
Guidelines for Improved Search Engine Rankings 
Search Engine Optimization Guide for Content Authors 

 
The purpose of this guide is to provide a process that can be used to create URMC Web site pages that 
rank well on search engine sites for a targeted set of keyword phrases.  The guide is designed for 
content authors writing for the www.urmc.rochester.edu Web site. 

Note: We will refer to Google throughout this document for simplicity, but all of these points apply to 
other major search engines such as Bing and Yahoo!. 

Understanding Search Results 
Google’s primary revenue source is from advertising that is integrated with their search results pages.  
Paid Search Advertising allows Web site owners to place text ads around the natural (sometimes called 
organic) search results.  In Figure 1, the paid search advertisements appear above the natural search 
results and in the right sidebar.  This document addresses the non-paid, natural search results only.  
(Paid Search Advertising services are available, though, from the URMC Marketing Group.) 

There are over one hundred factors that Google uses to compare pages and determine what natural 
search ranking position each should have for every search query entered.  For the sake of simplicity, we 
will focus on the two most important factors: text content of Web pages and links that point from one 
page to another. 

It is also important to realize that rankings are not absolute.  More and more, Google is using 
information that it knows about you (your physical location based on your network properties, your 
previous searches and clicks, etc.) to personalize search results.  So, the same search query performed 
by two users may not produce identical natural search results.  But, if the best practices outlined in this 
document are followed, you should be able to improve the average rankings for the search phrases 
you’re targeting. 





The Importance of Content 
It can’t be overstated how important it is to have content related to the search phrases for which you 
want to rank well.  In Figure 2, a single mention of the keyword phrase “bradycardia” in a list of heart 
conditions is insufficient for that page to rank.  An in-depth page devoted to bradycardia (“Better” in 
Figure 2) has much stronger ranking potential.  A group of interlinked pages whose topics reflect likely 
search phrases (“what is bradycardia?,” “bradycardia symptoms,” “bradycardia treatments”) have the 
best potential for search results success. 

 
Figure 2: Content Example 

The Influence of Links 
It’s easy to understand that the more content you have the better the odds are of ranking for a keyword 
or phrase.  The importance of links, though, is not so obvious. 

One of the fundamental differences between Google, when it launched in the late nineties, and other 
search engines of its day was that it used a “citation model” – like that used for research papers – 
counting the links between Web sites.  In the same way that the research paper with the most citations 
tends to be the most seminal of the published papers, the Google algorithm looks at the links into Web 
sites as a measure of their importance, or authority value.  The Google designers chose these “external 
links” as a key factor because (1) webmasters could not easily manipulate links originating on someone 



else’s site, and (2) links represent a kind of popularity vote for Web sites.  The theory is that if the site 
contains something worthwhile, people will link to it.  Both the number of and quality of links are 
measured, where quality of a link is based on the authority value that Google calculates for each page.  
Links from Harvard.edu or NYTimes.com carry more weight than those from smaller, lesser known sites, 
as represented in Figure 3.  

 

Figure 3: Graphical Representation of Web Site Importance vs. Links 

 

The Google algorithm also factors in the links that go from page to page within a site.  Internal links do 
not have as much influence on rankings as external links do, but they can still be an important element 
for improving rankings. 

Optimizing a Page 

Step 1: Keyword Targeting 
Before creating or updating a page, it is helpful to gather some information about potential keyword 
phrases to target.  Google provides a keyword tool for just that purpose, which can be found here: 

https://adwords.google.com/select/KeywordToolExternal 

The Google Keyword Tool will suggest a list of related keyword phrases to the phrase you enter into it.   
For each result, the tool shows a bar graphic indicating how competitive the phrase is, along with the 
estimated number of Global and Local monthly searches (“local” refers to the geography you define in 
the tool settings, which is “United States” in Figure 4). 

 



 

Figure 4: Google Keyword Tool (for the phrase “arrhythmia”) 

For a single page, you might consider targeting three or fewer keyword phrases.  Some basic guidelines 
for selecting target phrases are: 

• Don’t just pick the most competitive or high-volume terms.  Consider lower-volume terms that 
might be better targeted for us.  For example, a phrase like “pediatric arrhythmia” may have 
fewer monthly searches than many other terms, but if that’s a specialty of ours, we should 
choose that phrase. 

• Don’t avoid terms that you think might be awkward to fit into the page copy.  As we will see 
later, the copy does not need to contain numerous exact instances of the target phrase in order 
to be well optimized.   

A note about geographically qualified keyword phrases: Many of the URMC services draw from a 
mostly local patient base.  In those cases, consider geo-centric variants of the keyword tool suggestions 
as target phrases (“pediatrician Rochester NY”) because that’s more likely to match how people search 
for those services.   

In Figure 4, the target phrase “arrhythmia” produces a list of 100 suggested terms from the keyword 
tool.   For the sake of this example, our target phrases will be: 

• Arrhythmia 
• Arrhythmia treatment 
• Arrhythmia symptoms 

  



Step 2: Page Properties 
Page Metadata 

The first optimization task is to set the page metadata properties (Figure 5): 

• Page Title 
• Page Description 
• Page Keywords 

 

Figure 5: Editing the Page Properties, Metadata Information in Kentico CMS 

The Page Title is the most important of these elements.  Title tags appear in the header area of users’ 
browsers, and they are generally the text that search engines show as a title link in search results pages  
(Figure 6). 



