
Orthopedic Optimization 
Project v.02
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• Stakeholder objectives

• Current ortho pages & 

recommendations for improvement

• Case studies: The good, the bad and the 

ugly

• Look into analytics-adjacent findings

• Competitor analysis

• Current tools and testing

• Recap of recommendations/improvements

• Questions/comments



Stakeholder objectives
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Stakeholder objectives

Joints:
• Primarily hip, knee and shoulder replacement or revision replacement
• Musculoskeletal tumor programs at BUMC, Plano and Temple; orthopedic oncologists who have niche expertise in bone 

and soft tissue tumors whether malignant or benign. This also applies to spine patients.
• Hip preservation is a niche service that seeks to preserve the hip joint and largely serves a 45 and younger demographic 

that leans heavily female.

Spine:
• All neck and back related issues, including scoliosis; primarily adults but we do see teenagers – about 16 years old and 100 

lbs. McLane’s in Temple sees all pediatric scoliosis.
• Neurosurgery also feeds spine and neck cases so the web page/spine speaks to both specialties and leaves it to customers 

to choose which is best for them.

Sports Medicine:
• Joints – not ready for replacement but may experience pain from early osteoarthritis or other reasons; candidates for 

biologic procedures and rehab to fix mechanical issues and strengthen surrounding muscles
• Severe sprains
• Ligament and cartilage issues



Current ortho pages & 
recommendations for improvement



6

Web content - Orthopedics

Page name Recommendation

Arthritis
Back pain
Fracture
Herniated disc
Joint pain
Ankle pain and injuries
Hand and wrist pain and injuries
Hip pain and injuries
Knee pain and injuries
Shoulder and elbow pain and injuries
Meniscus tear
Neck pain
Orthopedic trauma
Osteoarthritis
Osteomyelitis
Osteoporosis
Psoriatic arthritis
Rheumatoid arthritis
Sciatica
Scoliosis
Tendonitis
Orthopedics
Back and neck care
Back and neck center
Foot and ankle care
Joint pain treatment
Hip preservation
Complex joint revision and musculoskeletal tumor program
Dislocated joint

Fill  in the gaps (15)
Rewrite (6)
Update (5)
Keep (3)

Page is missing sections or key info
Copy needs to be completely rewritten
Copy mostly good; minor edits needed
No updates needed

Takeaways:
- Content is the number one priority

- Lots of pages need new sections, 

copy and revision in tone

- Several pages could benefit from imagery 

outlining the condition

- Pages should not alienate users (case 
in point: scoliosis is a condition that 
affects patients of all ages, yet the page only 
shows imagery of adults and seniors)
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Page type Typical page issues Recommendation

Condition (22) Extremely sparse content, boring, 
one or two sentence overviews, 
missing key sections like types, 
symptoms, risk factors, 
complications.

Rewrite the page to be more 
informative and in an accessible 
tone, add key sections

Specialty (4) These are well built, they could just 
use some tweaking like cross-linking, 
conditions treated, some of the 
bulleted lists are a bit long so maybe 
there would be an opportunity to 
add more visuals.

Audit the page for UX and linking 
opportunities

Treatment (3) Tone across these pages was very dry 
and formal, could do with a more 
familial vibe/voice. A few 
grammatical issues. Overall were 
good pages.

Not too much required except a 
grammar check and a tone redo.

Recommendations for improvements



Case studies: The good, the bad 
and the ugly
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Case study: The good

Back and neck care

Good intro, could be edited 
for conversational tone but 
has a positive angle

Some cross-linkage going 
on, just need to add more

Targeted verbiage, better 
engagement

Patient videos make the content 
familiar and relatable

Lots of clickable options

Links to a relevant condition page
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Case study: The bad
Orthopedics, mobile

The banner takes up the entire 
mobile page upon entering

Foot and ankle: Lengthy bulleted lists 
with no linkbacks in sight

Stock photography with 
absolutely no relevance 
to the subject matter

Verbiage that is similar across multiple pages 
(The goal of... / Treatment plans for...)
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Case study: The ugly

Pages that, across the board, have extremely brief, unhelpful content Banner to events that are lacking 
so in essence ineffectual

Bullets that are 
disorganized/unaligned



Look into analytics-adjacent findings 
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Look into analytics-adjacent findings // Knee Pain Page

Hotjar: July, Aug & Sept Brightedge: Aug 2023

CTA works
well for quiz
and find a doc, 
along w targeted 
verbiage

We rank 17th
For "ligaments
Knee pain."
May be worth
prioritizing

People are trying to 
click on types of 
injuries, so we need 
to add more 
links/pages if ever 
possible



October seems to be our 
highest performing month, 
would love to know why

 Look into analytics-adjacent findings

Source: Google Analytics 
(7/1/2022 – 6/30/2023)



Google is the top traffic 
source across the board

 Look into analytics-adjacent findings

Source: Google Analytics 
(7/1/2022 – 6/30/2023)



An overwhelming number of users 
access our site through mobile, so 
focusing on our mobile experience is 
crucial.

 Look into analytics-adjacent findings

Source: Google Analytics 
(7/1/2022 – 6/30/2023)



 Look into analytics-adjacent findings

Source: Brightedge (7/2023 – 9/2023)

We are overall ranking for 7-10, though in August & September we had a little bump



An overwhelming number of users 
access our site through mobile, so 
focusing on mobile-first is crucial.

 Look into analytics-adjacent findings

Source: Brightedge (12/2022 – 9/2023)

UTSW Med is the outstanding performer in search, followed by Texas Health Resources.



 Look into analytics-adjacent findings

Source: Brightedge (1/2023 – 9/2023)

We are not ranking for the majority 
of our search terms, our best result 
is for "knee injury (18,100)" which 
appears on page 2 and "back 
specialist near me (22,200)" & 
"doctor for back (12,100)" which 
appear on page 3.



