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Introduction
All too often, websites are built without signi�cant emphasis on whether the design and content serve a key purpose. Sure, it should be attractive, 
however, your website needs to be more than “pretty”. Your website needs to guide visitors to the products, services and outcomes that will help 
your FI reach its goals. Learn how an independent community bank from Southern Maine shifted their bank strategy and brought it to life through 
the development of a custom-built, forward-thinking and content-driven website that supports their strategic mission.

"Pretty" Isn't Enough
Amanda Rowe: Hello and welcome everybody. We're going to be talking about �nancial services websites and how "pretty" is not enough when it 
comes to your website. My name is Amanda Rowe, I'm the Senior Vice President of Delivery here at Pannos. I oversee our website design and 
development group, along with our creative services in conjunction with our creative director and our media team which is traditional, digital, social 
and content development. 

Andrew Zeller: My name is Andrew Zeller, I have been doing print and web design for a little over a decade, but speci�cally here at Pannos I have 
been honing my craft doing web design for the past �ve years and kind of always learning more about �nancial institutions. 

AR: Just a quick overview of Pannos Marketing if you're not super familiar with us. We are a full-service marketing agency that specializes in 
community �nancial institutions. We work with banks and credit unions nationwide to help with all of their marketing needs. 

Web “Sight” – Branch Traf�c & Transactions

AR: When we talk about your website, we wanted to share some details about why your website is so important and looking at some real numbers 
so that we have data to back this up. We got with one of our clients, who has four branches - just over 300 million dollars - and looked at some 
transaction numbers in January 2019 for all of their branches combined. We did make some assumptions based on what their head of retail gave 
us for information, and you can see those numbers here:

January 2019 Existing Customers New Customers

# Branch Transactions 29,806 (95%) 1,569 (5%)

# Unique Visitors 10,839 (2.75/visit) 784 (2.0/visit)

Avg. Visitors Per Day 401 (27 days) 29 (27 days)
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AR: For their number of branch transactions - overall existing customers at all four of their branches - in a month they do about 29,806 new 
customers; it's about 1,569, so about 95% existing to 5% new. Then we made the assumption based again on the information provided by the bank 
that each existing customer is doing on average 2.75 transactions per visit while the new customers are doing about 2 transactions per visit. When 
we break that down, it gives us the number of unique visitors which is 10,839 existing and 784 new. Then we divided that out by the 27 days that 
they were open in the month of January and we see for that month, on average, they had 401 existing customers visit them per day and 29 new 
customers visit them per day. 

Then we looked at their website. We saw that their total number of website page views for January was 74,970. Out of that, 21.4 were new website 
visitors and on average there was 1.93 pageviews per visitor. That gets us down to an average number of new visitors of 8,309. Divide that out by 31 
days because, of course, your website isn't closed on Sundays, and that gives us 268 average new visitors per day. That's 824% more new visitors 
per day to their website than to all of their branches combined. That's some pretty compelling data about why your website is so important.

January 2019

Total # Website Pageviews 74,970

# New Website Visitors (21.4%, 1.93 PV/Visitor) 8,309

Avg. New Visitors Per Day (31 days) 268

Web “Sight” – More Than A Pretty Face

AR: Your website is your busiest branch. I would say for basically all of 
our clients that's the case - your website is your busiest branch and 
you're probably not giving it the same attention or level of investment 
as your physical branches. That's not to say that whatever you spend 
on buying a branch or remodeling a branch would be the same that 
you need to spend on your website, but your website still does require 
an investment. It's where people are seeing your bank or your credit 
union for the �rst time in a lot of cases. If they've been Googling for a 
product or service and they click on one of your ads and then they 
come through your website, you want it to be a good �rst impression 
for them. And also really important, you want it to support your brand. 
You want it to re�ect how your staff speaks to people in person. You 
want it to re�ect what you're all about and how you do business. And 
then lastly, it's a catalyst towards helping you reach your goals and 
objectives. Whatever your bank has for strategic goals, the website 
needs to support that. So that brings us to “pretty” is not enough.

