
Study: quality content in  
asset management
What is it and how you can produce it



2

Google rankings 
matter.
In fact, Google rankings may matter more than ever, 
and especially in asset-management marketing. 

Why? First of all, for a variety of reasons, asset 
managers are increasingly having to gear their 
message to end-investors while learning how to 
communicate with them directly. 

Secondly, following a transformation of the sales 
process in recent years, buyers are today far less 
inclined to consult sales people for information 
than they once were. Indeed, according to  
a Gartner study, potential customers are on 
average 57% of their way through a purchasing 
process before they have any contact at all with 
a supplier.

This means that both end-investors and 
intermediaries are increasingly educating 
themselves before entering into any  
investment decisions. 

Google has of course been at the forefront of 
this trend towards self-enlightenment, providing 
almost limitless, indexed information about 
practically any topic. And as it has evolved, Google 
has placed ever-greater emphasis on providing 
information that is timely, relevant and genuinely 
useful to the reader. To this end, Google algorithm 
updates have, since at least 2015, placed a 
premium on delivering “quality” content. Which 
raises the question…

https://blog.kurtosys.com/fund-managers-need-go-straight-consumers/
https://www.gartner.com/smarterwithgartner/power-challenger-sales-model/
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What is quality content? 
Broadly speaking, previous guides to search-engine optimisation (SEO) 
emphasised time-honoured tactics such as keywords, backlinks and alt text 
on pictures. These tactics remain important, but they have evolved. Whereas 
once it would have been sufficient to focus primarily on keywords or enlist 
an SEO specialist to generate high volumes of backlinks to your site, Google 
not unreasonably concluded that this wasn’t the best way to ensure it was 
delivering relevant, useful results to its users. 

And this goal – usefulness and relevance to 
consumers – underpins everything Google is trying to 
achieve and, indeed, its entire business model.

So rather than emphasising the importance of 
producing “SEO-friendly” content, Google has pushed 
ever harder to reward “quality”. In its Webmaster 
guidelines, Google defines the basic principles of 
quality content as follows: 

 Make pages primarily for users, not for search 
engines

 Don’t deceive your users

 Avoid tricks intended to improve search  
engine rankings

 Think about what makes your website unique, 
valuable, or engaging. 

As ever, Google avoids spelling out precisely how to 
rank highly in its results. But in an excellent follow-on 
piece, Kathryn Aragon at Crazy Egg looked to flesh 
out how “quality” can be achieved. Key attributes she 
lists are:

 It provides real answers to real people’s questions

 It differentiates you and offers value to customers

 It instils trust, so it gets quoted, linked to  
and shared

 It speaks the language of your audience

 It isn’t primarily used to promote products

This fifth point may be somewhat jarring to sales 
people. After all, what is the point of marketing 
material if not to drive sales? But this apparent 
contradiction goes to the heart of what Google 
defines as quality: content made not for search 
engines – or for sales people – but for users. And if we 
recall, most buyers aren’t ready to consider specific 
purchases until they have progressed a fair way 
through the customer journey. For those people, real 
value comes not through product promotions, but 
through an opportunity to learn and gain value.

https://sites.google.com/site/net205apples/google-business-model
https://support.google.com/webmasters/answer/35769?hl=en#3
https://www.crazyegg.com/blog/what-is-high-quality-content/
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Finding quality in investment 
marketing 
All of which sounds nice in theory, but how does this translate in practice 
in our industry? To find out, we analysed the questions people are asking 
about asset management and the investment industry, so we could see 
which content was being highly rated by Google.

First of all, helped by Wordstream, we compiled a 
list of nine of the most prominent keyword phrases 
in wealth management: ethical investment, invest 
money, active vs passive investing, pension fund, 
investing lump sum, investing for income, investing 
for retirement, unit trust and pension drawdown. 

Hargreaves Lansdown

Aviva

Virgin Money

Vanguard

Standard Life

Schroders

Prudential 

Rathbones

Morgan Stanley 

Hartford Funds

Scottish Widows

We then fed those keywords into Answer the Public, 
which generates lists of the most commonly asked 
questions on Google. For a search term such as 
“pension drawdown”, those questions could range 
from “when can I draw down my pension?” to “which 
pension companies allow pension drawdown?”

Most common Google inquiries including 
the search term “pension fund”

Source: Answer the Public

https://www.wordstream.com/keywords?cid=Paid_GGL_Search_Keywords_KWTool_KWT&gclid=EAIaIQobChMIot-4wf_V2wIVAUPTCh0Ykg0vEAAYASAAEgKrD_D_BwE
https://answerthepublic.com/
www.answerthepublic.com
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After weeding out duplicate inquiries, and 
questions with specific mention of a product, 
company or place (eg, “where should I invest in 
Canada?”), we fed the remaining questions – 323 in 
total – back into Google, using incognito mode to 
rid the searches of bias.

