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BEFORE YOU GET STARTED...

LET’S SEE HOW YOUR WEBSITE IS DOING. >

INTRODUCTION
When we talk to marketers new to the practice of creating useful web content to attract 

new business, one of their number one concerns is that their products or services are 

not interesting enough to warrant blog posts, videos, ebooks, tweets or eye-catching 

photos. Marketers within the finance industry are particularly susceptible to this 

concern.

“Not interesting enough?!” we say. “Are you passionate about it? Do your customers 

have unanswered questions about your services? Do your employees have hidden 

talents? Does your company have a greater purpose beyond selling stuff? Of course 

your company is interesting enough!”

If ongoing research is anything to go by, finance is one industry that’s seeing an 

increasing level of demand for engagement over the Internet. And we’re not just talking 

about formal customer service.

Back in 2013, Forbes revealed that millennials are looking for more engagement from 

financial advisors and banks. They want advisors to connect with them using online 

tools instead of face-to-face conversations like they typically would have with older 

generations. 61% want video meetings with advisors and 57% will change to financial 

advisors that offer services via digital.
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Sure, marketing within the finance industry can be challenging -- in many cases, it is 

highly regulated and sales can be very complex. But nothing is impossible. All you 

need is a little bit of creativity, a pinch of company support, and the bandwidth and 

permissions to be a little bit gutsy.

Not convinced? Somehow, we didn’t think you would be!

To help you along the way, we’ve put together this Little Book of Inbound for Finance 

Marketers. It is specifically tailored to you -- marketers within the finance industry 

-- and will guide you towards implementing remarkable inbound marketing for your 

company.

And to prove that inbound marketing can actually be interesting, fun and effective for 

finance companies, we have included some examples of companies from within the 

finance industry who are doing an exceptional job at inbound marketing. Areas covered 

in this ebook include blogging, long-form/downloadable content (such as ebooks), 

social media, email, CTAs, and landing pages.

So throw your calculator aside, sit back, and start thinking about how you can use this 

book to revolutionise your finance company’s marketing strategy.

4



CHAPTER 1: 
INBOUND MARKETING
Inbound marketing is a holistic, data-driven strategy that involves attracting and con-

verting visitors into customers through personalised, relevant information and content 

(rather than interruptive messages), and following them through the sales experience 

with ongoing engagement. 

Over the past several years, marketers have witnessed a tectonic shift in strategy, 

from campaign-based interruption marketing, to a consistently measured, closed-loop 

inbound marketing strategy -- one that pulls interested customers to your company 

and creates lasting relationships. This new shift follows the increasing power held by 

consumers to research and interact with brands, companies, and service providers on 

their own terms and to extend their experiences (both good and bad) to the world via 

networks. 
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CHAPTER 2: BUSINESS 
BLOGGING
Let’s start at the beginning. What is business blogging? 

Business blogging is a marketing tactic that uses blogging to get your business more 

online visibility. That definition raises two questions:

1. What is “blogging,” though? I still don’t know what blogging is!

2. What do you mean by “online visibility”?

Let’s start with question number one. Blogging is the act of creating short-form content. 

A “blog post,” is posted to your website’s “blog” -- a part of your website where you 

house all of those posts. 

When you’re doing business blogging, your blog posts are about a particular subject 

matter related to your business and of interest to your audience. For instance, HubSpot 

is an inbound marketing platform, so our blog talks about inbound marketing topics -- 

using Facebook and Twitter for business, email marketing, business blogging, etc. Your 

business blog will talk about subject matters that are related to your business -- finance. 

At its core, the goal of inbound marketing is to serve and delight customers, using buy-

er personas to develop thought leadership content, and then promoting this content 

through your various channels working together -- from social media outreach to SEO 

to automated email nurturing campaigns used to share specific content that adds value 

to consumers. Let’s start with most basic element of inbound marketing: blogging.
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If you’re in banking, you might talk about savings tips, or keeping your credit card in 

check. If you’re in investments, you’ll report on investment best practices, as well as 

current trends. If you’re in pensions, you’ll talk about the importance of having a pen-

sion, guidelines on how to search for a pension broker, and the ramifications of not 

having a pension. 

Now on to question number two -- defining “online visibility.” Online visibility is exactly 

what it sounds like -- being able to be found and seen on the internet. This could mean 

your business pops up a lot in search engines, on social media, on other people’s blogs 

as a guest writer, etc. Business blogging is one way to help get your business in front of 

people looking for your products or services on the internet.

