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How did your clients find you, your practice, or your health 
products and services?

When you’re looking for a new service in your city, or to 
learn any new information, where do you start your search?

Most people begin their search on a search engine, like 
Google.

When a person is using Google, they enter a “search 
query” into the search box, which is the combination of 
words that they use to find what they’re looking for. For 
example, if a person is looking for a local dentist, they’ll 
likely use any of these search queries:

•  Dentist near me
•  Dentist Edmonton
•  Downtown dentist

The results they get in Google vary depending on 
the keywords that are used. Keywords are the key 
words, or groups of words, that trigger your website 
to be displayed in Google Ads, Maps or Search results. 
Sometimes the keywords might match your search 
query exactly, other times it’s a similar phrase match.

Once you see your search results in Google, you likely 
click on the first few websites and almost always on 
the first page. In fact, according to a study published 
by Advanced Web Ranking, 75% of all website clicks on 
Google are from the first page, and 33% are for the first 
website listing.

If your business website is not found on the first page 
of Google, your patients will have a hard time finding 
your practice. So, how do you get on the first page of 
Google?

When a person types a search query into Google, they 
see three results:

“90% of  
consumers use 
major search  
engines prior to 
making a  
purchase to  
research  
products and  
services locally. ”

BIA/Kelsey, 2015

Introduction
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1.  Google Ads: Pay Per Click
2.  Google Maps: Local SEO
3.  Google Search: Organic SEO

The results that you see in each of these 
three sections are based on completely dif-
ferent factors. We wrote this guide to help 
you learn how to get your business website 
found on the first page of Google. Here’s 
what you’ll learn:

Chapter 1 – Google Ads: Pay Per Click
Google Ads are text, image, or video ad-
vertisements displayed by Google in their 
search engine results page, on websites 
and apps, as well as in YouTube. Get your 
business website found on the first page of 
Google instantly using Google Ads, and use 
their powerful analytics to focus your ads to 
a specific audience of people interested in 
your products and services.

Chapter 2 – Google Maps: Local SEO
Local search engine optimization (SEO) is a set of tactics 
to increase the position of your website ranking in local 
search results, such as Google Maps. Many people use 
Google Maps when looking for a new health and wellness 
provider, so attract more patients to your clinic by increas-
ing your rankings in Google Maps using your Google My 
Business account.

Chapter 3 – Google Search: Organic SEO
Organic search engine optimization (SEO) is a set of tactics 
to increase the position of your website ranking in organ-
ic Google Search results. This method often provides the 
best long-term value for growing your practice with new 
patients compared to paid advertising.

After reading this guide, you’ll understand how to grow 
your business by being on the first page of Google. Let’s 
get started!
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Google Ads: Pay Per Click 
(PPC) Advertising

What is Google Ads (Google AdWords)?
When a person types a search query in 
Google, the first thing they see are paid ad-
vertisements through a service called Google 
Ads (formerly known as Google AdWords). 

When a person is browsing a website, they 
may see paid advertisements throughout the 
web page delivered by Google Ads.

When a person is watching a video on 
YouTube, they will also see paid advertise-
ments delivered by Google Ads.

There are three basic types of Google Ads:

1.   Search Network: usually text-based ads 
that are displayed at the top of Google’s 
search engine results page.

2.   Display Network: usually image-based 
ads that are displayed on websites and 
apps that are part of Google’s Display 
Network of over 3 million websites.

3.   Video Campaigns: short videos that are displayed 
before or during YouTube videos.

What are the benefits of Google Ads?
The primary benefit of using Google Ads is that you can get 
your business website found on the first page of Google 
instantly. This attracts people to your website, wanting to 
learn more about your health products and services.

Many people begin their search for a health 
and wellness provider using a search engine, 
like Google. Get your business on the first 
page of Google instantly using Google Ads.
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Do Google Ads work? Do people click on Google Ads?

According to WordStream Research, when a person is 
looking on Google to make a purchase, 65% of all clicks 
are on Google Ads and only 35% are on organic Google 
Search.

In addition, there are also many other benefits of using 
Google Ads, such as:

1.   Return on investment: according to Google, for 
every $1 a business spends in Google Ads, they will 
earn an average return on investment of $2. In oth-
er words, if you spend $1,000 in Google Ads in one 
month, you may get new clients into your business 
that will purchase an average of $2,000 in products 
and services. These new clients may also return to 
your clinic for additional services.

2.   Measurable analytics: traditional forms of mar-
keting and advertising, such as television, radio, or 
direct mail (Canada Post) flyers, make it difficult 
to measure the performance of your campaign re-
sults. Google Ads provides extensive data analytics 
to measure every detail, including how many people 
view your ad, how many click on the ad to arrive at 
your website, and how many contact you to book 
an appointment.

3.   Audience focus: using Google’s extensive data-
base of information, you can focus your ads to a 
very specific type of person based on their location, 
demographics, devices used, and the exact words 
that they use in their Google search query. Instead 
of wasting your marketing budget displaying ads 
to people who aren’t interested, focus your ads on 
people that are actively looking for your health prod-
ucts and services.