3



FINANCIAL SERVICES WEBSITES
"PRETTY" ISN'T ENOUGH

Strategic Goals – Sample FI Strategic Goals & Objectives

AR: Looking at some of the strategic goals and objectives that we hear from a lot of our clients - these are just some examples they're not speci�c 
to anyone in particular - we hear that clients are looking to ensure their brand is re�ected and represented. That's not just on your website but 
across all of your channels. It's your in-person interactions, it's all of your different media, it's everything. Clients are also often looking to increase 
net interest margin, grow core deposits, increase overall loan volume( both consumer loans and business loans), re�ect commitment to 
community through all channels, and improve the overall awareness of their bank products and services. Overall awareness is one that we hear a 
lot, because people just don't know what they don't know. If you're not present, if you're not visible, if you're not out there everywhere in your 
market people don't know about you and then they can't come bank with you. That's a really important one and we're going to delve into these a 
little bit more.

Represent Your Brand – Tell Your Story and Your Customer’s Stories
AR: Talking about representing your brand and telling your customers stories and your story. I'm going to let Andrew get into this one because this 
is really more of his area of expertise here.

AZ: Sure, so just to get started, when we talk about brand, there's a 
distinction we like to make. A lot of people sometimes get it mixed up with 
their visual identity or they think it's one or the other. The visual identity is 
some of those fun �ashy things like what your logo is, your colors that you 
use in all your materials, typography, and image selection. A lot of that is 
your visual identity which is wrapped up in your brand. And there's a 
distinction there that we wanted to make. And to paint a picture real quick, 
we could think about the Coca-Cola brand that everybody's probably pretty 
familiar with - I do apologize to the Pepsi drinkers - but when it comes to 
Coca-Cola, their brand is the visual side. The bright red, the cursive font they 
use for their icon and their word type and everything like that. But because 
they're a product that you drink, part of the brand is some of the memories 
associated with it. Like how Coca-Cola is associated with the holidays and 
enjoying a drink with family and friends. A lot of it is how you feel about a 
brand and the emotional connection you're making there. With a picture of 
that, with Coca-Cola, into the �nancial institution realm there's not really so

much of a taste association there. When it comes to you and your clientele, your brand mixed in with that visual identity, is people's memories on 
how they feel when they interact with you, how they feel when they interact with your website, what kind of emotions are they coming away with 
when they come in and speak with a teller and have a good experience and, even when they talk about you if they have a friend or family member 
looking for a new place to stash all their money. How they recommend you is a re�ection of your brand, those feelings they have is how they're 
going to describe you to somebody else. The brand de�nitely has a big emotional side to it wrapped up in there. And a fun way for you to think 
about that is if we went to your website and removed your logo would people still know it was you? By looking at some of the photos and the color 
treatment sure but are they still going to feel the brand when they look at how you write out your messages and how you interact and speak with 
people and provide information throughout the website. 
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Grow Core Deposits

AR: We also talk to clients a lot about growing core deposits and that can mean a few different things. It might mean you're looking at lower cost 
core accounts trying to move away from CDs, although we are seeing a lot of CD specials happening still. It's ensuring that your product offerings 
are competitive and that you have all the same things that the bank or the credit union down the street has. But when it comes to your website 
what we really want to think about is what path that person takes when they get there. Andrew's going to talk a little bit about being goal oriented 
as we get further into the presentation and that's really important because if I'm coming to your website as a new visitor it's probably with a 
speci�c purpose in mind. I'm not coming and looking at checking accounts and then saying “Oh I don't need a checking account let me go look at 
something else instead.” You want to help guide them to exactly the court of product or the loan that they're looking for and then aid them in 
making that choice. So when it comes to checking accounts, for example, since we're talking core deposits people might not know exactly what the 
right account is for them. If you have an account chooser, a way for them to easily �gure out which account is right for them, it aids that journey. 
And then you can incorporate arti�cial intelligence or personalization to remember those things the next time they come back. Think about 
Amazon. I know that every time I go to Amazon they are telling me “Here's your recent purchase history.”, “Here's something we think you might 
like.”, “Here's another product that you're probably interested in.” because they remember and they make it easy for me to make that decision.