Don’t believe us? Did you know that companies that blog generate 55% more website 

visitors, 97% more inbound links, and get 67% more leads than companies that 

don’t blog?  

And how often should you blog? New 2015 data suggests that companies that pub-

lish 16+ blog posts per month got almost 3.5X more traffic than companies that 

publish between 0 - 4 monthly posts, and about 4.5X more leads. Check out the 

graphs on the next page for more insights into how blogging affects traffic and leads.
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So what does this mean? How often should you blog? If you’re just starting out, start by 

posting 1-2 blogs per week. Based on our 2015 data, this could increase your traffic 

by 50%, and as much as double your number of leads. 
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2.1 Blogging Tips for the Finance Industry
 
1. Spend time researching your buyer personas.

Knowing who your buyer personas are is a key step towards building a successful 

blog. A buyer persona is a semi-fictional representation of your ideal customer based 

on market research and real data about your existing customers. Without knowing who 

your ideal customers are -- their backgrounds, goals, challenges and how your product 

or service will benefit them -- it’s very difficult to create content (or in fact, an effective 

overall marketing strategy) to attract more of those types of people at the right time. 

Without understanding your ideal customers inside and out -- and integrating that re-

search across your entire marketing funnel -- you risk stifling the growth of your busi-

ness.

Spend time researching your customers and speaking to front-line employees. There is 

a TON of useful tools and resources you can use to develop strong personas that will 

help you drive your content creation appropriately (here are twelve!).

 

 

TOP TIP:
Not sure where you should start when creating your buyer 
personas? Check out the HubSpot MakeMyPersona tool to 
give you a head start.

MAKE MY PERSONA
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2. Create a content calendar, but remain flexible.

It’s important to plan your content in advance. However, it is equally important to re-

main flexible so you can newsjack an emerging news story or trend. Sign up for Google 

Alerts and choose keywords relevant to your industry (here’s how), and keep an eye 

on leading industry publications for newsworthy pieces you think would interest your 

audience. But remember, you can also newsjack non-industry news -- remember how 

Amercian Express newsjacked the Oscars a few years ago?
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Sometimes, the key is to think outside of your industry box. Real estate company, 

Movoto has done a really good job of this. Rather than keeping their blog limited to 

content surrounding topics around real estate, the team at Movoto creates really inter-

esting and entertaining blog articles that appeal to a broader audience. Examples of 

these are shown below. By following this strategy, Movoto has managed to increase its 

website visits from 2,000 per month to a whopping 18,000,000 per month. Read more 

about how they achieved this in this article. 

3. Avoid financial jargon.

Jargon scares people. They get confused, and it’s off-putting. This does not mean that 

you should fill your content with slang or sloppy English. Write accessibly, and in a way 

that is easy-to-understand.
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4. Cite credible sources.

Make sure to refer back to credible sources if you are referring to the likes of legislation, 

acts, or new trends. This adds weight to what you’re saying. 

5. Tap into in-house knowledge.

Take advantage of people in different departments within your company who have a 

wealth of knowledge about the industry, clients, thought leaders, trends, and insights. As 

marketers, we don't always have the technical know-how or even data to back up a blog 

post or longer-form content we want to write. Tapping into in-house resources is some-

thing that can effectively fill that knowledge gap.

6. Interview people.

If nailing people down internally to write blog posts is proving difficult, schedule an in-

terview with them so they don't have to write. Just record the interview and turn it into a 

blog post. This means that you're still tapping into their knowledge without making peo-

ple take the time they may not have to write a 500-2,000 word blog post. 

2.2 Best in Class

Goldcore is Ireland’s most established and trusted gold broker, and one of the leading 

gold brokers in the world, serving clients in over 45 countries internationally. The team 

at Goldcore has a very good understanding of their buyer personas, which has led them 

towards creating content that is of great interest to their target audience worldwide. 

Goldcore has used its blog to establish and position itself as a thought leader in gold. In 

fact, the Goldcore blog is regularly featured on specialist gold, finance and investment 
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blogs around the world. It is also read by mainstream financial journalists and quoted in 

the likes of Reuters, FT and Bloomberg. 

The Goldcore blog has also become one of the most shared specialist finance and gold 

blogs in social media, attracting a lot of attention on Facebook, LinkedIn and Twitter. 

