
Connecting the Audience With 
Financial Advisors Using Digital 

Advertising
Financial Services



Part 1

Prior to the pandemic, RBC’s ad spend focused on promoting their service and product 
offerings, including a video ad series on their RBC x Music initiative, an initiative that 

supports emerging Canadian artists.
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Spend: $50K | Impressions: 13M
CPM: $3.84

Spend: $59K | Impressions: 15M
CPM: $3.93

Spend: $6.8K | Impressions: 1.7M
CPM: $4

Spend: $61K | Impressions: 2.3M
CPM: $26.52

Spend: $425K | Impressions: 16M
CPM: $26.56

https://www.facebook.com/3987594701252386
https://www.facebook.com/3523387601069362
https://www.facebook.com/3672248872786972
https://s3.amazonaws.com/YM_Ads/U0Uj9FbAqZhWkem2tp3WDg.mp4
https://s3.amazonaws.com/YM_Ads/uCn3IALwWKNFEEwncaqHhw.mp4


Part 2

Although majority of those promotions didn’t end until much later, such as their 
Airpods and Avion promotion, RBC promptly turned off those ads on March 15th, 

switching to ads focused on their response to COVID-19.
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https://www.facebook.com/4001965603148629
https://www.facebook.com/4041539799191209


Part 3

This trend carried into April and May until late May, when RBC started a series of 
Facebook ads targeted towards getting clients to make video call appointments with 

their financial advisors.
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https://www.facebook.com/4061730420505480
https://www.facebook.com/2973707496048477


Part 4

RBC took several different routes with their financial advisory promotions, including...

DIRECT APPROACH - Campaign: “Book a Video Call”

Ad copy directly communicates a call-to-action for clients to book a video appointment with an advisor. Landing page is simple, 
and only has one objective - to get customers to sign-up for a call.

Click to view. Click to view. Click to view.

Length: 24 Days (May 21-Jun 13, 2020)

Landing page 
has one primary 
objective only, 

which is the 
sign-up form
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Spend: $116K | Impressions: 32M
CPM: $3.62

Spend: $97K | Impressions: 27M
CPM: $3.59

Spend: $52K | Impressions: 14M
CPM: $3.71

https://www.facebook.com/2973707496048477
https://www.facebook.com/2973710709381489
https://www.facebook.com/2973713169381243


Part 5

They also included faces of their employees to humanize their ads.

DIRECT APPROACH - Campaign: “Check in with an Advisor”

Another direct call-to-action ad series aimed to get clients talking with an advisor; this 
time, RBC used creatives with real employee faces to humanize their service. This 

service is cross-promoted with a blog series.

Click to view. Click to view.

Length: 9 Days (Jun 23-Jun 30, 2020)

Simple reasoning as to why clients 
might want to schedule a call

Question prompts to help clients make 
up their mind about whether they need 

a check-in call or not

Multiple options to check-in and to 
make an appointment

Conversion opportunity for non-clients
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Spend: $1.9K | Impressions: 519K
CPM: $3.66

Spend: $1.4K | Impressions: 374K
CPM: $3.74

https://www.facebook.com/4383093621702490
https://www.facebook.com/4383093298369189


Part 6

Even when advertising for a separate service, RBC made sure to include access points to 
appointment booking on their landing pages.

SERVICE WITHIN A SERVICE - Campaign: “MyAdvisor”

Both ad and landing page advertises one service, which is RBC’s digital advisory 
product; however, landing page adds in several callouts to their phone/video 

advisory service as well 

Click to view. Click to view.

Landing page focuses primarily on the 
benefits and features of MyAdvisor

Inserts callout to video or phone 
service, “no obligation, just support.”

Phone information easily accessible 
and designed to have attention drawn 

towards it
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Length: 22 Days (May 18-Jun 8, 2020)

Spend: $44K | Impressions: 12M
CPM: $3.66

Spend: $3K | Impressions: 793K
CPM: $3.78

https://www.facebook.com/4206875155991005
https://www.facebook.com/4206882559323598


TRENDING CONCERNS - Campaign: “Mortgage Advice”

One of the top areas of financial concern during this pandemic is mortgage 
payments and affordability; RBC dedicated an ad series just for mortgage advice 

from their specialists.

