
Five SEO Tips  
for your HCP Site
You’ve spent years testing a drug through 
clinical trial phases and want to make 
sure that healthcare professionals can 
discover your findings when they search 
for information online about your brand.

In a recent eMarketer article, Pharmaceutical 
brand websites are among the top five 
resources healthcare professionals (HCPs) 
want to use to get healthcare information.

Whether you’re building a website in 
preparation for a launch of a brand that 
has been approved by the FDA or EMA, 
or have already built a website, you can 
drive greater Search Engine Optimization 
(SEO) so the pages within your site are 
discoverable in search. When you’ve spent 
time on the appropriate SEO techniques 
to drive traffic, HCPs can find the right 
information about clinical trial performance, 
dosage, patient assistance materials, and 
more. Here are five tips to drive SEO.

1. Move away from Keywords and toward Intent.  
Search Engine Optimization used to be all about finding the right keywords 
that would trigger your page to show on Google when someone typed in a 
search query related to your site. When Google began using a Knowledge 
Graph in 2012—and with subsequent algorithm updates—keyword “stuffing” of 
websites has become a thing of the past. The best way to drive SEO for your 
site is to understand users’ search intent and how to structure the content on 
your site to answer questions that understand how to answer that intent. 

2. Use search data to create relevant content based on HCP searches.  
If you launched an unbranded condition-specific site prior to launching your 
drug, are you collecting any data on what people are searching for on that 
site? If you are, use this search query data to inform the information you will 
need to add to your HCP site. If not, you may consider using a site search 
tool that provides a regular feedback loop of search queries that HCPs and 
consumers have searched for on this site. Once you collect this information 
and craft the content—and after it goes through Medical, Legal and 
Regulatory bodies within your organization—you will be ready to publish.

https://viewcontent2.emarketer.com/Content/us-healthcare-pharma-digital-ad-spending-2020?ecid=dfda7bcd4b86471fba0d362c1f4a962e


3. Add appropriate schema markup to each page within your HCP site.  
Schema.org is a collaborative project of search engines to improve the Web 
by creating a structured data markup schema. This markup language helps 
search engines understand the information on your page and allows them 
to provide better search results. When you add this mark-up to your pages, 
you will communicate with search engines universally. Adding markup that 
includes the Drug, MedicalContraIndication, and even MedicalStudy Schema 
can have a dramatic impact on your ability to drive SEO for your HCP pages.

4. Run each page of your website through Google’s Rich Results Test. 
This free tool lets you review each page to evaluate whether your page data 
is structured in a way that search engines can read and understand so that 
they can prioritize your site on the search engine results page. If in running 
the test, your URL does not come up with results, you can work with an 
organization that can help you structure your data with your own Knowledge 
Graph and then pass that data to your pages, especially through surfacing 
information via schema tags on your pages.

5. Structure your pages to reflect how Google prioritizes its  
“reading” of websites. 
As HCPs and consumers use longer, more specific search queries, Google 
continues to prioritize information that will most clearly address the query. 
This can come in many forms, including a Rich Answer (data point that shows 
up on the results page) or a Featured Snippet. A Featured Snippet is part of 
the Google search results page that displays additional data, often with a 
description, or a bulleted or numbered list and the corresponding website 
URL from which Google pulled that data. This information is usually pulled 
from Structured Data found in the page’s HTML. For example, when an HCP 
searches on Google,“clinical trial results of ABC drug”, having appropriate 
page structure and schema tags will help Google “read” your HCP pages 
to show information that you have legally vetted and authoritatively own. 
By structuring content on your site into bullets and lists and adding schema 
mark-up language to your site, you set yourself up for better discoverability 
on the search engine results page.

In today’s world of search where HCPs and consumers are asking more complex 
questions than ever, it’s important that the search engines they use are able to 
find and understand your brand and its drugs. Discoverability isn’t just about 
having an appealing brand and correct information—it’s also about designing 
materials that natural language systems like search engines can ingest and 
serve. These SEO tips can help improve your discoverability in search and drive 
more HCPs and consumers to your pharmaceutical brand.
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https://schema.org/Drug
https://schema.org/MedicalContraindication
https://schema.org/MedicalStudy
https://search.google.com/test/rich-results
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