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Geonetric Clients



Webinar Information

• Webinar lasts one hour

• Enter questions at any time

• Recording will be posted in our webinar archive within 48 

hours 

• Please take the post-webinar survey which will appear at 

the conclusion of the webinar

• Follow along on Twitter using the #Geonetric hashtag
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Today’s Presenter

Jill J. Jensen | Content Director

 Helps clients tell their stories through clear and memorable 
copy 

 She’s a ruthless editor 

 Has more than 35 years of experience across every 
medium 
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Content Best Practices
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Content

NO Website
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Content for a Multiscreen World
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Social = Customer-Driven
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User-Focused Content for All
In the last year:

• ~60% of all smartphone owners 

looked up medical information

• ~75% of smartphone owners 

age 18-29 used their phones to 

find health information
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How People Read Web Pages

MobileDesktop
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Long Copy Works—If It’s Good
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Inverted Pyramid

Start with your conclusion

Make headings meaningful

Use one concept per 

paragraph

Start paragraphs 

with your main 

point

Use a scan-

friendly layout
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Scan-Friendly Layout

Use visual cues to directly support scanning

• Short paragraphs of text

• More headings and subheads

• Bulleted lists, where appropriate

• Bold or italic text, in moderation

• Captions for images, charts, media elements

• Accordion or tab containers to make longer content accessible
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Content with Visual Cues

• Headings

• Subheads

• Bold text

• Bulleted lists
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Content with Visual Cues

Captions for 

images, charts, 

media

Video 

transcripts
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Content with Visual Cues

Short 

paragraphs
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Content with Visual Cues

Accordion or 

tab containers
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Calls to Action

Attention-grabbing, engaging, visually powerful items on 

your pages that direct users to the desired action  

TM
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Web Writing Best Practices
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Good Web Content

Helps people find you

Drives visitors to action
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Web Writing Best Practices

1. Focus on the user

2. Keep it simple

3. Make it easy to take action
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?
What’s in it for me?

How will your services help me?

How will you make my life easier?
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83
Percentage of patients or prospects 

who visit hospital websites before 

booking their appointment
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Focus on the User
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Web Writing Best Practices

1.  Focus on the user

– Write in second person

– Visualize your audience

– Define key messages

– Give users what they want

– Help users achieve their goals

– Use a conversational tone

– Limit medical jargon

– Define/explain acronyms and brand names
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focuses on the benefits 

of your product or service, 

not the features

user-centric writing

http://www.geonetric.com
http://www.geonetric.com


What do 

users

want to know?

What do 

you want or 

need users to 

know?

What should 

users

do next?
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So What?

Ask yourself…
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!
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We offer minimally invasive 

total knee replacement.
So what?

The surgeon doesn’t have to 

cut as much of the tissue 

around your knee. So what?

You’ll experience less pain and 

scarring, and you’ll recover faster.
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When surgery is your best option, 

choose a minimally invasive knee 

replacement procedure at 

Benefit Health System.

Your expert surgeons use a small incision, 

affecting less tissue around your knee, so 

you experience less pain and scarring. That 

means you’ll enjoy a quicker recovery and 

get back to the activities you love sooner.

So 

what?
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We have a Mission: Lifeline Gold 

Receiving Quality Achievement 

Award.
So what?

We have a high standard of care 

for patients presenting with 

STEMI.
So what?

If you or a loved one experience a heart 

attack, you’ll get the expert, top-quality 

treatment you need quickly.
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When you or a loved one experience 

symptoms of a heart attack, you can

trust your care to the cardiac experts at

Benefit Health System.

You’ll get the fast, top-quality treatment 

that saves lives. That’s because your heart 

health team meets or exceeds national 

standards for heart attack care—

recognized when we received the 2015 

Mission: Lifeline Gold Receiving Quality 

Achievement Award.