Twitter, in particular, has worked well for Goldcore, as the blog houses industry news as 

it happens, as well as topical commentary -- something Twitter users (and Goldcore’s 

buyers personas) are hungry for. Looking at this screengrab of the Goldcore blog, notice 

how content is very current and timely. 

12



 

13

Goldcore doesn’t just use the blog to update its readers on much-sought-after commen-

tary. As well as serving to establish Goldcore as an expert in gold, the blog also aims to 

educate, build trust and generate leads and clients. The blog is used to drive users to 

longer-form content (discussed in the next section) to generate leads. Check out how 

they do this below.



With blogging at the centrepiece of everything Goldcore does, the number of leads 

generated per quarter has increased over 80% in two years. 

Maintaining such a useful, relevant and timely blog has made building a social media 

following easy for Goldcore. With nearly 24,000 followers on social media at the time 

of writing (Twitter 13,300+ & 4,250, Facebook, 5,625+, Linkedin 328, Youtube, 850+), 

Goldcore is one of the most widely followed gold bullion dealers in the world -- all 

because of great content.

TOP TIP:
Don’t be afraid to be ballsy in terms of bold headlines/ 
titles - providing they are true to content. Sometimes I feel 
like a tabloid editor when searching for a good headline 
but it really is important to gain that all-important reader 
attention -- and our metrics prove this.

Mark O’Byrne, Marketing Director at Goldcore
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CHAPTER 3: LONG-FORM & 
DOWNLOADABLE CONTENT
Long-form and downloadable content refers to -- yes, you guessed it -- content that is 

longer and requires more investment than a typical blog post. This kind of content can 

take the form of ebooks (like this one!), reports and whitepapers. We’re also placing 

content such as webinars, templates, kits (like our inbound marketing kit) and tools 

(like our MakeMyPersona tool mentioned earlier) into this bucket. These types of 

content are really useful assets to have in your arsenal, and are essential when it comes 

to generating leads.

How does a piece of content generate leads? Usually a longer piece of content (such 

as an ebook) is gated by a landing page. To gain access to the content, one must enter 

their details (name and email address at the very least). Essentially, you “pay” for the 

content with your email address. In the case of webinars, usually email addresses are 

captured as part of the webinar sign-up process. For tools -- for example if you built 

a tool to help people calculate tax payable for the year based on input earnings -- you 

could request an email address in exchange for the tool’s output.

For most companies starting out with inbound marketing, once you have an email 

address for someone who is consuming your content, they become a lead which you 

can then nurture towards becoming a customer with more relevant content. With each 

interaction, you should aim to get more information about them (such as company size,  

industry,  phone number). This is done using progressive profiling, which refers to 

iterative forms that enable you to designate which questions appear in a form based on 
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what you already know about that particular lead. By employing progressive profiling 

technology, every time a lead fills out a form, you are progressively collecting valuable 

new information about them while keeping your forms short and easy to complete. This 

enables you to build up the amount of information, or intelligence, you collect about 

your individual leads without causing more friction in the conversion process. The more 

intelligence you build up about a lead, the more personalised an experience from pros-

pect to customer you can offer. 

The screenshot below shows how you can set up progressive forms in HubSpot by 

simply queuing questions (see B below for queued questions which appear after default 

questions (A) have been answered) based on what information you want to find out 

about a particular prospect or lead. 
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3.1 Long-Form Content Tips for the Finance Industry 

In addition to the blogging tips listed earlier in this ebook, we suggest the following:

 

1. Create Step-by-step content

Whether you are creating ebooks, hosting webinars, or designing infographics, strive 

to present “how tos” in step-by-step detail. Your audience will love you for it. When it 

comes to complex scenarios, it is wise to use real-life examples. For example, if you are 

a mortgage broker, lay out a number of possible real-life scenarios to help the reader 

really understand what you’re trying to say.

2. Invest in building tools to make your audience’s life easier.

Whether it’s a tool that calculates tax payable as mentioned above, a budgeting tool, 

or a tool that delivers an investment plan based on data the users input, building tools 

your audience loves will help to supercharge your lead flow. Tools take expertise to 

build, and are more costly than traditional long-form content. However, the right tool 

can dwarf your other content in the long run in terms of lead generation. 

HubSpot’s marketing grader is a prime example of this, having graded over 4 million 

websites since 2006. Within the finance industry, a really good example of a simple tool 

(that you can use for free in exchange for an email address) is BudgetSimple which 

helps you to manage your personal finances.
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3. Make your content easy to share.

