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F SEO for Banks

In today’s search-driven world, reputation alone no longer guarantees growth for regional and
community banks. Your institution is now competing on two fronts:

« National banking giants investing billions into brand dominance, mobile-first platforms, and
omnichannel marketing.

« Fintech disruptors winning younger, digitally native customers with sleek apps and fast
onboarding.

Consider the competitive landscape: JPMorgan Chase spent nearly $5 billion on marketing in 2024 alone.
KPMG reports' over 90% of banks are increasing investment in data-driven personalization and marketing.
The pressure to keep up, and stand out, has never been greater.

But here’s the opportunity: unlike national players chasing broad audiences, your advantage is
local dominance. You have:

+ Physical presence in the communities you serve.
« Deep customer relationships and brand trust built over decades.
- The agility to target your exact service area with tailored content and campaigns.

When combined with a modern local SEO strategy, precisely targeted Google Ads, and a tech-
nically sound website, these strengths will have you:

« Appear exactly where high-intent customers are searching.
«  Outrank competitors for location-specific and service-specific queries.

+ Drive measurable growth in account openings, loan applications, and in-branch visits.

This guide will walk you through 8 Local SEO strategies, 6 Google Ads tactics, and Technical SEO tips proven
to help you capture market share in an ultra-competitive search environment, without billion-dollar bud-
gets.

'KPMG 2025 Banking Survey: Technology, 2024 CSBS Annual Survey of Community Banks.

SEO is the foundation of digital visibility. It builds the authority, structure, and local
relevance that allow your institution to appear in the right searches, in the right places,
at the right time. Without it, even the most sophisticated paid campaigns and Al search
opportunities struggle to produce results.

Al Optimization (AIO) is the emerging next layer. It is the art of ensuring your content is understood,

trusted, and cited by Al-driven search tools like ChatGPT, Google Gemini, and Grok. While AlO is gain-
ing attention, it does not replace SEO; rather, it leverages strong SEO fundamentals to expand your
visibility into new channels. In practical terms, you can have SEO without AlO, but you cannot have
effective AlO without SEO.

Visit finpactmedia.com
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1. Optimize Every Branch’'s Google
Business Profile (GBP)

Your Google Business Profile is the single most important piece of real estate in local search
and Google Maps. For many prospective customers, it's the first thing they see when they
search for your bank or a financial product in their area. If it's incomplete, outdated, or incon-
sistent, youre leaving room for competitors to take your place in the map results and in the
customer’s mind. Optimizing your GBP is one of the key steps to improve your chances of ap- Inconsistent name, address,
pearing prominently in Google’s Map Pack, reaching high intent targets when they need your and phone details across

service the most.

Common Pitfalls

directories.

Action Steps

1. Claim and verify each branch profile so you have full control over
how your bank appears in Google Search and Maps.

2. Fill out every available field; from branch hours and services
to categories and accessibility features, using language
that’s accurate, compliant, and customer friendly.

Forgetting to update hours
for holidays or unexpected

3. Refresh your photos regularly with high-quality images of your branch closures.

exterior, interior, and team to keep your profile active and appealing.

4. Post updates on Google about rate specials, community events, or
educational content, ensuring each post passes compliance review.

5. Add structured data (schema) to your branch web pages so Google and Al search

tools like ChatGPT or Gemini can easily match your website to your profile. )
Keyword stuffing the business

6. Track profile activity, calls, clicks, and direction requests, to . .
name, which can result in

measure how GBP is driving customer engagement.

penalties.
<
111
E.g. A multi-branch Midwest bank builds a consistent GBP presence across all locations, Not answering customer
adds fresh images every quarter, and posts compliance-approved updates weekly. Over questions posted in the GBP
time, the bank begins consistently appearing in the top three map results for its priority Q&A section

local searches.

5 Visit finpactmedia.com Visit finpactmedia.com
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SEO for Banks

Build Location-Specific Pages That
onvert

When someone searches for“mortgage lender near me” or“business banking in [City],” Google is more likely
to show a page that’s clearly relevant to that location. A dedicated page for each branch tells both custom-

ers and search engines that your bank is active and invested in that community, making it easier to rank

high

er and convert local traffic into real business.

Action Steps

1.

Create a dedicated page for each branch with unique
information. Not just a copy-paste from other locations.

