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LIVE WEBINAR

How to create a financial 
advisor website that 
generates revenue & leads
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Creating a Financial 
Advisor Website that 
Generates Leads
Housekeeping Notes before we get 
started…

• This webinar is being recorded.

• Throughout the presentation please do not 
hesitate to use the chat box for any 
questions.

• Suggestions on a future topic?  Send an 
email with the subject line “Webinar Topic” 
to tim.merrill@veriday.com
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Tim Merrill
@TimMerril
/in/TimMerrill1

tim.merrill@veriday.com

Past blogs and webinars:
https://digitalagent.com/blog
/

mailto:tim.merrill@veriday.com
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Veriday transforms your digital engagement 

approach into an agile, strategic platform with greater 

reach, faster time to market and better results.

Our Digital Agent platform transforms digital engagement 

for a carrier’s agents  by developing customized, intuitive 

and user friendly experiences.

Privately Owned         Founded 2003       

+100 Employees          Offices in Toronto & NYC

Digital Engagement with 
a Human Touch
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MARKETING

ADMIN
SALES

DIGITAL MARKETING
WEBSITES & BLOG
EMAIL
WHITEPAPERS & REPORTS

CONTENT AUTHORING & 
DISTRIBUTION

PRE-APPROVED CONTENT HUB
EMAIL CAMPAIGN MANAGEMENT

WORKFLOW AND REVIEW
CONTENT REVIEW

WORKLIST MANAGEMENT

APPLICATION INFRASTRUCTURE
USER AND ORG MANAGEMENT

CENTRALIZED LOCATION CONTROL

AUDITREVIEW RETRIEVAL AND 
DOCUMENTATION
ARCHIVING OF ALL CHANGES
HISTORICAL RECORD
CONTENT RETRIEVAL

The Digital Agent Platform Overview
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DIGITAL AGENT

A few of our
Digital Agent
clients
Ease of use, adoption, advisor support, lead 
generation, assets under management. Other 
marketing platforms make you choose. With 
Digital Agent, you can be the hero to any of 
your stakeholders. When organizations 
implement Digital Agent as their advisor 
marketing solution, they free their support 
teams to provide strategic guidance to their 
advisor network. Ultimately, unlocking their 
advisors to become expert marketers and 
grow their book of business.
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What is an Online Presence?………………………

Nailing that First Impression.………………………

Content Marketing………………………

On Page vs. Off Page………………………

Converting Leads………………………

………………………

Agenda
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Q&A



What is an online 
presence?
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An online presence is the collective 
existence online of a company or 
individual. 
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Yes, your website is one example…
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It also encompasses 
everything else that can 
be found upon 
conducting an online 
search of YOU
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There are lots of 
things that could 
come UP



Even if you’re not active 
online, you’ll still find 
that you could pop up 
on some obscure listing 
like I did here.
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Dispelling the myths of an online 
presence
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My
Clients
Are NOT
Online
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Numerous studies say otherwise..

87% of consumers research a product or service online before contacting a business.



It 
takes 
too 
much 
time
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Building your online 
presence will not 
require drastic changes 
to your business. 

A digital marketing plan with 
small amounts of time 
devoted each week is all you 
need
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I get all my
clients
through
referral



In a growing digital world, 
the new normal is that by 
the time a referral walks 
into your office… they’ve 
already “kicked the tires” by 
first checking you out 
online.
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How your audience judges an online 
presence
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They’re researching you 
online to:

-Determine what you can do for them
-Validate your credentials
-Gain more knowledge
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Evaluating the intangibles

Consumers have an easier time evaluating 
products because they have a physical 
presence that can be examined and 
measured in a number of ways to assess its 
quality.

Advisors have it a bit tougher…
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Advisors have to sell 
the invisible

Since there is no real way to 
evaluate the quality of a service 
or the true depth of an advisor’s 
expertise, the consumer’s 
decision to work with an advisor 
can be attributed to more simpler 
details.
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A prospective client will rather focus on what is “tangible” in your 
service like…

How you are 
dressed

The look of your office Or your WEBSITE



So if advisors are relying on the more 
tangible qualities of your business like your 
website and presence online…is it leaving a 
bad first impression?
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How to make a great first impression 
online
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Make it easy for prospective clients to find you

• Goal: Top search rank for personal brand 
search

• What affects search?
• Relevancy

• Do people come to your site?
• Does this website stay updated?

• Does your website come up first?
• Are you competing with similar sounding 

firms?
• Social media pages visible?
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What you rank for vs. how you rank on a search engine.

On-Page Off-Page Technical SEO

What is 
your advisor 
site about?

How 
qualified is 
your site to 
other parts 
of the web?

How strong 
is the 
technology 
behind your 
website?



w
w

w
.v

er
id

ay
.c

om On Page Best Practices

1 keyword in the title

Don’t forget alt tags on images

2+ keywords in body text

Always add in a meta description
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Headers (i.e. Heading 1, 2, 3 etc.) are the unique headlines on each 
page that position the key topics for your reader and search engines.
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Helps your audience navigate from page to page and makes it easier 
for search engines to crawl the entire site.  



To be successful in digital 
marketing today, you simply 
can’t just have a static 
online presence.

You also have to invest in 
an inbound marketing 
strategy.
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Keep your website simple

Logo: Prospects spent 6.5 seconds

Navigation: 6.4 seconds

Main image: 5.94 seconds

Written Content: 5.59 seconds
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Go easy on the content

For example: A “wall of text” 
overwhelms users, reduces readability, 
and deters engagement, making it 
harder to convey your message 
effectively.
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So to recap..

Ensure your site is aesthetically pleasing to leave 
a great first impression

Make the time for in page and off page items 
such as inbound marketing to remain relevant 
with your niche
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Generating 
leads on 
the website
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Calendly 
Integration
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Primary & 
Secondary 
CTA’s
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Q&A
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Tim Merrill
@TimMerril
/in/TimMerrill1

tim.merrill@veriday.com

Past blogs and webinars:
https://digitalagent.com/blog
/

mailto:tim.merrill@veriday.com
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