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Learning Objectives

• Use data from Google Analytics, heatmapping, scrollmapping, site 
search, and stakeholder surveys to create a comprehensive 
strategy for your locations.

• Make decisions about content strategy, design, and functionality 
that balances consumer expectations and the needs of your 
organization.

• Create a strategy to improve your organization’s competitiveness 
in local search, while reducing the internal competition among 
your own locations



Location Strategy Drivers



“Nearly one third of all 
mobile searches are related to 

location.”

Google, 2016



“82 percent of smartphone 
users say they use search to 

find a local business.”

Google, 2014/2015



“63 percent of local searches 
are made by people undecided

on a provider or retailer.”

Local Search Association, 2018



“200%+ growth in mobile 
searches for “Open” + “now” + 

“near me”.”

Google, 2017



“58 percent of consumers have 
used voice search to find local 

business information within 
the last year.”

Bright Local, 2017



Is your brand anticipating and capitalizing on this kind of micro-
moment?

Micro Moment: 
An intent-rich moment when a person turns to a device to act on a need – to know, go, 
do or buy. - Google
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Opportunity

Now search is everywhere



UNC Health Care
UNC Health CareUNC Health Care Location

Trend #2



Relevance is determined by
the user’s point of search.



Schema.org
Trend #3
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Entity Authority
Trend #4



Entity Authority

• Engagement a much more 
accurate signal of the quality 
of local businesses than 
traditional ranking factors

• Offline experiences impact 
your online presence



UX project 

A complete approach
to going local.

Geo-Location 
Local 

Keywords

User Intent
Content Strategy

Online & 
Offline 
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Engagement
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Relevance

Proximity

 Moz New Beginner’s Guide to SEO
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About UNC Health Care

Nobel Prizes
for Science

http://www.modernhealthcare.com/section/bestplaces
http://www.google.com/url?sa=i&rct=j&q=&esrc=s&frm=1&source=images&cd=&cad=rja&uact=8&ved=0ahUKEwiGuuvY9fLKAhWERCYKHZSlA_AQjRwIBw&url=http://www.annarbor.va.gov/ANNARBOR/features/VAAAHS_named_Leader_in_LGBT_Healthcare_Equality.asp&psig=AFQjCNFCLV3vC05SXURL0NCU1IGAcyYlAg&ust=1455390343114544


UNC Entities and Primary Service 
Areas



About UNC Health Care

HOSPITAL RANKINGS:
• 6 hospitals nationally ranked or with high performing 

adult specialties
• 7 nationally recognized children’s specialties

“BEST HOSPITALS IN THE REGION”:
• UNC Hospitals
• UNC REX

SCHOOL RANKINGS
• #1 for Primary Care     
• #2 School of Public Health



North Carolina Triangle



North Carolina Triangle



62 new residents every day.
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UNC Location Strategy Drivers

Online 
Data

Brand and 
Marketing 
Strategy 

Internal 
Needs

• Increase in zip code 
searches

• Specific communities 
showing up in top 
locations

• Uptick in clicks on 
Locations & Hospitals 
from main nav



UNC Location Strategy Drivers

Online 
Data

Brand and 
Marketing 
Strategy 

Internal 
Needs

• Location-focused
• Offline and online 

marketing synergy
• System growth 

through acquisition 
and 
rebranding of 
practices and 
hospitals
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UNC Location Strategy Drivers

Online 
Data

Brand and 
Marketing 
Strategy 

Internal 
Needs

• Decentralization 
• Consensus Culture 
• Stakeholder requests 

/ needs



First Step

• UNC Physician 
Network 
website 
“micro-brand” 
strategy



Anatomy of Creating a 
Locations Strategy



Research Steps

1. User Experience Audit
2. Stakeholder Input
3. Development of Locations “Personas”
4. SEO & Content Strategy
5. Locations Template Design



Step 1: User Experience Audit
Audit Basis/Assumption 
Due to the changing nature of local search, UNC’s branding strategy and significant 
market growth, users are more frequently starting their interaction at UNC websites on a 
location page or navigating to a location page as part of their online journeys.

UX Audit Goals
Understand:
1. How users are finding UNC sites
2. What pages are being viewed and landed on
3. How users travel through the sites
4. How users interact with the sites
5. How users interact specifically with Find a Doctor



Process
Analyzed:

• Traffic channels
• Top queries
• Top organic landing pages
• Top sections by unique pageviews
• Service line sessions and traffic flow between services and locations
• Traffic flow for key service lines
• Home page traffic flow
• Locations pages traffic flow
• Locations page user engagement
• Find a Doctor traffic flow
• Find a Doctor interactions



UX Audit Tools

• Google Analytics
• Google Tag Manager
• Google Search Console
• Heatmapping
• Scroll tracking

Scroll Tracking Heatmapping



Finding #1
Aside from branded 
terms, most users are 
searching for location-
related terms prior to 
landing on UNC sites. 

UX Audit Findings



Finding #2
Location pages are 
among the top sections 
users navigate to on the 
site.

UX Audit Findings



Finding #3
Few visitors travel between services and location 
information, despite being interested in both. 

UX Audit Findings





Finding #4
Physician information is key for 
people visiting UNC Physician 
Network practice pages. 

Most clicks to Find a Doctor from 
other UNC sites occur from the 
home page or Care & Treatment 
pages, with visitors often clicking 
back to the home page after 
visiting Find a Doctor. 

UX Audit Findings



Finding #5
When visiting a specialty clinic 
site, people are primarily 
looking for information about 
physicians. 

UX Audit Findings Specialty Clinic - Top User Goals

• Find physician information

• Make an appointment

• View contact information

• Get driving directions

• Find opening hours

• View billing and insurance 
information

• Read about treatments and 
conditions

• View news and events

• Complete forms

• Access content such as recipes



Finding #6
Users who visit lab or imaging location 
pages tend to be very task-oriented, 
looking for quick information like hours 
of operation or location information, 
frequently interacting with embedded 
maps. 

UX Audit Findings Lab & Imaging - Top User 
Goals

• View services offered

• Call or make an appointment

• View hours of operation

• Get driving directions

• View test results

• Pay a bill

• Download forms

• Prepare for a visit



Steps 2-5: Post-UX Audit

1. User Experience Audit
2. Stakeholder input
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Learnings
Top 5



Top Learnings 

5. Create locations pages 
strategically



Top Learnings 

4. Optimize for SEO



Top Learnings 

3. Different location 
types require 
different content 
(locations 
“personas”)



Top Learnings 

2. Locations template design 
needs to facilitate the user 
experience.



Top Learnings 

1. Use locations pages as 
“micro-sites”





Results 



+ 98% 
Organic Traffic All Pageviews

+ 97%
Organic Unique Pageviews

+ 102% 
Organic Entrances

+ 46%
Avg. Time on Page

REX Cardiac Surgery Locations Page: YoY Results



+ 26% 
Organic Traffic All Pageviews

+ 24%
Organic Unique Pageviews

+ 38% 
Organic Entrances

+ 20%
Avg. Time on Page

All REX Locations Pages: YoY Results



+ 55% 
Organic Traffic from Holly 
Springs

+ 45%
Organic Traffic from Fuquay 
Varina

+ 43% 
Organic Traffic from Apex

+ 25%
Organic Traffic from Raleigh

All REX Locations Templates: YoY Results by City



Key Takeaways

1. Locations strategy is a process, not a one-time event.

2. Don’t skip research. 

3.  Leverage learnings so all locations can benefit.