We then compiled a list of all the organic hits (ie, 
excluding ads) from asset or wealth managers 
that appeared on page 1 of Google results for 
a given question. As a point of comparison, we 

also included results from investment service 
Hargreaves Lansdown, which is squarely in the 
wealth-management business but as a middle-
man for stocks and investment vehicles rather than 
a seller of its own investment products.

The top 10 companies (11 in total, as the bottom 
three companies were joint eighth) whose content 
generated the most page 1 hits on Google were  
as follows:
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The table below shows how the companies ranked for each of the keywords. To break it down a bit further, in 
each of the boxes below, the words in the top left are the search term, while the number immediately below 
refers to the total number of popular questions being asked on Google that include that term (according to 
Answer the Public).  The list underneath shows how many page 1 hits each company achieved across all the 
questions in that category. So, “pension fund” generated a total of 73 questions on Answer The Public. When 
those 73 questions were fed back into Google, Aviva web pages generated a total of 17 page 1 hits, while 
Hargreaves Lansdown achieved nine, and so on.

Of the companies we analysed, Hargreaves Lansdown and Aviva were by some distance the most successful 
in gaining page 1 hits on Google. Though both companies had a reasonable spread across the keywords 
(Hargreaves Lansdown seeing results in six categories, and Aviva in five), they had areas where they enjoyed 
particular success. Specifically, Hargreaves Lansdown and Aviva respectively generated 26 and 28 page 1 hits 
around the keyword “pension drawdown”, while Aviva garnered a further 17 in questions about “pension fund”.

Search term: 

Pension fund

Company  No of page 1 hits
Aviva  17
Hargreaves Lansdown 9 
Standard Life  8 
Prudential  4 
Virgin Money  2
Schroders 1

Google questions including  
“pension fund” 73

Search term: 

Unit trust

Company  No of page 1 hits
Virgin Money  20
Schroders  9
Aviva 3 
Prudential  3  
Standard Life 2   
Hargreaves Lansdown 1 
Scottish Widows  1

Google questions including  
“unit trust” 68

Search term: 

Invest money

Company  No of page 1 hits  
Hargreaves Lansdown 9 
Vanguard 1

Google questions including  
“invest money” 54

Search term: 

Pension drawdown

Company  No of page 1 hits
Aviva  28
Hargreaves Lansdown 26 
Scottish Widows 4
Standard Life  4 
Prudential  3 

Google questions including  
“pension drawdown” 48

Search term: 

Investing lump sum

Company  No of page 1 hits
Scottish Widows 3
Vanguard 3
Hargreaves Lansdown 2
Aviva  1 

Google questions  
including “investing lump sum” 31

Search term: 

Ethical investment

Company  No of page 1 hits  
Hargreaves Lansdown 3 
Rathbones 2
Standard Life 1

Google questions including  
“ethical investment” 17

Search term: 

Investing for  
retirement

Company  No of page 1 hits
Vanguard 8
Aviva 1

Google questions including  
“investing for retirement” 15

Search term: 

Active vs passive  
investment

Company  No of page 1 hits
Hartford funds 6 
Morgan Stanley 6
Rathbones 5
Vanguard 5 
Schroders   1 

Google questions including  
“active vs passive investment” 14

Search term: 

Investing for  
income

Google questions including  
“investing for income” 3
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But what we really wanted to know was, what was 
it about these companies’ content that chimed with 
Google’s standards? And did this provide support for 
the idea that “quality” is what drives better results for 
investment marketers?

To assess this, we looked at the most successful 
individual pages in our results and measured them 
against each of the five criteria listed above. Though 

no measure is perfect, the way we gauged “success” 
was the number of times an individual URL showed 
up in different searches. (For instance, as the table 
below shows, with the keyword “invest money”, 
Hargreaves Lansdown had a single URL show up on 
page 1 of nine different questions.) 

