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About CanadaHelps

Vision:
We envision a society in which all Canadians are 
committed to giving and participating in the charitable 
sector, and in which all charities, regardless of size, 
have the capacity to increase their impact.

Mission:
To inform, inspire, and connect donors and 
charities, and to democratize access to effective 
technology and education in the charitable sector.

For charities, CanadaHelps.org builds effective and affordable fundraising technology, and provides 
free training and education so that all charities, regardless of size, have the capacity to increase their 
impact and succeed in the digital age. 

For Canadians, Canadahelps.org is a convenient, safe and trusted, one stop destination for donating 
to (once, monthly, or gifts of securities), fundraising for, or learning about any charity in Canada. 
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Trouble hearing us?

• Turn up your computer’s volume.

• Click Sound Check under Audio in 
your GoToWebinar Panel.

• Select the speaker tab and then 
turn the volume on the speaker to 
the far right for maximum volume. 

Webinar Reminders
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For the best webinar experience, 
close all other applications. 

Yes! 
The links to the webinar slides and 
recording will be emailed to you 
within 24 hours. You’ll be able to 
watch the recorded video on 
demand.

Webinar Reminders
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You can hear us, but we can’t you.

Have questions? 
Type them into the 
Questions Log at anytime.

Webinar Reminders
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Agenda

Guest Presenter – Jason Sikora

Jason Sikora
Managing Director – The Search Agency

Jason is a digital marketing pioneer, trailblazer and entrepreneur. 
His career is filled with many ‘firsts’ including launching the first travel Web site 
in Canada, the first Web advertising network, the first major ecommerce 
Web site, the first Web marketing Affiliate program, launching Amazon into 
Canada and many other successful ventures. 

He has been a client-side CMO and a Digital Agency Managing Director which 
has given him the opportunity to work with Fortune 500 companies and start-
ups alike. He is currently Managing Director of The Search Agency. 

He spends his non-working hours primarily hanging out with his wife and 2 
daughters, while also finding time to be a musician in a working band playing 
bars around the Toronto area.
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Agenda

Guest Presenter – Raz Dayvandi

Raz Dayvandi
Sr. Director, SEO – The Search Agency

Raz is a senior SEO Director for The Search Agency and has over 15 years of 
digital marketing experience. He has worked with many Fortune 500 
companies such as WestJet, Remax, Co-Operators, Canadian Tire and All 
State among many others. 

His core specialties include but not limited to are Technical SEO, Content, SEO 
Audits, Competitor Analysis, Voice Search and Link Building. 

In his off days, he mostly enjoys spending time with his wife, his three dogs 
and watching sports.
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Organic SEO 101
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Demystifying SEO: what is it and why does it matter?

• P illa rs  of S E O

• W h a t G oog le  look s for a n d  som e term in olog y

Tips to improve your SEO and drive more online traffic to your charity’s website

• L in k in g , S E O  A u d it a n d  C on ten t - H ow  to op tim ize  th em

• W h a t a  p rioritized  p la n  w ou ld  look  lik e

Examples from CanadaHelps’ charity partners

5 things you can do right now

Glossary of SEO Terms

Q & A Period

WEBINAR 
AGENDA
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DEMYSTIFYING SEO
WHAT IS SEO?

SEO (or Search Engine Optimization) is the practice of 

receiving qualified traffic to a website from the search 

engines for free. 

The organic methods used to increase SEO efforts involve 

increasing the content or the quality of the content of a 

website to gain a spot in Google’s (SERP) sea rc h  en g in e 

resu lt p a g es.
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DEMYSTIFYING SEO
WHY DOES IT MATTER?

SEO matters, and the main goal is to help Google digest and understand 

what your website is about so that your website is shown and 

recommended to users online who are searching for what you may have 

to offer. SEO traffic, if optimized correctly, can bring the most and relevant 

qualified traffic to your charity’s website.
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DEMYSTIFYING SEO
MAIN PILLARS OF SEO

Architecture, Content and Link Building, when married, can bring you great SEO results. 
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DEMYSTIFYING SEO
WHAT ARE KEYWORDS?

Keywords are the terms used in your web pages and content that make it possible for 

people to find your site in Google’s search engine result pages.
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DEMYSTIFYING SEO
KEYWORD TIPS

Tip 1: Target longer -tail keywords (3 -7) words for a higher click -through rate. Longer tail keywords have a click -through rate 3% 

to 5% than generic searches. Long -tail keywords receive less search traffic but usually have a higher conversion value.