Include sharing buttons in your ebooks. Making content easy to share means that if 

your audience likes what its reading, your readers will be likely to share it socially. Use 

tools like Click To Tweet to make things super-easy to share on Twitter. If you already 

have some ebooks, why not try placing some click-to-tweets within one of your most 

popular ebooks to see if you can generate some social sharing?  

4. Include a key/jargon buster.

A really great idea is to include a jargon buster just after the introduction of your ebook. 

This means that your readers can refer back to it if they need to and makes your 

content instantly more accessible and digestible.

5. Report on unique data.

Interviews are a great way to save time getting great content on your blog, but for data-

driven posts or longer form content, it’s important to be relevant and accurate. Cite data 

from trusted sources only, or run your own data collection. Goldcore (mentioned earlier) 

invests lots of resources in conducting its own highly valuable research, which is one of 

the reasons it has become such an authority. 

Surveying your clients or the general public using free survey tools like SurveyMonkey 

is also a great way to collect data. Survey data is unique and you can answer questions 

that other people aren’t by designing your own survey. For example, those in banking 

could report on the change in the number of people planning to take out a mortgage 

year-on-year. Insurance companies could report on the increase of people taking out 

insurance on brand new cars. There are endless opportunities when it comes to data-

driven content.
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6. Make your landing pages shine.

Landing pages typically gate your long-form content. For many companies, landing 

pages generate a sizeable portion of their organic traffic. It’s worth remembering that if 

your landing page ranks in organic search, it may be the first point of contact someone 

has with your site -- so make sure it speaks for itself. Push the form and explanatory 

text as high up the page as you can – this will help with conversions. 

Lose your navigation, and make the landing page less about your brand and more 

about your content. Summarise clearly what the value is of the content your landing 

page visitor is about to download. And don’t forget those progressive forms!

7. Experiment with co-marketing.

A great way to expand your reach is by doing some co-marketing with a relevant 

partner. One example would be for a mortgage broker to write an ebook with a surveyor 

or real estate agency for tips on buying your first house. The ebook will not just carry 

more credibility, but you can also agree for it to be promoted to both your databases, 

which helps to broaden reach substantially. 

3.2 Best in Class
Finance Modelling company F1F9 does an exceptional job of creating some really 
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TOP TIP:
Need help with your landing pages? You’ll love this guide!

CHECK IT OUT!

http://hubs.ly/y0JT7-0


great resources for its target audience. They make the subject matter interesting and 

engaging, which they succeed at because they understand their personas very well. 

Their content is really well laid out, and is gated by some great landing pages. 

As well as the ebooks and webinars, the folks at F1F9 have developed  a 31 day course 

on Financial Modelling which is hugely popular. In two years, it has received over 

10,000 sign-ups over the past two years and continues to be a great source of leads. 

The 31 day course was built to serve the needs of their personas whose key chal-

lenges revolve around developing financial modelling. A key priority of many of F1F9’s 

personas is keeping up-to-date with key financial modelling standards, as well as 

continuously developing their skills in this area. This course promises to teach you the 

basics of the FAST modelling standard, and teaches some practical and highly effective 

modelling skills. The course is completely automated using workflows, which means 

that once somebody signs up to the course, they will receive the tutorials via email 

every day without any manual intervention.

The course is gated by an attractive landing page which highlights the value it offers. 

This landing page can be seen on the next page. An in-depth assessment of what 

makes it effective follows.
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Not sure how workflows can help your inbound marketing?  
It’s time to learn! 

LEARN ABOUT WORKFLOWS
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What makes this landing page so good? 

1. No navigation present to distract the prospect.

2. A clear, compelling headline, communicating exactly what is on offer.

3. A high-quality video, complete with testimonials from people who have completed 

the course.

4. A short blurb detailing further the challenges this course solves for.

5. A form to capture the prospect’s details.

6. A call-to-action that redirects to a thank you page.

7. More details about what can be expected from the course.

Once someone signs up for the course, they receive an email every day for 31 days 

(see above). Each email contains a link to that day’s lesson. The emails are ideal -- 

short, simple and to the point.
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Course materials take the form of videos, notes, and downloadable excel sheets and 

guides.

Of course, having the landing page on your site is one thing, but it won’t attract traffic by 

itself. The page is frequently shared on social media, and support blog posts are written 

regularly on the topic of financial modelling that feature a clear call-to-action at the end, 

which leads to the course landing page (example shown above). 



