couple of tests. The doctor confirms that 
Emily has scarlet fever and she prescribes Erythromycin Syrup as an antibiotic. When Harry gets 
home, he puts his daughter to bed and explains everything to his wife, Sophia. He shows her the 
doctor’s prescription and plans to collect the medicine in the morning when the pharmacy is open. 

In the meantime, Sophia searches online for the drug name to ensure that the doctor prescribed the

H
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Parents with young children are extremely interested in content. They will spend more time 
researching and reading than other group and are willing to ingest larger amounts of content. Before 
creating any content on your organization’s website or creating a blog for your practice, it’s 
important to clearly identify the audience of your website. One way to do this is by using Google 
Analytics Audience In-Market Segments and Affinity Categories. Follow these steps to build a 
Google Analytics persona: 

  1.  Log in to Google Analytics 

 2.  Click on the Audience tab on the left-hand pane 

 3.  Click on Demographics, then Age

          4.  Set the date range for the past year and export the data by clicking on the export 
      button in the top right hand corner of the page

 5.  Do the same for Gender, Interests and Affinity Categories, and In-Market Segments 
      by clicking to the view, setting the date range, and exporting the data 

 6.  Finally, click on Geo and Location and export the data

 7.  Filter each by revenue/sessions, depending on the report 

 8.  Compile this information together to build a persona of the top website performer 

Now you have a better idea of who is visiting your website. You can build content around topics that 
will interest them and deliver information in a way they will find engaging.

right medication for their daughter. She searches “Erythromycin Syrup” and is served a Knowledge 
Graph with information on the drug. She does a few more searches to ensure that the drug is safe 
and properly prescribed for her daughter including “Erythromycin syrup for children” and 
“Erythromycin syrup scarlet fever.” Sophia has a similar mindset to Harry when it comes to being 
misinformed online, and will only read reputable sources. The information she finds confirms that the 
drug and dosage are safe for children of Emily’s age and that this is a drug of choice to treat scarlet 
fever. Harry’s journey employed search from beginning to end. Since Harry is a tech savvy Gen X-er, 
searching online for his family is the first thing that comes to mind. 

    Search Marketing Strategies for Targeting the Parent Persona: 

Create a persona using Google Analytics. 
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Win on Google Image Search.

For someone with a mindset similar to Harry, it may be a difficult task to provide information that 
s/he will trust. Instead, you can win on Google Image Search by optimizing your website’s image alt 
text (alt text is a short keyword-rich description of an image that helps search engines understand 
what the image depicts.) Harry’s initial searches centered around visually identifying the symptoms 
that his daughter was experiencing. Your website can provide these images and then externally link 
to a medical journal or another reputable source. This way, you’re providing helpful, relevant 
information during the initial research phases but drawing the line for a potential diagnosis. To do 
this, follow these steps:
 
  1. Use the data you’ve collected from your Google Analytics Persona to identify some 
      medical conditions you think your website should be targeting according to your 
      website’s top visitors

  2. Conduct keyword research around these conditions using Google Keyword Planner, 
      keywordtool.io, and AdWords Search Query Report, and filter down for each condition

  3. Source some images that clearly identify each of your target conditions 

  4. Use the most relevant keyword as the alt text for each image

  5. Create blog posts around your target conditions and then externally link to a medical 
      journal or another reputable source as the call-to-action (make sure that the external 
      link opens up in a new window)
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Add subject matter expert interviews. 

Since Harry, and others like him, are wary of personal blogs and opinion-based sources, an option to 
create content and rank for relevant search terms could be to interview subject matter experts and 
write about their expertise. This could create an opportunity for linkbacks from reputable sources 
who are well known in a certain medical area. 



Name: Bill
Gender: Male
Age: 60 
Relationship Status: Married
Number of Children: 2; Both Grown-up
Work Status: Finance Consultant
Interests: Travel Buff, Sports fan, Guitar 
player in an 80’s cover band

Chapter 4: Bill
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ill is a 60-years-young financial professional who enjoys joking with co-workers, playing in a 
band, and traveling with his wife. One afternoon at the office, Bill notices a soft ringing in one 

of his ears and experiences slight hearing loss. Bill is not prone to looking up signs of illness or 
symptoms online. Since he has health insurance through his employer, his first step is to call his 
primary care provider. Bill’s physician recommends seeing a specialist and refers him to an ENT. Bill 
also decides to call a few friends to ask if they or anyone they know has ever had a similar 
experience. 

For Bill, a recommendation coming from someone he knows who has been through the same thing 
carries a lot of weight. His friend Harry gives him the name of the ENT office that treated his wife. 
Since this is a new area of medical need for Bill, he trusts his close friends’ experiences as much as 
his doctor’s recommendation. 

