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For Chiropractors

Search Engine Optimization (SEO) is a term you’ve probably 
heard by now, especially if you have a practice website. Perhaps 
you’ve worked with an SEO company before or currently have a 
relationship with one. Your website provider may also do SEO or 
you may have a separate SEO contractor. 

No matter your current situation, this eBook is for you. If you want 
to get new patients from the Internet, read on to learn the ins and 
outs of SEO – what it is, how it’s done, what not to do, and more! 

- R.L. Adams - Forbes

The truth? Most people look at SEO the 
wrong way. They look at ways to do the 
least amount of work for the greatest initial 
return, when in fact, it’s quite the opposite… 
in order to succeed with it, you need to do 
the most amount of work for the least initial 
return. It’s a slow, steady and painful process, 
but that’s also the nature of the beast.

http://www.perfectpatients.com
https://www.forbes.com/sites/robertadams/2016/11/29/seo-2017-8-crucial-rules-for-dominating-googles-search-results/#21515e3e7415
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Glossary of Terms
SEO:
Search Engine Optimization is the process 
of optimizing a web page to improve its 
rank in a search engine results page (such 
as Google). The focus is on making it 
easier for search engines to find and rank 
the web page.

Black hat SEO:
Attempts to game the system and 
artificially (and usually temporarily) 
increase rankings.

White hat SEO (Ethical SEO):
Optimizing a website for the search 
engines in a way that follows the search 
engine terms of service.

Organic search:
Organic search results are the web pages 
that appear because they are the most 
relevant to the keywords searched rather 
than being advertisements.

Google local pack:
The list of local businesses that appear at 
the top of the Google search results with 
addresses and phone numbers below a 
Google maps snapshot. 

Backlinks:
A URL that links from another domain 
back to your own.

Domain name:
Another word for website name or URL. 
Example: www.yourdomainnamehere.com

Keywords:
The words and phrases people type into 
search engines and the words you want 
to include on your website so the search 
engines know what your site is about.

Link building:
The process of getting other websites to 
link to pages on your website.

Title tag: 
An HTML code that allows you to specify 
the title of your web page to be displayed 
as the clickable headline in the search 
engine results. 

Meta description:
An HTML code that allows you to 
summarize your web page and, if 
optimized for search terms, will be 
displayed in the search engine results 
under the clickable headline.

On-page SEO:
The process of optimizing the content and 
the HTML code on the actual web page 
to help it rank higher in the search engine 
results.

Off-page SEO:
All of the tactics used away from your 
actual website to increase the ranking 
of your page in search engine results. 
This includes backlinks, directory listings, 
social media strategies, and others.

http://www.perfectpatients.com
http://www.yourdomainnamehere.com
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SERP:
Stands for “Search Engine Results Page” 
and is the page of results supplied after 
entering your query. 

Google Algorithm:
Google’s algorithm catalogues web pages 
and searches for keywords and other 
factors to determine where they should 
rank in the search engine results page.

Domain Authority:
A score, ranging from 1 to 100, that 
estimates how well a website will rank. 
Domain authority combines link metrics 
such as total number of links, backlinks, 
etc. into a single score. This score can be 
used to compare one site to another and 
predict the rank of each domain. 

Blog:
A blog is a regularly updated website 
written in a conversational, informal style. 
In SEO, a blog is used to increase the 
amount of content and keywords that can 
be ranked in search engine results helping 
more visitors find the web page.

Conversion rate:
The percentage of visitors to your website 
who perform the desired action - whether 
that’s subscribing to a blog, scheduling an 
appointment, or simply clicking on another 
web page.

Bounce rate:
The percentage of visitors who visited 
one page of your website and then 
immediately left.

Time on site:
A measure of engagement that tells you 
the amount of time each visitor stayed 
on your website.

Organic search with local intent:
Current location, browser history, type 
of device, and demographic information 
impact every search we make. It’s nearly 
impossible to strip this information from 
our searches because Google wants 
to serve us the closest, most relevant 
results. But an “organic search with 
local intent” is when the search term 
includes the searcher’s location, such 
as “chiropractor San Diego.” These 
prospective patients are ready to see 
a chiropractor immediately, whereas 
someone just searching “chiropractor” 
may simply be doing research.  

