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INTRODUCTION
Welcome to this edition of the Financial Marketer guidebook.
We have selectively curated the most popular and relevant
articles from the industry publication to help you as a marketer
successfully navigate the complex landscape of financial
content marketing.
Everything starts with a plan so to help you approach your content strategy we explore
The Most Important Principles Of Finance Content Marketing.
Once you have your strategy locked down it’s important to work out how best to utilise
your budget to reach and influence the right audience and demonstrate your return on
investment. How To Make The Most Of Your Content Marketing Budget will see you make
your dollars count!
These days it’s known to get eyeballs onto your content it’s crucial to promote it well - and
that invariably means dealing with social media. That’s why we created the Finance Brand’s
Guide To Targeted Social Media so you can understand the benefits and how to approach
your paid social media campaigns.
And of course, pretty much everything starts with a search online so this means as a
financial marketer you’ll need to master search engine marketing (SEO) to succeed. We
know many people are daunted by the complex beast that is SEO and so we published Where
To Start With Technical SEO to get your search results moving up the rankings.
To round out this edition we explore the seven key principles of user experience design for
your website given it’s the key destination of your finance brand and its content. For a great
read head to Vanity Websites Have Had Their Day: Designing For the User.
We hope you really enjoy this edition of the Financial Marketer guidebook and benefit from
the experience of our authors, subject matter experts and industry opinion leaders.
And lastly, if after exploring this edition you still need further help with content and social
ambitions then please drop a line to our people at the finance content marketing agency
The Dubs. They’d love to hear from you.

From the editor
Ale Middleton
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CONTENT STRATEGY

THE MOST IMPORTANT PRINCIPLES
OF FINANCE CONTENT MARKETING
// Core lessons in content marketing
By Susan Burchill
24 May, 2019
Former journalist and content marketer Dr Ray Welling now writes books about digital
disruption and teaches marketing at both Sydney University and Macquarie University. In part
one of our interview with Dr Welling, we get a refresher in the most important principles of
finance content marketing.

If you had finance content marketers in one of your classes, what
would be the three lessons or principles you’d most want them to
learn, and why?
The first principle would be customer centricity – that it’s not about you, it’s about them. In
academic terms, we’ve moved from a product orientation to a customer orientation.
Because of the changes in society and digital technology the customer is now at the centre
of the seeking / purchasing process, but many organisations - especially long-serving ones are stuck in the old days when the company was at the centre of the universe and traditional
advertising was the only way they communicated with customers.
These old-school businesses need to re-tool, rethink the way they do everything and start
over with their product lines based on solving customer problems, instead of saying: I’ve got
this idea for a great product, who can I sell it to? This is very, very difficult for established
companies to do, and understandably a terrifying thing. This is why so many disruptors and
start-ups are jumping in and seizing an opportunity.
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The second principle is related to that, it’s this concept of Youtility - Jay Baer wrote a book
about it and I talk about it in Macquarie University’s global MBA. It’s the key principle of
content marketing – instead of shouting at your customers, you need to help them solve
problems – provide Youtility to them rather than selling products.

It’s the key principle of content marketing – instead of shouting at your
customers, you need to help them solve problems.
And the third principle of finance content marketing?
It comes from one of the other key people in this area, Simon Sinek. He talks about the
concept of working out what your ‘why’ is. It’s developing the real purpose for your business,
and that purpose should not be: we want to sell X. It’s more: what is this problem that we
want to solve? That’s our ‘why’. And if everyone in your organisation buys into that and
understands that’s your overriding purpose, then that gives everyone a goal to shoot for.
If you can come up with a ‘why’ that is truly distinctive compared to your competitors, and
one which resonates with your customers and potential customers, it will help guarantee
success for you in the future.
The old concept of brand love – it’s a vanity metric. You don’t want someone to be in love with
your company, you want people to be in love with what you can do for them. This is not rocket
science but it’s amazing how many companies still can’t get it, because of this entrenched
thinking around their products.