Bill decides to look up both ENT offices by Googling them on his desktop. A search for the doctor 
recommended by his primary care physician brings up the office’s Knowledge Graph, located on the 
right hand side of the search results. It contains photos of the office, a Google Map displaying the 
office’s location, a summary of the business, important contact information and patient reviews. The 
majority of this information is managed through Google My Business (GMB). The ENT’s office has set 
up a GMB profile for their location that helps them manage their photos, ensure their NAP (name, 
address, phone number) information is correct, and control and respond to reviews. Bill likes that he 
can get all the essential information in one easy-to-read location. He clicks on the Maps feature to 
make sure the office isn’t too far away and, satisfied by the location (only 22 minutes from his front 
door to the office parking lot, according to Google), he moves on to the reviews.

Although the first ENT office was recommended by his doctor, Bill wants to read some reviews from 
real people who have visited the office. Google provides reviews directly in the Knowledge Graph 
under the office’s name. A quick glance tells Bill that this ENT office has 4.2 stars and 68 Google 
Reviews. He notes that most of the reviews are positive. The small number of 1 and 2 star reviews 
all have a response from the office acknowledging the complaint and requesting to continue the 
conversation offline. Bill can see all these reviews because this ENT office has a strategy in place for 
requesting and responding to them. The substantial amount of positive feedback is enough to give 
Bill peace of mind. 

Satisfied, he clicks to the ENT office’s website. It’s clear and user friendly; Bill is easily able to find the 
information he needs through the main navigation. Bill can contact the office in multiple ways. The 
website has a floating sidebar on the right side of the screen that displays a “Call For An 
Appointment Now: 888-888-8888” button and a contact form that allows for an online submission 
of an appointment request. Having these two features on every page of the website reminds Bill that 
he can set up an appointment at any time, which proves to be a convenience when he finally decides 
he’s ready to contact the office.  

At this point, before he makes a final decision, Bill decides to open a new tab and search for the ENT 
office recommended by his friend. The search result for this ENT office also generates a Knowledge 
Graph, but it doesn’t include photos or reviews. Bill doesn’t feel as comfortable without reading 
others’ feedback or viewing pictures of the office. After his good experience finding information 
about the first office, he makes the decision to leave the second ENT’s search results and commit to 
the first option. 
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Bill is ready to set up an appointment. He is more comfortable calling and speaking to a person 
directly, so he uses his mobile phone to dial the number on the screen. If he had been viewing the 
website on his phone, he could have clicked the number and it would have dialed for him. This is 
because the website has the functionality to click-to-call on mobile. Finally, Bill gets in touch with the 
office and sets up an appointment to see a specialist. 

Unlike younger generations, Bill doesn’t immediately head to the Internet for research. However 
once he’s uncovered several options from trusted sources in his life, he heads online to do a 
comparison. 
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Search Marketing Strategies for Targeting the 60-Years-Young Persona: 

Establish a Google My Business profile. 

Google My Business (GMB) is a service from Google that allows local business owners to manage their 
location information in one dashboard. It’s extremely important to take advantage of claiming your 
location(s) and filling out your profile to meet users’ needs and compete with other similar businesses 
in your area. A complete GMB profile is key to winning at Local SEO. To establish your business or 
office on Google My Business, follow these steps:

 1. Visit https://www.google.com/business/ and sign in with your preferred Google account. 
     If your office does not have a Google account, you can create a new one for free.

 2. You will be brought to a Maps page where you can search for your business by filling 
     out the boxes as prompted (Business Name, Address, Business Phone). Once you’ve 
     found or created your correct business location, you can click on it and a new 
     Google+Page will be created. You will use this Google My Business page for all your 
     locations, but you must verify them individually. 

 3. Google will prompt you to verify your business, which includes receiving a post card to 
     the address you listed with a verification code and entering that code on GMB when it 
     arrives. Once completed, your GMB profile will be established and you can add a link to
     your website, manage images, confirm business hours, respond to reviews, and more.  

    

Develop a strategy for Google reviews. 
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84% of people trust online reviews as much as a personal recommendation.6 Google reviews are 
especially important because they can be seen within search results; users do not need to click to a 
third-party site to view them.  

A good place to start when managing these reviews is ensuring that all negative experiences have 
been addressed publicly. You can respond to Google reviews through Google My Business. Any 
business can take advantage of this free platform. To post a response: 

 1.  Log in to your GMB profile. If you have more than one location, scroll to the listing that 
      has the review. 

 2.  On the right side of the listing, there is an icon with 3 vertical dots. Click the icon and 
      choose “Reviews” from the list of options. 