<h1>:
This is an html code for header 1, 
the most important heading on your 
website. It tells the search engines that 
this line of text has keywords that define 
what kind of information is on the page. 

NAP:
NAP stands for name, address, 
phone number. 

Keyword stuffing:
Keyword stuffing is loading a webpage 
with keywords in an attempt to gain unfair 
rankings in search engines. It is often done 
to the extent where the content no longer 
makes sense to the reader. This technique 
is considered spam or black hat SEO. 

http://www.perfectpatients.com
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Search Engines 101
We all know where to go to search for information online – Google, Yahoo, maybe 
even Bing. You type in your query, hit “Enter” and the search engine supplies you 
with what seems like an endless list of resources to answer your question. And 
usually what you’re looking for is right at the top of the results page. 

06

How the 
Search Engines Work
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Here’s a basic run-down of Google’s 
process (and we’ll focus on Google 
since it is by far the most popular):

Google “crawls” the 
web by following links 
from page to page.

The web pages 
are then sorted 
by their content 
(and some other 
factors).

Google keeps 
track of it all in 
the Index.

But how exactly do the search engines do it?

Fun fact
There are over 

130 trillion pages 
on the web!

http://www.perfectpatients.com
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When you search a phrase in Google, 
their sophisticated algorithms look for 
clues to fully understand 
what you mean 
(search method, 
synonyms, 
spelling, etc.). 

These pages 
are then ranked 
using over 200 
different factors to 
provide you with your 
search results, displaying 
what Google thinks is the most 
authoritative result first.

*Source: https://www.google.com/insidesearch/howsearchworks/thestory/ 

Then, they pull all of the 
relevant web pages 

from the Index.

http://www.perfectpatients.com
https://www.google.com/insidesearch/howsearchworks/thestory
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Spam (and Not the Kind in a Can)
Have you ever come across a web page that looked questionable? Perhaps the 
content was gibberish or it repeated the same keyword over and over (known as 
keyword stuffing)? 

Google has a reputation to uphold, therefore, works hard to fight against these 
types of web pages, referred to as “spam.” Through a combination of automatic and 
manual processes, they remove as much spam as possible to provide only the best 
quality search results. 

The key is to pave the way for Google to risk its reputation on you, which is, in a 
sense, what SEO is all about.

Many chiropractic websites have been, and continue to be, removed from the 
search results for unethical optimization practices intended to trick the system. 
Most of the time, the practitioner is unaware of the “black hat” tactics being used by 
their SEO company. 

So how can you spot a “black hat” SEO provider? Be wary of claims like:

Rank #1 
in just 30 

days.

We have 
an “in” at 
Google.

Page 1 
rankings 

guaranteed!

http://www.perfectpatients.com
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Google makes it very clear that no one can guarantee rankings. They also caution 
against SEO companies that send you unsolicited emails about your website and 
those that are secretive about their tactics.

If you’re considering hiring a new website and SEO provider, learn the 7 questions 
to ask before signing on the dotted line. 
 
Once a website has been penalized, there are a couple of options depending on the 
extent of the “damage.” Sometimes the problems can be corrected and the site can 
be resubmitted to Google. Eventually, the website may regain its rankings. Other 
times, you may need to start from scratch with a new domain. 

Has your website been hit with a Google 
penalty? Our Chiropractic SEO Specialists 
will gladly review your site and make a 
recommendation about how to move forward. 

http://www.perfectpatients.com
https://support.google.com/webmasters/answer/35291?hl=en
https://explore.perfectpatients.com/acton/attachment/16269/f-0050/1/-/-/-/-/7-questions-to-ask-your-website-provider.pdf
https://explore.perfectpatients.com/acton/attachment/16269/f-0050/1/-/-/-/-/7-questions-to-ask-your-website-provider.pdf
https://explore.perfectpatients.com/acton/fs/blocks/showLandingPage/a/16269/p/p-0032/t/page/fm/0 
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Paid, Maps, and Organic Results

Paid Maps Organic

Google’s search results page contains three types of results:

The paid results are denoted with the word “Ad” and are featured at the top and 
bottom of the search results page. These spots can be purchased through Google’s 
AdWords pay-per-click platform. Learn more about AdWords here. 