F1F9’s content is exceptional and as a result, it is regularly linked to by the media and 

other blogs. This helps drive further web traffic, while at the same time enhancing 

F1F9’s search engine visibility.

F1F9 started inbound marketing in May 2013. It now drives around an average of 750 

leads each month. Typically, around 300 of these leads are from organic search. As 

well as increasing leads, traffic has also increased sixfold to 60,000 visits per month
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TOP TIP:
Especially in the finance sector, people gravitate 
towards a very serious tone, and whilst your business 
and solution can be serious, try and see the lighter side 
of the problem / challenge your prospects face. Take 
risks with your content – you will find that it spreads 
further and is more engaging (and it’s much more fun to 
create!). Take, for example, our most recent campaign, 
which was centred around a report on the uses and 
abuses of spreadsheets. It was entitled Capitalism’s 
Dirty Secret, and gained publicity in the national press.

Stephen Daniels, Marketing Manager at F1F9



CHAPTER 4: SOCIAL MEDIA
For some finance companies, social media is a place that is feared. However, for oth-

ers, it is a place of great engagement and lead volume. Some companies even use it 

as a customer service channel -- Irish bank, AIB does a particularly good job of using 

social media for this. In fact, AIB dedicates a whole website to its social media and 

blogging activities. 

In a recent report by research company, Mintel, it was found that 36% of consumers 

are comfortable with brands interacting directly with them on social channels and are 

significantly more likely to be satisfied with their financial services provider across a 
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range of factors including the branch, ATM, website and mobile app. This suggests that 

a proactive social media strategy is critical because the more you can get your custom-

ers to engage with you on social media, the more satisfied and loyal they are likely to 

be.

The challenge finance organisations face -- especially those in banking and investment 

-- is that they have to be very careful not to be seen as promoting their services over 

social media. Guidelines for this differ from country to country (for examples, in the UK 

the FCA has guidelines on social promotion), Care must also be taken to include appro-

priate risk warnings. This is particularly challenging due to the restriction on the lengths 

of some posts on social media. 

The safest way to sidestep this challenge is to avoid using your social media channels 

to sell; use them to educate and inform. Use them to promote your helpful content (tips 

for saving for a wedding/holiday/car); show how your institution is helping serve the 

wider community through charity work; or run some competitions.

4.1 Social Media Tips for the Finance Industry 

1. Avoid being over-promotional. 

As mentioned earlier, some countries have guidelines for finance marketers to follow 

when it comes to social media promotion. Familiarise yourself with the guidelines in 

your own country. Take a look at the example on the next page (taken from the UK’s 

FCA guidelines on social media promotion for the finance industry) showing the differ-

ence between a promotional and non-promotional update.
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2. Devise social media guidelines.

Set out strict social media guidelines that your employees can use. These need to be 

written in a way that is understandable by everyone. It should be very clear in terms of 

what employees can and cannot do on social media. This document should be covered 

at length during training. If your company doesn’t have a style guide, you can download 

this editable one to get you started.

3. Develop a crisis plan.

Outline a step-by-step process that should be followed if something happens on social 

media that shouldn’t have -- such as negative interactions or a hacked account, for ex-

ample. This is sometimes referred to as an escalation guide. It should outline points of 

contact. Social media failures are never good for any company, but in the finance indus-

try, they can be particularly detrimental.
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Example of a non-
compliant promotional 
Tweet.

Example of a fair, clear 
and non-misleading 
Tweet, conveying a prom-
inent warning within the 
character limitation.

http://hubs.ly/y0K2xK0
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4. Utilise LinkedIn Pulse

LinkedIn Pulse is a great outlet for thought leaders at your company to blog. Try to get 

your CEO/COO/CFO/VPs to write something once a quarter (or you can write it in their 

name -- see the blogging tips section for how to do this) to display thought leadership 

and relay that back to the blog. 

5. Follow the 10-4-1 Rule. 

The 10-4-1 Rule is a ratio that serves as a guideline for the right balance of content to 

publish in social media. For every 15 of your social media updates, 10 should be pieces 

of other people’s content, 4 should be your own blog articles, and 1 should be a landing 

page. Make it a rule to follow the ratio no matter how much you post, and it will help 

you grow your reach, send traffic to your website and generate leads. 

