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This document is for general use. 

This information has been prepared by Netwealth. Whilst reasonable care has been taken in the preparation of this 
presentation using sources believed to be reliable and accurate, to the maximum extent permitted by law, Netwealth and 
its related parties, employees and directors and not responsible for, and will not accept liability in connection with any loss 
or damage suffered by any person arising from reliance on this information.

Netwealth Investments Limited (Netwealth) (ABN 85 090 569 109, AFS Licence No. 230975) and Netwealth 
Superannuation Services Pty Ltd (ABN 80 636 951 310), AFS Licence No. 528032, RSE Licence No. L0003483 as the trustee 
of the Netwealth Superannuation Master Fund, is a provider of superannuation and investment products and services, and 
information contained within this presentation about Netwealth’s products or services is of a general nature which does 
not take into account your individual objectives, financial situation or needs. Any person considering a financial product or
service from Netwealth should obtain the relevant disclosure document at www.netwealth.com.au and consider 
consulting a financial adviser before making a decision before deciding whether to acquire, dispose of, or to continue to 
hold, an investment in any Netwealth product.

Before we get started
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From business strategy 
to marketing tactics and
everything in between

Presented by
Sarah Wolfe, Marketing Manager, Netwealth



"The best marketing doesn't feel 
like marketing." 
-Tom Fishburne
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So many 
choices!
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Customer path to purchase framework
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I have a 
(latent) 
need or 
want

Educate 
me

Awareness

Where do 
I start?

Give me 
the 
details

I want to 
purchase

Help me decide Don’t put up 
roadblocks

Consideration and 
purchase decision

Utilise the 
product/ 
service

Ongoing 
relationship

Make the initial 
experience 

great / remove 
ongoing friction

Meet and 
exceed my 

expectations

Retention and 
advocacy
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Example: Car purchasing
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Adviser client path to purchase
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I have a 
(latent) need 
or want

Utilise the 
product/ 
service

Ongoing 
relationship

Where do I 
start?

Give me 
the details

I want to 
purchase

Educate me Help me decide Don’t put up 
roadblocks

Make the initial 
experience great / 

remove ongoing friction

Meet & exceed 
expectations

Awareness Consideration and 
purchase decision

Retention and 
advocacy

I need help 
investing.
I want to leave 
money to my 
grand kids, but 
not sure how.

What does a 
financial 
adviser do? 
Should I use 
my 
accountant?

Fees? 
Specific 
outcomes? 
Who do I 
work with?

What I need 
to do to 
execute? 
Structure? 
Signatories?

Lets work 
together!  
How do we 
get started?
What’s the 
status?

I have a 
problem, 
should I call 
my planner?
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Still, so many choices!

Radio 
TV

WOM

Billboards
Mail

Seminars

Display ads

FAQs on 
website

Blog articles

Webinars
Ratings & review websites

Search

Your website 
Landing pages

Blog articles Getting started 
webinars

Blog articles

Email + 
newsletter

App

Loyalty program

Live chat Social media

Magazine

Mail

Call centre

Follow up emails

Staff

Mail

DIGITAL TACTICS

TRADITIONAL TACTICS

Display radio
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Awareness Consideration and purchase decision Retention and advocacy

In-store
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What is your business strategy?

Awareness Consideration and 
purchase decision

Retention and 
advocacy

Where is your focus?
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New business
Cross-sell

Reduce churn
Increase referrals



“Good marketing makes the 
company look smart. 
Great marketing makes the 
customer feel smart.” 
– Joe Chernov
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1. Content marketing
2. The first 100 days
3. Digital advertising
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Practical strategies and tactics
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Content 
marketing
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53k followers

120+k followers

http://sugarmamma.tv/

17k followers

2+ videos per week

https://www.sassfinancial.com.au/
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https://www.youtube.com/channel/UC4Apd1uiOZ368g9YEN4A1RQ
https://www.facebook.com/SugarMamma.TV


|   netwealth See wealth differently (general use)17



|   netwealth

Real business benefits
What key benefits do you receive from your content marketing activities?

