
All You Need to Know About 
SEO
Getting found in Search Engines without paying for it. 



Welcome!
Who is actually talking?
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Leonie von 
Niederhäusern

● With BlueGlass for 2 years

● Managing SEO for Hirslanden 
Corporate for 1.5 years

● Significant investment in optimizing 
content on medical conditions and 
treatments for the corporate website

SEO, Social Media & Content Consultant



What is the Goal of Today s̓ 
Session?



What is the Goal of Today's Session?

● Understand how SEO works

● Explore the diversity of SEO and what 
is possible

● Discover available methods & 
strategies

● Show how we can support you in 
achieving results



Agenda for today

2 Types of Organic Results  

3 SEO Fields 

4 Measuring SEO Impact 

5 SEO Support 

1 What is SEO
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01 What is SEO?



What is SEO?
Search Engine Optimization

● Organic visibility – appear in 
unpaid search results

● Long-term strategy – itʼs a 
marathon, not a sprint

● Drives free traffic – attract 
visitors without paying for ads

SEM



Importance of SEO in Digital Marketing

● Increases Organic Visibility & Traffic
● Builds Trust & Credibility: Users see 

organically ranking sites as more reliable
● Cost-Effective & Sustainable Results
● Enhances User Experience: Includes site 

structure, speed, mobile-friendliness, 
accessibility

● Local SEO: Helps businesses reach 
nearby customers and appear in "near 
me" searches



What is SEA?
Search Engine Advertising

● Paid Listings on Search Engines

● Ads shown that are relevant to 
the keywords users searched 
with

● You pay per click PPC

SEM



Why Invest Time in SEO if You Could Just Run 
Ads?
Trust & Credibility: Users often trust organic results more than ads, especially for 
healthcare and medical services.

Long-Term Value: Once earned, organic rankings can deliver traffic for months or 
years without paying per click.

Cost Efficiency: No ongoing ad spend — investments in SEO compound over time.

Broader Reach: SEO can capture searches outside your paid targeting strategy.

Visibility in AI Search: Currently you can only rank in AIO, ChatGPT & Co. with your 
organic content



SEO Organic) SEA Paid

Cost

Longevity

14

SEO & SEA

Long-term

Time & effort Time & effort
Pay per click

Short- to 
long-term

Placement Below / 
alongside ads Top of page

Slow ImmediateSpeed

They work best together!



02 Types of Organic Results



What can Rank in the SERP Search Engine Result Page)
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Social Media Posts / Forums

Places 

Websites / PDFs

Pictures

Search engines display more than 
just websites. Depending on the 
query, different types of content 
can rank in the SERP, such as:

● Websites & PDFs
● Social Media Posts & Forums
● Images 
● Places / Maps

This variety shows how diverse the 
SERP has become, and why SEO 
must consider multiple content 
formats.



Featured-Snippets: Google highlights your Content
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Table (often in AIO)

Listicle (often in AIO)

Paragraph (often in AIO)

News

YouTube Video

Direct Answer

No Featured Snippet. Not relevant for 
SEO, since you can’t optimize for it.
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SEO Fields
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Field Description

Technical SEO Optimization of technical fundamentals such as loading speed, crawling, indexing, 
mobile-friendliness, HTTPS, Core Web Vitals.

Content SEO Creation and optimization of relevant, search-intent-based content (texts, media, 
FAQs).

Onpage SEO Structure and meta data of individual pages: title, meta description, H1/H2, internal 
linking.

Offpage SEO Building authority through backlinks, brand mentions, and external signals.

Local SEO Local visibility through Google Business Profile, local keywords, reviews, location 
pages.

GEO / Generative SEO Optimization for AI-generated search results (e.g., AIO, ChatGPT, Perplexity) – focus 
on structured data, brand relevance, and context-capable content.
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Technical SEO
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Technical SEO Crawling & Indexing.
Crawling and Indexing build the technical foundation that 
lets your pages show up in Google.

