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How to Succeed When Google is 
Your Homepage



Agenda
• Why is SEO so difficult today?
• Three approaches to optimization.
• Two case studies illustrating 

approaches to success.
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Learning Objectives

• Review your current efforts and uncover where you 
should focus.

• Take actionable steps to “own” organic search for your 
service lines, locations, and providers.

• How to make search optimization a priority in your 
organization.
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The Evolution of Google Search, 1999-2010
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The Evolution of Google Search, 2015-Now
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The Changing Search Results Page

Before Today
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The Changing Search Results Page

Today

User Experience

Monetization
$



62% of mobile searches are 
no-click searches.

Source: Rand Fishkin, SparkToro
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Mobile click-through rate on paid ads has 
increased by 125%.

Source: Rand Fishkin, SparkToro



Why does this matter?
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77% of patients search online prior to 
booking an appointment.

Source: Google/Complete Hospital Study



geonetric.com

62% of website traffic to healthcare 
organizations comes from organic search.

Source: Geonetric
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Prioritize Your Efforts

• Your site’s reputation and authority

Off Page

• The quality and relevance of 
your contentOn Page

• Your site’s technical 
foundationTechnical
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Where Should You Focus First?

• Understand your organizational goals
• Evaluate your site and your competition
• Consider your budget and team size
• Create a value vs. effort matrix

– Prioritize low-hanging fruit and ROI

– Consider the changing SERPs

High
Effort

Low
Effort

High
Value

Low
Value
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6 Hospitals
11 Surgical and Diagnostic Centers
33 Health Centers
17 HHC/GoHealth Centers
33 Imaging Locations
89 Practice sites
41 Physical Rehab Sites
270 Total Locations
126 Towns & Cities in Service Area

20,000+ Employees
$3.1B Operating Revenue
A-Rated

Hartford HealthCare at a Glance
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Internet Websites

29
Multiple Vendors
Inconsistent Navigation
Hidden Pages
Broken Links
Not All Mobile Friendly

Digital Journey 2015 - Now
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Laying the Foundation

• Focus on efficiency and efficacy, with 
a single CMS and vendor

• Dynamic content feeds (service-
based website)

• Redesign and branding

• Quick wins with paid search

• Organic SEO deprioritized 
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Complete SEO Site Audit 

• Identified and prioritized both technical and on-page SEO 
efforts 

• Gained quick wins by optimizing site’s technical foundation

– Crawling and Indexing, Redirects, Metadata

• Evaluated site with a focus on four key service lines

Hartford HealthCare’s homepage saw a nearly double increase 
in organic traffic almost immediately following the foundational 

technical SEO work.
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Optimizing on-page content for SEO

• Focused on priority service lines

• Used keyword research to identify popular 
search terms

• Built robust, search-optimized content

– Keyword-to-content map to identify gaps

– Answered questions users ask about the topic 
in search

• Improved internal linking strategies 

Off Page

On Page

Technical



Optimizing content for SEO
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Research before decisions

• Provider requests
– “urinary difficulties” vs “frequent urination”

• PDF requests  
– Patient education materials 

• Site migrations
– Ensure SEO is preserved through migration 
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Leveraging search

• Using SEO and SEM for business decisions
– Upcoming program evaluated based on consumer search, 

capacity and revenue

• Determine marketing efforts based on research
– Search data

– Patient volume

– Revenue

• Structure site and promote services based on research

• Identify and create conversion opportunities
– Phone call, form, patient education classes

High
Search 
Volume

High
Revenue

High
Revenue & 

Search 
Volume
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Tracking marketing efforts

• Consolidated multiple Google Analytics accounts

– Created “roll-up” account to track behavior across all 
domains

• Leveraged Google Tag Manager for tracking

– Button clicks

– Phone number clicks

– Class and event registrations

– Conversion funnels
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Results 

41% 
year-over-year increase in 
organic traffic to 
HartfordHealthCare.org

10% 
increase in phone number 
clicks on physician profiles 
from organic traffic since 
launching phone numbers in 
January

165% 
year-over-year increase in 
organic traffic to the Heart & 
Vascular Institute
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Tips 

• Go for quick wins and technical errors, while developing 
long term plans for your strategic institutes/main service 
lines

• Develop a comprehensive search strategy. SEO is only 
one of three major pillars.
– SEM

– SEO

– 3rd Party Listings and Reviews (Google My Business etc.)

• Bake SEO research into new program development



MidMichigan Health 
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Our market
• Large geographic area

– 23-county region

– Rural market 

• MidMichigan’s system has
– 7 medical centers

– Over 7,400 employees

– Over 1,000 associated 
physicians and advance 
practice providers

– 721 licensed beds and 617 
operated beds
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Our challenges

• Stamp out misinformation
– Google was controlling our story 
– Aggregators, screen-scraped data
– If there was a wrong phone number, we felt it
– Outrank other review sites

• Increase relevant traffic to our website 
– Connect consumers to doctors and services

• Improve user experience/wayfinding
– Get them to the right location, on time
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In-house vs. outsource 

• Limited resources in-house
– Time-consuming
– Need to keep on top of constant 

changes

• Working as a partnership
– We contribute expertise about our 

facilities
– Partner knows Google/Bing, keeps on 

top of changes 
– Can advocate for several health clients
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Working with Google

• Wayfinding for healthcare is not like 

restaurants or retail. 

• Work with Google to

– Provide descriptive wayfinding for patients

• Help them identify building names

– Accurately represent locations as they are

• Nested listings (“Located In” and “Departments”)
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The process 

• Routinely submit data to Google 

and Bing

• Match 900+ listings to our source 

of truth – our website 

• Repeat – monthly maintenance 
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Enhancing listings

• Update images, descriptions, etc.

– Work with Google to remove irrelevant user photos 

• UTM parameters for tracking

• Regularly remove duplicate listings

– Transfer reviews to claimed listings

• Take advantage of new features 

– Provider videos
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Investments on-site as well 

• Website investments 

– Find a doctor directory and 
location directory with 
Schema.org

– Energy into page titles and page 
descriptions 

– Location naming conventions

– Ratings & reviews 
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Find a Doctor Ratings & Reviews
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Results 

24% 
increase in traffic from Google 
local listings

14%
increase in conversions (clicks 
on phone numbers) 

12%
increase to physicians from 
local listings and organic 
search traffic 

Clinically-focused searchers are 
outnumbering job seekers and other 

audiences as top visitors.
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Tips

• You must do it

• You don’t have to do it alone 

• It’s not one and done
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Three Key Take-Aways

1. Create a strong technical foundation

2. Optimize your on-page content

3. Build your off-site presence
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Create a strong technical foundation

1. Crawl your site to identify issues

2. Prioritize indexing and crawling errors

– Meta noindex, nofollow, etc.

3. Create an SEO governance plan

– Identify touchpoints

– Establish workflow and guidelines
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Optimize your on-page content

1. Understand words and phrases people search 

2. Prioritize keywords 

– Consider volume, user intent, and competition

– Evaluate potential ROI

3. Build targeted content 

– Write valuable, keyword-targeted content

– Create measurable conversion opportunities
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Build your off-site presence

1. Claim and manage your business listings

– Identify and correct data inaccuracies

– Build out robust listings

– Routinely eliminate duplicate listings

2. Build your reputation

– Identify opportunities to build links

– Maintain an active digital presence 
(social media, reviews, etc)
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