4.1 Best in Class

A great example of a company that’s really harnessing the power of social media is UK 

equity crowdfunding & online co-investment platform, Growthfunders. 

The marketing team at Growthfunders uses social media as part of an overall, integrat-

ed inbound marketing strategy. Since harnessing the power of social media, the com-

pany has seen its following increase by an average of 300 followers per month. 

Growthfunders uses social media to drive traffic to its website, landing pages and blog, 

and -- as its following has increased -- so too has its traffic from social media. But how 

has Growthfunders grown its social following to a point where it’s a traffic generator? 

https://www.linkedin.com/today/
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Growthfunders has a dedicated online marketing team who handle the day-to-day so-

cial media campaigns. They also have a member of the team who focuses primarily on 

sending out high quality messages on all social media platforms, and interacting with 

new followers and relevant accounts. Finally, they have a content marketer who creates 

great quality content to post online, and a digital marketer who focuses on the format-

ting and publishing of this content.

To take one example, Growthfunders’ Twitter (see next page) is a hive of interaction and 

home to a variety of shared content. The team engages with their followers, share in-

dustry news, and share content such as inspirational quotes. They retweet other peo-

ple’s content frequently too. 

What makes Growfunders’ Twitter so good? 

1. Hashtags: The Growthfunders team tweets using hashtags to contribute to and take 

part in online conversations, which helps to increase brand visibility.

2. Images: By using images in their Tweets, Growthfunders is increasing its leads by as 

much as 55%, going by Twitter data.

3. Tagging/mentioning other users: By tagging other Twitter users in their Tweets, 

they are initiating engagement with the tagged user, and the tagged user  

(@LondonEconomic in this case) will appreciate the visibility.

4. Other content: Posting content such as inspirational quotes helps to humanise the 

Growthfunders brand by giving insight into its brand personality. This is really important, 

as traditionally, finance companies are seen as unexciting and uninspiring.  

5. Bio: When writing its bio, Growthfunders kept its target market of “entrepreneurs” 

and “investors” in mind. Hashtagging these terms in its bio makes the Growthfunders 

Twitter profile super findable. 

http://blog.hubspot.com/marketing/tweet-images-improve-lead-gen-ht
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As Growthfunders’ traffic has increased from social media, so too has its leads. In fact, 

its year-on-year contact growth has been fuelled mainly by Twitter. 

Overall, social media -- and in particular Twitter -- is a big part of Growthfunders’ 

inbound marketing strategy. Without social media, they would not be able to achieve 

the reach they do, because they do not have the budget to use paid advertising to 

increase their visibility.
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TOP TIP:
Never talk solely about your business or try to be salesy 
online; offer advice, and educational content as well 
as retweeting and talking about other businesses and 
relevant articles and information.

Samantha Hemmingway, Digital Marketing Executive at 
Growthfunders.

TOP TIP:
Not sure how your social media efforts are performing 
against industry standards?

BENCHMARK YOUR SOCIAL

http://hubs.ly/y0K2wK0
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CHAPTER 5: EMAIL
Many marketers think email is dead, and that it’s an old-fashioned marketing tactic 

that doesn’t work any more. This couldn’t be further from the truth.  Email is still one 

of the most powerful tactics in every marketers toolkit. In the finance industry, email 

is often an afterthought, being used primarily for operational alerts -- such as deposit 

and withdrawal confirmation, policy updates, and statements -- rather than marketing 

communications. There is a huge opportunity here -- particularly when it comes to 

nurturing leads through the funnel from prospects to customers.

5.1 Email Tips for the Finance Industry 
 

 1. Run an opt-in newsletter.

Create a weekly/monthly opt-in newsletter that is full of diverse info and snippets of 

industry happenings. Yes, have links to your blog posts but offer readers a reason to 

read and share your newsletter: a joke-of-the-day, events worth going to that month, or 

a great guest blog your team wrote.

2. Keep track of your metrics, and test, test, test.

You should keep an eye on metrics like bounce rate, open rate, click-through rate, and 

so on. Test subject lines, images, length, and format, and figure out what is working 

best. If you want to benchmark your performance against email rates in your industry, 

check out this 2014 study from Silverpop.

http://idma.ie/wp-content/uploads/2014/05/Email-Marketing-Metrics-Benchmark-Study-2014-Silverpop.pdf


3. Maintain your lists.

Make sure to spend time segmenting your lists into segments that make sense for your 

industry -- that could be by customer type (personal/business), product type (current/

savings account or life assurance/car insurance) and geographic location. It’s important 

to audit these lists regularly, ensuring the list criteria are still relevant.

