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35%
23%

More email was sent by the financial 
sector in March 2020 vs 2019

Increase in finserv open rates in March 
2020 vs 2019, despite this increase in 
volume.(It has since leveled back out.)

91% Of consumers rate email as a top 
communications channel. 55% “could not 
live without it.”

Email Marketing got stronger than ever 
over the past year.

Email Marketing 
in 2021

Sources: CMO Council “Critical Channels of Choice” (Oct 2020; U.S., Canada, UK, Ireland, Australia, New Zealand); emfluence “2020 Email 
Marketing Benchmarks Report” (Jan 2021; North America)); Validity “Disruption: How the 2020 Pandemic Changed Email” (Nov 2020; Global)

https://www.mediapost.com/publications/article/357894/email-in-the-time-of-a-pandemic-channel-is-most-f.html
https://emarketingplatform.com/email-marketing-benchmarks/
https://emarketingplatform.com/email-marketing-benchmarks/
https://www.validity.com/wp-content/uploads/2020/11/Disruption-How-the-2020-Pandemic-Changed-Email.pdf
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Northwestern Mutual

Fidelity Investments

Fisher Investments

Charles Schwab

Edward Jones

JP Morgan Chase

Goldman Sachs

Merrill Lynch

Creative Planning

BMG Advisors
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Don’t compare your beginning 
to someone else’s middle.”

Tim Hiller, Strive: Life is Short, Pursue What Matters

“

v

Before we begin...
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Comparison is the thief of joy.”

Theodore Roosevelt

“

v

Before we begin...
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Nearly every site had educational content -- a lot of it. 
From personal financial tips to market trends, each had 
a blog, research section, infographics, or other content.

The best were consumer-oriented, i.e. categorized by 
life stage or the question a user needs answers to.

Best-in-class brands use content to 
attract and keep people on their site

How the Top 10 
Capture Email 
Addresses

Lead Capture

9/10
Blog Content

10/10
Gated Content

1.5/10
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Most of the Big 10 didn’t “gate” 
much of their content (i.e. didn’t 
require a form fill to gain access).

Discussion:
What are the pros/cons of gated 
content vs pairing content + a 
lead form? Where do you stand?
(Comment in the chat!)

To gate or not to gate
How the Top 10 
Capture Email 
Addresses
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Only 4 of 10 websites had a way to opt in to receive 
the blog/market updates content by email. 

Only Goldman Sachs had that opt in all pages of the 
site. None used a disrupter or popup modal to garner 
signups, though JP Morgan did have a small slide out 
on blog content pages.

Most don’t capture emails for 
newsletters/content-driven emails

How the Top 10 
Capture Email 
Addresses

Opt In on All Pgs

1/10
Opt In Form

4/10
Popover Modal

1/10
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One local firm -- who knew I had a financial advisor 
already -- invited me to a webinar on ESG (socially 
responsible) investing opportunities. 

The content was created and co-presented by the 
portfolio partner (Calvert), but the leads went to the firm. 
Win-win!

Use your expertise or specialty as 
a lead magnet

How the Top 10 
Capture Email 
Addresses
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Don’t just buy media. Own it!

Media Partnerships
How the Top 10 
Capture Email 
Addresses
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Transactional, Content-Driven 
& Marketing Automation
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Trade confirmations, new 
accounts opening, monthly 
or annual statements: these 
should all be no brainers. 
BUT don’t let design die 
here!

Table Stakes: The 
Email Update

Transactional 
Email Samples 
from the “Big 
Guys” in Finance

Lesson: Design your
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Check in on your email 
creative for triggered 
emails every so often.

Even if they look great… 
there may be something 
that needs a little love:

Check for stale 
content 1-4x/yr

Transactional 
Email Samples 
from the “Big 
Guys” in Finance
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● Send these to look like 
they’re “from” the account 
rep, if you can

● At least send from a real 
email address (not noreply@)

Transactional 
Email Update 
Plus Ups:

Transactional 
Email Samples 
from the “Big 
Guys” in Finance
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● How can we help our prospects 
and clients answer the question 
that come up for them before 
they even ask?