 3.  This will bring you to the reviews page. Here you can click the “View and reply” button 
      on any review that you wish to respond to. Simply type your response in the box 
      provided and hit “Submit” to post your response. It’s best practice to acknowledge the 
      user’s pain point, and offer further assistance by sharing a direct customer service line or 
      email they can reach out to. 

Make sure your contact information is 
visible from every page of your website. 

When on a company’s website, 57% of mobile users believe that contact information is the most 
important feature that they want to see as they browse,7 and the same applies for desktop users. 
However you design your website, you should ensure your organization’s contact information is front 
and center. Including your office or business’ phone number/address/email address on every page of 
your site, including the homepage, is best practice for web design and user experience. It 
increases the chances of converting a website visitor to a customer or patient by keeping the 
information top-of-mind while they’re browsing. It also encourages conversion because it simplifies 
the contact process; if the phone number or email address is always present, users won’t have to 
painstakingly search the website for it. You can take this step further by including elements such as 
a callable phone link for mobile users or a “contact us” form accessible from every page that allows 
visitors to submit information like their name, email address and a comment/question. 



Tactic Table

Ensure Consistent NAP 
Information Across 

Channels

Create Informative
Content

Create Google My
Business Profile

Develop Optimized
Title Tag & Meta

Description

Optimize Image
Alt Text

Establish Google
Review Strategy

SEO TACTICS

Create Profiles on 
Different Discovery Sites

Ensure Primary Contact
Info is Prevalent

on Website

Ensure Site Speed
Meets Industry 

Standards

The table below lays out each tactic, and which persona it targets. You can use this 
chart as a guide to choose the strategies that best serve your organization’s audience: 

Sam Victoria Harry Bill
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Glossary

Answer Box — a Search Engine Result Page feature (in both Google and Bing) that 
displays above the organic results. It tries to provide an answer to a search posed as a 
question. This feature is also known as “direct answers.” (pg. 8)

People Also Ask – now when you type a question into Google search, you are served 
additional related questions and answers from different sources around the web. This 
feature is also known as “related questions.” (pg. 8)

Google Maps — a web mapping service from Google that offers street views, satellite 
imagery, route planning and information on public transportation and local businesses.
(pg. 15,16) 

Google My Business (GMB) — a tool that helps businesses manage their presence 
across Google, specifically in areas such as the Local 3-Pack, Google Maps and the 
Knowledge Graph. (pg. 2, 5, 9, 15, 16, 17, 18) 

Google Reviews — a public review feature that allows users to write reviews directly 
on companies’ or organizations’ Google profile or Google Map listing. (pg. 4, 5, 15, 
16, 17, 18)

Knowledge Graph — a knowledge base that Google pulls from and displays in a box 
on the right hand side of search results. The database includes information on people, 
places, businesses and more. A Knowledge Graph that’s generated in a search result is 
often used as the spoken answer for Google Assistant and other voice searches. 
(pg. 5, 12, 15)

Local 3 Pack — local queries by a user generate this Search Engine Result Page 
feature. It normally displays above the organic results and provides a map, three 
relevant local businesses, a link to their websites, directions and additional 
information. (pg. 4, 8, 11)

Long Tail Queries — longer and more specific keyword searches that users are more 
likely to use when they are closer to a point-of-decision. (pg. 9)
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Glossary

Medical Knowledge Graph - Rich Medical Content — as an enhanced response to 
common health/medical-related queries, Google serves up specialized knowledge 
graphs prepared in collaboration with doctors, illustrators and the Mayo Clinic. Users 
can provide feedback on information listed here and highlight if incorrect information 
is served. A list of sources can be found here. To suggest a change to a Knowledge 
Graph, you must get recognized as an official representative of a topic. After Google 
verifies you, you can suggest a change. (Source: Google) 

NAP — an acronym for Name, Address, and Place. (pg. 9, 15, 18)

Title Tag — an HTML title element aimed at SEO ranking and user experience that 
is used to briefly and accurately describe the theme of a webpage. Title tags display 
above the meta description in search engine results pages. (pg. 1, 8, 9, 18)
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Conclusion

Many Healthcare organizations and practices already use the strategies described in 
this book. Don’t miss out on potential patient leads by ignoring the importance of 
digital channels, such as Organic Search. Employing a combination of the strategies 
described in this book will ensure that you’re targeting users from various generations 
and stages of life. While every website is different and every organization has different 
priorities, the strategies described are considered industry best practices that will help 
you meet your goals. 

To stay at the top of the SERPs and attract the attention of web searchers, websites 
need to be monitored and updated regularly. At 451 Agency we specialize in search 
engine optimization techniques. We have experience helping Healthcare and Life Sci-
ence clients improve their website performance, and increase awareness and 
acquisition online. If you’re interested in improving your digital presence, Contact Us 
today!
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