Include local details like branch manager bios, photos of
the team, and community involvement highlights.

Embed a Google Map so customers can easily find you
and Google can confirm your location.

Feature branch-specific testimonials that have been cleared through
compliance, providing social proof from local customers.

Link directly to key products relevant in that market (e.g., mortgages
in growing suburbs, business banking in commercial districts).

Ensure mobile-friendliness and technical page optimization so the
page loads quickly and is easy to navigate on a phone.

Set up event tracking to measure calls, form fills, and appointments coming from each page.

S
111

E.g. A New England community bank, aiming to increase local retail business, builds
unique pages for each of its 14 branches, highlighting local staff, photos, and commu-
nity programs. These pages become highly visible in local searches and begin driving
more inquiries from customers in each branch’s immediate area.

Visit finpactmedia.com
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Common
Pitfalls

Reusing the
same generic
copy across all
branch pages.

Not optimizing
the page for
mobile devices.

Hiding the page
deep on the
website instead
of linking it
from the main
navigation.

Visit finpactmedia.com
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SEO for Banks

3. Manage and Leverage
Reviews Strategically

Online reviews are now a major trust signal for both customers and
search engines. In banking, where decisions carry high financial stakes,
a strong, well-managed review profile can make the difference be-

A Practical Guide for Regional and Community Banks

Common Pitfalls

tween being considered or overlooked. Reviews also directly influence Only requesting Posting fake Ignoring
where your bank appears in local search results and whether customers ) or incentivized recurring themes
choose you over a competitor. reviews : . . ;
o el reviews, risking in negative
Action Stebs S ETETE public trust and reviews, allowing
P which may raise penalties. problems to
: ersist.
1. Implement an automated process for requesting compliance P
reviews after key customer interactions, such concerns.

as loan closings or account openings.

2. Respond to every review, positive or negative, within
48 hours, following a compliance-approved script.

3. Track and analyze review sentiment over
time to identify patterns that may indicate
operational issues or strengths.

4. Highlight positive reviews (with customer permission)

on your website, social media, or marketing materials. “Excellent service and

attention to detail. | feel
valued as a customer.”

“The team at the branch
was very helpful and
made the process easy
for me.”

5. Coordinate with compliance to ensure all responses
avoid unverified claims or prohibited language.

Verified Customer

Verified Customer _
A. Johnson Springfield, MA

Permission on file

e
111

J. Martinez Checking Account

E.g. A Southeastern regional bank, looking to increase
customer satisfaction, sets up an automated post-ser-
vice review request system and develops approved
response protocols. Within months, its average Goo-
gle rating improves, and search visibility increases for
competitive local queries.

Visit finpactmedia.com

Visit finpactmedia.com
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4. Publish Locally Relevant,
Search-Optimized Content

Customers want financial partners who understand their community.
Locally focused content, whether educational, informative, or commu-
nity-oriented, builds credibility and positions your bank as the go-to
authority for local financial needs. It also increases your chances of
ranking for valuable long-tail keywords specific to your market.

Common Pitfalls

Using generic, syndicated
articles that don't reflect your

Action Steps market.

1. Develop a content calendar that includes local guides,
financial education, and coverage of community initiatives.

2. Write for specific audiences. For example, first-time
homebuyers in your city, small business owners in a certain

o i : . Failing to update older
district, rather than generic, one-size-fits-all topics. 9 P

content, leading to outdated

3. Use natural local keywords in headlines, subheadings, R Gl

and metadata to signal relevance to search engines.

4. Incorporate FAQ sections to answer common

customer questions and improve your chances

of appearing in Al-driven search results.
5. Distribute content through email newsletters, social

media, and local partnerships to increase reach. Ignoring SEO best practices
when formatting and
publishing posts.

<
111

E.g. A Colorado community bank, trying to increase its mort-
gage portfolio, publishes a “First-Time Homebuyer’s Guide to
Boulder County” that addresses local housing market condi-
tions, closing costs, and available programs. The guide attracts
steady search traffic from prospective buyers in the region and
generates new mortgage inquiries.

Visit finpactmedia.com Visit finpactmedia.com
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5. Secure Local Backlinks
and Partnerships

Links from respected local organizations are among the strongest sig-
nals to search engines that your bank is relevant and authoritative in its
market. Backlinks from industry publishers, community events, or local
media not only improve rankings but also strengthen brand credibility
with your target audience.