Crawling – make pages discoverable

● Pages must be crawlable: not blocked by robots.txt
● Internal links and an XML sitemap help google to 

find important pages

Indexing – make pages eligible for search

● Allow indexing: no noindex-Tag, correct Canonicals.
● Provide unique content; avoid thin/duplicate pages.
● Remember: indexing is not guaranteed—Google 

prioritizes what it includes.
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Quick Check: Is a URL indexed?
● Quick check in Google Search: 

site:URL
● For deeper investigation: Google Search 

Console 

If it s̓ not indexed, investigate

● Blocked by robots.txt or noindex
● Canonical points elsewhere
● Orphaned page (no internal links), 

duplicate/low-value content, very slow page

https://www.hirslanden.ch/de/andreasklinik-cham-zug/jobs-und-ka
rriere/ausbildung-weiterbildung.html
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Content SEO



Content SEO Starts with identifying the Users 
Needs
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Also Asked

Google FAQS

Google 
Suchleiste

Image 
Search
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Keywords: How Do Users Search?
● Identify what your users need and how they phrase their searches.
● Find out what keywords/search terms they use and why they search 
● Use Keyword Research Tools (Google Keyword Planner / Semrush Keyword 

Magic Tool), to see how much a Keyword is searched.

Example: Which term is searched more often?

Supporting Keyword

← Focus Keyword

https://ads.google.com/aw/keywordplanner/home
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Keywords: How to Choose the Right Keywords
● Search Volume → Demand for the term
● Competition → How many others target it
● Relevance → How closely it matches 

user needs

Before defining a keyword as a supporting 
keyword or focus keyword, it s̓ worth taking a 
look at the SERP each time. Keyword

Search 
volume

RelevanceCompetition
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Onpage SEO
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SERP Snippet: Page Title & Meta Description 

The Page Title of a webpage and the first touchpoint 
in search results. Best practices:

● Include relevant keywords
● Use clear, impactful wording
● Keep length between 3060 characters

The Meta Description is a short summary of 
webpage content shown below the title. Best 
practices:

● Include focus and additional keywords
● Be unique and creative
● Keep length between 70155 characters
● Search terms appear in bold in results
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<<<



Heading Tags

Headings H1  H6 help structure the content of a 
website and provide search engines with signals and 
information about how the content of each page is 
organized. The following should be considered:

● Define exactly one H1 tag per webpage
● Use a sequential order of heading tags
● Integrate the focus keyword into the H1
● Integrate focus and supporting keywords into the 

other headings H2H6
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<h1 Main Heading </h1

 <h2 Sub Heading </h2

  <h3 Sub Sub Heading </h3

 <h2 Sub Heading </h2

  <h3 Sub Sub Heading </h3

  <h3 Sub Sub Heading </h3

 <h4 Sub Sub Sub Heading </h4



Picture-SEO Alt-Tag, URL & File Name 
The “alt tagˮ contains the text-based 
description of an image, allowing search 
engines to better understand the image 
content. It also serves to improve a websiteʼs 
accessibility:

! Always provide an alt text that describes 
the image.

● Include keywords in the alt text
● Implement keywords in the image URL
● Choose relevant captions and file 

names (including keywords)
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Alt-Text: klinikstanna-geburtswelt-geburt-awareness

Alt-Text idea: 
Newborn with mother after birth at Klinik St. Anna 
Lucerne



Integration of Focus- & Supporting-Keywords 
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Keyword Research

Focus Keyword | Spirometrie

Focus Keyword | Spirometrie

Focus Keyword  | Spirometrie

Supporting Keyword  | Lungenfunktionstest

Supporting Keyword   | Lungenfunktionstest

Supporting Keyword   | Lungenfunktionstest



Internal links can be used to pass the 
authority of one page to others. They can 
guide users through the website, draw 
attention to relevant content, and facilitate 
the crawling and indexing of new pages. 
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Internal Links

Before creating content, it should be 
defined which pages you want to link to 
internally and which pages should link to 

the new content.

Example: Strategic internal linking within the medical 
conditions section of Hirslanden

Example: Donʼt use “here ,ˮ “read more ,ˮ “learn more ,ˮ etc. 
as an anchor-text
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Offpage SEO 



Mentions & Backlinks
Mention – Definition

A mention is when a brand, company, or person is 
referenced online without necessarily including a 
hyperlink. 

Backlink – Definition

A backlink is a clickable hyperlink from another website 
that points to your own website. 

Mentions & Backlinks are important for SEO because 
they signal trust and authority to search engines.

Example Hirslanden Backlink Mujinga 
Kambundji. Source: https://mujinga.ch/



Importance of Credits from External Websites

Qualitative mentions & backlinks are 
becoming increasingly important 
(especially in the age of LLMs and AI 
search).

Today, it s̓ not only about the number of 
backlinks — high-quality mentions of a 
brand are just as valuable and are often 
used as a source by search engines and 
tools like ChatGPT.
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Local SEO



Local SEO
Local SEO includes all optimizations aimed 
at improving rankings in local search 
results.

It involves measures such as setting up and 
optimizing the Google Business Profile, 
collecting reviews, publishing locally 
relevant content, and using local 
keywords.