Generate Loans

AR: And then on the loan side of things, again we're talking about both 
consumer and business loans. And with loans it's a little bit different. It's a 
bigger deal than opening a checking account. I know Andrew and I are both, 
separately, somewhat new homeowners so that's a big process to go 
through. Applying for a mortgage, and whether they do it online or in person, 
you want to have all of the information that they need right there on your 
website to help them �gure out “Here's what I'll need to bring with me.”, 
“Here's what this process will look like.”, “Here's what I need to know in 
advance.” Make it easy for people to �nd that type of information by offering 
different product types and really separate your website based on that. For 
some clients we've even gone so far as to do separate home pages based on 
whether you're a consumer or a business customer. And it changes the login, 
it changes the navigation, it changes the whole all of the content so that 
we're customizing it for that audience.

Community Involvement 

AZ: When it comes to community involvement, this is actually one of my favorite parts of the process of doing a new site for somebody. Because 
this is always an opportunity to break out of the mold a little bit and we're not so worried about a speci�c product in this case. We're more worried 
about getting your message out to people who visit your site and there's a lot we can really dig into here. And a lot of ways we've worked over the 
years to give institutions chances to talk about the community involvement. 
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AZ: For starters, there's some of the easy ways. Having a community 
page is one way that we give you a chance to really create a catered 
experience on that page. Content that you might �nd on there would 
be your community pledges and actually showing a number of what 
you've given back, and foundations that you work with, and pictures 
that you have with your staff out doing things there in the community. 
There's  a lot of really fun things you can do on a page like that and we 
can really just break out of the mold of not trying to have such a 
structure of products in that way. And to other degrees even a branch 
detail page, and what those usually are is just a page that has all the 
necessary information like your hours and some of the services you 
might �nd there but those pages don't have to end there. Especially 
when it comes to a branch detail page, somebody might come to that 
page for the �rst time and they may never have even see your 
homepage the �rst time they visit your site. They've jumped onto 
Google trying to �nd a close location and that was the hit and they 
ended up on that page. And so while they're there, they're getting that 
important information but you can still spend some time leaning into

your community side there a little bit. You can have blogs that have tied in throughout your site where maybe it was an event speci�cally with a 
community or a town and even have history and anything like that. That is just going to help paint that picture of who you are. But an interesting 
way to also come at this is if you've been to some of the big ones lately, maybe Bank of America or Chase, there's this whole other aspect of 
community that has been really important to us going forward. And if you can think of their sites, you go to those sites and you go to their home 
page and all you are shown from the get-go is lots and lots of tiny little sales, “Open a checking account.”, “Get a student loan.”, “Here's our credit 
card offers.” You start to scroll down that home page and for the most part the trend continues. It's a lot of “Here's some products… here's some 
products.” and for a while that wasn't really sitting right with us. As we work with institutions that aren't quite on that scale and are more actively 
involved in their community, we started to rethink how the home page could be utilized. And as time went on studies came out that backed it up 
and we ran our own heat mapping software after we would launch a site, check in three months again later after we launched a site and how the 
home page was being used. And so to paint a quick little picture, when somebody comes to your home page, because they are goal oriented they 
might see in the navigation personal or business. They're going to go right to that because they're there to �nd a new account or they're most likely 
there for online banking and they're going to jump right to that. And then in some capacity you have a feature, whether it be a big image, you have 
a focal point and that's where you want to get your big promotions that you currently have running because you don't have a lot of time. You have a 
couple seconds for them to see that, get their attention, and they go on. But for the rest of the home page. the people going down your homepage 
are people who are trying to �nd out what you're all about. They're not going to go down your homepage to �nd the hottest rates on something 
right down there at the bottom. They're going to go through the navigation and get to those pages and �nd that. The homepage has really started 
outside of that feature area to become about giving you a chance to talk about who you are, what you do in the community, what your goals are, 
what you are passionate about and what you care about more than just about having a lot of sales opportunities.
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Product Awareness

AR: Your website is really an opportunity for you to level the playing �eld. Someone coming to your website has no idea right off the bat how big 
you are, how many branches you have, or what your capabilities are. It allows you to really look and feel and talk about yourself in a way that, as 
Andrew said, Bank of America might or Chase might. You can do it even better because you can be very speci�c to the communities that you're in 
and make it a much more custom experience. A website is a website unless it's a bad website, so you want to ensure that your website makes you 
look like you could be nationwide even if you're not. All the all the banks and credit unions that we work with have checking accounts, they have 
savings accounts, and they do loans so that's not the way to differentiate or to level the playing �eld. But, having a website that gives people that 
same experience is. 

