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A foreword from Dave Clough 
(Head of Content Strategy)

During my career I have worked in a variety 

of business sectors. Each presents unique 

challenges and nuances, nowhere more 

so than the financial world. Which is why 

this report focuses on wealth management 

marketing and its specific challenges.

Marketing in the wealth management niche 

must overcome obstacles such as red tape 

& compliance, and ever-changing rules 

& regulations, before even thinking about 

how to engage with the elusive target 

audience of ‘high net worth’ consumers. 

This is compounded by occasionally dry 

subject matter, a reliance on jargon and a 

higher barrier-to-entry than most financial 

products. It is an industry riddled with 

challenges.

That also means there is a wonderful 

opportunity available for anyone willing to 

take it.

Complexity = opportunity

To demonstrate this opportunity, 

Receptional has conducted this search 

market landscape analysis.
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A customer-centric approach to search 
strategy
Our research indicates there are almost 

endless variations of finance-related 

keywords, which poses a question for 

marketers: how do you target the “right” 

keywords searched for by the “right” 

customers?

The headlines:

 y There are several thousand keywords in the 

wealth management’s space 

 y The portfolio of 3,600 wealth management 

keywords we focused on receives nearly 

343K searches a month

 y The astonishing depth and variety of many 

keywords means there is a need to be 

highly targeted in your search campaigns to 

get in front of the right customers

Genuine wealth management prospects 

are at the heart of our analysis. We want our 

insights to be used to attract new business, 

so we’ve pre-qualified the keywords in the 

report based on clear search intent. We hope 

this report inspires positive action as there is 

a clear opportunity for wealth managers to be 

“investing” in SEO & Content Marketing. 

To compile this report, Receptional has 

undertaken extensive primary research. We 

identified the key questions that a high net 

worth individual might ask when searching for 

expertise in this space. We then analysed how 

the biggest players in this market perform 

against these keywords, and why (see right 

for firms we looked at).

This report summarises our findings and 

reveals:

 y The biggest winners and losers in the 

wealth management space in terms of 

driving higher volumes of high-quality 

traffic  

 y What the winners do well

 y How the poor performers can improve
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What do your potential customers 
really want to know?
What are the key questions your potential 

customers ask? What do they search for on 

Google? And what are they hoping to do with 

this information? 

Through our work with wealth management 

clients and interviews with leading 

practitioners, we identified the four core areas 

that potential customers are interested in:

Most of the searches are based around ISA 

keywords. Even though our other themes 

have fewer searches compared to ISAs, 

they’re still important topics. They drive 

high-quality, high-value customers. In 

this space, quality of clients is often more 

important than quantity.

Theme Themed 
searches p/m

% of total 
searches

Wealth 

Management 

Services

23,820 6.9%

ISAs 23,2470 67.7%

Tax Efficiency 

& IHT

16,220 4.7%

Retirement 70,670 20.6%

Wealth management 
services

Tax efficiency 
and IHT

ISAs

Retirement
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Core service keywords, i.e. keywords that 

include ‘wealth management’ and slight 

variations, are umbrella terms for almost 

everything wealth managers offer, and 

should be at the core of the website’s home 

page and main service pages. 

So, wealth managers should own this space 

in the search results, battling it out for the 

top position. We will see later whether that is 

the reality.

Key Topics Keyword Pool 
Search Volumes

Lifetime ISA/LISA 122,950

Stocks & Shares ISA 64,130

Junior ISAs / ISAs 

for children

45,390

General ISA related keywords account 

for as many as two thirds of the wealth 

management search market, however most 

of the searches are not relevant to us. After 

removing the most generic and lowest intent 

search terms, the second biggest category, 

Lifetime ISAs, is still a colossal niche, and it is 

of great interest to HNWI especially in regards 

to their children.

Wealth and portfolio 
management services

ISAs

Key Topics Keyword Pool 
Search Volumes

Wealth Management 

Services

12,690

Portfolio 

Management 

Services

11,130

Key questions for each theme
We identified the questions that searchers ask in each of these key areas. 

These questions matter. They demonstrate that a searcher has intent. Promote your brand to 

these searchers effectively and you will win new business.

The tables below highlight the most popular searches.

TOP TIP!
Focusing on Lifetime ISA related themes and products will allow 

you to target the largest portion of searches. 
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There is great potential in topics around 

inheritance tax (IHT). Anyone interested in 

this topic is likely to have funds and to be in 

the market for professional services. 

Creating content around reducing inheritance 

tax is sure to gain interest with a valuable 

audience.