Local SEO is especially relevant for clinics, 
as users often search for treatments 
together with a location.



Google My Business - Checklist
❏ Upload current photos (outside & inside views)
❏ Ensure a sufficient number of high-quality reviews
❏ Respond to all reviews – both positive and negative
❏ Keep opening hours up to date, including holidays
❏ Make sure contact details are correct
❏ Add a link to your website (ideally with UTM 

parameters, so the traffic is trackable)
❏ Answer customer questions in the Q&A section
❏ Write a clear and engaging business description
❏ Link your social media profile
❏ Share noteworthy news and events
❏ List relevant services offered clearly

Services in Google My Business



Google My Business - Checklist



Using Local Keywords
Users often search for treatments together 
with a location (e.g., “birth clinic Zurichˮ).

Even without a location, Google usually 
shows results close to the searcherʼs 
location.

That s̓ why it s̓ important to give search 
engines clear local signals about your 
clinic. 



Using Local Keywords
● Include local keywords in page titles 

and meta descriptions
● Add them naturally in headings H1, 

H2, …)
● Integrate local terms within website 

content & FAQs
● Ensure keywords flow naturally – avoid 

keyword stuffing

Example: A local reference was made here, 
but not yet directly combined with a 
keyword such as “birth clinic Lucerneˮ
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GEO Generative Engine 
Optimization)



Terminology & Distinctions
Term Definition

SEO Search Engine Optimization) Classic optimization for search engines

AI Search / Generative Search New type of search engines that 
generate answers directly

AIO AI Overview in Google 

GEO Generative Engine Optimization, 
LLMO Large Language Model 
Optimization), LLM Readiness

Optimization for generative search 
results AI/LLM outputs)



Classic Search vs. Generative AISearch
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The Transformation of Search

Classic Search Generative AISearch

Search and indexing based on keywords and 
websites

Answers in the form of a list of links or 
recommended websites

Information comes from the content of specific 
websites

High effort for the user – information from different 
sources must be gathered and interpreted

Information is aggregated from multiple sources and 
personalized for the user

Use of large language models that process high 
amounts of text with machine learning AI

Answers and solutions provided in natural language 
and conversation

Little to no navigation required – the user stays on 
the platform and interacts with the LLM

Primary focus on clicks and website rankings Focus on impressions, brand mentions, and 
citations/links as sources

SEO  Search Engine Optimization GEO  Generative Engine Optimization
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GEO
GEO is very close to classic SEO – many principles are therefore not 

entirely new. However, some priorities are shifting, especially 

regarding content creation.

● Provide context and not only keywords: Content must be 

comprehensive, explanatory, and thematically complete, rather 

than purely keyword-focused.

● Answering questions & search intent: Oriented around 

“W-questions,ˮ  problems, and real user needs.

● Structured content: Clear hierarchy H2/H3, lists, tables.

● Trust & authority: Expert knowledge, references, authorship.

● Structured data: FAQ markup, Article markup, Organization 

markup.



Measuring & Reporting



Measuring SEO Impact
SEO is a long-term investment — results often take 36 months to show. To 
measure its impact, focus on visibility, traffic, and conversions, and tie them back 
to the optimizations that were made. 

1. Google Search Console

● Keyword rankings
● Klicks, Impressions & CTR

2. Google Analytics

● Organic sessions
● Landing page performance
● Conversions



Looker Studio Reporting



How Can We Guide You 
Through the SEO Jungle?



SEO Audit / 
Potential Analysis / 
Content Audit
● How is the website currently 

performing in terms of SEO?

● Where are the biggest 
opportunities for 
improvement?

● What content gaps exist, are 
there duplicate contents, and 
where should we take action?



Keyword 
Research & 
Mapping, 
Content Gap 
Identification of search queries for 
the most important services and 
assignment of keywords to individual 
URLs 



With a template

SERP Snippet 
Optimization
Enhancing page titles and meta 
descriptions to improve visibility and 
click-through rates.



Content 
Briefings for 
New Content
When planning a new page or 
service, we provide 
comprehensive briefs including 
target keywords, optimized SERP 
snippet, suggested FAQs, H1 
recommendations, and internal 
linking opportunities.



Content Writing
Taking it a step further, we can 
create fully SEO-optimized landing 
pages for you.



GEO Audit
Have you ever wondered how your 
services are represented in tools 
like ChatGPT, Perplexity & others? 
Then a GEO Audit might be just 
right for you.



Questions?
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Thank You!
Let s̓ keep learning & experimenting 🚀


