The Architecture of Trust: 2026 Financial Services Marketing Benchmarks

* LAVER 1: THE GATEWAY (TRAFFIC & DISCOVERY)
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While mobile leads in volume, desktop remains critical for
complex tasks, converting 20% better for mortgages and o
investment accounts.

Global traffic is led by Direct (42.1%) and Organic Search (28.5%),
signaling that brand trust and educational content are the primary
discovery drivers. -
Site visits continue an upward trajectory as more shift

rom physical branches to digital h and t management.

~ LAYER 2: THE ENGINE (ENGAGEMENT & PPC)

Visitors ongage deepl* viewing an average of 4.2 pagee per
session while resaarching high-stakes financial decisions. °o—

High-intent search terms drive an average CPC of $4.25, resulting
in one of the highest conversion rates across all digital industries.

While search acquisition is expensive, it targets high-intent
leads; Facebook serves as a more affordable brand awareness
and retargeting tool.
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LAYER 3: THE FOUNDATION (RETENTION & LOYALTY)
High switching costs and brand loyalty result in only a10.6%
annual churn rate for financial service providers.

Email remains the most effective retention tool, with a 4.2%
CTR, driven by the critical nature of financial alerts and updates.

Linkedin is the premier social channel for financial content,
?(i)gsisf‘i’z)antly outperforming Instagram (0.65%) and Facebook

\—0 CONVERSION BENCHMARKS
Average Website CVR —e 3.4%
Median Landing Page CVR —e 2.8%
Top 10% Landing Page CVR —————0 12.8%
Net Promoter Score (NPS) ‘ ® 45