By this measure, these were the most successful 
pages in our survey:

Next, we wanted to assess whether these pages had met Google’s apparent standards for “quality” 
content. If we recall, these are as follows: 

 It provides real answers to real people’s questions

 It differentiates you and offers value to customers

 It instils trust, so it gets quoted, linked to and shared

 It speaks the language of your audience

 It isn’t primarily used to promote products

 

Aviva

https://www.aviva.co.uk/
retirement/pensions/
income-drawdown/

Keyword: 
Pensions 
drawdown

Hits

21

 

Virgin

https://uk.virginmoney.
com/virgin/unit-trusts/

Keyword: 
Unit trust

Hits

18

 

Hargreaves 
Lansdown

http://www.hl.co.uk/
pensions/drawdown/how-
does-it-work

Keyword: 
Pensions 
drawdown

Hits

17

 

http://www.hl.co.uk/
beginners-guides/invest-
stock-market-shares

Keyword: 
Invest money

Hits

9

 

Schroders

http://www.schroders.com/
en/uk/private-investor/
insights/investment-trusts/
investment-trust-or-unit-
trust--more-than-a-simple-
open-or-shut-case/

Keyword: 
Unit trust

Hits

7

 

Morgan Stanley

https://www.
morganstanley.com/access/
active-vs-passive-investing

Keyword: 
Passive vs 
active investing

Hits

6

Hargreaves 
Lansdown

https://www.aviva.co.uk/retirement/pensions/income-drawdown/
https://www.aviva.co.uk/retirement/pensions/income-drawdown/
https://www.aviva.co.uk/retirement/pensions/income-drawdown/
https://uk.virginmoney.com/virgin/unit-trusts/
https://uk.virginmoney.com/virgin/unit-trusts/
http://www.hl.co.uk/pensions/drawdown/how-does-it-work
http://www.hl.co.uk/pensions/drawdown/how-does-it-work
http://www.hl.co.uk/pensions/drawdown/how-does-it-work
http://www.hl.co.uk/beginners-guides/invest-stock-market-shares
http://www.hl.co.uk/beginners-guides/invest-stock-market-shares
http://www.hl.co.uk/beginners-guides/invest-stock-market-shares
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
http://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
https://www.morganstanley.com/access/active-vs-passive-investing
https://www.morganstanley.com/access/active-vs-passive-investing
https://www.morganstanley.com/access/active-vs-passive-investing


8

As this study’s whole method is based on questions 
real people are asking via Google, we can assert 
that all of this content offers “quality” according to 
criteria #1. 

For criteria #2, we looked at how dominant a 
company was within the given keyword. Our 
thinking here was that if a company has a 
dominant position for a particular keyword, 
that company has prioritised that area as a 
differentiating factor.

For criteria #3, we gauged “trust” by measuring 
the credibility of individual web pages and the site 
(or domain) where they live. To do this, we fed the 
page URLs through leading SEO checker  
ahrefs.com, which monitors backlinks to given web 
pages and their domains, and apportions a score 
based on the backlinks’ volume and credibility. 

We used two ahrefs measures: the URL rating 
(UR), which measures the backlink profile of the 
individual page, and the domain rating (DR), which 
rates the backlink profile for the whole site. (A 
backlink profile is an aggregate score involving both 
the volume and quality of backlinks.)

For criteria #4, we fed the text on the page through 
readable.io, one of the most popular online 
readability tools. Readable.io provides various 
measures of a text’s readability, so we decided to 
use one of the best known, the Flesch-Kincaid 
Grade Level (FKGL), which basically measures 
what level of education someone needs to be able 
to understand a given piece of text. Readable.io 
created the following graph to illustrate what the 
FKGL scores mean:

For criteria #5, we employed a more subjective call by looking at how much space on each URL was 
devoted to selling the company’s products.

0 2 4 6 8 10 12 14 16 18

Ernest Hemingway

Stephanie Myer

Stephen King

New York Times

Typical law

Times of India

Grade 8 or below means your content will be readable by at least 80% of Americans.

https://ahrefs.com/
https://readable.io/
https://readable.io/blog/the-flesch-reading-ease-and-flesch-kincaid-grade-level/
https://readable.io/blog/the-flesch-reading-ease-and-flesch-kincaid-grade-level/
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The metrics of quality content
Aviva
At the top of the list was Aviva’s page on pension income drawdown:

Our results showed that Aviva achieved 28 hits for 
questions based on “pensions drawdown”, making 
it the most successful company for that particular 
keyword. Incidentally, Aviva also got the most hits 
for “pension fund” (17 in total), suggesting that 
Aviva is successfully carving out a niche for itself 
online with pension-related content aimed at 
everyday investors.

For backlink rating, we found that the domain 
rating (DR) was much higher than the individual 
URL rating (UR) (80 vs 12). This pattern was 
repeated across all the most popular URLs; we will 
return to this point later.

The FKGL for this page was 7.1, making it safely 
accessible for a broad audience. And as for 
promoting its own products, the Aviva page is quite 
restrained, interspersing informational content 
with a few links on how to get started on a pension 
drawdown plan with Aviva, or how to transfer a 
plan from a different provider. 