What are the opportunities in the aftermath of the royal
commission? Where could a smart brand really clean up?
The first is in PR. Instead of doing crisis management it’s important to actually get out in
front, be transparent.
You need to be honest and you also need some real cultural change, and you need to really
be on the customer’s side - not just say you are.
And you do also need to retool for this emerging customer base of Millennials and Gen Z.
So for instance, operating as a sustainable organisation is more important the younger your
customer base.
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What could a financial brand – a bank, insurer, asset manager
- do to really stand out or be more memorable in their market?
I’d turn that question on its head and say, do you want to be memorable or do you just want
to make it easier for your customers to do business with you? I’d argue that just being good
at what you do is going to help with customer retention and customer win-back – because if
you’re doing a good job, even if you lose a customer, they’re more likely to come back if their
competitors aren’t treating them well.
You want to create campaigns that are memorable sure, but really - just doing a good job is
more important than coming up with some flashy campaign that’s going to make you stand out.
You can do the best marketing in the world for a so-so product and it will stand out, but if the
product sucks you’re still not going to be able to hang onto your customers.

Like what you’ve read?
Subscribe now to stay ahead with the latest content marketing
insights for financial marketers.
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MANAGING BUDGETS

HOW TO MAKE THE MOST OF YOUR
CONTENT MARKETING BUDGET
// Make your dollars count
By Rachel Lobley
17 December, 2019
Good content is an investment. And when the expertise and resources of the business are
paired with the right strategy, the rewards are certainly worth it. In fact, according to the
Content Marketing Institute, content marketing generates over three times as many leads
as outbound marketing, and costs 62% less. So, how can you make sure that you’re utilising
your content marketing budget to full effect?

1. Atomise your content
This means creating one core piece of content based around multiple themes – an Industry
Trends Report, for example - then slicing and dicing it to create a number of smaller content
pieces that can populate your marketing channels ongoing. You could share key insights
as graphical social posts, cut the copy into short-form blogs or use the original piece of
content as a launching pad for an op-ed. This type of content marketing is often known as
‘Blockbuster’ and it’s a model on which Disney and finance brands alike can thrive.

2. Take advantage of your expertise
Your organisation is full of experts, so make sure you’re tapping into your own valuable
resources before you go searching elsewhere for inspiration. CEO interviews, podcasts and
well-curated social media profiles can win your finance brand credibility as well as provide
additional avenues to extend your content’s reach. See our feature on the top 10 finance CEO
LinkedIn profiles to see how it’s done.
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3. Audit and reuse
In countless finance organisations content is created and shared once, never again to see the
light of day. Why make another video when you already have one? Why write a blog if there’s
one sitting dormant in the archives of your content hub. If a piece of content was valuable
to your business when first created, it’s likely that value remains – it may just need to be
tweaked here and there. To use your content effectively, first decide on the themes that are
important to your business, then perform a full audit and reorganise your content under
these themes, repurposing the great content you’ve already created to keep these themes in
the spotlight ongoing.

If a piece of content was valuable to your business when first created, it’s
likely that value remains – it may just need to be tweaked here and there.
4. Set measureable objectives
Before you start producing more content, it’s important to set objectives and calculate your
anticipated ROI. This will help you when planning future content marketing campaigns, and
means you can identify the content initiatives that are bringing home the bacon and avoid
wasting time and money on the rest.

5. Explore partnerships
It is surprising how few brands have switched on to content syndication. Put simply,
syndication means having your owned content published across other, partner, marketing
channels. Used effectively, syndication can increase the reach and cut-through of your
content dramatically. Read our guide to syndication to get started.

6. Optimise your copy for SEO
There’s no point in creating content if you’re not going to optimise it for search. Decide on
what your keywords are before you start production to make sure your content gets found.
Finally, look at your marketing budget as a whole and decide where the true ROI lies for you
and your business. Maybe content marketing is an area that is worth investing a little more
in. Test, learn and optimise as you go. For help executing a content marketing strategy that
will deliver ROI, get in touch.