Key Topics Keyword Pool 
Search Volumes

Tax-free saving/

investing

7,400

Reducing inheritance 

tax

6,060

Tax-efficient saving/

investing

1,520

Inheritance tax/Estate 

planning

1,240

Tax Efficiency & IHT

Retirement

Key Topics Keyword Pool 
Search Volumes

Best/high dividend/yield 

shares/investments

30,870

Pensions/retirement 

planning advice

10,600

Best way to save/invest 

for retirement

9,230

Transferring/

consolidating Pensions

8,430

Self-invested personal 

pensions (SIPPs)

4,640

How to retire early/

comfortably

3,520

What are my pension 

options/choices at 

retirement?

1,520

How long will my 

pension fund last [in 

retirement]?

720

Income drawdown 

[- how does it work?]

590

[Pros and cons of] 

annuities

550

Often, the topics that receive fewer searches 

have clearer user intent. Which is true for 

many of the searches around retirement 

income. Searchers are likely to be further 

down the marketing funnel and more likely 

to pick up the phone and become an actual 

customer, which means this is a great 

audience to target. 

What’s more, because the search terms 

are specific, it will be quicker and easier to 

produce content that can appear in Google 

and gain attention. 

TOP TIP!

In search, less is often 
more (likely to result in 
conversions!), so don’t 
be put off by smaller 
segments – prioritise them!
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How do Wealth Management firms perform 
against our keywords? 
Having reviewed the overall landscape, let us compare the performance of the main players in 

the wealth management space. 

For now, we removed the publishers, the comparison sites, the aggregators, and all the rest, so 

we can compare the performance of 23 wealth management firms.

We wanted to know: 

 y Who is winning? Which firm attracts the most organic traffic?

 y What do they do well that others could learn from? 

 y What do they do less well? Where are the opportunities?

Keyword performance
We collected Google ranking data for each of the keywords we had collected. These 

rankings enabled us to calculate the organic web traffic each ranking site receives.

Our analysis does not attempt to estimate the profitability of the keywords we’re 

evaluating, which will vary for each business. Nor have we considered branded searches – 

as they are a by-product of other marketing activity, not SEO. 

So, which firm attracts the most traffic from the 3,600 keywords we had 
identified?

Drum roll, please...
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Receptional 
ranking

Website Monthly traffic for 
keyword portfolio   

No. of keywords  ranking 
(maximum 3,600)

1 hl.co.uk 7,594 2,144

2 sjp.co.uk 1,451 147

3 brewin.co.uk 246 88

4 brooksmacdonald.com 75 40

5 tilney.co.uk 63 33

6 smithandwilliamson.com 54 11

7 investec.com 39 20

8 quiltercheviot.com 23 5

9 rathbones.com 19 9

10 killik.com 13 68

11 7im.co.uk 9 6

12 charles-stanley.co.uk 8 50

13 mazars.co.uk 4 6

14 brownshipley.com 2 5

15 rowan-dartington.co.uk 2 1

16 jmfinn.com 1 4

17 grantthornton.co.uk 1 1

18 cazenovecapital.com 0 12

19 gam.com 0 4

20 jameshambro.com 0 3

21 closebrothers.com 0 0

22 sarasinandpartners.com 0 0

23 lgtvestra.com 0 0

Over the past year Hargreaves Lansdown has received the most organic traffic. Well ahead of 

its rivals.

The firm has a reputation for strong outbound marketing and, judging by the results above, it 

has a firm grasp on inbound marketing too.

It has the broadest reach across the search results, appearing for 2,144 of our 3,600 keywords. 

We calculate that these appearances generate 7,594 website visits each month, winning the 

battle for organic traffic in the wealth management space by sheer coverage.

St James’ Place is next, appearing for much fewer keywords (147), but still earning four-figure 

traffic. That is over twice as much traffic per keyword as the overall leader. Why? 
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There is one powerful keyword where St 

James’ Place consistently ranks in the top 3, 

simply ‘wealth management’. This keyword 

receives 6,600 searches on Google a month. 

We estimate that St. James’ Place likely 

receives 20% of those clicks, resulting in 1,320 

visitors a month for that keyword.

“wealth management”

1,320 visits

6,600
searches

#1 position

20% CTR
Click-through rates based 

on industry averages
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Can these numbers really be right? 
Can wealth managers be ignoring SEO? 
Let’s look at an example. St James’ Place is a case where the brand is incredibly strong and is 

strongly associated with ‘wealth management’. On face value their SEO traffic is massive - 135K 

visitors.