AZ: Wrapped up in that too, we already talked a little bit about branch 
detail pages. As you're still making sure to offer up those same 
products that the big ones have, thinking again about the community 
side of it a little bit is custom imagery. Using content the way you 
speak on your pages can be a lot more personable than you might �nd 
on some bigger sites. It would feel maybe a bit more like you're having 
a conversation with someone and that can really bring somebody in as 
they're going through your website. And with that imagery, it's nice we 
live in a day of age where we all have incredibly nice and expensive 
cameras in our pocket every day and Instagram has made all of us feel 
like we're top-notch photographers. And so when you start doing a 
new site, stock photography will always serve a purpose and it'll 
always have its place, but de�nitely kind of start catering images from 
all your events. Get some great shots there and really go out, and if it's 
a beautiful day and you're in the town square where you are snap 
some great photos and �nd opportunities to get those on your 
website. Especially when you are in kind of the community frame of 
mind there and on some of those pages because it really does bring a 
level of authenticity there. 

AZ: And I think Amanda would like to say that always make sure to not forget to rotate that phone in landscape mode when you take some of 
those pictures.

AR: Yeah exactly, make sure that you're holding your phone horizontally it just comes across much better in the photos. And we've even had some 
clients go so far as to hold a photo contest, something that they run through social media. They have people submit photos of their local area and 
then they can use those photos on their website, for a calendar, for a variety of things but it gives that just really good local �avor.
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Androscoggin Bank

AR: So we're going to jump into a case study and talk about Androscoggin Bank and their website. Androscoggin bank is about a $1 billion mutual 
bank located in Southern Maine. Right now, they have 12 branches, a business development center, and a commercial banking of�ce and they're 
really a leader in commercial and government lending in their marketplace. And this is a very values-driven bank, so they strive to do the best that 
they can for their customers, for their communities, for their employees. They really want to make a positive impact in all of those areas. And you'll 
see in their brand and in their case study, that they really care, they want to help their community, they want to help their employees and their 
customers, and they want to tell those stories as well. So it's not something that's just lip service for them, it's something that they really believe in 
and that they champion through everything that they do.  

Just sharing a little bit of information about their market, they're in three different counties. In the table below, you can see that Cumberland 
County is by far the biggest. It has the highest median household income, the most companies and then also the most FIs followed closely 
thereafter by Androscoggin. But the good thing about having these three separate counties is that they were able to change their marketing 
approach for each of them, so that they're tailoring what they're saying and how they're saying it based on the individual market. 

Brand Promise

AR: We talked a little bit about their brand promise, and here's just some more about it. Their promise is that they really will exceed expectations. 
That they're not looking at someone who walks into the bank or who calls them as a number but as a person with individual needs and an 
individual story and they want to help that person reach that. They really want to transform and change how people think about community banks 
and even how the bank itself thinks about community banks. And having worked with them beyond just doing their website, again we know that 
this is something that really matters to them. Then having that brand promise carries throughout their website and really shine was one of the 
things that was very important as part of this project.