So 

what?
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So 

what?Original Copy User-Centric Copy

The American Heart Association 

recognizes this hospital for 

achieving 85 percent or higher 

composite adherence to all 

Mission: Lifeline STEMI Receiving 

Center Performance 

Achievement Indicators for 

consecutive 24-month intervals 

and 75 percent or higher 

compliance on all Mission: 

Lifeline STEMI Receiving Center 

quality measures to improve the 

quality of care for STEMI 

patients.

When you put your heart in our 

hands, you’ll get the fast, high-

quality, life-saving care you need 

for severe heart attack. You can 

trust our experience and 

attention to your treatment. Our 

efforts are recognized by a 

Mission: Lifeline Gold 

Receiving Quality 

Achievement Award from the 

American Heart Association.
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Keep It Simple
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Web Writing Best Practices

2. Keep it simple

– Scan-friendly

– Lead with the main message

– Break it up

– Use headings and subheads

– Make it concise
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Short, Concise Web Writing

• Gets to the point

• Uses easy-to-understand words and phrases

• Covers only one topic per paragraph

• Includes subheads to help readers scan

• Uses active verbs and an active voice
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Passive vs Active Voice

Passive Voice

There is conflicting data about the 

effectiveness of avoiding certain 

food allergens during pregnancy 

(e.g. peanuts). Your doctor can 

provide you with personalized 

advice about whether you should 

avoid such foods based on your 

medical history as well as the 

medical history of your child’s 

biological father.

Active Voice

Information about the benefits of 

avoiding certain food allergens—

like peanuts—during pregnancy 

remains unsettled. Ask your doctor 

for advice about what’s best for 

you, based on the medical histories 

of you and your child’s biological 

father.
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Make It Easy To Take Action
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Web Writing Best Practices

3. Make it easy to take action

– Use trigger words

– Keep it online whenever possible

– Build more online forms

– Take advantage of dynamic content

– Add multimedia and social media

– Include a call to action (CTA) on every page
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Call to Action
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Call-to-Action Placement
MobileDesktop
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Call-to-Action Placement
Mobile

Desktop

http://www.geonetric.com
http://www.geonetric.com


Sample Web Page Structures
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Sample Web Page Structures

• Page header/title that’s descriptive but not too long

• Short introductory paragraph of one or two sentences

Structure  1

• Use subheads above each 

brief paragraph of text

– Subheads serve as high-

level guides through the 

page content

Structure  2

• Create bulleted list of 

important points; no 

more than one item or 

sentence per bullet

– Limit bulleted lists to 

6 or 7 points
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Sample Structure 1

Narrative 

with 

subheads
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Sample Structure 2

Brief introduction 

with 

bulleted list
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Content/SEO Connection
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!
Write for real people.
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!
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CMS/VitalSite SEO Tools
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HTML Page Title

• Create as single line of text ~60 to 70 characters

– First 40 characters must describe page topic; titles may be 

shortened in navigation menus and search results 

• Start title with most descriptive words; helps users 

choose your page from search results list

• Title should make sense out of context

• Avoid starting with generic term ("Welcome to") or an 

article ("The")

• Give each page a unique title

• Pages about same topic can start with same words but 

should end with words unique to page
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HTML Page Title
Appears at top of browser windows, in applicable tabs, in search 

results pages and in external websites
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Page Description

• Use 155 characters or less—including spaces; different 

search engines display different number of characters 

before shortening

• Write as “storefront” text for your page

• Put all identifying information first; follow with 

important words and terms

• Clearly inform users about what to expect from page; 

avoid hype, buzzwords or misleading information

• Needs to make sense when read out of context
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Page Description

<meta name="description" content="Cone Health 

is a not-for-profit network of healthcare 

providers serving people in Guilford, Forsyth, 

Rockingham, Alamance and Randolph counties." 

/>
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Page Description

Get nationally recognized joint replacement care for 

knees, hips and other joints at Benefit Hospital, part 

of Benefit Health System in Cedar Rapids, Iowa.
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No Page Description?