4.   Intent to buy: according to Unbounce, Google Ads 
visitors are 50% more likely to make a purchase than 
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non-Google Ads visitors. In other words, when a per-
son clicks on an ad, they often have a higher intention 
to make a purchase than when a person clicks on an 
organic search result. These Google Ads visitors are ac-
tively looking for a new product or service to purchase, 
and have a high “intent to buy”.

5.   First page instantly: any changes that you make 
to your website to increase your organic search en-
gine rankings may take several weeks or months to 
make an impact to your results. With Google Ads, 
you can see your business website on the first page 
of Google on the first day. Regardless of your busi-
ness size, every website is competing on an equal 
playing field using Google Ads.

How does Google Ads work?
When a person types a search query into their search 
box, the first thing they see are Google Ads, which are 
triggered based on the keywords that you choose. 
Sometimes your keywords might be an exact match or 
a similar phrase match, which triggers your ad to be dis-
played.

The ads that are displayed are based on an “ad auction”, 
a bidding auction where Google decides which ads will 
appear and in what order. Google decides this based on 
an “ad rank” of several factors, such as:  

•   Your bid: the maximum amount you’re willing to pay 
for a click on your ad.

•   Quality of ads and landing page: how relevant and 
useful your ad and the website it links to are to the 
person doing the search.

•   Ad rank thresholds: the minimum bid necessary for 
your ad to show in a particular position.

•   Context of the search: the search terms (keywords) 
that a person is using, location, type of device, time 
of day, and other user signals.

•   Impact from ad extensions: how extensions (e.g. 
phone number, links) and other ad formats will impact 
your ad’s performance.
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This auction determines which ads are included and 
where they will rank based on two main factors: your 
maximum bid and your Quality Score. The Quality Score 
is Google’s rating of the quality and relevance of your 
keywords and ads, which are used to determine your 
cost-per-click. Your Quality Score depends on multiple 
factors, such as:

•  Your click-through-rate (CTR)
•  The relevance of each keyword to its ads group
•  Landing page quality and relevance
•  The relevance of your ad text
•  Your historical account performance

A higher Quality Score results in higher rankings for your 
ads and a lower cost-per-click.

How much does Google Ads cost?
The three types of Google Ads (search, display, and video) 
are based on a pay-per-click (PPC) model whereby you 
pay a fee each time a person clicks on one of your ads. 

According to WordStream Research, the average cost-per-
click for the health and medical industry is $2.62 for the 
search network and $0.63 for the display network. This 
cost varies on a number of factors, including your Quality 
Score, as well as the keywords that you’re targeting. 

Different keywords have different levels of competition. In 
other words, businesses are willing to pay a higher cost-
per-click for certain keywords than others. The reason 
is that some keywords are used more often in search 
queries than others.

For example, in Edmonton, the average monthly search 
volume for the keyword “braces” is about 210. In compari-
son, the average monthly search volume for the keyword 
“Invisalign” is about 590. 
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There is a growing demand of patients looking for 
Invisalign treatments than those looking for braces. This 
results in a higher average monthly search volume, which 
motivates business owners to spend more on a keyword 
with a higher search volume.

The average cost-per-click for the keyword “braces” is 
up to about $14.49, while the average cost-per-click for 
the keyword “Invisalign” is up to about $19.45. For many 
of our clients, the average cost-per-click for the keyword 
“Invisalign” is lower than $7.

The cost to get 100 potential new patients to your website 
looking for Invisalign treatments could be about $700. If 
only 1 of these potential patients purchases your Invisalign 
treatment, it would pay for your entire Google Ads cost. 
Any additional patient is extra profit.

How to use Google Ads?
The first step is to setup a Google Ads account. First, visit 
the Google Ads homepage. Then, click on the button that 
reads: “Start now”.

This takes you to Google’s sign-in page. Google uses 
one account for all of their products, including Google 
Ads, Analytics, Gmail, YouTube, and more. If you already 
have a Google account for any other product, type in 
your email address and password to login. If you don’t 
have a Google account setup, or if you want a separate 
account for Google Ads, click on the link below that 
reads: “Create account”.

After you’ve created your account, you’ll have to provide basic  
account information, including your location, time zone, 
and billing details. With Google Ads, you have two pay-
ment options: 

•   Automatic payments: you will be charged upon 
reaching your billing threshold or 30 days after your 
last payment, whichever comes first.

•   Manual payments: you will prepay Google Ads and 
charges will be deducted from the prepaid amount.
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Once you’ve setup your Google Ads account, you’ll see 
your dashboard, which shows you an overview of your 
advertising campaigns. Next, we’ll review the steps to 
create effective Google ads.

Step 1: Define your goals
It’s important to set specific and measurable business 
goals to evaluate and improve your performance. An ef-
fective framework for goalsetting is creating S.M.A.R.T. 
goals, which helps you quantify your results so that you 
can measure your marketing return on investment (ROI).

S.M.A.R.T. goals are:

•   Specific – well-defined and focused
•   Measureable – made of tangible numbers to track 

your progress
•   Attainable – realistic and achievable for your business
•   Relevant – based on your business environment
•  Time-bound – clear deadline for goal completion

For example, a S.M.A.R.T. goal that you can set for your 
practice may be:

“By the end of our fiscal year, we will use Google adver-
tising to increase traffic to our business website by 35%.”