 

Figure 6: Title Tags in Page Headers and Search Results 

General guidelines for writing Title tags: 

1. The phrases should be ordered from most specific to least specific.  Examples: 

Foot and Ankle - URMC Orthopaedics and Rehabilitation – University of Rochester Medical 
Center (Note: “University of Rochester Medical Center” will be automatically appended to 
the end of your page titles, which you will see when your page is published.) 

High Blood Pressure (Hypertension) - Department of Cardiology - Rochester, NY - University 
of Rochester Medical Center 

2. “Rochester, NY” can be added for pages that appeal to a largely local target audience (second 
example above) 

3. Make the title tag as specific as possible relative to the content of the page. 
4. Ensure that your title tag is unique for each page.  
5. The most important keywords should be in the first 70 characters; the overall length of the title 

tag should be less than 120 characters.   

The Page Description is important to populate as well.  It does not have the same importance as the title 
tag does, but search engines sometimes use elements of the page description in the snippet shown in 
search results (Figure 7), although most often the snippet is derived from the body copy on the page.  
Page descriptions should be one to three sentences in length. 

 

Figure 7: Snippet (outlined) in Search Results Page 



If used, the Page Keywords field should be populated with the same keywords you selected at the 
beginning of the process.  The keywords field of a page has little to no importance when it comes to 
search rankings.  It is a common misperception that the keywords metatag is a significant ranking factor. 

Step 3: Page Content 
In Step 1 we selected target keywords for our page.  In Step 2 we set up the page properties to be 
reflective of our chosen keywords.  The next step is to optimize the page copy.   

Here are some guidelines for search engine-friendly copywriting: 

• Good copywriting prevails over keyword “stuffing.”  Don’t feel that it’s necessary to repeat your 
exact keyword phrase over and over on the page — that will look to Google like an “over-
optimized” page.  Variants of phrases are not only more natural but also search engine-friendly: 
“treatments for arrhythmia,” “treating arrhythmia,” “The most common symptom,” 
“symptomatic,” etc. 

• Use headings and subheadings where appropriate throughout the page (Figure 8).  In general, 
elements that are visually emphasized will be treated as more important by search engines. 

 

Figure 8: Using Heading and Subheading Styles in Kentico CMS 



• Use bold and italic styles to emphasize keyword phrases.  As noted above, if it’s visually 
emphasized it will be given more emphasis by the search engines.  Don’t overuse this technique, 
though.  If everything is bolded then it will all be given the same emphasis. 

• If appropriate, add geographic relevance to the page copy:  “…cardiologists serving the Greater 
Rochester, NY metro area…” 

• Content near the beginning of the page will be given greater emphasis. 
• All images inserted onto the page should have the required Alternate Text field filled in (Figure 

9). 

 

Figure 9: Image Alternate Text from the Kentico Insert Image or Media Dialog 

Figure 10 shows an example of a completed page, with instances of our keywords highlighted. 



 

Figure 10: Example Page Copy 

  



Page Linking 

Link Text 
Links from other URMC pages to our new page, as well as links from outside the URMC site, will increase 
the importance of a page.  In either case, the link text is an important element to implement correctly. 

For example, consider these two links to our new page as they might appear on another URMC Web 
page: 

1) To learn more about arrhythmia treatments and symptoms, click here. 
2) Learn more about the symptoms of and treatment for arrhythmia. 

The link text in Version 1 is “click here,” which is not effective nor is it friendly to screen reader software 
for visually impaired users.  The link text should describe to the user, and the search engine, what the 
destination page is about.  Search engines will associate the words in the link text with the destination 
page.  Obviously, Version 2 is a better implementation.  It uses target keywords for the linked-to page 
and the link text accurately describes the content in the page that the link points to. 

In Figure 11, the Heart Conditions page links to the Arrhythmia main page with the link text 
“Arrhythmia.”  The Arrhythmia page links to the Symptoms and Treatments page with the link text 
“symptoms of and treatment for arrhythmia.”  In both cases, the link text describes what the target 
pages are about. 

 



 

Figure 11: Linking Example 

Internal Linking 
In general, the more links pointing to a page, the greater importance the page will be given, although it 
is not recommended to link multiple times to the same page from within a page.  Also, body links are 
given more weight than navigation links (the links show in Figure 11 are body links).  One way to find 
URMC pages to link from is to use the site search.  A search for “arrhythmia” on the URMC site returned 
272 results (Figure 12).   Each page where the word “arrhythmia” appears is an opportunity to convert 
static text to a link. 



 

Figure 12: URMC Search Results for “Arrhythmia” Search 

External Linking 
Getting links from external sites is significantly more difficult, and a detailed tutorial on this topic is 
beyond the scope of this guide. 

But here are some general guidelines to help you gain inbound links from external sites: 

• Leverage your relationships.  If you are working with another university or organizations, it may 
be very pertinent to link the pages of both sites together.   

• Leverage Facebook or other social media sites to place links to your pages. 
• Convert static instances to links.  Using the same technique described for internal links, you can 

perform a Google search to find Web sites that mention your department, lab, etc.  A request to 
the webmasters of those sites might convince them to convert the static text instances to links. 



• Good content will get linked to virally.  Content that is unique, helpful, or innovative will 
naturally get linked to as people tend to acknowledge and share interesting links. 