Awareness Consideration & 
purchase decision

Retention & 
advocacy

36%
55%

38% 33% 32%

68%

Higher visibility
in search

engines (such
as Google)

Improved
perceptions of
credibility and

expertise

Improved
business

reputation

More client
leads/referrals

Improved client
conversions

Improved
engagement

with clients and
prospects
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16%

16%

18%

20%

22%

36%

67%

Podcasts

eBooks

Images

Infographics

Webinars

Whitepapers

Videos

Articles

AdviceTech Stars: Which of the following types of content do you create for clients?
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95%
via email database

61% send email at least monthly
31% at least quarterly

Frequency of sending

AdviceTech Stars: How do you distribute content to your clients?

60%
via website/blog

22% update website at least weekly
60% at least monthly

Frequency of updating

16%
via paid online ads

16%
via podcast services, 
e.g. iTunes

55%
via social media

42% post at least weekly
20% at least monthly

Frequency of posting

9%14%46%74%87%

YouTubeTwitterInstagramLinkedInFacebook

Most used social media network
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1. Choose your target audience 
Pro tip: Its not your entire client base!

2.Come up with one big idea
Pro tip: Speak to your target audience, listen 
to their needs

3.Create a long-form piece (written, audio, 
video or presentation) or short series

4.Convert that into several short form 
content pieces
Pro tip: This should give you 3-4 months worth of content

5.Distribute your content
6.Repeat 2-3 per year

One big idea…

Article Infographic Webinar, 
seminar

Video Podcast / 
interview

e.g. White paper or podcast series
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Example: Netwealth AdviceTech
www.netwealth.com.au/advicetech

• Keynote presentation
• 5x webinars

• 3x videos
• 20+ social media posts

• 2x press releases
• 30+ media mentions

• 1x workshop
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• Work with referral partners 
to co-create content

• Use images as many 
people learn by seeing

• Consider video & audio as 
companion pieces to 
written word

• Have high production 
values, but they don’t need 
to be “Hollywood”

• Build a content schedule

There are plenty of great free 
and low cost tools:
• Canva for graphic design
• iStock for low cost images
• Fiver / Upwork / 

Freelancer.com for 
designers and freelance 
journalists

• Grammarly to check your 
spelling and grammar

• Zoom for webinars
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More tips when creating content
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Content as your new marketing strategy
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I have a 
(latent) need 
or want

Utilise the 
product/ 
service

Ongoing 
relationship

Where do I 
start?

Give me 
the details

I want to 
purchase

Awareness Consideration and 
purchase decision

Retention and 
advocacy

Retirement 
101s:

Keeping 
yourself busy 
in retirement

(Special 
report)

Event/seminar

Retirement 
101s: 

Keeping 
yourself busy 
in retirement

(Special 
report)Social media postsEmail to database

Blog post/s Podcast series



“If your stories are all about your 
products and services, that’s not 
storytelling. It’s a brochure. Give 
yourself permission to make the 
story bigger.”
– Jay Baer
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The first 
100 days
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Buyers remorse is the 
sense of regret after having 
made a purchase, that 
often arises when a person 
must make a difficult 
buying decision. 
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Customers can be lost in  the first 100 days…
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“When you act generously, 
people take notice. They’ll 
begin to feel appreciated, and 
in turn, they’ll want to pay it 
forward. It’s a natural 
inclination for us to want 
givers to succeed because we 
can appreciate the generosity 
that was  shown to us.”
- John Ruhlin, Giftology

See wealth differently (general use)28

The power of gifts
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• Gifts are symbols of the value 
you place on the relationship

• Find out what matters to your 
client through your initial 
meeting/s

• Surprise and delight the client 
with a unique and personal gift

• The gift does not have to  be 
expensive, in fact the more 
expensive the gift is, arguably 
the less personal it is

• You don’t have to give a gift to 
everyone, so target the clients 
that you think will give you the 
largest lifetime value