● Include rich media like video 
interviews, podcasts, etc.
○ Plus up: Screenshot the video 

and overlay a play button (in 
addition to the “watch” button)

Newsletters should 
be timely and 
“delivered personally”

Content-Driven 
Email Samples 
from the “Big 
Guys” in Finance
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● Personal is great!
● Manual is not great.

○ Sending through an Email 
Platform or CRM/Sales system 
saves time, tracks results,and 
keeps you compliant.

● Attachments are in danger of 
not arriving inboxes, especially 
if you send to more than a 
couple dozen people at a time.

De-tach yourself. 
No attachments.

Content-Driven 
Email Samples 
from the “Big 
Guys” in Finance
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We know our users will 
scroll these days, but... 

Don’t push the limits of 
their attention span.

How unafraid 
are we of the 
scroll??

Content-Driven 
Email Samples 
from the “Big 
Guys” in Finance
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Only one brand sent an immediate welcome email and 
it was actually a “double opt in” confirmation. 

Welcome emails garner nearly twice the open rate of 
content-calendar-driven emails!

Only 4 of the 10 brands sent content during the audit 
window… Most never sent to non-client email sub.

Send a Welcome Email!
Content-Driven 
Email Samples 
from the “Big 
Guys” in Finance

Content Emails

4/10
Immediate Welcome

0.5/10
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Not every brand did this 
well… but the truth is 
that they should.

Up to 75% of your emails 
may be read on a mobile 
device first!

Make it 
mobile-friendly

Content-Driven 
Email Samples 
from the “Big 
Guys” in Finance

Mobile Friendly Design

1.5/4
Optimized for Images Off

4/4
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Marketing Automation 
means not risking a 
sales person will forgot 
to talk to a hot lead
OR not spending time on 
warm leads when you 
could be closing deals.

Take human 
error out of 
your marketing

Automated 
Email Samples 
from the “Big 
Guys” in Finance

Send an email 
to check in with 
Joe Smith Thur

TO DO:





Customer 
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Idea Scratchpad: To Do’s
• Capture the leads that make it to your brilliant 

content. You can gate content OR you can make a 
lead form the “enticing next step” after reading.

○ Lead forms should be all over your website, but 
email sign up forms can help you capture 
long-term prospects with your alluring content.

• Make lead forms work for current clients too, 
by giving them the option to find their current rep 
(rather than get assigned to a new one).

• Create research and webinars as lead magnets. 
○ TIP: Work with your portfolio partners to 

co-create or co-present or both!

Top Lessons 
Learned
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Idea Scratchpad: To Do’s
• For current clients, make even your content-driven 

emails look like they come “from” the client’s rep. 
○ TIP: Set up marketing emails so replies go to a rep

• Check how mobile friendly your email design is.
○ TIP: Up to 75% of your audience could be reading 

(or triaging) on their phones
• Scrollable length is fine, but keep it skimmable. 

○ TIP: Drive traffic to your website for full length 
content.

• Video content can drive engagement!
○ TIP: Screenshot a frame of the video that will 

make readers want to watch/gives them questions 
they need to click to answer

Top Lessons 
Learned
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Idea Scratchpad: To Do’s
• Don’t send your newsletter as PDF attachments. 

You’re only adding one more click / point of friction 
AND larger batch sends with attachments are 
danger of not making it to the inbox.

• Send consistently -- you’re likely putting out great 
content! Don’t forget to deliver that right to your 
hand-raisers’ inboxes.

• Automate keeping your leads warm and lead 
scoring. Your sales team can close sales. Email 
marketing can qualify and nurture.

○ TIP: Nurture shouldn’t stop with prospects. 
Nurture customers throughout their lifecycle.

Top Lessons 
Learned
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Questions?
Email me! jbest@barkleyus.com

Presented by:

Jessica Best
VP, Data-Driven 
Marketing @ Barkley


