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SEO best practices— 
getting found online 
What’s SEO?

Search engine optimization (SEO) is the practice of working to ensure that your web content is 
prominently displayed in Google results when people search for relevant keywords and phrases. 

Google displays results in many ways, including paid ads, featured snippets, questions, standard 
organic listings, and top news stories. Rather than focusing on how your content is displayed in 
Google, it’s best to structure your website and content in an optimal way for Google to understand 
what your business is about.   
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Why is SEO important?

More than ever, people are going online for support and information. When Google ranks your 
website on the first page for relevant searches, it’s essentially validating your company’s authority 
and expertise. Search acts as a customer service channel, and an effective SEO strategy is critical 
to providing the information and services that your target audience is seeking.

SEO guide—how to optimize your website 

1  Determine what your business should be known for—Which relevant keywords and 
phrases do you want to show up for (e.g., “financial advisor”)?

2 Conduct keyword research—Explore which phrases people are searching for and  
which topics are generating the highest search volume. Here are a few resources on  
keyword research:

 •  Google keyword planner (please note that you must have a Google Ads account 
to access this tool): ads.google.com/home/tools/keyword-planner/

 • SEMrush: semrush.com/features/keyword-research/

 • Moz: moz.com/explorer

3 Learn how to pick the right keywords—Select the keywords you want to rank for by 
reviewing these criteria:

 •  Search volume: The greater the volume, the greater the opportunity will be to drive traffic 
by using that keyword; however, a keyword with high search volume won’t always be the 
best keyword. Phrases with more than three words typically have less volume than one- or 
two-word terms but are less competitive and more targeted. The higher the search volume, 
the more competitive it will be to rank highly for that phrase. Seek to strike a balance 
between relevancy and volume. 

 •  Relevancy: Is the keyword highly relevant to your business, and will it drive quality visits to 
your website? When you Google that keyword, the search should yield results from content 
that’s similar to the content your business generates. You don’t want to show up for a 
keyword generating search results unrelated to your business. 

4 Optimize your website with selected keywords using an SEO checklist : Select one 
primary keyword/phrase per page and two to three supporting secondary keywords.

 Example of a primary keyword phrase: What is an ETF? (27,100) |  
secondary keyword phrase: ETF vs. mutual fund (22,200)

 Title tag: This appears as the title in the search results and should clearly describe the topic 
of your page. Include a priority keyword and limit the length of the phrase to around 60 to 65 
characters with spaces. Include a pipe symbol (|) followed by a brand name at the end, such as 
your firm’s name. 
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 Meta description: This is a brief description of the page and what the user will gain from 
viewing it. The goal is to get people interested so they’ll click. Call-to-action language, such 
as “discover, learn more, access today,” tends to be pretty effective. Keep this phrase to 
around 160 characters with spaces; you can go as high as 230 if needed, but around 160 is 
recommended because of the limits of viewing the content on mobile devices.

 Headers: The title of the page should be coded as an H1—a main head. Include the  priority 
keyword in that head. 

 All remaining subheadlines should be hierarchical: H2, H3, H4. Headlines should 
include priority or secondary keywords.

 Keyword density: Incorporate the main keyword at least three to four times throughout  
the content. 

 Images: All images should have alt tags (Img Alt tag), which describe the image if it doesn’t 
render. Alt tags also help Google categorize the image—an important feature to help enhance 
user accessibility.

 Hyperlinks: Link to other relevant content within your website to help users navigate through.

 CTA: Have a clear call to action—CTA. Help the user continue the journey to other relevant 
content on your site.

 Example:
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Resources:

The following websites provide helpful resources for SEO and content marketing.

• Moz: moz.com/
• HubSpot: blog.hubspot.com/marketing/blog-search-engine-optimization
• Conductor: conductor.com/blog/category/seo/
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