Part 7

For their mortgage advisors, they built a tool that helped clients identify a specialist at 
a branch near them. Campaigns like this could be simplified using Facebook Lead Ads.

Click to view. Click to view.

Feature that lets you enter in your area of address to find the right 
mortgage specialist for you

List of specialists available; including information such as language 
spoken, photo, phone number, and link to individual bio
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Length: 31 Days (May 25-Jun 24, 2020)

Spend: $3.7K | Impressions: 1M
CPM: $3.70

Spend: $2.3K | Impressions: 639K
CPM: $3.59

https://www.facebook.com/2900248133356025
https://www.facebook.com/2930201363682206


BLOG TIE-IN - Campaign: “Checking In”

RBC launched their “check in” service, which centers around the idea of a casual 
conversation between client and advisor, a “how are you?” chat to keep connected. 

To support this service, RBC published a series of blog posts.

Part 8

On top of all that, RBC also created a blog series that promoted their check-in service 
by alleviating some of the concerns around booking an appointment.

Click to view. Click to view.

The “Stress Relief” Blog Post

Research behind the importance of 
social connection, supporting why 

clients should connect with an advisor

Additional reasoning as to support 
“checking in” and examples of topics 
that can be discussed during the call

CTA for clients to easily make an 
appointment

Click to view.
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Length: 7 Days (Jun 25-Jul 1, 2020)

Spend: $11K | Impressions: 3M
CPM: $3.66

Spend: $3.6K | Impressions: 976K
CPM: $3.68

https://www.facebook.com/4383355931676259
https://www.facebook.com/4388537097824809
https://discover.rbcroyalbank.com/how-checking-in-can-help-reduce-stress


Click to view. Click to view.

BLOG TIE-IN - Campaign: “Checking In”

Part 9

They used these blogs to reassure clients that these check-ins are not sales pitches and 
provided topic starters that are relevant to today’s financial landscape.

The “Debunking” Blog Post Series

Reassurances as to the nature of these 
check-ins, that they are not sales calls or calls 

about investments only

Topic starters that give clients who are on 
the fence about these calls ideas to think 

about that further “debunk” the purpose of 
check-in calls

RBC launched their “check in” service, which centers around the idea of a casual 
conversation between client and advisor, a “how are you?” chat to keep connected. 

To support this service, RBC published a series of blog posts.

Click to view. Click to view.

Case Study | Financial Advisory

Length: 7 Days (Jun 25-Jul 1, 2020)

Spend: $2.5K | Impressions: 689K
CPM: $3.62

Spend: $2.2K | Impressions: 609K
CPM: $3.61

https://www.facebook.com/4383350505010135
https://www.facebook.com/4383354255009760
https://discover.rbcroyalbank.com/an-rbc-check-in-what-it-is-and-what-it-is-not/?utm_source=Facebook&utm_medium=Social&utm_campaign=FinancialWellness&utm_content=WhatItIs
https://discover.rbcroyalbank.com/five-questions-to-ask-your-financial-advisor-about-the-new-normal/?utm_source=Facebook&utm_medium=Social&utm_campaign=FinancialWellness&utm_content=5questions2


Click to view. Click to view.

BLOG TIE-IN - Campaign: “Financial Check-up”

Part 10

In a similar fashion, several other brands have also started promoting financial advising, 
including BMO, who started their own “check-up” series.

BMO launched a “check-up” series of blogs aimed at helping clients navigate their 
finances during the pandemic and regain control of their money; topics range from 

financial planning advice to ways to save money.

Give out advice without 
forgetting to plug service 
offerings that tie into the 

blog topics; hyperlinked for 
easy accessibility

Comparison 
tools to make 

decision-making 
easier for clients

Quick access for 
clients to make 
an appointment 
or find a branch 

near them
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Length: 38 Days (May 24-Jun 30, 2020)

Spend: $14K | Impressions: 3.7M
CPM: $3.78

Spend: $36K | Impressions: 9.8M
CPM: $3.67

Click to view.

https://www.facebook.com/3517835578230114
https://www.facebook.com/3517835564896782
https://www.bmo.com/main/personal/bank-accounts/chequing-accounts/ways-to-save-money/?ecid=sm-US49356BRND1-RHBMO32


DIRECT APPROACH - Campaign: “Get Financial Advice”

Part 11

Coast Capital Savings launched display ads to promote their financial advisory service, 
building a landing page that includes FAQs and a personalized video message from an advisor.