 Look into analytics-adjacent findings

Source: Bicycle Project, Google Analytics (12/2021 – 9/2023)

Looks like the top session 
performer only had 5.3% 
share of form fills. How can 
we improve engagement?

Additionally, our paid 
search initiatives are 
directed to pages hosted 
on Marketo. Do we want to 
continue using Marketo or 
should we start creating 
these pages within Sitecore 
instead so we get those 
sessions ourselves?

Landing page conversions: 
pages that contain forms



 Look into analytics-adjacent findings

Source: Bicycle Project, Google Analytics (1/2023 – 7/2023)

Paid Social, expanded

The campaign with the most clicks cost over 10k less than one with fewer. What worked about it and 
what didn’t work for others with higher spend?

I recommend to keep me in the loop to help prioritize things I am looking at. For example, say the 
campaign is promoting a new procedure, but our web pages don’t mention anything about it, that 
creates a disconnect and is wasted $.



 Look into analytics-adjacent findings

Source: Bicycle Project, Google Analytics 9/2022 – 9/2023)

Keyword paid 
search: seems effective in 
getting clicks and form fills, 
not necessarily 
appointments.



 Look into analytics-adjacent findings

Source: Bicycle Project, Google Analytics 12/2021 – 9/2023)

Nurture campaign performance Users seemed most interested in 
Back & Neck, Knee replacement and 
meniscus-related content. The 
highest click rate was a knee 
assessment, indicating users seek out 
quizzes and other engaging types of 
activity.

Stakeholder takeaways:

Let’s focus on knee optimization to 
align with the knee bicycle project.
Let’s review HCA as the system 
competitor (they are known as 
Medical City in NTX and St. David’s in 
Austin).



Competitor analysis



Competitor analysis: national

Source: Brightedge 1/2023 – 9/2023)

Top competitors:

- Mayo clinic (18.95%)
- Hopkins medicine 

(8.77%)
- Cleveland Clinic (4.94)

Organic search



Competitor analysis: What do they do better?

Source: Brightedge 1/2023 – 9/2023)

Mayo Clinic: top hit for Sciatica
Sections include:
-overview
-symptoms
-when to see a doctor w/ 
"request an appt" CTA
-email capture with a preview 
option
-causes
-risk factors
-complications
-prevention

Diagrams for easy reference, 
we have none for ortho

Longer overview, accessible 
tone

Vs. BSWH Sciatica page



Competitor analysis: What do they do better?
Cleveland Clinic: top hit for Hip pain Sections include:

-Overview: What is hip pain?
-Possible causes: What causes hip pain?
-Care and treatment: How is hip pain 
treated?
-How can I prevent hip pain?
-When to call the doctor: When should I 
see a healthcare provider if I have hip 
pain?
-Medically Reviewed: Last reviewed by a 
Cleveland Clinic medical professional on 
06/05/2023. Learn more about our 
editorial process.
-accordion menu with references for 
citation
*each H1 has a little icon next to it 
(Cleveland Clinic branding touch)

Diagrams for easy reference as well

Also plenty of cross-linkage

Vs. BSWH Hip pain page



Competitor analysis: local

Source: Brightedge 1/2023 – 9/2023)

Top competitors:

- UTSW Med (76.92%)
- Texas Health 

Resources (23.08%)

We did enjoy a slight 
keyword rank increase of 24 
keywords on page 1 from 
mid June – end of August, 
not sure why!

Organic search



Competitor analysis: What do they do better?
Local competitors:

-top hit for "joint pain treatment texas" 
is UT Southwestern

-their page isn't very robust, just a two 
paragraph overview of their services 
and a list of treatments.

-surprisingly, our joint pain condition 
page wasn't the one that showed up on 
the first google search result page, it 
was this one

-is this the page we want to rank in our 
search results? (The copyright is from 
2022, btw)

-my takeaway: with local competition, it 
seems it's purely based on optimizing 
for SEO, as there is plenty of content 
already on this page.



Current tools and testing 



Current tools and testing: Live chat



Current tools and testing: Live chat
Chat 1: rep disconnected after just 
30 seconds of idle time (maybe 
good to increase that timing)

Chat 2: rep only provided info relating to specific locations, 
was not able to answer questions about services or 
insurances accepted

Takeaway: chat doesn’t list services 
as advertised, but it’s a decent 
option for those who prefer 
getting information online about a 
location



Recap of 
recommendations/improvements



Recap of recommendations/improvements
Easy to tackle

- Formatting and grammar fixes

- Add linkbacks

Mid-level difficulty

- Refresh and add images that are relevant (diagrams, images that don’t include everyone smiling all the time)

- Add more pages to allow for more linkbacks

- Add more pages with forms and quizzes to increase engagement (currently we have knee quiz and two assessments (back and 
shoulder)).

Longer term:

- Add "medically reviewed" processes to each page to ensure there is no outdated content/and to hold us accountable for the 
freshest info

- Do a holistic content refresh to add in sections, refine tone and give current & up-to-date information

- Redo the pages to present better on mobile (dev lift)

- Move the forms we are using from Marketo to Sitecore (future plan in place)



Recap of recommendations 

Pages we can add to increase linkbacks and engagement:

• Avascular necrosis

• Bone spurs

• Bunions

• Cervical kyphosis

• Charcot foot

• Diabetic ulcers

• Hip dysplasia

• Hip impingement

• Hip cartilage damage

• Ligament tears

• Mallet, claw and hammer toes

• Myelopathy

• Perthes disease

• Plantar fasciitis

• Pseudarthrosis

• Radiculopathy

• Spinal stenosis

• Spondylolisthesis

• Spondylolysis



We got your back! Literally!

Thanks for listening <3
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