Below the ads are the maps results. In a local search (a search for something like 
“chiropractor Ottawa”), Google provides the top three local results along with a 
map and their basic business info. In the SEO world, this is called the Local 3-Pack 
and the main factor Google uses to determine who appears here is proximity of 
the individual performing the search. Thus, every map listing result is unique to the 
person doing the search. 

Finally, you get to the organic results. These are the web pages that Google’s 
algorithm deemed the most relevant to your search query. 

1 2 3

http://www.perfectpatients.com
https://www.perfectpatients.com/google-adwords/
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PAID

MAPS

ORGANIC
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Mobile vs. Desktop
The prevalence of smartphones and tablets has drastically changed how people 
search online. In fact, recent reports suggest that 68% of health-related searches 
are performed on a mobile device! Because for many people, a cell phone or tablet 
is their primary computing device, even at home.

And because mobile searches are different from desktop searches (in terms of user 
behavior and how the search engines return results), it’s important to ensure that 
your practice website is optimized for both. 

Here are two of the most important ways mobile searches differ from desktop searches:

When mobile searches are performed 
on-the-go, users want accurate results 
fast. They may even be looking for a 
chiropractor to call right then and there, 
hoping for a same-day appointment. 
They’re on a smaller screen, making it 
even more important to be at the top of 
the search results and to have a website 
that is mobile responsive so they don’t 
have to scroll to find the information 
they’re looking for.

A desktop searcher, on the other hand, 
is likely at home or at the office taking a 
little more time to thoroughly research 
the chiropractors near them. They’re 
using a bigger screen, allowing them to 
more easily see the results further down 
the page and making it easier to read 
through more content on your website. 

User behavior

http://www.perfectpatients.com
http://www.perfectpatients.com
http://searchengineland.com/report-nearly-60-percent-searches-now-mobile-devices-255025
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You might be surprised to learn that the algorithms used for mobile and desktop 
searches are different. Google recognizes that those searching from a smartphone 
often have different intent than those searching from a desktop at home. So, to 
make sure they present every searcher with the most relevant results possible, they 
have a mobile algorithm. 

The difference between the two algorithms? Proximity is by far the most important 
factor in a mobile search and Google will favor websites that are mobile-friendly, 
meaning those that aren’t may not be shown in the mobile results at all.  

Google’s Algorithm

http://www.perfectpatients.com
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What is SEO?

SEO, or Search Engine 
Optimization, is the 
process of optimizing 
a website to rank well 
in the search engines. 
The goal is to build and 
maintain your website in 
such a way that it is easy 
for Google to know:

But SEO isn’t done just for the search engines. It’s also important to optimize your 
website for the people doing the searching. 

Because ranking well is one thing, but getting someone to click on your listing is another. 

And because Google favors websites that are optimized for real people and what 
they actually do on your website, and not simply trying to fool their “bots.”

- R.L. Adams - Forbes

Simply put, in the beginning, Google doesn’t trust you. If 
Google doesn’t trust you, you’re not going to rank on those 
lucrative first-page SERPs. You’ll be lost in the fray amidst 
millions of others who’re trying to claw their way to the 
top. So, the first real guiding principle of SEO is trust.

What your website is about

Who your primary audience is

Where you are located

And anything else that will help them 
know when to show your website in the 
search results and, ultimately, trust you 

http://www.perfectpatients.com
https://www.forbes.com/sites/robertadams/2016/11/29/seo-2017-8-crucial-rules-for-dominating-googles-search-results/#21515e3e7415
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#1 is All that Matters… Right?
Ranking on page #1 in the top spot is the be-all, end-all when it comes to SEO.
 
Or so many SEO companies would lead you to believe.

Yes, effective SEO can produce high rankings. And high rankings lead to traffic. 

Now, that’s not to say that rankings for the right keywords don’t matter. They do. But 
searching for a healthcare provider is different than performing a search for, say, 
“the distance between Nashville and Austin.” The top listing supplying the answer is 
clicked and you’re done. 

But shopping for a chiropractor is likely to involve visiting multiple websites to find 
the one that connects. So while the top position is desirable, there are many other 
factors that can sway a new patient to choose you.