Step 2: Know your audience
The next step in Google advertising is to imagine your 
existing clients or ideal clients. Imagine this ideal client 
as one person with a name, age, gender, profession, etc. 
This is often called a “customer persona” or “client av-
atar”. This exercise helps you imagine who your clients 
are, their demographics (age, gender, profession) and 
psychographics (interests, hobbies, lifestyles), as well as 
how your health products and services can help them.
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This exercise also helps you learn how to create relevant 
ads on Google that captures their attention from a list of 
other ads to your competitor’s websites.

The key is to learn who your existing clients truly are and 
how you can find more clients like them. By learning 
about your clients, their challenges, and how they use 
Google, you can position your practice to deliver the right 
message, to the right audience, in a way that resonates 
with them.

A patient survey is an effective method of learning about 
your patients, their challenges and how they find health 
and wellness providers. Instead of spending your advertis-
ing budget promoting your practice to people who aren’t 
interested in your services, focus your time and budget 
on finding the right people who are actively looking for 
your products and services.

Step 3: Know your competitors
In addition to knowing about your clients, you also want 
to know about your competitors. This helps you measure 
the success of your Google advertising campaigns relative 
to your industry. By comparing your performance met-
rics against industry averages, you can benchmark your 
results and determine how to improve your performance.

According to WordStream Research, the average Google 
Ads performance metrics for the health and medical in-
dustry are:

•  Click-through-rate (CTR): 3.27%
•  Conversion rate (CVR): 3.36%
•  Cost-per-click (CPC): $2.62
•  Cost-per-acquisition (CPA): $78.09

In other words, if 10,000 people view your Google Ad and 
your click-through-rate is 3.27%, then you’ll get 327 people 
to click on your ad to view your website landing page. 
If your conversion rate is 3.36%, that means that out of 
327 people that arrive on your website, 11 will “convert” 
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from a website visitor into a new client that books an 
appointment. 

If your average cost-per-click is $2.62, to get 327 people to 
click on your ad will cost you $856.74. If you were able to 
get 11 new clients, then your average cost per acquisition 
is $77.89. In other words, it will cost you an average of 
about $78 to get one new client into your practice (based 
on these averages).

Researching your competitors gives you a perspective 
into how they use Google Ads to grow their businesses, or 
if there’s an opportunity that is being overlooked. That be-
ing said, many business owners assume that their com-
petitors know something that they don’t. Often times, 
they will imitate their competitors’ strategies, believing 
that it will help their goals.

You can begin searching for your competitors in Google’s 
search. Use your industry’s keywords, such as “chiroprac-
tor” or “dentist” or “optometrist”. You can also refine your 
search by using local keywords, such as “chiropractor 
Edmonton” or “dentist near me”. 

When you see Google’s search engine results page, 
review the existing ads created by your competitors. 
Analyze their word choice, headline, description, and the 
web page that their advertisement is linking to. Which 
ads are capturing your attention the most and why?
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Step 4: Structure your account
Next, it’s important to decide how to structure your Google 
Ads account. How your account is structured will have an 
impact on your performance metrics, Google’s Quality 
Score, your cost-per-click (CPC), and your results. 

Your Google Ads account is structured in a three-level 
hierarchy:

•   Campaigns: organize your ads into campaign themes, 
based on how you want your budget allocated. If you 
want to allocate 50% of your budget into two different 
products, services, client types, or treatment options, 
then you want to have two different campaigns setup.

•   Ad groups: these are held inside each campaign and 
can be used to focus on a specific audience segment. 
Each ad group contains its own set of keywords, ads, 
and website landing pages that your visitors will see.

•   Ads: the advertisement that is triggered based on the 
keywords found in the ad group, which provides a link 
to your website landing page. You can test 2-4 differ-
ent ads within each ad group to get the best results.

AdWords 
Account

Ad 
Campaign

Ad 
Campaign

Ad Group Ad GroupAd Group Ad Group

keywords 
ad text 

landing pages

keywords 
ad text 

landing pages

keywords 
ad text 

landing pages

keywords 
ad text 

landing pages
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For example, if you offer chiropractic services, you can 
consider creating one campaign for each service that you 
want to promote, such as active release or shockwave 
therapy. Then, if you want to segment your audience into 
males and females, or into young adults and seniors, then 
you can create a separate ad group for each audience 
segment. Finally, you can create several ads within each 
ad group to ensure its relevant to your specific audience.

Step 5: Keyword research
Now that you have your account setup and properly 
structured, you’re ready to conduct keyword research. 
Keywords are the key words or phrases that people enter 
into Google’s search box to find a website. These key-
words trigger your ads to be displayed. But, where do 
you find the keywords to use?

The keywords that your patients use to find your clinic 
may be different than the keywords that other people are 
using to find other clinics. There’s no way to know what 
keywords your patients are actually using other than to 
ask them in a survey.

A patient survey is a method of conducting primary 
research to learn how your patients found your clinic. 
Another method is by conducting secondary research 
using aggregated data compiled by Google using their 
Keyword Planner tool.