Website Goals

AZ: When we got started with them, it was kind of fun right out the door. I still remember our meetings. They were just full of passion and you 
could throw the word passion around a little loose, but I mean meetings with lots of laughter and lots of loud happy shouting and that seeped into 
us as we started doing it. It also helped really bring to light that when they say we are all about meeting all the expectations for our clients it put us 
in that frame of mind with them. 
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AZ: It was very important going through the project that we did help 
them meet those goals. A few of the ways we did that, starting even 
something with like the navigation, very simpli�ed it's very obvious 
from within the navigation what you're going to �nd under a page. And 
there were no drop down menus. That's a whole other webinar about 
drop down menus. We didn't do them in this case because to go back 
to the user journey, if it was just a personal user and they're here for a 
new checking account they would go to personal there in the 
navigation. Then they would be brought to a page where the 
information was served up to really send that journey message, really 
enforce it. They would go down a page where it wasn't just "Here's 
product one, here's product two, here's product three." it was told with 
very strong emotional grabbing imagery because they wanted it to feel 
like these were the real life stages that people would be in. Especially 
on that page and opportunities to have very simple copy there to feel 
very welcoming. And so the user is taken down the page and served 
up the content there in a way that they get to pick and choose what 
they want to and they get a little bit of information and it's up to them 
to then take the next step. And so they would go into a product detail 
page and two clicks though from the home page, which isn't bad, they 
are now seeing all the personal checking accounts. Keeping that 
theme going, we would have that page then serve up that content in a way that it was easy for them to digest and they picked and chose what they 
wanted to interact with. What was the match at that point in their life? The checking account they needed. It needed to be informative and it 
needed to be helpful. If I’m now the customer and I’m goal oriented, I knew I was coming to the site to open a checking account. I’m now on that 
page, I don't want to be sent all around the site and I didn't really want to be in this particular case bombarded with other products I’m not there for. 
I’m not there for a home loan today. It was kind of a one stop "Here's my checking account information." but within that page I can compare the 
accounts, I can �nd out all the bene�ts of the debit cards that came with it and I could see all the online and mobile services that come with an 
account like that. There's that relation too, we have all the same products that the big guys have but also everything is here on that one page. 
There's not a lot of pushiness for sales on this page and it was about information and just simply ending the page with “Did you �nd what you were 
looking for? What else can we help you �nd?” and some helpful links just so no one ever felt trapped or stuck once they were there.

AR: And talking about supporting the bank goals and objectives, they were very much in line with what we're seeing from a lot of our clients and 
what we talked about earlier. Supporting the brand, growing deposits, growing loans on both the consumer and the business side and just really 
ensuring that whatever the bank laid out for their strategic plan the website supported that. 

9



FINANCIAL SERVICES WEBSITES
"PRETTY" ISN'T ENOUGH

AZ: As the project was in its early stages, they would ask us “So what 
could you do?” and we said “Well we can do this”,  “Great we want that.”,  
“Well we've also done this”,  “Great we're doing it, we thought about 
doing this, we want that too.” and so that was a lot of fun on our end 
because there was so much stuff that we could bring that worked into 
all their goals. We've listed here a few of those things to touch on them. 
We have arti�cial intelligence and personalized experiences, and that's 
some fancy words to say what we like to call “smart content”. To give 
an example, we can paint a picture with a few of them to explain what 
they do. Going back to the homepage and talking about whatever the 
feature area of your home page is, in a lot of cases it's a nice big banner 
image, they grab your attention people are very conditioned to know 
what's going on there. It works in that bene�t that they're going to be 
able to see that and know that it is probably a promotion. And they're 
probably only going to see one - even if you have a slider - they're 
going to be on their way before slide number two shows up. And so we 
use smart content in a way to make sure that, that one slide they're 
going to see is most important to what they might be interested in.