Digging a bit deeper, we find that approximately 

96% of the traffic is branded, including existing 

customers wanting to log in:

This means that around 4% of SJP’s organic 
traffic is made up of non-brand traffic, 

new customers, driven most by the keyword 

“wealth management” and a handful of 

articles and pages.

SJP’s brand vs non-brand traffic

Therefore, yes. Even though the numbers 

in this report have been generated via a 

selected portfolio of keywords, they do appear 

to portray a fair summary of the non-brand 

search landscape – i.e. the competitive 

landscape that really matters.

Brand

Non-Brand
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Who is really winning? 
Which sites take the lion’s share of organic search traffic in the wealth management space?

We wanted to understand which sites rank the most prominently and consistently for relevant 

non-brand keywords. Receptional evaluated the 3,600 keywords we had identified. This time, 

we’ll bring back the sites that are not offering wealth management services.

So which websites are most successful in the wealth management space? 
This table shows the sites that attract the most organic traffic for our portfolio of 3,600 wealth 

management-related keywords.

Receptional 
ranking

Website Monthly traffic for 
keyword portfolio   

1 moneysavingexpert.com 39,633

2 which.co.uk 25,969

3 gov.uk 25,310

4 moneyadviceservice.org.uk 11,933

5 moneysupermarket.com 8,812

6 hl.co.uk 7,594

7 moneyfacts.co.uk 6,010

8 skipton.co.uk 5,285

9 investopedia.com 4,459

10 barclays.co.uk 3,972

11 halifax.co.uk 2,782

12 thenottingham.com 2,749

13 onefamily.com 2,479

14 nerdwallet.com 2,183

15 vanguardinvestor.co.uk 1,840

16 ftadviser.com 1,599

17 thisismoney.co.uk 1,540

18 sjp.co.uk 1,451

19 gocompare.com 1,447

20 fool.co.uk 1,246

21 santander.co.uk 1,203

22 investors.com 838

23 buyshares.co.uk 631

24 uswitch.com 553

25 forbes.com 487

26 ig.com 385

= Wealth managers
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Receptional 
ranking

Website Monthly traffic for 
keyword portfolio   

27 brewin.co.uk 246

28 growthfunders.com 186

29 marketwatch.com 160

30 syndicateroom.com 109

32 brooksmacdonald.com 75

33 comparethemarket.com 72

36 thestreet.com 67

37 tilney.co.uk 63

41 moneyunder30.com 55

31 smithandwilliamson.com 54

34 investec.com 39

35 taxscouts.com 38

38 investorjunkie.com 34

39 quiltercheviot.com 23

40 rathbones.com 19

42 killik.com 13

43 7im.co.uk 9

44 charles-stanley.co.uk 8

45 mazars.co.uk 4

46 brownshipley.com 2

47 rowan-dartington.co.uk 2

48 brokerchooser.com 2

49 grantthornton.co.uk 1

50 jmfinn.com 1

51 financial-expert.co.uk 0

52 cazenovecapital.com 0

53 closebrothers.com 0

54 gam.com 0

55 jameshambro.com 0

56 lgtvestra.com 0

57 sarasinandpartners.com 0

The top slots are dominated by information sites and finance content aggregators. These sites 

share financial wisdom with their readers and are usually non-biased. 

The site that receives the largest share of search traffic is MoneySavingExpert.com. 

MoneySavingExpert attracts 24% of all searches in the wealth management space. A site 

designed to save consumers money, as opposed to helping them manage their existing wealth.
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In fact, many of the top sites attract a cross-

section of the public, not necessarily the high 

net worth individuals favoured by wealth 

managers.

Comparison sites also perform well. For 

certain sets of keywords, financial concepts 

included, Google is prone to providing results 

like these, academic papers, and news stories 

to inform the user, before ranking services.

This data demonstrates that leading wealth 

managers are not leveraging their expertise 

by publishing the content sought after by 

their potential customers. They are losing out 

to mainstream financial media. 

Why should you care?

Your content is sought 
after by potential 
customers

1

You’re not 
leveraging your 
expertise

2

You’re losing out 
to mainstream 
financial media

3
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How can Wealth Managers improve? 
Metrics for success

Trust and 
authority

1 Content quality 
and depth

2 Search 
optimisation

3

Good links More ‘trust’ Better positionsTrustFlow =

High 
TrustFlow 
sites TF: 100 TF: 95 TF: 63

“Trust” & “Authority”
Google uses hyperlinks to map out the internet by recording which websites link to each other, and how. By doing 

so, the search engine can understand online relationships. Each link is interpreted by Google as a citation that says, 

“these guys are okay, you can trust them, and they have value”.