Like what you’ve read?
Subscribe now to stay ahead with the latest content marketing
insights for financial marketers.
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SOCIAL TARGETING

FINANCE BRAND'S GUIDE TO
TARGETED SOCIAL MEDIA
// Hand pick your audience
By Rachel Lobley
25 July, 2019
We sat down with Tara Cimino, senior paid media specialist at The Dubs, to chat about how a
targeted social media distribution strategy can revolutionise your social presence.

What do we mean by a targeted social media campaign?
“Targeted social media works differently from platform to platform,” says Tara, “but it means
using social media to engage with a new audience base.”
“When you share your content and thought leadership organically, you are only engaging
with your existing followers. You’re relying on them to share or retweet your content to
build awareness beyond this limited group of people. A targeted distribution model gets
your content in front of a new and relevant audience by targeting individuals based on
demographics and insights like their job title or their interests.”

So what are the benefits of a targeted social media campaign?
“A targeted social media campaign offers enormous reach for a limited budget, particularly if
you are clear about the audience you’re trying to get in front of,” explains Tara.
“Targeted social media amplifies your content, ensuring you get the greatest ROI from what
you have created. For finance brands, thought leadership, videos and infographics can take
a great deal of time and effort to produce – targeted social ensures this brilliant content is
used as effectively as possible.”

www.thedubs.com

7

When setting up a targeted social campaign, you should establish goals – these define
the action you want the user to take. They could be based on web pages read, products
purchased or enquiries made. By looking at your campaigns in real-time, you’ll see what’s
working and what needs to be changed. You can optimise campaigns as you go, allowing you
to work as effectively as possible.

Targeted social media amplifies your content, ensuring you get the greatest
roi from what you have created.
How can I set my paid media campaign up for success?
“There are certain things brands need to have in place to run a great paid social campaign,”
Tara says.
“Firstly, be clear about your target audience and their customer journey. Consider how they
use social media in both their professional and private life. Then make sure your website is
up to the task. If you’re driving people to your site, make sure it is set up in an intuitive way
with clear calls to action – and that you have the right analytics tools in place to measure
user activity.”
“Finally, keep an eye on your campaign while it is live. Paid campaigns should be tweaked
and optimised as you go. Be sure to keep up with regular reporting so you can learn and
share what worked and what could be improved.”

Why should finance brands use paid media?
“One great thing about paid media is how easily it can be edited, adapted and optimised,”
says Tara.
“Paid media not only allows finance brands to reach highly relevant audiences and make the
most of their content, but it also provides brands with the creative freedom to test new ideas,
key messaging and imagery so they stand out from the crowd.”
“We recommend finance brands take a blended social media approach. This means posting
organic content as well as amplifying sponsored content. For one of our clients, Aberdeen
Standard Investments, (ASI) we started an always-on program across two markets on
roughly 10,000 followers. We now amplify content for ASI in more than 20 markets, and have
now grown their social following to more than 300,000.”

Like what you’ve read?
Subscribe now to stay ahead with the latest content marketing
insights for financial marketers.
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SEARCH ENGINE MARKETING

WHERE TO START WITH
TECHNICAL SEO
// Hand pick your audience
By Annabel Hodges
31 January, 2019
SEO is a complex beast, divided across three main areas of content, technical and off-site.
Content and keyword research are often the easiest of the three to implement successfully,
with technical SEO often left in the ‘too hard’ basket. Before we move on, check where you’re
at against our list of SEO best practices.
The technical side of SEO can seem daunting, but a few tweaks in the right area can make all
the difference to the visibility of your content. It’s not enough to write great content, search
engines need to be able to easily find it. Here we break down some simple steps to stay
ahead of technical SEO.

It’s not enough to write great content, search engines need to be able to
easily find it.
1. Check your speed
A topic that you’ll never hear the end of – the page load speed of your site can have a huge
impact on whether or not search engines will see your content. It’s also a confirmed ranking
factor in the Google algorithm. Use the Google PageSpeed Insights tool to see how your site
compares and what you can do to improve it.
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2. Get to know robots directives
Accidental blocking of crawlers through misuse of robots directives is a common issue that
is often simple to fix. Look out for:
•

Nofollow and noindex robots tags - These html tags can be added to specific pages to
either tell search engines not to include them in search results (noindex) or not to follow
links to the page (nofollow). These directives are generally used on larger sites to limit
time spent on pages that are not beneficial to the reader, but can also accidentally cause
the removal of vital pages from the index if used incorrectly.