Common Pitfalls

Paying for low-quality or
irrelevant links, which can
harm search rankings.

Action Steps

1. Identify potential partners such as local organizations,
schools, and industry associations in your area.

2. Sponsor local events and request a backlink from the

event’s website as part of the sponsorship package. Not monitoring partner

3. Contribute expert articles to local media websites to ensure backlinks
outlets or business blogs, Ilr\klng back iy
to relevant pages on your site.

4. Join local business directories and verify your
profile information is accurate and consistent.

5. Audit your backlink profile quarterly to ensure
links are active, relevant, and high-quality.
Overlooking easy wins
with existing community

partnerships.

e
111

E.g. A Pacific Northwest credit union, trying to build its
local business banking portfolio, sponsors an annual
small business expo and contributes a thought leader-
ship article to the local business journal. The resulting
backlinks help strengthen the site’s authority and im-

Visit finpactmedia.com Visit finpactmedia.com
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6. Launch User-Generated
Content Campaigns

User-generated content (UGC) showcases authentic customer experiences,
helping your bank appear more approachable and community-focused. It also
signals activity and relevance to search engines, which prefer fresh, original con-
tent.

Action Steps

1. Create a branded campaign hashtag and promote it in
branches, on receipts, and across social channels.

2. Encourage customers to share stories or photos about
their banking experiences. For example, buying a first
home or starting a business with your financing.

3. Feature select submissions on your website and social
media, ensuring written permissions are obtained.

4. Use structured data markup to label UGC where
appropriate, increasing its visibility in search.

5. Moderate all submissions for compliance, accuracy,
and appropriateness before publication.

<
111

E.g. A Texas community bank, building local brand awareness,
launches a “Bank Local Stories” campaign, inviting customers to
share how the bank supported their financial milestones. Fea-
tured stories are shared online and in-branch, boosting brand
engagement and increasing local awareness.

Visit finpactmedia.com
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Common Pitfalls

Publishing customer content
without formal consent.

Failing to review and approve
submissions for compliance.

Running contests or giveaways
without legal oversight.

Visit finpactmedia.com
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/. Track, Analyze, and Refine
Local SEO Performance

Without measurement, it's impossible to know what’s working. Tracking per-
formance ensures your bank can identify high-value activities, double down on
successful tactics, and phase out those with low impact. In turn, optimizing your
marketing spend and ROI.

Action Steps

1. Set up Google Analytics 4 and Google Search
Console to monitor traffic sources, keyword
rankings, and customer behaviors.

2. Tag campaigns with UTMs so you can attribute
conversions to specific marketing activities.

3. Track branch-level metrics like calls, direction requests,
and form fills to see which locations are performing best.

4. Use heatmaps and click tracking to identify
how customers interact with key pages.

5. Review data monthly and adjust strategies
based on trends and ROI potential.

ﬁ Common Pitfalls

E.g. An East Coast regional bank regularly reviews keyword per-
formance data and notices high engagement for “auto loans in
[City]” They optimize their auto loan pages accordingly, leading to

improved rankings and more inbound loan applications. SEUETE G Not Making reactive
vanity metrics like segmenting changes
impressions instead data by branch without enough
of conversions or region. performance data.

Visit finpactmedia.com Visit finpactmedia.com 18
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8. Optimize for Al
Overviews and Voice
Search

Al-driven and voice-assisted search are becoming standard for
many consumers, especially on mobile devices. Optimizing for
these formats increases your chances of being the default answer
when someone asks for financial services in your area.

Action Steps

1. Write concise, clear answers to common
customer questions, then expand on those
answers in more detail on your site.

2. Use FAQ sections and schema markup so Al search
tools can easily find and use your content.

3. Incorporate natural, conversational language to
match how people speak in voice searches.

4. Test your content by running voice searches for
your services and adjusting where necessary.

5. Track changes in Al-driven search displays to adapt quickly.

<
111

E.g. A Midwest community bank creates a series of FAQ
pages answering questions like “Where’s the nearest free ATM in
[City]?” and “How do | open a business checking account?” Those
answers begin appearing in voice assistant results, increas-
ing inbound calls.

Visit finpactmedia.com
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Common Pitfalls

Skipping structured data
implementation.