What we can do is if, an example, a user shows up they're probably ready to buy a house. They've already been in your mortgage section a bit and 
maybe they did a little bit of reading - you have some nice helpful tools there that talks about the �rst time home buying experience. They read up, 
they might have left, they felt empowered, they're going to go talk to somebody else about it, they come back. We could have put a marker on that 
page that says “Hey you were on that page.” so when they come back the feature area of your homepage now has a feature or slide right there 
that's talking about getting a �rst-time home loan. You're getting to utilize that space in a really powerful way and not be showing necessarily a 
promotion for a savings account, which is just not what they're interested in at that point in time. And even another quick small example that's a 
fun way to use smart content there in your feature area, is somebody hitting your site while they're out and about. and they happen to be near a 
location. You could have a feature there that says “Visit this branch.” and they can click on the “Learn More” and they're on that branch detail page. 
They open it up in their map on their phone and it turns out they're just a mile away and they might come in. Or an event that happened there at 
that branch, and without them even really knowing, you're able to get them in and get to build that brand in person with them if they �nd out 
they're so close they could just stop in. And then there's mobile �rst design. It's a funny thing for us to even say anymore because it's almost, well 
yeah obviously we're going to be thinking about mobile phones. What we mean by mobile �rst is when your site is being designed, we do have to 
have a lot of things to take into consideration because the experience is different on a small mobile phone that you're navigating with one thumb 
as opposed to a desktop with a mouse. And so couple examples or maybe back to that feature, if it's a slideshow it's actually going to interact 
differently on a mobile phone. We don't want those to auto play on a phone because we don't want content moving around the page while 
someone's trying to read it. It's not something that happens on the desktop. Thinking about a menu on a mobile phone, through years of testing 
these sites, we know that people when they're out and about on their mobile phone they're usually looking for location information. So we change 
the order of the mobile menu to put that content �rst, and de�nitely the experience on a phone is at the forefront of our mind to make sure that 
we're meeting the needs that are a little bit different when you're out and about. And then custom design and not templated this one is big for me 
being a designer because if we did templates I would be gone.
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AZ: I would not want to stay and put out the same website again and again. This is the most fun part of my job is when we sit down with clients and 
do discovery and kick off. I get to know you and I get to know what your goals are, and much like Androscoggin when they brought all that energy 
saying “We just want to be helpful to people, we just want people to know what we're about.” that got my creative wheels going. We were able to 
make a site that we hadn't really ever made before and I got to rethink how I did things and I got challenged in ways I hadn't been challenged. So, 
not templated is absolutely important for me as an individual. And then to quickly wrap up ADA compliance and optimizing your site for search 
engine rankings, these are de�nitely things that are always part of the process. As the designer on today's webinar ADA compliance, I’m de�nitely 
somebody who is interested in making sure that contrast standards are being met, that call to action buttons are easy to discern, and making sure 
that people with any type of colorblindness or disability they are going to be able to use your site from a visual standpoint. And one nice thing is we 
developed here in-house is a little widget that we use in that case. A lot of �nancial institutions - you guys like colors that don't play well 
sometimes with ADA compliance. Having a button in your brand color with maybe some white copy doesn't quite meet the ADA standards, but 
luckily this widget we've designed solves that issue for us. We get to be true to your visual identity there but the widget's right there ready to go for 
people who need that little bit of help. 

Digital Strategy

AZ: Here we have a screen capture of the location page for Androscoggin. We know that these are very highly traf�cked page, your location pages 
get hit a lot. I think it says something that people still like to come in and have some of those face-to-face interactions. And so, lots of ways you can 
make these pages special. We've already talked a little bit about the branch detail page. You can see here there's a branch details button. That's 
where you would go and you can have some of the special content there and get a little bit more time to talk about your interaction with the 
community. There's some fun very low-level smart content we can do here. Maybe you've been to pages like this before and it asked for 
permission to use your location, and if you grant permission, we can put the very closest branch next to you and then have things like little controls 
here. So, maybe if you're going to be further downtown Portland in the day there might be a closer branch and you can navigate and jump around 
these but this is a nice simple version of smart content.
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Deposit Growth

AR: So, one of the things that was really important for the bank overall, and then also for their website, was deposit growth. They wanted to do 
something a little bit different when they thought about deposit growth. They wanted to make it more of like a shopping experience, so they want 
you to be able to open a bunch of products at once. They wanted to make it something that you're familiar with. I’m sure everyone's gone on 
Amazon or any other online retailer and added things to a cart. This day and age I hope everyone knows how to do that. In fact, Amazon makes it 
almost too easy because you can click "Buy Now" and bypass the cart all together. But that was the model that they were going after was focusing 
on what people already know how to do and that's add things to a cart and then check out. So it really replicates that online shopping experience. 
And then they also  adopted a new online account opening platform that allows people to open accounts really quickly, really easily, and is made to 
be done for mobile. So you can do it from a desktop, there's certainly nothing that wouldn't function on a desktop but it was really developed to 
work from a mobile device so that, Andrew said, as you're using just your one thumb to navigate around the site it was natural and it was easy.