So how do you know if your SEO provider is optimizing your website to rank well 
and convince new patients to choose you? You’re getting new patients! 

But the true marker of success is the number 
of new patients your website is generating. 

http://www.perfectpatients.com
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Great SEO Can’t Create Demand
We’ve established that the true marker of successful SEO is new patients. So a good 
SEO company should send you an endless supply of new patients, right? 

It’s important to remember that no one can create demand. Meaning, there are only 
so many prospective patients in your drawing area (usually within 20 minutes of 
your practice). 

The demand for a chiropractor in a rural town with a population of 1,000 is going 
to be much less than the demand in a city with a population of 1 million. No SEO 
company, no matter how good, can change that fact. The goal is simply to get as 
many of the prospective patients that are in your area to choose you as possible.

Not exactly.

http://www.perfectpatients.com
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On-Page SEO
Ten years ago you could simply tweak some title tags and add your keyword into 
your content a few extra times and manipulate the Google ranking. While elements 
like title tags and keywords are still an important part of SEO, Google’s algorithm has 
gotten a lot smarter. 

Not only does Google look at what you put on your website, they look at what 
visitors do on your website to determine how it ranks. Therefore, it is crucial to 
optimize your website for the search engines and for people.

http://www.perfectpatients.com
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To begin optimizing your website, you must first know what your target keywords 
are. These are the terms that your prospective patients are typing into a Google 
search when looking for a chiropractor. 

It might be tempting to try to rank for every relevant keyword you can think of, including:

But there are two problems with that strategy. 

First, is the intent of the searcher. Most condition-based searches are made by 
people seeking information, not by people who are ready to pull the trigger on 
chiropractic care. 

For that reason, Google returns a list of results that explain the condition, rather 
than promote someone who can resolve their problem. 

back pain

neck pain

How to Choose Your Target Keywords 

Keywords

sciatica

headaches

sports injury

knee pain

http://www.perfectpatients.com
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Which leads us to problem #2. Trying to get your website to rank for a term like 
“sciatica” puts your website up against highly authoritative sites like WebMD and 
the Mayo Clinic. A local chiropractor’s website isn’t going to outrank a globally 
recognized, authoritative site like the Mayo Clinic’s. Google just won’t risk their 
reputation on it.

So what’s a chiropractor to do? Target the terms we know prospective patients are 
actively searching when looking to begin chiropractic care!

How do we know what those are? We’ve been studying it for well over a decade.

And what we’ve found is that a searcher who types “chiropractor + [location]” 
into Google has more immediate intent than someone searching a condition or 
“chiropractor” alone. That’s why the best place to start when optimizing your website 
is with “chiropractor + your primary jurisdiction.” 

Note: your primary jurisdiction is the city/town where your office is physically located. 

http://www.perfectpatients.com
http://www.webmd.com/
http://www.mayoclinic.org/
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Keyword Density
Now you have your main keyword. Let’s say it’s “chiropractor Cincinnati.” Ten years 
ago, SEO’s would have just put “chiropractor Cincinnati” on every page of your site 
as many times as they could. So much so that the content wouldn’t read well, but 
rankings would improve. It might have looked something like this:

But this practice, known as “keyword stuffing,” is a thing of the past. Google caught 
on quickly and will now penalize websites that they believe are trying to fool the 
system with such tactics.

Therefore, the best approach is a natural one. Meaning, the keyword should be in 
your heading (<h1>) as well as your content just a couple times and it should read 
well. Here is an example of what that might look like:

Google still knows that you’re a chiropractor in Cincinnati, but now the prospective 
patient is greeted with text that sounds natural and effectively explains your practice. 

Chiropractor Cincinnati

Chiropractor Cincinnati | Welcome!

Dr. John Smith is your chiropractor Cincinnati. For a chiropractor 
Cincinnati, come to ABC Chiropractic in Cincinnati. You won’t find a 
better chiropractor Cincinnati for your family’s health needs.