4. Use email to leverage other parts of your inbound marketing.

Use email to drive people to relevant blog posts, to alert them of competitions or 

referral schemes you’re running, or to get them to share or follow you on social media. 

Remember email subscribers are often the most engaged in your network, so tap into 

them. 

5. Use personalisation.

It’s amazing the number of generic emails sent on a daily basis that are not 

personalised -- even with a name. Do not commit this crime! Regardless of what email 

system you’re using, personalising your emails with at least a name shouldn’t be 

difficult. 

6. Be strategic.

Let’s take an example from the insurance industry. If you are marketing an insurance 

company, make sure to communicate with people at key times -- such as when they 

are due to renew. Make sure that they receive a renewal reminder email a few weeks 

before -- just like the one on the next page from Axa insurance, which was delivered 

three weeks before renewal was due. This should be easily set up within an inbound 

marketing platform using email workflows and triggered emails.
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This strategy is not just for current customers, however. When searching for car 

insurance, people are likely to consider a number of different vendors, and are likely to 

give their details to more than one provider for a quote. Insurance is something that is 

typically searched for on a yearly basis, meaning the sale you may have lost out on one 

year, becomes a lead again the next. This means there an opportunity to send an email 

like the email on the next page in an attempt to win the sale
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This strategy is not just relevant to insurance marketers. It can be rolled out across 

inbound marketing strategies for banking and investment companies too. 

5.2 Best in Class

The team at Dutch online mortgage advice company eyeOpen spent its initial inbound 

marketing journey focusing on developing a better understanding of its website visitors 

and building its website traffic. It then set about trying to convert more website visitors 

by experimenting with calls-to-action. Now, the company is working towards creating 

stronger emails, and integrating workflows into its email marketing in order to take its 

lead nurturing to the next level. 



The team at eyeOpen is doing a great job of building their emails, and is following 

advised best practices. Let’s take a look at one of its emails.

So what makes this email so good?

1. The email is personalised, and addresses recipients by their first name.

2. At an early stage, the email makes it clear what challenge the offer is addressing. 

In this case, the email is appealing to people who have had a bid accepted or nearly 

accepted on a new home, and they need to arrange their financing. 

3. The email uses actionable language to direct the recipient to desired action --  in 

this case, “Download for free”.
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4. Short emails with one clear aim perform the best. Note how this email is kept brief 

(under 200 words), and does not overwhelm the recipient with irrelevant content.

5. The email includes a prominent CTA, which is located above the fold. The call-to-

action is specific to the offer, showing the cover of the actual ebook that’s on offer. 

6. The email signature in this example gives the email a more personable, human feel.

Overall, this email is aesthetically pleasing to the eye and is very digestible. eyeOpen 

uses this style of email to send content to its database. Emails are segmanted based 

on the lifecycle of the lead. This style of email is also used to follow up with webinar 

attendees after airing, offering them a recording of the webinar and a related offer. Even 

though eyeOpen is in its early days with this kind of email marketing, the results have 

been promising. Typically, these emails receive an above-average open rate of around 

75%, and click through rates of around 45-50% (based on opened emails).
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TOP TIP:
As we’re a small team, we found building our inbound 
marketing activities in stages worked well for us. We 
got to know the specific painpoints in the customer 
journey of home buyers (by doing interviews, for 
example) and creating a base of relevant content 
(blogs, eBooks and infographics). This helped to 
increase our traffic levels by 200% in six months. We 
then concentrated on converting visitors to leads with 
appealing CTAs. After almost tripling our lead flow, 
we are focusing on nurturing our leads with email 
marketing, and so far so good!  

Kione Smits, Content Marketeer at EyeOpen



CHAPTER 6: CTAS
A call-to-action (usually abbreviated to CTA) is an image or line of text that prompts 

website visitors, leads, and customers to take action. It is, quite literally, a “call” to take 

an “action.”

The action you want people to take could be anything: download an ebook, sign up for 

a webinar, get a coupon, attend an event, etc. A CTA can be placed anywhere in your 

marketing -- on your website, in an ebook, in an email, or even at the end of a blog 

post.