BMO launched a “check-up” series of blogs aimed at helping clients navigate their 
finances during the pandemic and regain control of their money; topics range from 

financial planning advice to ways to save money.

Greeting video from branch 
manager for a personalized 
touch; phone number and 

“book an appointment” 
above the fold

Relevant articles to get 
clients spending more time 

on site; ability to answer 
more FAQs

Additional 
touchpoint for 
clients to book 

appointments at 
the bottom of page
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Length: 47 Days (May 17-Jul 2, 2020)

Spend: $500 | Impressions: 54K
CPM: $9.26

Spend: $700 | Impressions: 230K
CPM: $3.04

Spend: $500 | Impressions: 159K
CPM: $3.14



TRENDING CONCERN - Campaign: “Answer Bank”

Part 12

NBC continued to update their “Answer Bank” campaign from last month with new material 
on their landing page.

NBC continued their “Answer Bank” campaign from May where they used FAQs to 
encourage clients to click onto their landing page where they compiled all their help 

articles and videos.
Questions used in ad copy 
are prominent and above 

the fold; minimizes chance 
for frustration for clients 
who can’t find the answer 

they were looking for

Use of embedded video to 
convey information and to 
keep clients on the same 

webpage

Additional touchpoint 
for clients to book 

appointments at the 
bottom of page
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Length: 51 Days (May 13-Jul 2, 2020)

Spend: $3K | Impressions: 178K
CPM: $16.85

Spend: $15K | Impressions: 701K
CPM: $21.39

Spend: $7K | Impressions: 361K
CPM: $19.39

Spend: $12K | Impressions: 396K
CPM: $30.30



Takeaways

Key Findings

Competitors Are Moving Away From Covid-19-heavy Ads To Ads 
Promoting Help Articles And Financial Advice: As bank branches start 
reopening, companies are switching focus from online banking options 
to encouraging clients to make appointments with their financial 
advisory team

Using Direct Call-to-actions And Blog Posts Are Favoured Amongst 
Competitors For Getting Customers To Make Appointments: 
Campaign landing pages all have multiple touchpoints to encourage 
conversion, usually ending off with an “appointment booking” widget. 

What Brands Should Be Thinking About

Consider using Facebook Lead Ads to maximize conversion on 
appointment booking: Facebook Lead ads work like traditional 
Facebook ads but with the added feature of being able to collect 
information about your customer in-app. By using the instant form 
feature, you can collect names, email addresses, phone numbers, and 
more directly on the Facebook app. Combined with other services like 
automated emails or text messages, financial advisors can easily get in 
touch with these warm leads.

Go a step further and tie in all digital channels towards the same 
goals: As seen in this case study and several other ones, like Servus’ Feel 
Good campaign, competitors are tying together paid, email, blog, and 
landing pages to convey their message. Make sure when launching a 
campaign that it has several avenues available. Be it launching a 
campaign on social media then promoting it on an email newsletter and 
subsequent landing page and blog, make sure each step is tied in and 
has information that supports the other channel.

https://www.facebook.com/micro_site/url/?click_from_context_menu=true&country=CA&destination=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F761812391313386&event_type=click&last_nav_impression_id=0DfkOh5jWt6cjDMpO&max_percent_page_viewed=49&max_viewport_height_px=1112&max_viewport_width_px=2133&orig_http_referrer=https%3A%2F%2Fwww.google.com%2F&orig_request_uri=https%3A%2F%2Fwww.facebook.com%2Fbusiness%2Fhelp%2F1481110642181372%3Fid%3D735435806665862&primary_cmsid=1481110642181372&primary_content_locale=en_US&region=noam&scrolled=true&session_id=27yPjZJVl4OJoqMp5&site=fb4b&extra_data[view_type]=v3_initial_view&extra_data[site_section]=help&extra_data[placement]=%2Fbusiness%2Fhelp%2F1481110642181372