•

X-Robots tag - Similar to the standard tags above, the x-robots tag works on the same
principle but can be used with greater flexibility to control a page as a whole or through
specific elements.

•

Robots.txt file - Predominately used to tell Google when not to crawl a page, the tags
and implementation are similar but are implemented at a folder level as opposed to a
page level. Go to www.yoursite.com/robots.txt to review yours and use the Robots.txt
tester tool in your Search Console (only available in the old version).

For more on this topic, you can find great resources on which to use and how to implement
the right tags over at Yoast and Moz.

3. Understand your response codes
It’s important to not only find the page errors on your site but also understand what these
errors mean in order to fix them correctly. Use your search console to uncover crucial
site errors that could be affecting your ranking potential. Some of the most common ones
include:
•

4xx: Client errors - e.g. 404 - The page is not found and the error is on the website’s
side. Often due to content being moved or a URL being updated without the correct
redirect being implemented.

•

5xx - e.g. 503 - service unavailable - This can be caused by too many people trying to
access a site or maintenance. This means there is a server issue which is preventing
access to the site and needs emergency review.

•

3xx - e.g 301 - the page has been redirected permanently. This is the correct redirect
that should be used in the majority of cases as opposed to a 302, which suggests the
page has only been moved temporarily and won’t pass the link authority to the new page.
It’s also good to check whether the crawlers are being sent through multiple redirects
before reaching their final destination, as this will have a negative impact on ranking. Try
using a simple tool like Redirect Path to check this.
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4. Don’t be browser blind
Chrome is currently the most popular desktop browser, owning close to 80% of the market.
Safari also remains huge thanks to the iPhone dominance in key markets. But what of
other often forgotten browsers like Firefox or Internet Explorer? It’s easy to assume they’re
less important due to their smaller percentage of users, but failing to ensure your content
renders correctly in ALL browsers is a quick way to lose vital customers. Ensure you check
your site across all browsers and device types to optimise your traffic potential.

5. Crawl crawl crawl
Many of the above checks can be quickly and easily undertaken using a crawler tool. For a
more in-depth tool that's great for larger sites, check out Deepcrawl. Or you can even trial
some of the all-in-one SEO tools out there to give a quick overview of your technical SEO.

Like what you’ve read?
Subscribe now to stay ahead with the latest content marketing
insights for financial marketers.
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USER EXPERIENCE

VANITY WEBSITES HAVE HAD THEIR
DAY: DESIGNING FOR THE USER
// Giving people what they want
By Susan Burchill
7 May, 2019
Web design has always been about having the right information easily available, no more so
than now, and no matter whether you’re an FMCG or a financial services brand.
If your customers can’t find what they need on your website quickly, then no amount of
expensive photography, deep content or on-brand graphic design will keep them there. As a
back-to-basics reminder, here are 7 essential considerations for re-designing your website
so it’s stylish, full of substance and built around consumer needs.

1. Get the thinking done first (before the pretties)
All websites should be based on business goals and user needs. After you’ve figured out the
scope of the project, a sitemap and wireframes for each page are important, so you can see
how individual pages flow and function. Note that this might include the ability to create oneoff campaign landing pages.
Only when those elements are agreed, can you think about how to make it look pretty, with
typography, photography, custom illustration, dynamic video and graphics. Even then, there’s
more to consider, as per our list below:
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2. Be mobile first / responsive
50% of global website traffic is now coming from smartphones and there are now more
searches being conducted on mobile devices than desktop browsers. That’s why Google
officially confirmed it had rolled out mobile-first indexing in March 2018, which means
mobile-friendly content will usually be ranked higher in search results when the user is
searching on their mobile.
Google wants you to make your website responsive and enhance the experience for mobile
users. Your USERS want you to make your website mobile friendly (and tablet friendly). That
needs to be built into your design from day one.