Calls-to-action (CTAs) are an essential part of all inbound strategies, and they fit into 

every stage of the inbound marketing process. Firstly, they represent gateways to 

your landing pages, and help to convert visitors to leads. Furthermore, by using CTAs 

tailored specifically to specific persona types at each stage of the process, they can be 

instrumental in closing leads to customers. CTAs can also help to delight customers by 

directing them to offers that speak to their unique needs.

 

TOP TIP:
Create your own CTAs in seconds using these 
customisable CTA templates.

CREATE YOUR CTAS
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http://hubs.ly/y0K2HY0


6.1 CTA Tips for the Finance Industry

1. Avoid being overly promotional.

Rather than including the copy “Click here to learn how to guarantee a 10% return 

on your first investment” in your CTA,  you should opt for something for general such 

as “The beginner’s guide to first investments”. This will keep you in line with any legal 

guidelines regarding promotion that you need to follow as a finance marketer. 

2. Experiment with different kinds of CTAs.

There is a ton of different types of CTAs to choose from -- static, slide-in and even pop-

ups. Check out this blog post to learn how to create a slide-in CTA for your blog.

3. Address your personas’ challenges in your CTAs.

Your CTA should be really focused on your personas’ challenges, and direct the click-

er to exactly where it says it will. Consider this CTA from the HubSpot blog below -- it 

answers marketers’ challenges associated with creating effective CTAs.  

4. Include images in your CTAs. 
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http://blog.hubspot.com/marketing/how-to-add-a-slide-in-call-to-action-to-your-blog-posts


Including images in your CTAs can increase your conversion rate. Neil Patel found that 

including images in his CTAs resulted in a 28% increase in conversion rate. Include a 

picture of the cover of the actual ebook your CTA is directing to on the CTA (as in previ-

ous example). This will draw attention to it and make it more desirable to click.  

5. Align your messaging. 

Make sure that the messaging from your CTA follows through from the CTA to the land-

ing page. This ensures fluidity in the user’s journey. Note how the title and cover images 

from the CTA (on the previous page) are carried through to the landing page below.

6. Always be testing.
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http://www.quicksprout.com/2013/03/14/click-here-11-ways-to-improve-your-call-to-actions/


CTAs that work for one company won’t necessarily work for you. It’s important to run 

testing on an ongoing basis -- test colour, size, placement, images, and language. If 

you have access to A/B testing software, use it! It will make your testing painless and 

effective. 

6.2 Best in Class

Let’s look at some examples of great CTAs by some of the companies already show-

cased in this ebook. 

1. F1F9

F1F9 has some really attractive CTAs on its blog. Earlier in this ebook, we took a deep 

dive into F1F9’s 31 day financial modelling course. We looked at the landing page, 

blog posts and emails associated with it. We also highlighted the CTA placement at the 

bottom of the blog. Notice how the CTA is clear, concise and tells the visitor exactly 

what they are going to get if they click through. Even though this CTA does not include 

an image, it communicates the message very clearly.  

This is not the only CTA used to raise awareness about the course throughout the site. 

Here is an example of another (bigger) one than can be found on the right nav bar on 
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the blog. Trying out different CTA placements on your site is smart, as is playing around 

with the messaging and content.

2. eyeOpen

With traffic levels to its site increasing, the team at eyeOpen wanted to shift its focus to-

wards converting visitors to leads. They started testing static and slide-in CTAs in order 

to make more visitors download their content.  Since then, they have tried several new 

designs, appealing buttons and different copy in order to catch the eye of their visitors.

eyeOpen started out with some simplified generic CTAs. However, after deciding to test 

including real covers of their ebooks in their CTAs and combining slide-in CTAs with 

static ones in blogs, monthly lead flow increased by 196% in six months. Examples 

of these CTAs are shown on the next page. 
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Generic simplified CTA

CTA designed specifically for this ebook -- this kind of CTA delivered an 
increase in leads of 196%
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BOOK NOW!

CHAPTER 7: CONCLUSION
Now that you are familiar with the basic concepts associated with inbound marketing, 

your next step is to start! 

If you haven’t already, start a blog.  Even if you can only blog once per week, try it. If 

you have the resources, create some long-form content and build some landing pag-

es. Remember that small steps are all you need to get started. You should have all the 

information you need in this ebook to give you a good start. 

Need more help to get started? 

BOOK A FREE 
INBOUND MARKETING 

CONSULTATION 
TAILORED TO

THE FINANCE INDUSTRY

http://offers.hubspot.com/emea/ima-finance