In your Google Ads dashboard, click on the “Tools” but-
ton in the top navigation bar. Then, under the section 
“Planning”, click on “Keyword Planner”. Selecting “Find 
new keywords” helps you look at the average monthly 
search volume for all related keywords in Canada. 

Although Google doesn’t provide data local to your city, 
this is a good place to start looking for new keywords. 
This information tells you which keywords have a higher 
monthly search volume so that you focus your budget 
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on attracting a larger pool of potential clients. However, 
keywords with the highest volume aren’t always the best 
ones to use, as they may not necessarily be the words 
that your patients actually use.

Once you’ve found 10-20 keywords that are similar to each 
other, you’ll want to place them inside the same ad group. 
This keeps your ads relevant to the audience segment 
that you’re focusing on. You’ll add the keywords when 
you create your ad group.

Step 6: Create campaign
After deciding on a list of keywords to use for each ad 
group, you’re ready to create your first Google Ads cam-
paign. In your dashboard, click on the “Campaigns” tab on 
the left navigation bar. Then, click on the “+” button near 
the centre-left to create a “New campaign”. You can or-
ganize your campaign based on several goals, including:

•   Sales: encourage sales online, by phone, or by visiting 
your clinic.

•   Leads: encourage people to express interest by sub-
scribing to a newsletter or providing their contact 
information.
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•   Website traffic: encourage people to visit your web-
site.

•   Product and brand consideration: educate peo-
ple about what makes your products and services 
unique.

•   Brand awareness and reach: introduce people to 
your company to increase their awareness of your 
products and services.

•   App promotion: encourage people to download your 
mobile app.

These goals help Google provide recommended features 
and settings to help you attain your campaign goals. If you 
don’t want Google’s guidance, select “Create a campaign 
without a goal’s guidance”.

Next, you’ll be asked to select a campaign type, which 
determines where people will see your ads displayed, 
including:

•   Search: usually text-based ads displayed at the top 
of Google’s search engine results page.

•   Display: usually image-based ads displayed on web-
sites and apps that are part of Google’s Display Network 
of over 3 million websites. 

•   Shopping: text or image-based ads that promote 
your products.

•   Video: short videos that are displayed before or 
during YouTube videos.

If your primary campaign goal is to attract potential new 
clients to your website using Google’s search engine re-
sults page, create your first campaign using the “Search” 
type. 

Finally, Google Ads asks you to select how your campaign 
goals will be measured. In other words, what are the main 
actions that you want a person to take, including: 

•  Website visits
•  Phone calls
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•  Store visits
•  App downloads

Once you select your goals, Google will then ask you to 
setup your campaign. This includes your campaign name, 
the networks where your ad will be displayed (search or 
display), your audience focus, budget and bidding op-
tions, and other ad extensions.

Step 7: Setup ad groups
Once you’ve setup your campaign settings, you’ll want to 
create ad groups to focus your ads on a specific audience 
segment, or “customer persona”. You can segment your 
audience based on demographic and psychographic fac-
tors. For example, if you offer health services for young 
adults and for seniors, you’ll want to create different ad 
groups that focus on your different audience segments. 
This ensures that your ads, keywords, and landing pages 
are all relevant to your specific audience segment.

This is the section that you’ll add the keywords that you 
researched earlier. Try to only use about 10-20 keywords 
for each ad group to ensure each ad is relevant and fo-
cused to each audience segment. 

Your keywords can be triggered based on three categories:

1.   Broad match: this is the default match type for your 
keywords that triggers your ad to be displayed. This 
category triggers ads for your chosen keywords, as 
well as for any other similar keywords, including mis-
spellings, synonyms, related searches, etc. This key-
word category will trigger your ads to be displayed 
the most, increasing the total views (impressions) of 
your ads. But, it may not be relevant to the people 
searching.

2.   Phrase match: this keyword category triggers ads 
that match a phrase, or a close variation of that 
phrase, with additional words before or after. This 
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keyword category will trigger less ads to be dis-
played than broad match, but will likely be more 
relevant and focused to your audience segment.

3.   Exact match: this keyword category triggers ads 
that match the exact search term or are close variations 
of that exact term. This keyword category will trigger 
your ads to be displayed the least, but will likely be the 
most relevant to your audience segment.

Step 8: Create ads
After setting up your ad groups, you’re finally ready to 
create your ads. First, enter the “Final URL”, which is the 
website landing page that you want people to view after 
clicking on your ad. Google now offers three headlines 
and two description fields for your text-based ad. The 
format that Google uses for their ads changes often.

The display path is the URL that will be visible to people 
viewing your ad, not the actual website URL that they 
will visit.

So, how do you write compelling ads?

Successful Google Ads usually have three elements:

1.   Features: highlight the features of your product, what 
makes your services unique, what makes your clinic 
different from your competitors, etc.

2.   Benefits: focus on the benefits that your health 
products and services will have on your patients, 
and how those benefits are unique to your clinic.