Tip 2: Aim to Target the 3 Main Phases of Keywords: Awareness, Consideration and Conversion (purchase -intent) terms. 

• Awareness: “What Charity Should I Donate to?”

• Consideration: “Charity in Canada”

• Conversion: “Donate to Charity”

To compile keywords for your charity website, be sure to check out this free Google keyword tool: 

https://ads.google.com/intl/en_ca/home/tools/keyword -planner/

https://ads.google.com/intl/en_ca/home/tools/keyword-planner/
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DEMYSTIFYING SEO
TECHNICAL: PILLARS OF SEO

Technical SEO involves optimizing and addressing architectural issues to help search engines crawl and index your website without any 

issues. The main objective is to set the foundation and the infrastructure of a website.

Here are top 6 examples of Technical SEO Elements to Optimize:

● U R L s

● P a g e Titles

● M eta  D esc rip tion s

● H 1/H 2 Ta g

● C a n on ic a l Ta g

● Im a g e Alt Text
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TIPS TO IMPROVE YOUR SEO
TECHNICAL: PILLARS OF SEO

Frontend SEO Backend 
SEO

The following two examples below represent Front and Backend SEO Optimizations.
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TIPS TO IMPROVE YOUR SEO
TECHNICAL: PILLARS OF SEO

Mobile – Google’s Mobile -First indexing algorithm released in July 1, 2019 

aimed towards having to design your website first for Mobile before designing 

it for Desktop devices.  Optimizing your site for mobile improves your search 

engine ranking. 

Google’s Free Tool Helps to Check Your Web Pages for Mobile Friendliness:

https://search.google.com/test/mobile -friendly

Site Speed – If your website takes more than 3 seconds to load then you are 

potentially losing 50% of your site visitors. In addition, for every 1 second delay 

in your page load times, you can lose up to 7% of your site conversions. A tool 

recommended by Google to check your site’s speed performance is 

https://webpagetest.org

Source: Akamai

https://search.google.com/test/mobile-friendly
https://webpagetest.org/
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DEMYSTIFYING SEO
CONTENT: PILLARS OF SEO

Content is typically constructed around a specific 

phrase or set of key terms receiving monthly 

search volume on Search Engines for a given 

keyword. 

Google, for example, reads and ranks your content 

based on quality, relevancy and your optimization 

for the keywords you have targeted. 

Typically, when we think about content for SEO, 

there is optimizing existing content or creating 

new content.
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TIPS TO IMPROVE YOUR SEO
CONTENT: PILLARS OF SEO

Increase content on Home and top -level pages with at least 600 words of copy above the fold

➔ F orb es in d ic a tes th a t a n  a vera g e of 60 0 -70 0  w ord s p er p a g e is  op tim a l for S E O . 

➔ W eb sites  w ith  less  th a n  30 0  w ord s p er p a g e a re  c on sid ered  “th in ” b y G oog le 's  sta n d a rd s a n d , 

m ost lik e ly, w on 't ra n k  a s  h ig h ly in  sea rc h .

Content Tips:

• Th e c op y sh ou ld  b e  loc a ted  b elow  th e  p a g e’s  H 1 ta g

• H 2 su b h ea d in g s w ith  k eyw ord s m u st a lso b e  a d d ed  to sort th e  existin g  c on ten t on  th e  p a g es

• M ed iu m  a n d  lon g  ta il k eyw ord s m u st b e  a d d ed  in  th e  exp a n d ed  c op y

Awareness

Consideration

Conversion
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DEMYSTIFYING SEO
CONTENT: PILLARS OF SEO

Example of an Optimized Landing Page

● K eyw ord : D on a te

● M on th ly S ea rc h  V olu m e: 7,4 0 0

● C u rren t K eyw ord  R a n k  on  G oog le .c a : # 1
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DEMYSTIFYING SEO
LINK BUILDING: PILLARS OF SEO

Link Building is the act of promoting your content via getting 

external sites to link back to your content and website. The 

more quality and authority links pointing to your web pages, 

the higher your content will rank on Google for your desired 

keywords.