• The way you deliver the gift is 
just as important as the gift 
itself

See wealth differently (general use)29

Tips on gifting



|   netwealth

An example 100-day plan

• Initial meeting/s
• SOA presentation
• Welcome pack 

(handwritten note, 
welcome video from 
owner, personalised 
gift)

• Implementation 
meeting/s

• Getting started 
webinar, video/s
(training for online 
tools)

• Monthly newsletter 
(including news and 
recent developments)

• Progress update email 
(on implementation)

• Meet the kids catch up 
/ Free kids financial 
health check or cash 
flow plan

• Event (get to know the 
team), e.g. Retirement 
101 webinar, economic 
update, estate planning 
tips

• Monthly newsletter

See wealth differently (general use)30

Month 1 Month 2 Month 3
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100 day plan as your new marketing strategy
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I have a 
(latent) need 
or want

Utilise the 
product/ 
service

Ongoing 
relationship

Where do I 
start?

Give me 
the details

I want to 
purchase

Awareness Consideration and 
purchase decision

Retention and 
advocacy

Welcome gift

Free kids financial health 
check/cash flow plan

Getting started webinar/ 
training videos

Monthly newsletter
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Digital
advertising
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Online advertising
14%

Advertise online/mobile

45%

25%

7% 5%

39%

50% 56%

17% 8%

68%
50%

20% 16%

Facebook paid
advertising

Google paid
search

Google display
network

LinkedIn paid
advertising

Monthly spend Most popular services
2021
2020
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Facebook advertising
www.facebook.com/business
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To drive visitors and 
subscribers to the Banqer 
at-home learning program 
page by promoting the 
program to parents as a 
remote learning tool

www.banqer.com.au/at-home

Banqer at 
home learning
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1. Female, (NSW, 
SA, TAS, ACT or 
WA), 
Age: 28-45

2. Female (VIC, 
QLD or NT), 
Age: 28-45

3. Male, Australia, 
Age: 28-45

4. Netwealth 
followers

See wealth differently (general use)36
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Measurable & transparent

• Total spend = $3,500
• 360,417 people, viewed 1.1m ad 

impressions (avg frequency ~3)
• Resulting in 2,712 clicks 

– 0.26%, lower than industry avg of 
0.58%

• At a cost of $1.23/click 
– better than the average CPC of $5.97

• 170 program sign ups ($20 per sign up)

See wealth differently (general use)37
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Paid search
https://ads.google.com

Paid results

See wealth differently (general use)38

Search 
= financial 
adviser 
Doncaster
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Landing page optimisation
Few distraction

For those that want to 
speak to someone

Clear call to action (CTA) 
at the top of the page

Beautiful imagery

Simple articulation of 
what the offer is

For those who might be nervous

Clear copy

Secondary CTA for those 
not ready to buy

https://99designs.com.au/powerpoint-template-design

Marketing success39 |
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Local search listing
www.google.com.au/business/

Google search / Google maps

See wealth differently (general use)40

Search 
= financial 
adviser 
Doncaster
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How google 
determines 
local ranking
• Relevance
• Distance
• Prominence 
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https://support.google.com/business/answer/7091?hl=en

Local listing success

1. Have a Google listing in the correct category, 
location/s.  Add description and photos.

2. Make sure your business details (i.e. name, address, 
phone number) are consistent on your website and 
across the web.

3. Make sure your website is mobile friendly and 
information is easy to find on your website.

4. Get loads of reviews from your customers on Google, 
Facebook, Adviser Ratings, etc.  Make sure they are 
substantial, diverse, frequent.  Always respond.

5. Get plenty of Facebook likes, Twitter followers, etc.
6. List on other directories, such as Adviser Ratings.
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Adviser RatingsRotten Tomatoes

Your online reputation

42

44%
use tools to collect & publicly 
display customer feedback
2021 AdviceTech Report

33%

28%

12%

Adviserratings
.com.au

Google
reviews

Facebook
ratings
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Technologies
• Google display 

advertising
• Facebook 

retargeting
• LinkedIn 

retargeting
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Retargeting

Image source: https://www.agentdrive.com
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Digital marketing as your new 
marketing strategy
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I have a 
(latent) need 
or want

Utilise the 
product/ 
service

Ongoing 
relationship

Where do I 
start?