An overall look at the Aviva page shows that it 
clearly answers relevant questions in an easily 
digestible, well-presented and broadly impartial 
manner. Whether or not readers end up using 
Aviva products, they could gain a useful, top-
level introduction to the issues around pension 
drawdowns from this page.

https://www.aviva.co.uk/retirement/using-your-pension-money/income-drawdown/
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Virgin Money
Second on our list was Virgin Money’s primer on unit trusts:

With 20 hits for questions based on “unit trust”, 
Virgin Money was by some measure the most 
successful company for this search term – while 
scarcely ranking for any other search terms at all. 
This suggests a conscious decision on Virgin’s part to 
focus on this business area, or on an area currently 
lacking informative online content, or both. 

The page registered a UR and DR of 17 and 72, 
respectively, while its FKGL of 4.6 made it the most 
easily readable page among all our top rankers. 

In contrast with the Aviva page, the unit trust post 
does devote a sizeable chunk of the space to Virgin 
funds. However, this section is very simply laid out, 
with relevant information. Importantly, it is also 
preceded by a series of highly pertinent questions 
(what is a unit trust? What is a fund? What are 
gilts?) answered in concise, accessible English. 

https://uk.virginmoney.com/virgin/unit-trusts/
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Hargreaves Lansdown
Hargreaves Lansdown occupied the third and fourth slots, with posts related to “pension drawdown” and 
“invest money”, respectively. 

Hargreaves Lansdown’s 26 hits for “pension 
drawdown” put it second only to Aviva. Also, 
Hargreaves’ nine page 1 hits for questions about 
“invest money” made it the top-ranking company 
for that term. 

Hargreaves Lansdown’s pension drawdown page 
respectively registered a UR and DR of 21 and 71, 
with corresponding figures of 14 and 71 for the 
“invest money” page. Interestingly, the two pages 
registered notably different FKGLs, with the “invest 

money” page coming in at a far more readable 6.8, 
despite its greater length and broader range of 
areas covered.

Both Hargreaves Lansdown pages give very low 
prominence to the company’s own services, 
with in-text promotion on each restricted to a 
downloadable guide and a couple of links. Both 
pages appear to be primarily focused on providing 
clear, easily understood information on potentially 
challenging topics. 

https://www.hl.co.uk/pensions/drawdown/how-does-it-work
https://www.hl.co.uk/beginners-guides/invest-stock-market-shares


12

Schroders
Next up was Schroders’ page related to “unit trust” questions, which generated seven hits: 

Schroders’ nine page 1 hits overall for “unit trust” 
put it in second place for the term, behind Virgin 
Money. Though this represents Schroders’ biggest 
success in our study, it is difficult, given the modest 
number of hits overall, to draw conclusions on 
whether “unit trust” is intended as a point of 
differentiation for the company.

Keeping with the other pages on our list, Schroders’ 
unit trust page had a considerably lower backlink 
score (13) than the overall domain did (76). At 9.6, 
its FKGL was nearer the top end of our list, which 

is a possible cause for concern given that the 
information in this piece – an explanation of unit 
and investment trusts and the differences between 
them – is aimed squarely at retail investors.

In terms of product push, the Schroders’ page has 
an extremely light touch, mentioning no products 
or services at all until the last line of the piece. To 
a reader landing on Schroders’ site for the first 
time, the page could certainly come across as an 
impartial, expert voice, rather than a product or 
service push.

https://www.schroders.com/en/uk/private-investor/insights/investment-trusts/investment-trust-or-unit-trust--more-than-a-simple-open-or-shut-case/
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Morgan Stanley
Finally, we had Morgan Stanley’s page on active vs passive investing, which generated six page 1 hits.

While Morgan Stanley was one of a handful of 
companies to register page 1 hits for “active vs 
passive investing”, this page – with six page 1 hits – 
was the single most successful.

Morgan Stanley registered a UR and DR of 12 and 83, 
respectively, meaning the bank enjoys the highest 
domain authority among all the companies we 
looked at. But at 12.1, Morgan Stanley also had the 
most challenging text to read, something Readable.
io partially attributed to the high percentage of long 
sentences (ie, more than 30 syllables).