Guelph Enabling Garden website has mentioned CanadaHelps on their 
home page as shown above and the link points over to a relevant page: 
https://www.canadahelps.org/en/charities/the -guelph -enabling -garden/

https://www.canadahelps.org/en/charities/the-guelph-enabling-garden/


22

TIPS TO IMPROVE YOUR SEO
LINK BUILDING: PILLARS OF SEO

1. Topic/Relevance - H a vin g  th e  a rtic le  b e  a b ou t you r servic e/p rod u c t offerin g  is  k ey for G oog le  to u n d ersta n d  th e  top ic  in  re la tion  to its  in d u stry.

2. Domain Authority - B ein g  referen c ed  b y H ig h  Q u a lity w eb sites  sen d s s ig n a ls  to G oog le  th a t th e  B ig  P la yers  resp ec t you

3. URL- Id ea lly th e  U R L  sh ou ld  b e  re leva n t to th e  top ic  a n d  in c lu d e a  ta rg eted  k eyw ord

4. Title Tag - Title  Ta g  sh ou ld  b e  re leva n t to th e  top ic  a n d  in c lu d e a  k eyw ord

5. Content - In c lu d in g  re leva n t k eyw ord s w ith in  th e  a rtic le , in c lu d in g  H  Ta g s, w ou ld  sen d  a  s ig n a l to G oog le  C ra w ler reg a rd in g  w h a t th e  

su rrou n d in g  lin k s a re  a b ou t.

6. HyperLink - In c lu d in g  a  B ra n d ed  + K eyw ord  a s  th e  a n c h or text sen d s a  s ig n a l to G oog le  reg a rd in g  w h a t th e  p a g e is  a b ou t a n d  sh ou ld  n ot 

in c lu d e a  “N oF ollow ” a ttrib u te

S in c e  lin k  b u ild in g  is  su c h  a  b roa d  top ic , b e  su re  to c h ec k  ou t th is  lin k  for a d d ition a l in form a tion  to b u ild  lin k s to you r w eb site : https://backlinko.com/high-

quality-backlinks

https://backlinko.com/high-quality-backlinks
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DEMYSTIFYING SEO
WHAT GOOGLE LOOKS FOR AND SOME TERMINOLOGY

Google looks for over 200 ranking factors associated with any website who is optimizing their website for SEO.

Google has developed two specific algorithms as it pertains to Content and Link Building.

These are:

• Google Panda - A im ed  to low er th e  ra n k  of “low  q u a lity s ites” or “th in  re la ted  c on ten t/sites”.

• Google Penguin - D evelop ed  to c ra c k  d ow n  on  w eb sites w h o w ere  m a n ip u la tin g  th e sea rc h  en g in e resu lt p a g es w ith  sp a m m y lin k s.
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TIPS TO IMPROVE YOUR SEO
DRIVE MORE ONLINE TRAFFIC TO YOUR CHARITY’S WEBSITE

SEO Audit – The very first thing to start with is an SEO website audit. Be sure to 

review and analyze all of your web pages to detect any gaps and or technical SEO 

fixes that might be demoting you from ranking your website well on Google. Look 

to optimize your site’s structure, architecture and existing content. 

Here is a free way to audit your website: 

https://app.neilpatel.com/en/seo_analyzer/site_audit

Content – Address and remove any content resulting in high duplication, thin in 

text and or low quality and irrelevant to the topic written. Check out 

http://siteliner.com

https://app.neilpatel.com/en/seo_analyzer/site_audit
http://siteliner.com/
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TIPS TO IMPROVE YOUR SEO
WHAT A PRIORITIZED PLAN WOULD LOOK LIKE

Step 1. Compile a Comprehensive Keywords Research of the top and leading industry terms to rank for:

• Make a list of medium and long -tail keywords based on these topics

• Be sure to check out Google’s keyword tool: https://ads.google.com/intl/en_ca/home/tools/keyword-planner/

• K eyw ord s resea rc h  w ill n eed  to b e  c on n ec ted  to c on ten t d evelop m en t for id ea l p a g e op tim iza tion

Step 2. In c lu d e You r M a in  K eyw ord  in  th e  B eg in n in g  of th e  P a g e Title  F ollow ed  b y B ra n d  N a m e

- E xa m p le : D on a te  to C a n a d ia n  C h a rities O n lin e  | C a n a d a H elp s

- Main Keyword in Beginning of Title: D on a te  | Brand Name: C a n a d a H elp s m en tion ed  a t th e  E n d  of th e  Title

Step 3. In c lu d e You r M a in  K eyw ord  in  th e  M eta  D esc rip tion  Ta g

- E xa m p le : A  on e -stop  sh op  for C a n a d ia n s to donate and fundraise online for a n y reg istered  C a n a d ia n  c h a rity. A  c om p lete  on lin e  fu n d ra isin g  solu tion  for 

c h a rities .