Overcomplicating language so
it doesn’t match voice search
patterns.

Ignoring shifts in how Al results are
displayed.

Visit finpactmedia.com
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Unified Approach: Organic + Paid

Organic Paid reach
visibility

@ Blog article | a

? FAGs (TT) pisplay ad

r——-] YouTube
_" ) video ad

- Q, Contact/Apply

Local SEO lays the foundation for visibility in your community, making it 6 Gcogl e Ad S St rategi es

easier for customers to find you when they need you most. Google Ads
builds on that foundation by giving your bank the ability to appear in front

of the same high-intent audience with precise timing, geographic target-
ing, and tailored messaging. a t O n Ve rt

Together, they create a unified approach: SEO drives long-term organic
growth, while paid search delivers immediate, measurable results. The fol-
lowing six Google Ads strategies are designed to complement your local
SEQ efforts and help maximize your ROl in the markets that matter most.

Visit finpactmedia.com Visit finpactmedia.com 22



https://finpactmedia.com/
https://finpactmedia.com/

SEO for Banks

1. Hyper-Target Your Service
Areas

In banking, geography directly impacts acquisition costs and conver-
sion rates. Google Ads allows you to precisely control where your ads
are shown, ensuring that you're only paying to reach individuals who live,
work, or frequently visit areas your branches can serve. Effective geo-
graphic targeting prevents wasted spend and focuses resources on the
markets most likely to produce new, profitable relationships.

Action Steps

1. Define branch-level service areas and set geographic
targeting in Google Ads for each location individually.

2. Use radius targeting or ZIP codes to reach customers
within a realistic drive time to each branch.

3. Layer in audience segments such as “frequent
travelers”for premium banking or “small business
owners” for commercial services.

4. Schedule ads for peak search times based on when
prospects are most likely to research financial products.

5. Review location reports monthly to identify areas producing
strong results and cut low-performing zones.

e
111

E.g. A multi-branch Midwest bank, optimizing ad spend, configures
each branch’'s campaigns to only target customers within a 10-mile
radius and adds audience filters for high-net-worth individuals. Over
time, ad spend is concentrated on the locations and customer types
producing the best new account activity.

Visit finpactmedia.com
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Common

Pitfalls

Forgetting to
exclude areas
outside your
charter or service
reach.

Over-targeting
so narrowly that
you miss nearby
commuters

or potential
customers.

Failing to regularly

update targeting
as branch service
areas evolve.

Visit finpactmedia.com
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2. Capture Competitor
Brand Traffic

Many prospective customers start their search with a competitor’s
name, especially if they are considering switching banks. Running
ads on competitor brand terms positions your institution as a via-

Common Pitfalls

ble alternative at exactly the right time. (e.g. when dissatisfaction Usin Sending Ignoring rising
@ auiiesliy s iglstic) "n9e competitor traffic costs from
competitor's name t PEtito! o
. ; 0 a generic competitor
Action Steps in your ad copy, ddi
P risking trademark R?mepat_lge rat?er counterbidding.
At an arelevan
1. Identify your top 3-5 local competitors and violations. landing page

research their brand-related search terms.

2. Develop ad copy that focuses on your differentiators.
E.g. better service, local decision-making, or
competitive rates, without using competitor
names in the text (to avoid trademark issues).

3. Send clicks to targeted landing pages . . .
that reinforce your advantages over ( [CﬂmpEtlt{}r] bank Epfll"lgf'lE|d Q J

national or larger regional banks.

4. Monitor performance closely since competitor
campaigns often have higher CPCs.

You Competitor
Ad
P Local decision-making. Competitor official
111 Faster turnaround. site

Work with a neighborhood [—2 | Generic national offer
lender

E.g. A Florida credit union, appealing to local busi-

nesses, runs a targeted campaign for searches con-
taining a national bank’'s name plus “business ac-
counts.” The ads highlight local service and faster
decision-making, leading to more qualified inquiries
from small business owners.

Visit finpactmedia.com Visit finpactmedia.com



https://finpactmedia.com/
https://finpactmedia.com/

SEO for Banks

3. Prioritize High-Intent,
Long-Tail Keywords

Broad terms like “bank” or “savings account” are expen-
sive and competitive, but they’re not always the most prof-
itable. Long-tail keywords, more specific searches that
show clear intent, tend to have higher conversion rates
and lower acquisition costs.