Give me 
the details

I want to 
purchase

Awareness Consideration and 
purchase decision

Retention and 
advocacy

Facebook ads

Retargeting

Search engines

Online reviews/ratings

Website (optimised for mobile)



“Marketers need to build digital 
relationships and reputation 
before closing a sale.”
–Chris Brogan, Chief Executive Officer of Owner Media Group
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Bringing it 
all together
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Your new marketing strategy
Content + Digital advertising + The first 100 days 
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Welcome gift

Free kids financial health 
check/cash flow plan

Getting started webinar/ 
training videos

Monthly newsletter

Facebook ads

Retargeting

Search engines

Online reviews/ratings

Website (optimised for mobile)

Content marketing

Digital advertising

First 100 days

Report

Event

Report
Event

Awareness Consideration and 
purchase decision

Retention and 
advocacy
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Your new marketing business strategy
Content + first 100 days + Digital advertising

• 250 downloads 
of report p/qtr

• 25 prospects 
attend event

• 10% increase in website visitors 
(quarter on quarter)

• 10 inbound enquiries per month
• 30 new initial meetings per quarter
• 5% convert initial meetings to clients

• 15% increase in avg. revenue/client
• 10% reduction in lost clients
• 10 referrals from existing clients 

per quarter

Awareness Consideration and 
purchase decision

Retention and 
advocacy

Welcome gift

Free kids financial health check

Getting started webinar/ videos

Monthly newsletter

Facebook ads

Retargeting

Search engines

Online reviews/ratings

Website (optimised for mobile)

Report

Event

Report

Event



“The cost of being wrong is less 
than the cost of doing nothing.”
- Seth Godin



Thank you
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This webinar and information has been prepared and issued by Netwealth Investments Limited (Netwealth), ABN 85 090 
569 109, AFSL 230975. It contains factual information and general financial product advice only and has been prepared 
without taking into account the objectives, financial situation or needs of any individual. The information provided is not 
intended to be a substitute for professional financial product advice and you should determine its appropriateness having 
regard to you or your client’s particular circumstances. The relevant disclosure document should be obtained from 
Netwealth and considered before deciding whether to acquire, dispose of, or to continue to hold, an investment in any 
Netwealth product.

While all care has been taken in the preparation of this document (using sources believed to be reliable and accurate), no 
person, including Netwealth, or any other member of the Netwealth group of companies, accepts responsibility for any 
loss suffered by any person arising from reliance on this information.

Disclaimer


	Before we get started
	Slide Number 2
	Slide Number 3
	So many �choices!
	Customer path to purchase framework
	Example: Car purchasing
	Adviser client path to purchase
	Still, so many choices!
	What is your business strategy?
	Slide Number 10
	Practical strategies and tactics
	Slide Number 12
	Slide Number 13
	Slide Number 14
	Slide Number 15
	Slide Number 16
	Slide Number 17
	Real business benefits
	Slide Number 19
	Slide Number 20
	One big idea…
	Example: Netwealth AdviceTech
	More tips when creating content
	Content as your new marketing strategy
	Slide Number 25
	Slide Number 26
	Customers can be lost in  the first 100 days…
	The power of gifts
	Tips on gifting
	An example 100-day plan
	100 day plan as your new marketing strategy
	Slide Number 32
	Online advertising
	Facebook advertising
	Banqer at �home learning
	Slide Number 36
	Measurable & transparent
	Paid search
	Landing page optimisation
	Local search listing
	Local listing success
	Your online reputation
	Slide Number 43
	Retargeting
	Digital marketing as your new �marketing strategy
	Slide Number 46
	Slide Number 47
	Your new marketing strategy
	Your new marketing business strategy
	Slide Number 50
	Thank you
	Disclaimer