As the leading prenatal and family chiropractor in the Cincinnati 
area, we welcome you and your family to enjoy an incredible healing 
experience. No matter your health goals, Cincinnati chiropractor Dr. 
John Smith and his team at ABC Chiropractic provide extraordinary 
care to help you achieve them. 

http://www.perfectpatients.com
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Title Tags and Meta Descriptions
When it comes to on-page SEO, three of the most important elements are title tags, 
meta descriptions, and headings (mentioned above). Again, it’s crucial that these are 
optimized for both the search engines and the people searching. Let’s explore this 
with a few examples. 

A title tag (highlighted in green below) is what you see as the linked text in a Google 
search result. The meta description (highlighted in yellow) is the small paragraph of 
text underneath it. 

In the example above, you have the keyword the prospective patient searched 
in the title tag and meta description, and you have the information they need to 
choose to click on your listing: 

It is clear where the practice is located (La Grange [primary 
jurisdiction], Western Springs, Brookfield [neighboring jurisdictions])

Key practice information is highlighted (same-day, walk-ins, and 
insurance accepted)

And there is a clear call-to-action (“Call (708) 497-2441 now!”) 

http://www.perfectpatients.com
http://www.perfectpatients.com
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Is there enough information there to make you choose this practice over the first 
example? Probably not. This title tag and meta description is clearly written only 
for the search engines, as it has the keyword a few times, but it does not read well. 
It’s safe to assume that this chiropractor is targeting patients who have been in a 
car accident, but prospective patients aren’t going to take the time to figure out a 
confusing title tag. They’ll simply move on to your competitor whose search result is 
much clearer. 

Now compare the listing above with this one:

http://www.perfectpatients.com
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Content, Content, Content!
The content of your website is what tells Google what your site is about. It’s how 
Google knows if your website will answer a searcher’s query. Regularly adding 
new content shows Google that you are relevant and providing your visitors with 
new information. 

Therefore, your website needs to be filled with well-written, informative content 
that will not only help Google know how to rank you, but will encourage prospective 
patients to choose you as their chiropractor.

One of the best ways to regularly add fresh, new content to your website is by blogging. 

Blogging is not only great for your site’s rankings, it’s a great way to communicate 
with your patients (and prospective patients). By sharing your thoughts and 
philosophies in blog form, you can connect with and attract your “tribe.” To learn 
more about blogging, including how to get started, read “Blogging for Beginners.” 

Google loves content

- Kenneth Byrd, Blog Basics

A blog is a frequently updated online personal journal 
or diary. It is a place to express yourself to the world. 
A place to share your thoughts and your passions. 
Really, it’s anything you want it to be.

http://www.perfectpatients.com
https://explore.smilemarketing.com/acton/attachment/14204/f-004f/1/-/-/-/-/Blogging_for_Beginners_eBook.pdf
http://blogbasics.com/what-is-a-blog/
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It’s All About Engagement 
Ultimately, on-page SEO is now all about how visitors engage with your website. 
Sure, you need to set up your site for success in the search engines with things 
like keywords and title tags, but it has become quite clear that engagement is an 
increasingly important ranking factor because it indicates that Google delivered the 
results that you were looking for. 

While no one knows with 100% certainty what Google’s algorithm considers, many 
experts believe that factors like click-through-rate and dwell time have an impact 
on rankings, whether directly or indirectly.

It means that you need to connect with your visitors. You want prospective patients 
to not only click on your listing in the search results, but stay on your site and 
browse. Learn more about you. Visit your Contact page. 

Remember, Google needs to trust you. If visitors click to your site and then 
immediately hit the “back” button, that sends a negative signal to Google. Your site 
is not sufficiently answering the searcher’s question. But if visitors click to your site 
and then stay a while, visiting multiple pages, reading your content, Google sees that 
they can trust your site to satisfy the searcher’s query. 

What does that mean for 
your practice website?

http://www.perfectpatients.com
https://moz.com/blog/do-website-engagement-rates-impact-organic-rankings
https://moz.com/blog/do-website-engagement-rates-impact-organic-rankings
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How to Encourage Engagement
Internet users make decisions in a split second. If your website doesn’t immediately 
grab their attention, they’ll move on to your competitor. If your website design grabs 
their attention, but your content is lackluster, they’ll move on to your competitor. 
 
Here are a few of the top ways to engage your website visitors in an effort to improve 
your rankings and, at the same time, convert more new patients!