Action Steps

1. Use keyword research tools to identify
searches that signal strong purchase intent,
such as “best mortgage lender in [City]”
or “free business checking near me.”

2. Group keywords by product category
so ad copy and landing pages can be
tailored for maximum relevance.

3. Use match types strategically, e.g. phrase or
exact match for high-intent terms, with negative
keywords to filter out irrelevant traffic.

4. Review search term reports weekly
to discover new profitable keywords
and remove underperformers.

E.g. A California bank shifts ad spend from gener-
ic “home loans” terms to specific searches like “FHA
first-time home loan in [City]” This produces more
pre-qualified leads and lowers cost per funded loan.

Visit finpactmedia.com
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Common
Pitfalls

Only targeting
broad keywords,
wasting budget on
low-intent traffic.

Neglecting
negative keyword
lists, resulting in
irrelevant clicks.

Not refreshing
keyword targeting
regularly as
customer
behavior changes.

Visit finpactmedia.com
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4. Run Time-Sensitive
L ocal Promotions

Banking decisions often align with seasonal or life events (tax
refund season, year-end business planning, or back-to-school
spending.) Running limited time offers with clear expiration
dates creates urgency, encouraging prospects to act before
the opportunity ends.

Action Steps

1. Plan a promotions calendar aligned with both seasonal
cycles and your institution’s growth priorities.

2. Use ad extensions like countdown timers
to highlight urgency in your ad copy.

3. Geo-target campaigns so promotions are only shown
to customers who can take advantage of them.

4. Align offers with branch capabilities to avoid
operational bottlenecks during high-response periods.

5. Evaluate results post-campaign to identify
which time frames produce the best ROI.

S
11

E.g. A Midwest bank runs a spring HELOC promotion
with a 30-day application window, supported by Google
Ads and in-branch signage. The campaign results in in-
creased inquiries during the limited period and helps the
bank meet lending goals for the quarter.

Visit finpactmedia.com
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Common
Pitfalls

Launching
offers without
compliance
review.

Running “limited
time”language
indefinitely, which
can erode trust.

Not aligning ad
scheduling with
actual offer dates.

Visit finpactmedia.com
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5. Deploy Smart
Remarketing

Most website visitors won't convert on their first visit,
especially for financial products that require research
and comparison. Remarketing allows you to re-engage
warm prospects with tailored messaging, keeping your Page view 5till comparing
bank top of mind until they're ready to act.

Common
Pitfalls

®
Showing the Ve
same generic ad
to all remarketing

Action Steps

1. Segment remarketing audiences into

meaningful groups - people who visited audiences.

specific product pages, started applications,

or engaged with branch location pages. : .

999 Pagd Application

2. Craft ad messages that address the

reason they may not have converted,

such as “Still comparing rates?” or “Have )

questions about opening an account?” Oversaturating
3. Set frequency caps to avoid overwhelming al,.ldlences

users with too many impressions. with too many
4. Coordinate with other channels like email IMPressions.

marketing for a multi-touch approach.

Not updating ad

creative regularly
to avoid fatigue.

E.g. A Texas community bank retargets visitors
who explored mortgage rate pages but didn’t
complete an application. The ads invite them to
schedule a free consultation, leading to a mea-
surable increase in completed applications.

Visit finpactmedia.com Visit finpactmedia.com
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©. Integrate Google
Ads with Social Media
Retargeting

Your prospects don't live on a single platform, they move
between search, social, and other channels throughout
their decision-making process. Coordinating Google Ads
with social media retargeting ensures consistent messag-
ing and increases the chances of conversion.

Action Steps

1. Sync remarketing audiences from Google Ads with
platforms like LinkedIn, Facebook, and Instagram.

2. Tailor creative for each platform while keeping
messaging consistent to build familiarity.

3. Use LinkedIn for business banking campaigns
and Facebook/Instagram for consumer products.

4. Monitor multi-touch attribution to see how search
and social ads work together to drive conversions.

E.g. A Northeast community bank retargets visitors

who viewed its small business loan pages with Linke-
din ads highlighting local business success stories.
This coordinated approach results in stronger en-
gagement and more inquiries from business owners.

