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Sample work portfolio

https://www.linkedin.com/in/jillhartmann/
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Recruiting 
email 
campaign

Target Audience – Discovery Data Criteria

How?

Messaging

• Wealth management/holistic planners
• 2-15 year of experience
• Smaller/mid-sized firms
• Series 6, 7, 65, 66
• Advisor AUM: $10-50 million
• List size: 1,857

• Use Discovery, send series of personalized email from 
Head of Business Development to targeted reps.

• Allow reps. to schedule 15 min. meeting
• Phone calls will be made after rep. has taken action

(e.g. opens, clicks)

• Friendly, casual, not highly branded
• Highlight where we win: dedicated marketing support 

and practice management consulting
• Offers: 1847Financial video, Steve video, Calendly link, 

sign-up monthly recruiting newsletter, recruiting 
symposium video(s)

Provide warm leads to Head of Business 
Development, Wealth Management

May/June 2024

Goals

• 7 “touches” – marketing rule of 7 before message is “received”
• Email open rates, click-through rates
• Get intro meetings
• Warm-up leads and send to firms



Tues. email week #1: 
1847Financial video

Tues. email week #2: 
Steve’s Calendly

Tues. email week #3: Steve 
video, Calendly

Tues email week #4: Video from 
Jen/Practice Mgt., Calendly

#1a: If open, email to sign-up 
for recruiting newsletter 

(immediate)

If open and click, meeting
with Steve

Remove names who signed up for Steve meeting

If open and click, meeting
with Steve

Steve begin calling reps who 
opened all three emails

Remove names who signed up for Steve meeting

If open and click, meeting
with Steve

#2a: If open, email 
re: mktg/practice mgt (next day, 

unless they click Calendly, then 2 hours)

Steve continue calling reps who 
opened three or more emails

Use A/B Subject line 
testing in SFMC

Send weekly on Tues. 
a.m.

Follow-up emails; same 
or next day

Steve send Calendly
appt. info to Diane, Jill 

each Mon.

#1b: Receive 
newsletter 
from Steve

May 21

May 28

June 4

June 11
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Results
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Blog Series
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Blog Series
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Blog Series
Coordinated with content for home office associates, tied to business plan/strategy
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Emails
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Marketing
Calendar
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Recruiting Content/Videos, etc.



16

Communication/Project Planning and Tracking
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Positive Feedback
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Ghostwriting - Blog



BRANDING, LOGOS, FLIERS, SOCIAL MEDIA GRAPHICS

• Used Canva and Wix to create my logo and website at 
https://www.jillysue.com (below) for coaching and marketing 
consultation

• Developed brand questionnaire to gather info on strategy, 
audience, value proposition, voice, colors and images. Then, 
used Canva to create logos, fliers, social media graphics, 
business cards, etc. (right)

• I also provided website consultation and social media plans for 
business development for several clients



INDUSTRY ADVERTISING CAMPAIGN

• Purpose of campaign was to attract financials professionals 
and provide leads to recruiters; this multi-channel 
campaign led to 120% increase in leads

• Worked with distribution leadership to develop value 
proposition and tagline: Your business. Your vision. 
We’ll help.®

• Used print and digital industry ads, thought leadership 
articles, event attendance (MDRT, NAIFA, WIFS, etc.), 
emails, social media, videos and more to direct prospects 
to https://www.joinohionational.com

• Leads were nurtured via email journeys. Once leads were 
“warm,” they were passed to a recruiter

Please note: Since Ohio National was acquired by AuguStar, 
some website content may no longer be accessible or may 
have changed



INDUSTRY ADVERTISING CAMPAIGN, CONTINUED

Here’s a sample ad journey

1. Industry ad with QR code

2. Landing page to collect info

3. “Thank you” page with link to offer

4. Offer (sales idea); offer also emailed

Then, the email address was subscribed in Salesforce Marketing 
Cloud and received additional email content

1 2

3 4

Marketing
Ohio National



INDUSTRY ADVERTISING CAMPAIGN, CONTINUED

Here’s another sample of how leads were collected

1. Recruiting website at https://www.joinohionational.com; site 
was promoted in many channels and by our recruiters

2. Offer of free trial software

3. Form to collect contact info

Please note: Since Ohio National was acquired by AuguStar, some 
website content may no longer be accessible or may have changed

1

2 3

Marketing
Ohio National



Marketing
Ohio National
CORPORATE PROFILE AND FINANCIAL STRENGTH

• Created 1-page flier to supplement (a much longer) annual 
report 

• Financial professionals asked for a “quick glance” at Ohio 
National’s financials that they could share with their clients



Marketing
Ohio National
MICROSITE FOR ONBOARDING AND TRAINING

• Microsite for financial professionals for on-demand access to training

• Content included quick, 5 minute “bites” and more in-depth training

• Users could subscribe to content, or recruiters could email content to 
financial professionals

• Also used content in email campaigns and journeys

• View microsite 

https://gateway.on24.com/wcc/eh/2503131

Please note: Since Ohio National was acquired, some content may no 
longer be accessible or may require registration



INTERACTIVE BUSINESS DEVELOPMENT MODULES

• Modules included:
• Vision and mission
• Recruiting value
• Recruiting activity
• Five markets
• Diverse recruiting
• Interview guide

• Developed for agencies/firms to learn about and 
document business development activities

• For use by trainers in small groups

Marketing
Ohio National



PRODUCT MARKETING

• Created and distributed content for national product launches 
including marketing guides for financial professionals, client guides, 
microsites, podcasts, emails, training, events, etc.

• Microsite for financial professionals

https://www.iwl4life.com/

• Microsite for clients

https://cloud.mc.ohionational.com/iwl4you/home

• Podcasts

https://www.spreaker.com/user/augustar-financial--11243165

Marketing
Ohio National



THOUGHT LEADERSHIP/PRESS RELEASE CONTENT

• Broker World 2022 Carrier Forecast

https://brokerworldmag.com/ohio-national-2022-carrier-forecast/

• Press release re: new websites

https://www.globenewswire.com/news-
release/2021/10/07/2310600/0/en/Ohio-National-launches-new-
websites-for-prospective-financial-professionals.html

• Thought leadership article

https://www.financial-planning.com/opinion/the-inflation-effect-on-
fixed-indexed-annuities

Marketing
Ohio National



ADDITIONAL MARKETING CONTENT

• Webinar registration (via ON24)

• Customizable marketing materials

• Regional meeting promotion

• “How much life insurance do I need?” client video
https://vimeo.com/339587419

• “Take a look at Ohio National” field video
https://vimeo.com/762753197/7c5ae7db7f

• DE&I podcast: “Doing well by doing good”
https://www.spreaker.com/episode/episode-14-doing-well-by-doing-
good-building-a-practice-by-working-with-underserved-communities-
-45727117

Marketing
Ohio National



ADDITIONAL MARKETING CONTENT

• Event planning and management

• Policyholder communications

• Email campaigns

Marketing
Ohio National