Internet-savvy prospective patients will use your website to judge your clinical skills. 
Outdated website design = outdated doctor. It may not be fair, but it’s the way it is. 

A modern, mobile-friendly design is step #1 to getting prospective patients to stay 
on your site. A clean design, professional images, easy navigation. These are all 
elements of a user-friendly chiropractic website that encourage visitors to stay on 
your site to learn more about you. 

Website Design1

http://www.perfectpatients.com
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Which of these two pages would you be more inclined to read?

Readability 

A

2

http://www.perfectpatients.com
http://www.perfectpatients.com
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B

http://www.perfectpatients.com
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It’s safe to assume that B would grab your attention. Why? Because it’s browsable. 
And that’s what Internet users do, they browse. 

Big chunks of text are off-putting because they’re not easily scanned. Example B is a 
“readable” page because it includes:

Headings & sub-headings

Dividers to break up text

Images

Short paragraphs

A prospective patient could scan this page quickly and learn enough about your 
practice to decide whether to stay on your site or go back to the search results.

http://www.perfectpatients.com
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Calls-to-Action3

It may seem silly, but it’s important to tell your website visitors what you want them 
to do. These commands (gentle nudges, we’ll call them) are known as calls-to-action (CTA). 

A call-to-action is as simple as adding a button that says “Contact Us Today” or 
“Learn More” to your site. Here are a few more examples of strong CTA’s:

Put yourself in your prospective patient’s shoes. What information are you looking 
for on each page of your site? Once you’ve answered this question, strategically add 
calls-to-action to guide the prospect to their destination (scheduling an appointment).  

Ready to get started? Give us a call.

Call now for a no-obligation consultation.

We’d love to meet you and answer your questions.

Spinal problems rarely get better on their own. Begin care today.

Are you a good candidate for chiropractic care? Find out!

Arrange to tour our practice and meet the team.

Have you subscribed to our newsletter? It’s a great way to learn more.

Request an appointment today and take the first step to better health.

If you have questions not answered here, give us a call.

Still have questions? Complete the contact form below and we’ll get 
right back to you.

What else would you like to know? Email your question using the 
link below.

http://www.perfectpatients.com
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Bounce rate

Time on site

Pages per visit

1

2

3

This is the percentage of your site 
visitors who leave your website 
after only viewing one page. 

This is the average amount of time 
website visitors stay on your site. 

This is the average number of 
pages website visitors’ view in 
one session. 

How to Measure Engagement
Obviously, the best way to measure how engaged your website visitors are is by the 
number of new patients you’re getting. But using Google Analytics, you can get some 
insight into what visitors are doing on your site and how you might improve. 

Here are a few key metrics you’ll want to monitor:

If these metrics are indicating a problem, it’s time to reevaluate your website. Start with 
the points described earlier (design, readability, and calls-to-action) and see if you notice 
an improvement. 

What you want to see: 
low bounce rate 
(chiropractic sites should aim for 50%)

What you want to see: 
high time on site
(aim for more than 2 minutes)

What you want to see: 
multiple pages per visit
(aim for 2.5 pages)

http://www.perfectpatients.com
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Off-Page SEO
We’ve spent some time discussing the things you can do on your site to optimize it 
for the search engines. Now let’s dive into what you can do off site. Known as “off-
page SEO,” the following strategies are intended to send strong, positive signals to 
Google about your site.

Citations
Citations are mentions of your business around the web that contain your practice 
name, address, and phone number (NAP). With or without a link to your website, 
citations are an important ranking factor in local SEO. 

Again, it all comes down to trust. If authoritative sites, like your local chamber 
of commerce or a yellow page directory, are mentioning your business, Google 
assumes they can trust you. Thus, in theory, your rankings improve.  

http://www.perfectpatients.com
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You want the mentions of your NAP to be consistent across the web. For instance, if 
you always abbreviate “Suite” as “Ste.” in your address, make sure all your citations 
have it written that way. While the search engines are getting much better at parsing 
together slight variations, it’s good to be as consistent as you can. 

This cannot be stressed enough when it comes to changes to your practice name, 
address or phone number. If you move offices, change your practice name, or get 
a new phone number, make sure you track down all of your citations and get them 
updated. If Google sees your practice cited at two different locations, they won’t 
know which is accurate, thus may not show your listing at all. 