- Tip : B e  su re  to in c lu d e a  C a ll to Ac tion  in  th e  d esc rip tion  ta g  su c h  a s: L ea rn  M ore , P h on e N u m b er etc ...

https://ads.google.com/intl/en_ca/home/tools/keyword-planner/
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TIPS TO IMPROVE YOUR SEO
WHAT A PRIORITIZED PLAN WOULD LOOK LIKE

Step 4. Include a Longer Tail or Primary (4 -5 Words) Keyword in the Main Header <h1>Example</h1> Element

- Example: <h1>Canada’s best destination for donating and fundraising online </h1>

Step 5. Optimize existing pages with keywords found in Step 1 for a greater organic search presence

Step 6. Create new pages with new engaging content targeting primary and relevant keywords found in Step 1



27

CANADAHELPS CHARITY PARTNERS
SEO - LIVE REVIEW

We have taken on two great charity websites as an example to outline how 

optimized their SEO is:

OrKidstra is a social development program that empowers kids, ages 5 -18, from 

underserved communities by teaching life skills – such as teamwork, commitment, 

respect and pride in achievement – through the universal language of music. 

https://orkidstra.ca

Farley Foundation is about helping pet owners in Ontario by subsidizing the cost 

associated with veterinary care for sick or injured pets. The Farley Foundation was 

started with the belief that there must be a third option: to get help. Thanks to 

generous donors, pets are getting the care they need and their owners receive a gift 

more precious than words. 

https://www.farleyfoundation.org/

https://orkidstra.ca/
https://www.farleyfoundation.org/
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TAKEAWAY: QUICK SEO WINS CHECKLIST
5 THINGS YOU CAN DO RIGHT NOW

✓ URLs - U se k eyw ord s in  U R L , a void  u n d ersc ores a n d  u p p erc a se  c h a ra c ters a n d  c a n on ic a lize  a ll U R L s. C a n on ic a liza tion  a llow s sea rc h  en g in es to p rop erly 

c a teg orize  a  w eb  p a g e. C a n on ic a l ta g s h elp  to c om b a t d u p lic a tion  issu es w ith  G oog le  a n d  en su re  th e  c orrec t la n d in g  p a g es a re  b ein g  served  in  G oog le ’s  sea rc h  

en g in e  resu lt p a g es. Ad d ition a l In form a tion  c a n  b e  fou n d  h ere : https://support.google.com/webmasters/answer/139066?hl=en

✓ On Page SEO - O p tim ize   M eta  Titles , M eta  D esc rip tion s, H ea d in g  ta g s, a n d  a d d  Alt text to im a g es. F ollow  G oog le  G u id elin es for im p roved  ra n k in g s.

• Title Tag : R ec om m en d ed  C h a ra c ter C ou n t: 50 -60  - https://moz.com/learn/seo/title-tag

• Meta Description Tag : R ec om m en d ed  C h a ra c ter C ou n t: 50 -160  - https://moz.com/learn/seo/meta-description

• Header Tags (H1) : R ec om m en d ed  C h a ra c ter C ou n t: 60 -70  

• Image Alt Text : R ec om m en d ed  C h a ra c ter C ou n t: 125 - https://moz.com/learn/seo/alt-text

✓ Broken Links - D irec t a ll b rok en  lin k s to a p p rop ria te  loc a tion s. F ix a ll 4 0 4  B rok en  lin k  errors . Avoid  u ser fru stra tion s b y p rovid in g  a  fu lly fu n c tion in g  w eb site . B e  

su re  to d ow n loa d  th is  n ifty c h rom e p lu g in  to fin d  you r b rok en  lin k s: https://chrome.google.com/webstore/detail/check-my-links/

✓ Images Over 100KB - U se c om p ression  softw a re  (https://compressor.io) to d ec rea se  im a g es a b ove 10 0  k b  to red u c e loa d  tim es a n d  im p rove overa ll p a g e sp eed .