Androscoggin Bank – Shopping Cart Feature

AZ: So what we have here are a couple screen captures we took of the cart. This was actually a lot of fun for us to make. We wanted to do 
something like this for a while and hadn't had the opportunity. We actually worked with a third party here that actually runs the shopping cart 
experience, and we collect the data here on our end before it's sent out and the client goes through and goes ahead and opens the accounts. But 
you would be on a checking page and you would see you'd make your decision "This is the checking account I want best matches my life." and you 
would click “Open account”. At that point the little shopping cart, everyone's very familiar with an icon like that, would show up there in the 
navigation and it shows up that you've added something to your cart, and it stays there if you decide to come back later. 
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AZ: Then it was important to us to make sure that the shopping cart felt like Androscoggin. We didn't want it to feel like this third-party widget that 
just got plopped into the site and had that disconnection between the visual identity. We just wanted it to look like it was there all along. We were 
happy that we were able to work with a third party that gave us the tools to do that, and so it came out really nice and slick, but it didn't really have 
to end there. When you are on a product page, it was important that we spent time getting helpful information and building the brand a little bit on 
the product pages. We still didn't want to totally miss out on that opportunity to do a little bit of cross promotion or help bundle some services. So, 
if a user were to put a checking account in the cart and they went to go check out, there's things that go really well with the checking account that 
might be a visa debit card or a savings account. This was a good opportunity at that stage to get that information to someone in the frame of mind 
“I have decided to open an account, I am ready to go through those steps.” and it was a great opportunity to say “Well while you're doing it, why not 
get a couple other accounts taken care of right now?” and it's felt like a very good natural place to have that information.

AR: The next step in the process once you have done all of your shopping and you click to open an account, it takes you into their online account 
opening platform. You can see that the steps are really easy, the �rst is just “Yep I meet the criteria.” the second is another opportunity to either add 
additional products. So you can either add additional products or take things out of your cart if you're done with them. And then step four is to get 
started. And the cool thing is once you click get started, it gives you two options you can either scan your driver's license or you can �ll out the 
form, whichever you prefer. Obviously that's different if you're on a mobile versus a different type of device. But it just makes it really easy for you 
to take a picture of your license, it populates the information and then you can continue on. 

13



FINANCIAL SERVICES WEBSITES
"PRETTY" ISN'T ENOUGH

Content Strategy - Brand Messaging

AR: With their website they wanted to make sure that they had a different tone. They didn't want to have anything that they felt would be “bank 
speak”. They wanted it to be more conversational, very authentic to who they are, maybe even a little bit humorous in different areas and really 
think about “What's in it for me?” not me as the bank but me as the consumer. They wanted to tell stories. So it's not just "Andrew came to our 
website, Andrew opened a checking account." it's "This is Andrew’s story." This is how having a checking account, having a debit card that works 
when you're at the grocery store with the screaming daughter in the cart there, you know your debit card works and that matters. 

They wanted to really paint that picture of how they are impacting people's lives. They also wanted to ensure that they had enough content that 
people are able to learn what they need to get all of the information that they're looking for but not have so much that you're reading paragraphs 
upon paragraphs. I think that's a fairly typical shift that we're seeing in websites. They went from being very content heavy and it was essentially 
your brochure on your website to then having very little content and now we're swinging back to making sure that you have enough content that 
people are getting the education they're looking for and �nding the resources they need but not inundating them. And that helps with SEO too, but 
they wanted to have good, robust content that was scannable and easy for people to digest and really get to the nature of what they were trying to 
say. 
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Digital Strategy