Visit finpactmedia.com
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Common Pitfalls

Inconsistent messaging across
channels, confusing the audience.

Ignoring compliance requirements
that differ by platform.

Not measuring performance
holistically across all platforms.

Visit finpactmedia.com
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From Google Ads to
Technical SEO

Now that your Google Ads are calibrated to capture demand in your service
areas, our next topic ensures every visit counts: Technical SEO.

35

SEO for Banks

-

Visit finpactmedia.com
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Technical SEO is the foundation that determines whether search engines and Al LLMs can
properly find, understand, and rank your content.

For banks operating in competitive local markets, even the best content and local optimization efforts
will fail if Google and LLMs can't efficiently crawl your site, understand its structure, and deliver it quickly
to users. With financial services sites often containing hundreds of pages across multiple products, loca-
tions, and resources, technical excellence can become the differentiator between appearing prominently

in search results or being buried beneath competitors.

Poor technical SEO can directly impact your bottom line: slow-loading pages lose 53% of
mobile visitors after 3 seconds', while security issues can trigger browser warnings that de-
stroy trust instantly. For compliance-conscious financial institutions, technical SEO also helps
ensure sensitive information is properly handled and that your site maintains the security stan-
dards customers expect from their financial partners.

'Google, Think with Google: New Industry Benchmarks
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Action Steps
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Crawlability & Indexation

«  Verify Google Search Console ownership and fix coverage errors monthly
A Midwestern community bank's JavaScript-heavy branch locator prevented Google

from indexing individual location pages, while synchronous rate widgets caused Core
Web Vitals failures. After server-rendering branch pages with static NAP data, defer-
ring third-party scripts, converting images to WebP, and implementing proper Local-
Business schema, they achieved: passing CWV scores across all templates, reliable

« Enforce HTTPS and single domain version (www/non-www) via 301 redirects
« Maintain clean XML sitemaps (main/branches/blog) and resubmit post-releases

« Configure robots.txt to block internal search, staging, and parameters—never JS/CSS or

branch pages

Implement self-referencing canonicals and noindex thin/utility pages

Site Speed & Core Web Vitals

Achieve "Pass" scores on LCP, CLS, INP for all key templates (home/product/branch/cal-

culator)
Deploy WebP/AVIF images with lazy-loading and defer non-critical scripts
Inline critical CSS, preload fonts, use CDN caching with Brotli compression

Limit heavy widgets on initial page load, especially rate/geo tools

Map Pack visibility for branches, and increased organic application conversions.

Common Pitfalls

Over-blocking

Loading analytics/

Letting staging

Publishing

robqts.txt chat/rate widgets environments critical product
Infrastructure & Architecture (a.CC|den.taIIy synchronously, get indexed via information only
disallowing/ failing Core Web misconfigured as PDFs with thin

Structure clear content silos (Personal/Business/Resources) with readable URLs
Ensure branch locator outputs crawlable HTML pages, not JavaScript-only modals

Implement proper breadcrumbs with schema markup

locations/ or
critical assets)

Vitals

robots directives

HTML pages

Hiding branch Misusing Creating Treating mobile
« Create robust internal linking between products, branches, and resources content behind Review schema duplicate performance
. JavaScript- in ways that branch URLs via as secondary
Structured Data Implementat'on only locators violate financial parameters, case when over 50%
« Deploy Organization/BankOrCreditUnion schema sitewide with proper sameAs links _that bIO.Ck Somplares ser?sf|t|V|ty, or of mterpet Hsage
indexation trailing slashes worldwide came

Add LocalBusiness schema to branch pages with complete NAP, hours, geo data
Include FinancialService and FAQPage schemas on relevant product pages

Server-render critical calculator and rate content to avoid crawl issues

Monitoring & Maintenance
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Monthly: Review GSC Coverage, Core Web Vitals, crawl stats, 404/500 errors
Quarterly: Conduct log file analysis to identify crawl waste and parameter loops

Maintain deployment checklist to prevent CWV regression during updates
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"Google, Think with Google: Mobile Trends in this Mobile World
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from mobile!
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F SEO for Banks

The strategies in this guide give you a proven
framework to:

+  Secure dominant visibility in local search and Al-driven results.

« Capture high-intent prospects at the exact moment they're ready to act.

+  Build trust through authentic, localized content and community engagement.