Be consistent

Update, update, update!

1

2

There are two important things to know when it comes to your practice NAP 
and citations:

http://www.perfectpatients.com
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Backlinks
Links to your website from other websites are known as backlinks. The search 
engines see backlinks as a sign that other websites trust you. If other websites trust 
you, maybe Google should, too. 

Backlinks have been a staple of SEO since the beginning. However, their place in 
SEO has evolved drastically over the last decade.  

Practices that are now deemed “black hat” used to be commonplace – link farms, 
auto-posting comment spam, and more. These tactics would get links back to your 
website on hundreds, maybe even thousands, of websites in no time. Quantity, 
not quality, is what mattered. But, obviously, the search engines caught on and 
now condemn such practices. In fact, websites that have these types of spammy 
backlinks will be penalized by Google and lose their place in the search results. 

So what place do backlinks have in SEO today? They’re still important, but like 
keywords, you want to use them naturally. 

And it is the quality of the site linking to you that matters.

http://www.perfectpatients.com


www.perfectpatients.comSEO For Chiropractors

35

Submit your practice information and website link to relevant directories 
(ChooseNatural.com and HealthGrades.com, for instance). Talk to the businesses 
you collaborate with (massage therapists, injury attorneys, etc.). Donate to a local 
charity that links to sponsors on their website. There are many easy ways to get a 
number of relevant backlinks that can help your site’s rankings. 
  
It would not, however, make sense for your website to have backlinks from a dozen 
fashion bloggers in various countries or two hundred unrelated eCommerce sites. 
Those would signal spam to Google and could put your website at risk of a penalty. 

If your practice website has old, spammy links from work done by a past SEO 
company, you likely need to consider “link pruning” – the process of systematically 
cleaning up the bad links. But first, you’ll want to find a reputable chiropractic SEO 
service to help you with the process. Read “7 Questions to Ask Your Website 
Provider” to learn how to screen prospective providers and find one you can trust.   

Your local Chamber of Commerce

Chiropractic / healthcare provider directories

Acupuncturists and massage therapists

Local fitness centers

Charities or other local organizations

Local or national chiropractic associations

Technique directories

Radiographic consultants

PI lawyers you work with regularly

For example, it would be natural for your practice website to get backlinks from:

http://www.perfectpatients.com
http://ChooseNatural.com
http://HealthGrades.com
https://explore.perfectpatients.com/acton/attachment/16269/f-0050/1/-/-/-/-/7-questions-to-ask-your-website-provider.pdf
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Google My Business

When someone performs a 
search for a local business 
(such as someone searching 
“chiropractor” from a mobile 
device), Google returns a 
number of local results. The 
search return might look 
something like this:

- Google

You can improve your business’s local ranking by using 
Google My Business.

http://www.perfectpatients.com
https://support.google.com/business/answer/7091?hl=en
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Fill out your listing completely

Verify your location

Keep your business hours up-to-date

Respond to and manage reviews

Add photos of your practice

Google gets this 
information from your 
Google My Business 
(GMB) listing, which is 
why it’s imperative that 
your listing is claimed, 
complete, and accurate. 
Google advises that you:

There are three main factors used to determine local map results:

Relevance

Distance (aka “proximity”)

1

2

This is how well your business listing matches what the user is looking for 
(which is why it’s important to have an accurate, detailed listing).

How close is your business to the searcher? This is clearly a ranking factor that you 
can’t do anything about. What you can do is make sure your listing is completed 
accurately so you show up for people searching in your area.  

Prominence3

How reputable is your business? This factor combines offline and online reputation. 
For instance, a well-known brand like Target will rank higher than an unknown 
boutique when someone is looking for a retail store. However, information that 
Google can get about your business from across the web plays in here, too. 
Directory listings, backlinks, reviews, etc. 

http://www.perfectpatients.com
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Some chiropractors try to game the system by stuffing their GMB listings with 
additional keywords. But Google is cracking down on this as well. The practice name 
listed on your GMB needs to be an exact match to your actual business name with 
no additional keywords (like “Houston Chiropractor”) added.