✓ Structured Data - F u tu re  P roof you r w eb site  b y u sin g  stru c tu red  d a ta . A lth ou g h  n ot yet a  ra n k in g  fa c tor, stru c tu red  m a rk u p  p rovid es extra  d eta ils  to sea rc h  

en g in e s a n d  in flu en c e  fea tu red  sn ip p ets. R eview  w eb  p a g es to see  if th ey a re  m a rk ed  u p  c orrec tly u sin g  G oog le ’s  stru c tu red  d a ta  testin g  tool: 

https://search.google.com/structured-data/testing-tool

For additional insights on how to execute other SEO best practices, be sure to visit: https://moz.com/learn/seo/on-page-factors

https://support.google.com/webmasters/answer/139066?hl=en
https://moz.com/learn/seo/title-tag
https://moz.com/learn/seo/meta-description
https://moz.com/learn/seo/alt-text
https://chrome.google.com/webstore/detail/check-my-links/
https://compressor.io/
https://search.google.com/structured-data/testing-tool
https://moz.com/learn/seo/on-page-factors
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SEO TOOLS
5 THINGS YOU CAN DO RIGHT NOW

SEO Learnings:
On -Page SEO Factors - https://moz.com/learn/seo/on -page -factors

Title Tags - https://moz.com/learn/seo/title -tag

Meta Description Tags - https://moz.com/learn/seo/meta -description

Image Alt Text - https://moz.com/learn/seo/alt -text

Link Building - https://backlinko.com/high -quality -backlinks

SEO High -Level Analysis and Research:
G oog le ’s  K eyw ord  R esea rc h  P la n n er - h ttp s://a d s.g oog le .c om /in tl/en _c a /h om e/tools/k eyw ord -p la n n er/

Altern a tive  to G oog le ’s  K eyw ord  R esea rc h  Tool: h ttp s://k eyw ord tool.io/

S E O  An a lyzer - h ttp s://a p p .n eilp a te l.c om /en /seo_a n a lyzer/

S E O  Au d it - h ttp s://a p p .n eilp a te l.c om /en /seo_a n a lyzer/s ite_a u d it

C h ec k  for B rok en  L in k s - h ttp s://c h rom e.g oog le .c om /w eb store/d eta il/c h ec k -m y-lin k s/

C on ten t D u p lic a tion  C h ec k er - h ttp ://s ite lin er.c om / a n d  h ttp s://w w w .c op ysc a p e.c om /

S ite  S p eed  C h ec k er - h ttp s://w eb p a g etest.org /

G oog le ’s  M ob ile  F rien d ly C h ec k er - h ttp s://sea rc h .g oog le .c om /test/m ob ile-frien d ly

Im a g e C om p ression  - h ttp s://c om p ressor.io/

G oog le ’s  S tru c tu red  D a ta  Testin g  Tool (S c h em a  M a rk u p s) - h ttp s://sea rc h .g oog le .c om /stru c tu red -d a ta /testin g -tool

https://moz.com/learn/seo/on-page-factors
https://moz.com/learn/seo/title-tag
https://moz.com/learn/seo/meta-description
https://moz.com/learn/seo/alt-text
https://backlinko.com/high-quality-backlinks
https://ads.google.com/intl/en_ca/home/tools/keyword-planner/
https://keywordtool.io/
https://app.neilpatel.com/en/seo_analyzer/
https://app.neilpatel.com/en/seo_analyzer/site_audit
https://chrome.google.com/webstore/detail/check-my-links/
http://siteliner.com/
https://www.copyscape.com/
https://webpagetest.org/
https://search.google.com/test/mobile-friendly
https://compressor.io/
https://search.google.com/structured-data/testing-tool
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SEO GLOSSARY

A title tag is  a n  H TM L  e lem en t th a t sp ec ifies th e  title  of a  w eb  p a g e. Title  ta g s 

a re  d isp la yed  on  sea rc h  en g in e  resu lts  p a g es (S E R P s) a s th e  c lic k a b le  h ea d lin e  

for a  g iven  resu lt, a n d  a re  im p orta n t for u sa b ility, S E O , a n d  soc ia l sh a rin g . 