Search engines arbitrarily select text from the page
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Image ALT Tag

Describes image for screen readers, blind users, anyone 

with accessibility needs, search crawlers and those who turn 

off images

• Be accurate and truthful; match image and text

• Be concise; use only a few words

• Avoid phrases like "image of ... " or “picture of ... “

• Avoid keyword stuffing

• Don’t use ALT tag if surrounding text contains enough 

description for assistive devices to understand the image
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Image ALT Tag

Golden retriever dog comforts man 

in bed on the West Tower specialty 

care floor at Mary Greeley Medical 

Center in Ames, Iowa.
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• Used by site visitors and search engines

• Gives clues about where the link will go and what 
content will be found on the linked page

• Add information about media format, length, file size

Do this:

Or this:

Not this:

Click here to find out more about heart and vascular care.

Explore our comprehensive heart and vascular services and call for an appointment.

Link Anchor Text

Take our Birth Center virtual tour [video; 2:30] and call for an appointment.
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Directory and File Naming

• Use hyphens ( - ) to separate multiple words; don’t use 

underscores for separators or express as one long word

• Use specific keywords in section and file names; choose 

main term(s) to help page rank highly in search
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Directory and File Naming

Make URLs descriptive and easy to read
Wrong: http://www.benefithealth.com/diseases/cancer/cancer-services 
Right: http://www.benefithealth.com/cancer/services 

Make URLs simple and clear; don’t load with keywords or repeat keywords
Wrong: http://www.benefithealth.com/diseases-conditions-treatment-
and-symptoms/cancer-radiology-tests/breast-cancer-mammography 
Right: http://www.benefithealth.com/cancer/mammography 

Avoid abbreviations or acronyms in URLs
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W4W Summary
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W4W Summary

• Write with inverted pyramid

• Use visual cues for scan-friendly layouts

• Create clear calls to action

• Focus on the user

• Keep it simple and concise

• Make it easy to take action

• Collaborate with your designer to give users the best possible 

content experience

• Balance narrative pages and bulleted lists

• Make the content/SEO connection

– Write for real people

– Create good metadata
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Questions?

http://www.geonetric.com
http://www.geonetric.com


Geonetric Content Resources
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Content Guidance @ GeoVoices

• The Value of Content? PRICELESS!

• Website Content – Creating the Good Stuff

• Effortless Content? In Your Dreams.

• Top Tasks and the Paradox of Choice

• Measuring Your Content Investment

• Telling Your Whole Brand Story: System-Wide Approach to Web Content 

Structure

• Content that Helps, Not Sells: A Formula for Creating Great Content

• Four Ways to Get More Out of Your Hospital’s Web Content

• Writing Hospital Service Line Content: Do It Yourself or Call in the 

Professionals?
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http://geovoices.geonetric.com/2014/02/telling-whole-brand-story-system-wide-approach-web-content-structure/
http://geovoices.geonetric.com/2015/04/content-that-helps-not-sells-a-formula-for-creating-great-content/
http://geovoices.geonetric.com/2015/04/four-ways-to-get-more-out-of-your-hospitals-web-content/
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Web Writing for Healthcare eBook

Download Web Writing for Healthcare eBook
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Get personalized, free 

feedback!

• Get expert recommendations 

on how to improve your 

content and conversions

• Discuss writing for the Web 

best practices

• Learn tips for improving your 

search engine optimization 

efforts

Sign Up Now!

Content Checkup

http://www.geonetric.com
http://www.geonetric.com
https://www.geonetric.com/content-checkup/
https://www.geonetric.com/content-checkup/
https://www.geonetric.com/content-checkup/


June Webinar:
Web Design Trends for Healthcare

Join us for this webinar and learn 

the latest in website design 

concepts.

www.geonetric.com/webinars

Tuesday, June 30

1:00 p.m. CT
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Thanks!
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