« Allocate marketing dollars more efficiently, reducing waste and maximizing ROI.

But here’s the reality: executing these strategies well requires more than a checklist. It de-
mands specialized tools, expert knowledge, ongoing optimization, and strict compliance over-

sight. This isn't work that can be delegated as a side task, it's a core growth initiative that, if
done right, will directly impact deposits, loans, and long-term customer relationships.

At Finpact Media, we partner with regional and community banks to design and exe-
cute these strategies end-to-end. We manage the technical details, monitor perfor-
mance, and refine campaigns so your institution stays visible, competitive, and rele-
vant in a rapidly changing marketplace.

Contact Us Today

See exactly how your bank stacks up in local visibility and where your biggest quick-
win opportunities lie.

info@finpactmedia.com 1-312-634-6335 finpactmedia.com/contact
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Glossary

Definitions for terms used in this brochure.

Al OVERVIEWS — Google’s Al-generated
summaries of a topic; can surface brands/
pages as cited sources.

AIO (Al OPTIMIZATION) — Structuring site/
content so Al systems (e.g., ChatGPT, Gemini,
Grok) correctly understand and may reference
your brand.

ANALYTICS (GOOGLE ANALYTICS) —
Measurement platform for trafficc, behavior,
and conversion tracking.

BACKLINKS — Links from other sites to yours;
support authority and rankings.

CORE WEB VITALS (CWV) — User-experience
metrics Google uses for page quality (see
LCP, CLS, INP).

CPC (COST PER CLICK) — Average cost paid
for each ad click.

CRO (CONVERSION RATE OPTIMIZATION)
— Improving pages and funnels to increase
the % of visitors who take a desired action.

GOOGLE ADS — Google’s paid advertising
platform (search/display) for demand capture
and remarketing.

GOOGLE BUSINESS PROFILE (GBP) — Your
bank/branch listing in Google; drives Maps
and local visibility.

GOOGLE SEARCH CONSOLE (GSQ)
— Google’s tool for monitoring search
performance, indexing, and site issues.

INP (INTERACTION TO NEXT PAINT) — CWV
metric for responsiveness (user interaction
latency).

LANDING PAGE — A focused page designed
to convert ad/search visitors.

Visit finpactmedia.com

LCP  (LARGEST  CONTENTFUL  PAINT) —
CWV metric indicating how quickly the main
content appears.

LLM  (LARGE LANGUAGE MODEL) — Al
systems that generate text/answers; impact
brand discoverability in Al surfaces.

LOCAL SEO — Optimizing to rank in local/
Maps results for nearby searchers.

MAP PACK — The set of local listings with
a map shown for location-based queries in
Google.

NAP (NAME, ADDRESS, PHONE) — Your
business identity details; must be consistent
across listings.

REMARKETING — Showing ads to people
who previously visited or engaged with your
site or profiles.

RETARGETING — Often used interchangeably
with remarketing; ads that re-engage prior
visitors.

ROBOTS.TXT — File that tells search engines
which URLs can/can’t be crawled.

SCHEMA MARKUP — Code that helps
search engines understand your content and
enhance results.

SITEMAP — XML file listing important site
URLs to aid discovery and indexing.

STRUCTURED DATA —  Machine-readable
annotations (including schema) that clarify
page meaning.

UTM (UTM PARAMETERS) — URL tags (eg.
utm_source, utm_medium) used to attribute
traffic and campaigns.

40


https://finpactmedia.com/
https://finpactmedia.com/

? Finpact Media




	8 Local SEO Strategies That Put Your Bank on the Map
	Optimize Every Branch’s Google Business Profile (GBP)
	Build Location-Specific Pages That Convert
	Manage and Leverage Reviews Strategically
	Publish Locally Relevant, Search-Optimized Content
	Secure Local Backlinks and Partnerships
	Launch User-Generated Content Campaigns
	Track, Analyze, and Refine Local SEO Performance
	Optimize for AI Overviews and Voice Search

	6 Google Ads Strategies That Convert 
	Hyper-Target Your Service Areas
	Capture Competitor Brand Traffic
	Prioritize High-Intent, Long-Tail Keywords
	Run Time-Sensitive Local Promotions
	Deploy Smart Remarketing
	Integrate Google Ads with Social Media Retargeting


	Button 1: 