3. Don’t make ‘em wait, especially on mobile
Redesign your website to have a fast loading time for all users on all devices, even the
users who might have slow internet connections. Compressing images and text is a good
starting point.
Again, be desktop and mobile friendly. If your homepage takes too long to download on
mobile, it will impact your traffic and conversions. Google’s already confirmed that 53%
of mobile site visits leave a page that takes longer than three seconds to load. Google’s
research shows that as page-load time increases from one second to 10 seconds, the
probability of a mobile site visitor bouncing increases 123%.

4. Set up home page hierarchies
The fundamental principles of website design never go away.
And visual hierarchy on your home page is one of them. This requires you to prioritise which
features are most important, whether that’s a form, a call to action or key menu items. Set
this up using size, placement, colour etc. to rank the features – most of this you can do in
the wireframes. Base this on your analytics - what are your customers most frequently
searching for?
NB. Your call to action should be really obvious to drive conversions, and it should be on
every interior page as well as the home page. And it should be consistent, to reinforce the
message each time.

5. Don’t get carried away with your navigation
There are plenty of web design trends and exciting new design templates out there. But
consumers aren’t driving these trends, template companies are. Consumers just want to find
what they’re looking for quickly.
When you’re wireframing don’t make your navigation too complex: stick to the standard
menu formats - people respond to what’s familiar.
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Try not to have too many options in the menu, or like a big menu in a restaurant, it will
confuse people. If you do need to have a lot of menu items use a system of menu filters so
people can sift through the layers.

6. Declutter, declutter, declutter
Less is more. Including words, which is where good copywriters come in. Tell your story in
as few words as possible on each page. Blog articles or white papers can be more dense, but
your web pages shouldn’t assault people with columns of text.
Smaller amounts of text allow you to have more white space (or negative space) on the page,
between the visuals and the words. This allows users to more easily focus on the items
you’ve identified as priority on each page, (using your visual hierarchies), and make them
easier to read - which is important in an era of information overload.
Fewer distractions make for a good user experience. Cleaner designs generally look more
sophisticated too.

7. Use visuals that say something
Pics are great for looking pretty and breaking up text, but don’t pick purely decorative
images or graphics. Choose or design images that communicate the ideas you’re trying to
communicate – which means you can have less text.
And before we go, UX guru Peter Morville has a neat matrix of criteria you might find useful
to tick off as you re-design. Ask: Is your content useful, your website usable, your design
desirable (emotionally), your information findable, credible, valuable and accessible (i.e.,
inclusive) to the end user?

Like what you’ve read?
Subscribe now to stay ahead with the latest content marketing
insights for financial marketers.
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ABOUT THE DUBS
The Dubs is the content marketing agency for the financial
sector. We conceptualise, create and distribute content to
meet the needs of finance brands when articulating their
stories to customers and target audiences.
We can help you and your brand with:
Strategy
Uncovering what's preventing customers from engaging
with your brand and build a strategy to satisfy their needs
and the objectives of the business.

Find out more

Content Production
Creating compelling content that is creative within the
confines of compliance, delivering value to your customers
and your brand.

Find out more

Distribution
Establishing a scalable publishing, amplification and
measurement framework that’s consistent, sustainable
and risk-appropriate.

Find out more

SEO
Identifying the short and long-tail keywords that are popular
and relevant to your audience’s needs, using search activity
to inform the topicality of the content we create.

Find out more

Website UX, design and build
Employing best-practice design, development and SEO
practices to ensure your website works hard for your finance
brand and delivers a seamless experience for your clients.

Find out more

Research
Developing global insights to inform the strategies, tactics
and approaches we recommend to our clients.
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CONTACT US
If you need help with your own content strategy, production or
amplification, get in touch, we’d love to hear from you!
AUSTRALIA

UK

Justin Buckwell

Barnaby Hobbs

// General manager

// General manager

justin.buckwell@thedubs.com

barnaby.hobbs@thedubs.com

+61 (0)2 8247 8700

+44 (0)203 488 0011
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