
Benchmark your site against your peers, competitors and what works 



of a prospect’s buying 
decision is made 

before they meet you

of consumers will not 
return to a website if they 
have a poor experience

of prospects will visit an
adviser/planner’s website 

before making contact 

80% 88% 75%



Great websites show both the guide and the hero: the people providing advice 
and the clients whose lives they improve.

featured pictures of the 
team on their homepage

included a meet-the-team 
section on their homepage

featured clients on their homepage 
usually through client testimonial videos

49%



40.60%

When St. James’s Place partner
websites were excluded

21.43%
this falls to



Prospects want to know who they’ll be working with. A grid of names and headshots, 
or worse, no team information at all, doesn’t help them make that connection.

had a meet-the-team page

had a dedicated page for 
each team member

77.60%

28.09%

Onlybut only



Social proof, including reviews, testimonial videos and survey results, helps prospects 
understand the value you provide through the experiences of people like them.

embedded Google reviews on 
their website

Using a range of social proof 
throughout your website shows 

prospects the value of 
working with you, helping to 

increase enquiry numbers and 
improve quality.

embedded VouchedFor reviews

62.22%



included the correct regulatory statement

97%

21.20%



A blog demonstrates your expertise and keeps your website useful, 
but only when visitors can see it is regularly updated.

had a blog or news page

77.8%

had not been updated since 2025

23.14%

of the websites with a 
blog or news page