3.   Call-to-action: the action that you want your audi-
ence segment to take after viewing your ad, such 
as: “call us today” or “visit our website to learn more”.
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There are thousands of recommendations for how to 
write the most compelling ads. There is no one winning 
formula for all businesses, as each business and their cli-
ents are unique. Successful Google Ads managers don’t 
take guesses, they take a scientific approach by testing 
everything. In other words, test different variations of 
headlines, descriptions, keywords, landing pages, etc.

Step 9: Design landing page
Now that you’ve created your ads and your audience is 
clicking on them, what do they see when they arrive at 
your website landing page?

Your website landing page is the first page that your visi-
tors “land on” when they arrive at your website. According 
to the research agency, Nielsen Norman Group, on aver-
age, people will evaluate your web page in less than 10 
seconds. In other words, you have 10 seconds to capture 
their attention and encourage them to explore the rest of 
your web page. If your web page loads slowly, or isn’t rel-
evant to their search, they will click to go back to Google.

Many businesses make the mistake of sending Google 
Ads visitors to their home page, or to another landing 
page that isn’t relevant to their search. For example, 
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imagine if you did a search in Google for “Invisalign ben-
efits” and you read a Google Ad that has the description 
“Invisalign Features & Benefits”, so you click on the ad. 
Then, you arrive on a landing page that reads “General 
Dentistry Services”. Your first thought might be, “this web 
page isn’t what I’m looking for,” and you may click to go 
back to Google.

In order to keep your Google Ads visitors engaged with 
your web page, they have to be assured that your web 
page is relevant to their search and provides valuable 
information. Many experienced businesses will create a 
separate website landing page for each Google Ads cam-
paign that they conduct. This ensures complete relevancy 
for each audience segment.

Step 10: Analyze and optimize
Once you’ve launched your campaign, you’ll want to mon-
itor the performance of the campaign regularly. Initially, 
you may want to monitor it daily to make sure that you 
haven’t made any errors and you’re getting the results 
that you want. Eventually, you can monitor your results 
weekly to ensure that your performance is achieving your 
business goals.

Compare your campaign performance to industry aver-
ages to benchmark your results. Then, test everything 
that you can using a scientific method. Try to maintain 
all variables consistent and only test one variable at a 
time. This helps you determine the best combination of 
headlines, descriptions, keywords, landing pages, etc. 

Google Ads is easy to learn, but challenging to master. 
This guide is a great starting point to setup, create and 
launch your Google Ads campaign.
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Google Maps: Local SEO

What is local search engine optimization (SEO)?
Local SEO (search engine optimization) is a set of tactics 
to increase the position of your business website in local 
search results, such as in Google Maps. 

When a person types a search query in Google, the first 
thing they see are paid advertisements through a service 
called Google Ads. Below that are Google Maps, followed 
by Google Search.

Sometimes a person types a search query into Google 
when they’re looking for information, such as: “how to al-
leviate my back pain”. Other times a person types a search 
query into Google when they’re looking for a local business 
or service, such as: “chiropractor near me” or “chiropractor 
Edmonton”. 

According to Google, 46% of all searches now have a “lo-
cal intent”. In other words, people are searching for local 
businesses or services, which they find displayed in Google 
Maps.

Out of these searches with a local intent, 72% of people 
who did a local search visited a store within five miles 
(WordStream Research, 2016).

Many new patients begin their search for a 
health and wellness provider using a search  
engine, like Google. Get your business on the 
first page of Google Maps using local search  
engine optimization (SEO).

“  Local SEO is all about increasing search visibility 
for businesses that serve their communities 

face-to-face. ” 
Moz, 2019

Google Maps: Local SEO
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How to be on Google Maps?
Google Maps is a navigational tool that offers 
satellite imagery, street maps, Google Street 
View, traffic conditions in real-time, and a nav-
igational route planner.

Google also manages a database of business 
listings from multiple online and offline sources, 
and organizes these listings based on address, 
phone number or geocode. These business 
listings are displayed in Google Maps when a 
person is conducting a search with local intent. 
Google allows you to claim your business listing 
and to manage your business profile through a 
service called Google My Business.

Google My Business
Google My Business is a free service offered 
by Google that lets you claim, create and manage your 
Business Profile that appears in Google Maps, which al-
lows you to:

•  Edit your business information
•  Manage your customer reviews
•  Build a simple business website
•  Create post updates about announcements or sales
•  Posts photos of your business or products
•   Learn how people are interacting with your Business 

Profile on Google Maps

To create or claim your Google My Business account, visit 
their homepage and follow these steps:

1.   In the top-right corner, click on the button that reads: 
“Start Now”. This takes you to Google’s sign-in page.

2.   Google uses one account for all of their products, 
including Google My Business, Ads, Gmail, YouTube, 
and more. If you already have a Google account for 
any other product, type in your email address and 
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password to login. If you don’t have a Google ac-
count setup, or if you want a separate account for 
Google My Business, click on the link below that 
reads: “Create account”.

3.   Once you’ve signed in or created your new account, 
Google My Business will then ask you for the name 
of your business, and to read the terms of service.

4.   Next, enter your business address and answer if you 
deliver goods and services to your clients. You’ll also 
have to confirm the location of your business on a 
Google Map.

5.   Then, Google asks you to choose the best category 
for your business. Google uses this category to de-
termine what your business is about, so try to use 
keywords that you think your patients will use in 
their search, such as “chiropractor”.