Also exceptionally, bar a single reference to Morgan 
Stanley’s name, the bank’s post makes no mention 
at all of its services or products. Only right at the 
end of the page, in a footer, is there an offer to 
“learn more” about investing in “what matters to 
you”. In providing an expert view on a matter closely 
related to investment, Morgan Stanley studiously 
avoids any product push at all.

https://www.morganstanley.com/access/active-vs-passive-investing
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Lessons learned
Clearly, these pages represent only a tiny fraction of Google’s search results, 
and it is difficult to draw too many firm conclusions from individual page 
analyses. Nonetheless, these pages will not have arrived on page 1 of their 
respective Google searches by accident. So given what we’ve observed 
above, what useful lessons can we learn?

1. Domain authority matters. A lot.
Despite appearing on page 1 of their respective 
search questions, none of our top six pages scored 
an individual URL ranking of higher than 12. At the 
same time, all of their domain rankings exceeded 
70. What does this mean? For sites that already 
have powerful domain authority – as you would 
expect such well-known companies to have – the 
backlink ranking of an individual page isn’t a crucial 
factor in SEO efforts. But if you work for a smaller, 
lesser-known, or very new company, gaining 
credibility for both individual pages and the overall 
domain – using strong, credible backlinks – will be 
an essential part of moving up the Google rankings.

2. Successful pages can be promotional – if it’s 
done discreetly
None of our pages, with the arguable exception 
of Morgan Stanley, completely eschewed self-
promotion. Though the degree of promotion varied 
from page to page, very few readers – if they arrived 
on the page cold from a Google search – could 
be left in much doubt as to the purpose of the 
company providing the information.

Crucially, though, very few readers would come 
away from these pages thinking they had been 
duped into visiting an out-and-out sales pitch. All of 
these pages provided “real answers to real people’s 
questions”, often going into considerable detail but 
using clear, user-friendly layouts and accessible, 
jargon-free language. By prioritising genuine 
expertise and value, and providing only subtle cues 
for products and services, these pages worked hard 
to instil the trust that is so crucial to achieving 
“quality” by Google’s standards.

3. Quality can be a source of differentiation 
Because of Google’s growing emphasis on “quality” 
content, the ability to rank highly in its searches 
signifies so much more than an understanding of 
digital marketing. Rather, it demonstrates that the 
provider of that content is a trusted source for valuable 
information, a priceless trait for a trust-starved sector 
like financial services. So asset managers that rank 
highly on Google can use that as a genuine point of 
differentiation: our quality content shows that we 
speak with credibility and integrity. 
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4. And differentiation can be a source of “quality”
As our results showed, only Hargreaves Lansdown 
and Aviva could make real claim to achieving 
strong Google results across a range of search 
terms. Most asset or wealth managers achieved 
significant results only in one or two search terms, 
if at all, while even Hargreaves and Aviva had 
particular areas where they excelled. From this, we 
can draw two conclusions:

 As with any marketing endeavours (not least 
thought leadership), it can pay to focus your key 
efforts on specific areas, rather than adopting a 
scattergun approach and hoping everything will 
rank highly in Google. Identifying a timely, niche 
area of expertise – as both Aviva and Lansdown 
apparently did with “pensions drawdown” – can 
create a real source of differentiation in a sector 
where that can be devilishly difficult to achieve. 

 There are HUGE gaps in quality content that 
astute investment marketers could fill. To recall, 
based around our nine top search terms, we 
fed a total of 323 questions back into Google. If 
each page 1 yielded, say, eight organic results, 
that’s a total of 2,584 links. Collectively, our top 
10 companies accounted for just 200 or so of 
those, leaving the lion’s share to media outlets, 
consumer sites and blogs. For marketers willing 
to discover and exploit those gaps, it should 
certainly be possible to generate a strong 
presence with quality content.

5. “Quality” counts
Although there is no guaranteed recipe for success 
for individual pieces, our research shows that 
quality – as Google broadly defines it – is indeed the 
litmus test for achieving success in Google rankings. 
Providing real answers to real questions is self-
evidently valuable in Google searches, while gaining 
the trust of potential readers (through the use of 
clear, accessible language and avoiding overtly 
explicit product push) separates the top-ranking 
content from the sea of self-promotional, jargon-
heavy prose. 

Basically, if your goal is to heighten your online 
presence and authority, “quality” is the only feasible, 
sustainable option. Fortunately, in an age of 
content marketing, this is equally true for broader 
marketing efforts. Remember the standards for 
quality content? 

 Provides real answers to real people’s questions

 Differentiates you and offers value to customers

 Instils trust, so it gets quoted and shared

 Speaks the language of your audience

 Isn’t primarily used to promote products

Whether or not our primary aim is success in 
Google rankings, those are what we all should be 
aiming for.

http://www.copylab.co.uk/industry-tips/thought-leadership-in-asset-management/
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