Google uses the data to decide which websites deserve to rank in its results. The most popular, most trusted, and 

most relevant content ranks at the top of Google’s results page. 

TrustFlow is an industry metric used for gauging the power of any website’s backlink profile. It is an indication of the 

quality of links a website has received on a scale from 0-100, derived from a list of TrustFlow 100 sites. For instance, 

Google and Wikipedia both have a TrustFlow of 100, while Yahoo and BBC have 95, and so on.

Sites with a high TrustFlow have a better chance of ranking well than sites with a low score. 
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We can see that in some 
cases - Hargreaves 
Lansdown, for example - the 
better performing websites 
have higher than average 
metrics, as we would expect.

But not always. Mazars, GAM, 

Close Brothers and others have 

authoritative websites. They 

could easily attract traffic but 

are falling short somewhere. 

Meanwhile, some of the lower 

performing sites will need to 

build both content and links 

if they are to attract more 

organic traffic.

So, even though the best 

performing sites have strong 

metrics, they still only appear 

for a small number of important 

keywords, which suggests 

either a lack of content or 

ineffective optimisation.

Next, we looked at how 

many web pages Google has 

indexed for each site. This 

gives an indication of how 

much content these websites 

have. With this, we can broadly 

answer the question, “do these 

websites lack content?”

Website TrustFlow Monthly traffic for 
keyword portfolio   

hl.co.uk 55 7,594

mazars.co.uk 49 4

gam.com 48 0

charles-stanley.co.uk 46 8

rathbones.com 45 19

closebrothers.com 45 0

killik.com 41 13

7im.co.uk 41 9

tilney.co.uk 37 63

cazenovecapital.com 34 0

investec.com 32 39

sjp.co.uk 29 1,451

grantthornton.co.uk 28 1

brewin.co.uk 27 246

brooksmacdonald.com 27 75

brownshipley.com 26 2

smithandwilliamson.

com

25 54

jmfinn.com 20 1

quiltercheviot.com 18 23

sarasinandpartners.com 18 0

lgtvestra.com 13 0

rowan-dartington.co.uk 9 2

jameshambro.com 5 0

We have reviewed these metrics below and they reveal a mix of results:
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Content quantity & depth (indexed URLs)
We collected data on the number of pages found on Google from each of the wealth managers 

we looked at. The numbers are:

Domain Indexed 
Pages

Monthly traffic for 
keyword portfolio   

hl.co.uk 87,000 7594

quiltercheviot.com 8,410 23

cazenovecapital.com 7,290 0

gam.com 5,980 0

grantthornton.co.uk 4,910 1

brewin.co.uk 3,930 246

investec.com 3,770 39

charles-stanley.co.uk 3,350 8

smithandwilliamson.

com

3,180 54

sjp.co.uk 3,140 1451

mazars.co.uk 3,080 4

rathbones.com 2,350 19

brooksmacdonald.com 1,830 75

7im.co.uk 1,620 9

jmfinn.com 1,610 1

killik.com 1,530 13

tilney.co.uk 1,370 63

sarasinandpartners.com 837 0

brownshipley.com 690 2

lgtvestra.com 676 0

closebrothers.com 675 0

jameshambro.com 533 0

rowan-dartington.co.uk 501 2

Once again, Hargreaves 
Lansdown sits at the top with 

a whopping 87,000 indexed 

pages, suggesting their 

search presence is driven by 

publishing lots of content to get 

the widest coverage possible.

In the range of 5,000 – 10,000 

indexed pages, the keyword 

portfolio immediately drops. 

This may be due to lack of 

focus or just as likely technical 

issues (such as duplicate 

content) preventing Google 

from understanding and 

ranking the content.

Meanwhile, sites that have less 

than 1,000 pages suffer from a 

lack of output needed to cover 

the range of topics. 

However, none of these 

sites are exactly “small”. It is 

reasonable to presume that 

within all these websites, there 

should be content capable of 

performing better in search 

engines.

So why isn’t wealth managers’ 

content performing better?
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On-page optimisation
One of the basics in SEO is to add relevant keywords to the title of the page.

Generally, the home page is the most important page on any website.

This table below shows the home page titles for some of the UK’s best-known investing 

organisations. Very few are well-optimised for Google. 