6.   Next, enter your contact details, including your 
phone number and business website.

7.   The final step is to verify your business with Google. 
Although Google has a few different options to verify 
a business, the most commonly presented option is 
to verify your business using traditional mail. Google 
will mail you a postcard to the address listed earlier 
that has a verification code. You need to enter this
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verification code into your Google My Business account 
in order to have your business listed on Google Maps 
and to fully manage your account.

Your Google My Business account is the online headquar-
ters for managing your local search engine optimization 
(SEO) strategy, which determines your rankings in Google 
Maps.

How to get to the top of Google Maps?
Google decides which websites to display in Google 
Maps based on keywords, then ranks the website order 
based on local search engine optimization (SEO) factors. 
According to Moz, there are many factors that Google 
considers, such as:

1.   Google My Business Signals: proximity of address 
to the point of search, proper category associations, 
keywords used in the business title, etc.

2.   Link Signals: inbound anchor text, linking domain 
authority, linking domain quantity, quality and au-
thority of inbound links to domain, etc.

3.   Review Signals: quantity of customer reviews, in-
crease in review velocity, diversity of customer re-
views, etc.

4.   On-Page Signals: presence of name, address and 
phone number, keywords used in the headlines, 
website domain authority, etc.

5.   Citation Signals: consistency in name, address, and 
phone number in all citations, citation volume, etc.

6.   Behavioural Signals: click-through rate from search 
results, mobile clicks to call, check-ins, etc.

7.   Personalization: location of a user’s city or country 
relative to business, physical address in the city of 
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search, previous search history, etc.

8.   Social Signals: Google engagement, Facebook en-
gagement, Instagram engagement, Twitter engage-
ment, etc.

The top-ranking factor to have your business website at 
the top of Google Maps is to have a complete and accu-
rate Google My Business profile. This business profile is 
considered to be the primary citation of your business. 

In addition to Google My Business, there are many other 
citation sources for your website. Consistency of citations 
is the basic foundation of local search engine optimiza-
tion (SEO).

What are citations?
According to Moz, citations are:

Any online mention of the name, address, and phone 
number for a local business. Citations can occur on local 
business directories, on websites and apps, and on social 
platforms. Citations help Internet users to discover local 
businesses and also impact local search engine rankings. 
Local businesses can actively manage many citations to 
ensure data accuracy.

In other words, any mention of your business online is a 
citation. The core components of a citation are your busi-
ness name, address of your clinic, and the phone number 
listed. Ensuring consistency in these three components 
across every online citation tells Google about the cred-
ibility and accuracy of your business listing.

There are structured citations, such as a business profile 
in Google My Business, as well as unstructured citations, 
such as a mention of your business in an online news 
article. This means that there are hundreds or thousands 
of possible citation sources.

Every citation source has a different degree of credibility 
or authority for ranking in Google Maps. The top citation 
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sources also vary, based on the country. In Canada, the 
top 10 structured citation sources are:

1. Google My Business
2. Bing Places
3. Apple Maps
4. Yellowpages.ca
5. Infobel
6. Factual
7. 411.ca
8. Facebook
9. Websites.ca
10. Yelp

Accuracy in citations don’t just matter to Google, they 
also matter to your clients. According to BrightLocal, 80% 
of people lose trust in local businesses if they see incor-
rect or inconsistent contact details or business names 
online. Furthermore, 68% of people would stop using a 
local business if they found incorrect information in on-
line directories.

Ensuring consistency in the name, address and phone 
number of your business in these top citation sources is 
the foundation of local search engine optimization (SEO). 
There are many other factors to local SEO, such as link 
signals, on-page signals, and behavioural signals, which 
we’ll review in our next chapter on organic SEO.
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Google Search: Organic SEO

What is search engine optimization (SEO)?
Search engine optimization (SEO) is the process of making 
changes to your website and online marketing strategy 
to increase the position of your website ranking in search 
engines, like Google.

Being on the first page of Google is one of the most effec-
tive ways of attracting potential patients to your website, 
wanting to learn more about your health products and 
services.

According to Advanced Web Ranking, over 75% of all web-
site clicks on Google are on the first page, and 33% are for 
the first website listing.

In other words, if your business website is not easily found 
on the first page of Google, your patients will have a difficult 
time in finding your health and wellness practice online.

How does search engine optimization (SEO) work?
When a person performs an online search, Google analyzes 
all of the websites in their database and presents those 
websites in their search engine results page. The first thing 
a person sees are paid advertisements through Google Ads, 
followed by business listings in Google Maps, followed by 
website listings in Google Search.

Google ranks websites based on two primary factors: rel-
evance and popularity. In other words, Google presents 
websites that are relevant or useful to the person’s search 
query and ranks those websites based on their popularity. 
They believe that the more popular a website is, the more 
valuable the information must be.

Many new patients begin their search for a 
health and wellness provider using a search 
engine, like Google. Get your business on 
the first page of Google Search using 
organic search engine optimization (SEO).
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Google’s mathematical algorithms calculate the rel-
evance and popularity of each website to display in 
Google Search based on organic search engine optimi-
zation (SEO) factors. Many of these factors are similar to 
local SEO factors, but in a different order and a different 
weighting is assigned to each factor.