AR: Along with their website they had a full digital strategy that went 
with it. You can't just build a website and then hope that people �nd it 
and stumble across it. You have to drive them there. We already talked 
about that they're using the smart content to display different 
products, different services, different content based on the user 
segment that you fall into. They do have marketing automation set up 
through Hubspot, they're able to do some great drip campaigns and 
other things with email marketing and lead capture throughout their 
website. And then also connected Hubspot back to their CRM system. 
So they're able to tie all of their data together and really see the whole 
picture of what's happening. They're running digital campaigns always 
throughout the year. Right now, they have checking going and then 
they're tracking conversions and attribution and that's so important. 
It's great to do marketing automation and email marketing and all of 
these things but if you're not tracking the conversions you can't really
see what's happening. So with all of the tracking throughout their website and their landing pages, they're able to see that and get an idea of what's 
working and what isn't and continue forward with the things that are and then pause the things that aren't. And then they also included an account 
quiz, and that's really helpful to people to let people �nd the account that's right for them. It's very simple, it's easy questions and it just walks you 
through a variety of them, so when you get to the end it's like “Okay, here's the right account for you.” and then you can easily add it to your cart 
and open it.

Summary 

AR: Just to wrap up, I don't think we can say it enough, but your website is your busiest branch and you really do have to pay a lot of attention to it. 
You can't just build it and then ignore it after that. You have to continue to add content and update it and edit it as you go. Know your strategic goals 
and objectives and know how your website should be supporting them, and if it doesn't then make some changes to it. And ensure that your site's 
content really enhances your opportunity to meet and exceed those goals rather than detracting from it. Invest in what matters to your �nancial 
institution, whether that's being really involved in the community, or whatever it might be, invest in that and make it a big part of what you do and 
what you say on your website.  Make sure that it represents your brand. And then lastly, your website should be pretty, but it can't be just pretty.
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Q&A

Can the shopping cart feature work with all online account opening platforms?

AR: I know one of the questions we've gotten in the past when we've done this case study and talked about this particular website is the shopping 
cart and whether that can work with all online account opening platforms. The answer is that it really depends. The shopping cart relies on being 
able to pass data through from the cart into the online account opening platform. So if your online account opening won't accept that data then 
we're not able to pass it through if it does then it would work. 

What does smart content do?

AR: So we have a question about smart content and AI. Smart content does a lot of different things. It really depends on how you want to use it and 
it depends on what your CMS has for capabilities. So it could be, as Andrew said, identifying the location where it's closest to me and then it's giving 
me information about that. It could be knowing that I’m on a mobile device versus a desktop and promoting your new mobile app. And this is just 
all cookie-based options there's other content management systems that once you get a lead gen form �lled then you can really categorize people 
into different personas. So there's so much that you can do with it and you can do it all throughout your site. So you do it on your feature, as 
Andrew said, it can be cross-sells, it can be all the different areas that you have content throughout your site and it doesn't have to be just “You 
looked at mortgages, here click back to our mortgage page” but it can be educational tools, “You looked at mortgages, here's a great article we 
wrote about what to expect in the mortgage buying process.” There's really endless opportunities and it all just depends on what your particular 
content management system allows. 

How did Androscoggin use Hubspot and the CRM?

AR: Can you share more information about how the bank used HubSpot and the CRM? Yes, so they are currently running all of their digital 
marketing efforts through HubSpot. So any lead gen forms that they have throughout their website are from HubSpot. So that if someone �lls it 
out it's pulling all of their information into HubSpot and then they're able to add them to their marketing campaigns. So then they can do email drip 
campaigns and see not just that they got x number of opens and x number of people clicked on it but actually see who those people are. And any 
really great marketing automation platform does that it's not just HubSpot but then they need to tie it into the CRM right which is their relationship 
management platform. So they want to be able to get people to �ll out this form get their contact information in HubSpot and then push it through 
to their CRM so that they're able to have the full picture of their data within the CRM. 

How do I �nd the shopping cart?

AZ: It actually is hidden there in the main navigation until you've added something to it. So I’m not sure if you tried that yet but feel free to navigate 
down to one of their product pages and click on any account and open account, at that point you should see the shopping cart there in the 
navigation. And then you can have fun adding and removing products.

AR: I do that a lot and then it gives me next best products and I add those and then I take them out, it's fun. All right well I thank you all so much for 
joining us today!
Amanda Rowe: arowe@pannosmarketing.com
Andrew Zeller: azeller@pannosmarketing.com
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