Meta descriptions a re  H TM L  a ttrib u tes th a t p rovid e  c on c ise  su m m a ries of 

w eb p a g e s. Th ey c om m on ly a p p ea r u n d ern ea th  th e  b lu e  c lic k a b le  lin k s in  a  

sea rc h  en g in e  resu lts  p a g e (S E R P ).

Th e  header tag, or th e  <h 1> ta g  in  H TM L , w ill u su a lly b e  th e  title  of a  p ost, or 

oth er em p h a sized  text on  th e  p a g e. It w ill u su a lly b e  th e  la rg est text th a t sta n d s 

ou t. Th ere  a re  oth e r h ea d er ta g s in  H TM L  too, lik e  a n  h 2, h 3, h 4 , etc …

Image Alt text (a ltern a tive  text), a lso k n ow n  a s "a lt a ttrib u tes", “a lt d esc rip tion s,” 

a n d  c olloq u ia lly b u t tec h n ic a lly in c orrec tly a s "a lt ta g s,” a re  u sed  w ith in  a n  H TM L  

c od e to d e sc rib e  th e  a p p ea ra n c e  a n d  fu n c tion  of a n  im a g e on  a  p a g e.

A canonical tag (a k a  "re l c a n on ic a l") is  a  w a y of te llin g  sea rc h  en g in es th a t a  sp ec ific  

U R L  rep resen ts th e  m a ster c op y of a  p a g e. U sin g  th e  c a n on ic a l ta g  p reven ts p rob lem s 

c a u sed  b y id en tic a l or "d u p lic a te" c on ten t a p p ea rin g  on  m u ltip le  U R L s. P ra c tic a lly 

sp ea k in g , th e  c a n on ic a l ta g  te lls  sea rc h  en g in es w h ic h  version  of a  U R L  you  w a n t to 

a p p ea r in  sea rc h  resu lts .

Broken links a re  w eb  p a g es th a t retu rn  4 0 4  (F ile  N ot F ou n d ) for exten d ed  p eriod s of 

tim e a n d  th a t h a ve  va lu a b le  lin k s sh ou ld  b e  fixed  or 30 1 red irec ted  to oth er w eb  p a g es. It 

is  im p orta n t to h a ve  c u stom ized  4 0 4  p a g es w ith  rec om m en d ed  n a vig a tion a l op tion s 

w h en  w eb site  vis itors  req u est p a g es th a t retu rn  a  4 0 4  resp on se  c od e. S ou rc e : M oz

M a teria ls  over th e  In tern et a re  fla g g ed  a s “duplicate content” if w h a t w a s w ritten  or 

p osted  is  fou n d  in  m ore  th a n  on e w eb site . Th e  d u p lic a tion  of c on ten t va ries – it c a n  b e  

th a t c on ten t fou n d  in  on e w eb site  is  exa c tly th e  sa m e on  a n oth er (a s if th e  orig in a l p ost 

w a s “p h otoc op ied ” on  a n oth er s ite ), if a  su b sta n tia l a m ou n t of th e  c on ten t look s th e  

sa m e in  tw o d ifferen t s ites, or even  if th e  sa m e sen ten c es a re  fou n d  in  th e  sa m e w eb site .



31

Q&A
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Next WebinarOverview of Peer-to-peer Social 
FundraisingConclusion

Thank you!
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@CharityLifeCa

Click here to subscribe to our charity emails for the latest news about our fundraising tools and tips!

linkedin.com/company/canadahelps

What’s coming next?What’s coming next…?Questions or Comments? Get in touch!

Jason Sikora
Jason.Sikora@thesearchagency.com

Raz Dayvandi
Raz.Dayvandi@thesearchagency.com

CanadaHelps 
info@canadahelps.org

https://us7.list-manage.com/subscribe?u=4878e9869e706a3096a65eda4&id=217d30effd&utm_source=email&utm_medium=signature&utm_campaign=email-subscribe
mailto:Jason.Sikora@thesearchagency.com
mailto:Raz.Dayvandi@thesearchagency.com
mailto:info@canadahelps.org
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Stay tuned for an invitation to our next webinar on how you can 
manage your ticketed events online using CanadaHelps!

Next WebinarOverview of Peer-to-peer Social 
FundraisingNext Webinar
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