According to Moz, there are many factors that Google 
considers to determine the relevance and popularity of 
each website, such as:

1.   Link signals: inbound anchor text, linking domain 
authority, linking domain quantity, quality and au-
thority of inbound links to domain, etc.

2.   On-page signals: presence of name, address and 
phone number, keywords used in the headlines, 
website domain authority, etc.

3.   Behavioural signals: click-through rate from search 
results, mobile clicks to call, check-ins, etc.

4.   Google My Business signals: proximity of address 
to the point of search, proper category associations, 
keywords used in the business title, etc.

5.   Citation signals: consistency in name, address, and 
phone number in all citations, citation volume, etc.

6.   Personalization: location of a user’s city or country 
relative to business, physical address in the city of 
search, previous search history, etc.

7.   Review signals: quantity of customer reviews, in-
crease in review velocity, diversity of customer re-
views, etc.

8.   Social signals: Google engagement, Facebook en-
gagement, Instagram engagement, Twitter engage-
ment, etc.
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Next, we’ll review the top three factors that Google con-
siders in organic SEO: link signals, on-page signals, and 
behavioural signals. To learn more about Google My 
Business signals and citation signals, please read our 
chapter on Google Maps: Local SEO.

What are link signals?
When Google’s algorithms crawl the billions of websites 
on the Internet, links are the streets between the pages. 
Since the late 1990s, search engines treat links as votes 
for popularity and importance on a website’s ranking. 

For example, a small business blog with only a few web-
sites linking to it has a lower degree of popularity than 
Wikipedia, the online encyclopedia that has thousands 
of websites linking to it. If you search a keyword, like “op-
tometry,” one of the first organic search results you’ll find 
on Google is from Wikipedia. 

Websites that are considered trustworthy and popular are 
assigned a higher “Domain Authority,” which is a search 
engine ranking score developed by Moz. This score pre-
dicts how well a website will rank on a search engine 
results page and is calculated by evaluating multiple fac-
tors, such as the number of links pointing to it and the 
credibility of the websites providing the links.

One of the most effective strategies to increase your busi-
ness website’s rankings in Google Search is to focus on 
getting other websites to point links to your own. This has 
more impact from websites that have a high domain au-
thority and are considered trustworthy. Most institutions, 
such as governments, universities, and associations, are 
assigned a higher domain authority, as they have a high 
degree of credibility and trustworthiness.

What are on-page signals?
When other websites point a link to your business web-
site, that practice is known as off-page SEO, which is any 
action that is taken outside of your own website to impact 
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your search engine rankings. In comparison, on-page 
signals are any actions that you take inside of your own 
website to improve your search engine rankings. 

A central component to on-page signals are keywords, 
which are words that define what your web page is about. 
In other words, they’re the words and phrases that peo-
ple type into the search box of Google. If you summarize 
every element on your page – all of the text, images, and 
videos – into simple words and phrases, those are your 
primary keywords.

Keywords are the links that connect what people are 
searching for in Google with the content that your web-
site provides.

For example, if a person types the search query “how to 
lose weight,” Google will display websites that use the 
keywords “how to”, “lose” and “weight”. 

The keywords need to be strategically placed in several 
places, including:

•  Title tag: the title of your web page
•   H1 header tag: the primary headline of your web 

page
•   H2 header tag: the secondary headlines or sub-head-

lines of your web page
•   Body copy: at least a few times throughout the body 

text of your web page
•   Alt attribute: the alternate text of an image on your 

web page
•   URL: your website address that follows http or www

For Google’s algorithms to be able to effectively read the 
keywords on your website, they have to be written words. 
Google’s algorithms are not yet able to read rich media 
that is not written words, such as images, videos, Flash 
or Java. 
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What are behavioural signals?
When a person enters a search query into Google’s search 
box, Google is attempting to understand the intention of 
the person doing the search to display the most accurate 
website listing possible. Then, when a person arrives on 
your website from Google’s search engine results page, 
Google wants to know if your website met their expecta-
tions, answered their questions, and provided the content 
they were looking for.

In other words, Google wants to know about that person’s 
user experience.

Currently, most of the variables that Google can analyze 
directly include keywords, links, and website structure. 
However, these variables don’t tell Google about the person’s 
experience when visiting and interacting with your website. 

Out of over 200 ranking factors that Google analyzes to 
determine their search engine rankings, they all have one 
underlying principle: user experience.

The experience that a person has when interacting with 
a website is difficult to quantify, measure and analyze. 
Because these signals are too complex for our current 
technology, it’s not as strong of a ranking factor as link 
signals and on-page signals. However, as Google’s tech-
nology continues to improve, behavioural signals that 
reflect user experience will grow in importance.

There are several behavioural signals that Google consid-
ers when trying to interpret a person’s experience when 
interacting with a website. For example, imagine that 
you enter a search query, then clicked on the first web-
site in the results page. If the web page wasn’t what you 
were looking for, or the page loaded slowly, or the content 
was poorly written, you’ll likely click the back button to 
go back to Google. You may try the second website and 
spend time exploring it further. This tells Google that the 
first website didn’t provide as good of a user experience 
to you as the second website. 