Name Page Title Optimisation

Hargreaves 

Lansdown

Hargreaves Lansdown | ISAs, pensions, funds and 

shares

Satisfactory

Brewin Dolphin Investment, Wealth Management & Financial Advisers 

| Brewin Dolphin

Good

Tilney Award-winning Financial Planning, Wealth & 

Investment Services

Missing 

Brand**

Mazars Mazars Accountants - Audit, Accounting & Tax 

Advisory Services - United Kingdom

Satisfactory

St James's Place St. James’s Place Wealth Management Suboptimal

Smith & Williamson Personal & Business Tax, Accountants & Wealth 

Managers | Smith & Williamson

Good

Brooks MacDonald Brooks Macdonald | Investment Management – Brooks 

Macdonald

Suboptimal

Charles Stanley Charles Stanley Wealth Managers | Focusing on you Suboptimal

Rathbones Rathbone Investment Management | Home Suboptimal

Investec Wealth Investec Wealth & Investment | Your local wealth 

manager

Satisfactory

Killik & Co Killik & Co | Save, Plan, Invest - Killik & Co Suboptimal

7 Investment 

Management

Seven Investment Management | 7IM Suboptimal

Cazenove Wealth management in the UK and Channel Islands - 

Cazenove Capital global - Cazenove Capital

Suboptimal

Brown Shipley Brown Shipley | Private Banking, Wealth & Investment 

Management

Good

Quilter Cheviot Quilter Cheviot | Investment Management Services | 

Charities – Just another www.quiltercheviot.com Sites 

site

Suboptimal

GAM Investment Management | Global Asset Management | 

GAM

Satisfactory
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Grant Thornton Grant Thornton UK LLP Poor

JM Finn Homepage | JM Finn Poor

Sarasin Home | Sarasin & Partners UK Poor

LGT Vestra Welcome to LGT Vestra Poor

Close Brothers Close Brothers Group plc* Poor

James Hambro James Hambro & Partners | Wealth Management Suboptimal

Rowan Dartington Rowan Dartington | We take wealth management 

personally

Suboptimal

* Close Brothers Wealth Management page title is “Wealth Management | Close 

Brothers Group”

** Because Tilney are missing the brand in the page title, Google is ignoring the page 

title provided and are displaying just “Tilney”

Only three of the home page titles appear to be well-optimised for Google. Most lack relevant 

keywords (brand name does not count).

And if your site’s home page is not optimised, we can probably assume the rest of the content is 

sub-optimal, too. 

Sub-optimal

Poor/
missing 
brand

Good

Satisfactory
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Summary 
Good SEO is a combination of keyword strategy, content, and links. 

Links and content form a self-perpetuating ecosystem. The better performing sites have the 

most links because they contain the best content (that attracts links).

Your SEO performance will only be as good as your weakest component!

Good links increases the likelihood that the 

content will perform well in search engines. 

It will be viewed by more people. And those 

viewers are likely to create links to the 

content.

Much like a “flywheel” or even like compound 
interest, once it gets going, the whole cycle 

is self-perpetuating and benefits the search 

performance of the whole site. 

If you have great content and you are not 

already ranking well, a promotional campaign 

can help kick-start your flywheel. 

Good 
Links

High 
Performance

Popular 
Content

TOP TIP!
Promote your content through Social Media, 
Digital PR, and Email Marketing and so on. Get that 
flywheel started.
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Right now at Receptional, we have a vacancy 

for a wealth management firm – and we 

expect this space to get filled quickly – get in 

touch for more information today 

Our clients

Email Simon: 

sloughlin@receptional.com

Tel: 

01525 715 520

WE’D LOVE TO WORK WITH YOU, GET IN TOUCH

Disclaimers 

Receptional is not affiliated with any of the sites mentioned. This data is not a representation of any of groups actual market share. It is based only 

on a sample of keyword ranking data. 

The information contained in this report is for information purposes only. It should not be used for commercial decision-making, nor should it 

be used to enter into any business transaction. Whilst Receptional have endeavoured to create an accurate report, Receptional cannot accept 

liability for any mistake or inaccuracy it may contain and no warranty is offered covering its completeness or its suitability for any purpose.

The content of the report is the copyright of Receptional. The reader is permitted to share the report within its own organisation. It is also 

permitted to extract elements of the report for public interest on the condition that Receptional are credited by the publisher. However, 

permission is not granted to exploit, distribute, sell or otherwise make use of the report for commercial gain.

mailto:sloughlin%40receptional.com%0D?subject=Regarding%20the%20ebook%20%27Wealth%20Management%27
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