If you’re a Perfect Patients client, 
your Google My Business listing is 
optimized as part of your service. 

http://www.perfectpatients.com
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Reviews
Have you ever searched 
“restaurant near me” and made 
a decision on where to eat 
dinner based on the number of 
stars a restaurant had on Yelp? 
Probably.

And while you may just use 
online reviews to judge 
restaurants, consumers 
everywhere are using reviews 
to make decisions about which 
car wash to frequent, who to 
hire to do home repairs, and 
even, you guessed it, which 
chiropractor to see. 

As noted above, reviews on your Google My Business listing can directly impact your 
rankings in local searches, not to mention influence whether or not a prospective 
patient chooses to click on your listing. But having positive reviews on other 
popular sites like Facebook and Yelp help, too. Again, Google is scouring the web 
to determine if they can trust you. More positive reviews on reputable review sites 
sends Google a positive signal. 

Just like backlinks, reviews need to happen naturally. They cannot, for instance, all come 
from the same IP address – i.e. from a computer in your office – or in the same day, or 
Google will filter them, and potentially your listing altogether, for being spammy. 

Don’t be afraid to ask your patients for reviews. Happy patients are usually more 
than willing to share their experiences with others. See how Perfect Patients 
encourages 5-star reviews for our clients with our automated New Patient Survey.

https://www.perfectpatients.com/key-features/new-patient-survey/
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Proximity
According to the experts, proximity is the top local ranking factor. Google wants 
to show you a chiropractor that’s 5 minutes away, not all the way across town, which 
is why your search results change based on where you’re located. 

Therefore, ranking is one metric of success, but it’s not the most important metric. 
You can still get a lot of traffic to your website based on hyper-local searches made 
from your neighborhood and zip code. Visibility is the key here, not ranking.

And now that Google My Business provides “Insights,” or traffic data, we can see 
exactly how many calls are made to a practice and visits to their website from their 
GMB listing. We can even narrow it down to how many visitors viewed the listing, 
which has been showing us clearly that even when a site isn’t ranking well, it’s still 
being found on the map.

http://www.perfectpatients.com
https://moz.com/blog/proximity-to-searcher-is-new-top-local-search-ranking-factor


www.perfectpatients.comSEO For Chiropractors

41

Red Flags 
We’ve touched on some 
of the more well-known red 
flags such as spammy backlinks 
and keyword stuffing, but there are a 
couple of others you may not be aware of. 

The first is changes to your NAP. You may remember 
that NAP is your practice’s name, address, and phone 
number. Moving offices frequently or changing your practice name 
is a red flag to Google. Again, it all comes down to trust. If you move locations 
frequently, how can they trust that the information they have for your business 
is accurate? If they can’t trust that it is, they might not show your listing. You can 
combat this by not moving offices too frequently and making sure you always 
update your NAP across the web anytime you make a change. 

The second red flag is sharing space with other chiropractors. A recent change in 
the local algorithm means that many chiropractic practices that share space are 
being filtered off the map because Google will only show one practice per location. 
If you can avoid sharing space, do so. But if you have to share, make sure to have 
your own dedicated suite number and a unique NAP. It’s no guarantee of visibility, 
but it’s your best shot. 

http://www.perfectpatients.com
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Conclusion
The days of do-it-yourself SEO are long gone. It takes an entire department at 
Perfect Patients to keep up with Google and respond on behalf of our clients. 

But remember – your Google ranking is only a piece of the puzzle. We 
discovered this the hard way... 

Years ago we had a client leave our service even though his Perfect Patients 
website was ranking in the top spot on page one of the Google search results. 
We were shocked.

That’s when we discovered that rankings alone do not guarantee new patients. 
That’s when we discovered the art and science of conversion. 

And not only did we discover it, we mastered it. Our team of SEO and conversion 
experts has analyzed the paths of patients through thousands of chiropractic 
websites. We know exactly what they expect to see and exactly what makes 
them request an appointment. 

If your website isn’t converting new patients and you think your current SEO 
strategy is to blame, request your no-obligation SEO Review by a Perfect 
Patients Digital Marketing Specialist today. 

We’re chiropractic website conversion experts. 

http://www.perfectpatients.com
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