35

CHAPTER 3

https://business-clinic.ca


When this action is aggregated over billions of search que-
ries each day, Google can analyze the overall experience 
that a website provides to people using their search page. 

When Google displays websites for people in their search 
engine results page, it calculates how many times each 
website is clicked, and based on the amount of times that 
it was shown, it can determine the click-through-rate (CTR). 
This is one of the behavioural signals that it considers. 

If a person clicks on your website, doesn’t interact with 
any other links or pages, then clicks to go back to Google, 
this “bounce rate” tells Google that your website did not 
provide the user experience that person was looking for. 
If that person stays for your website for 30 seconds, then 
goes to your competitor’s website and explores for over 5 
minutes, your lower “session duration” tells Google that 
your website also didn’t provide as good of a user ex-
perience as your competitor’s website. Bounce rate and 
session duration are also examples of behavioural signals 
that indicate user experience.

Google’s algorithms calculate over 200 ranking factors to 
determine their search engine rankings. There are many 
different methods for improving your website’s rankings, 
and these that we reviewed in this guide are a solid foun-
dation to get your business website found on the first 
page of Google’s organic search results.
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Conclusion

Getting on the first page of Google is one of the most effective 
methods of growing your health and wellness practice today. 
There are many different methods for achieving this, including:

1.  Google Ads: Pay-Per-Click (PPC)

2.  Google Maps: Local SEO

3.  Google Search: Organic SEO

Google Ads provide the most immediate route, as you can get 
on the first page of Google on the first day. Also, due to their 
auction process, you are competing on an equal playing field 
with any other business, regardless of their size or budget. The 
biggest drawback is that it only works if you continue to pur-
chase advertising. 

Google Maps provides an effective approach for a local health 
and wellness practice that wants to be easily found through local 
search. When a potential new patient is looking for a local health 
practice, they often begin their search using Google Maps. The 
foundation of local SEO is creating a Google My Business ac-
count.

Google Search often provides the best long-term financial value. 
Whether or not you spend any money on advertising, organic 
SEO continues to work for you. There are many things that you 
can do to control your results, such as on-page signals. There 
are also many off-page signals that continue to improve your 
rankings for you, such as having other websites posting links 
to your own.

Being found on the first page of Google through Google Ads, 
Maps and Search is the most effective way for increasing your 
website traffic with potential new patients to grow your health 
and wellness practice.

The Business Clinic Team

38

https://business-clinic.ca


About The Business Clinic

The Business Clinic is Alberta’s only business and mar-
keting consulting agency that specializes in supporting 
the health and wellness industry. Our unique business 
and marketing services have been custom tailored to 
help you:

•  Learn about your clients and marketplace
•  Grow your practice with new patients
•  Retain your clients and earn more referrals

Our unique business model exists at the union between 
a business consulting practice and a digital marketing 
agency. We specialize in using scientific principles for 
market research, which informs our strategic planning. 
This strategy is then implemented using digital media 
tools, such as branding, websites, and online marketing 
and advertising.

We have professionally evaluated hundreds of health 
clinic websites and online marketing strategies in Alberta 
to learn what’s working well and what’s not working well, 
and we offer our insights to you. 

To view our full library of articles and guides, please 
visit: https://business-clinic.ca/blog

www.business-clinic.ca

780 982 3102
11007 Jasper Avenue, #729
Edmonton, AB T5K 0K6
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How We Can Help

•   Patient Survey: learn about your patients and their health needs 
to position your practice to better fulfill their needs and attract 
more patients like them.

•   Market Research: learn about your marketplace environment to 
discover what health products and services your clients truly want 
and need.

•   Practice Checkup: learn the strengths and weaknesses of your 
business and marketing performance to make informed business 
decisions.

•   Logo & Branding: effective branding differentiates your practice 
from your competitors, increases your brand’s recognition and 
credibility, and improves your clients’ loyalty.

•   Website Design: your website is the online headquarters of your 
health and wellness practice. An effective website can help you 
grow your practice with new patients and strengthen your rela-
tionships with your existing patients.

•   Employee Training: well-trained employees have the ability to 
attract new patients and help you grow your business. We can 
help them learn sales and communication, customer service, and 
leadership and management skills.

•   Digital Marketing: our digital marketing and advertising services 
have been custom tailored for your health and wellness business. 
We can help you with:

o   Google Business: get your business website on the first page of 
Google using Google Ads and search engine optimization (SEO).

o   Social Media: connect with a large network of potential clients 
on social media and focus your marketing message to the right 
audience.
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How We Can Help
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o   Content Marketing: demonstrate your expertise as a thought 
leader in your field and attract potential clients looking to learn 
from your resources.

To discover how we can help you learn about your patients and grow your  
practice, contact us today!

The Business Clinic
11007 Jasper Avenue, #729
Edmonton, AB T5K 0K6

780 982 3102
hello@business-clinic.ca
www.business-clinic.ca

https://business-clinic.ca
https://business-clinic.ca/content-marketing/
mailto:hello%40business-clinic.ca%20?subject=
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