
Using a Rewards Program, SEO 
and Paid Search to Increase Web 

Traffic by +36% YoY
Mortgage & Insurance



Manulife, a Canadian insurance 
company, has built a strong digital 
presence and strategy catering to 

their insurance offerings. 



Manulife uses the main domain of manulife.ca where they have seen a gradual +36% 
increase in website traffic YoY since March 2020. 
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http://www.manulife.ca


Manulife saw an increase in all marketing channels that they invested in. Direct 
(1.9M) and Organic Search (1.1M) are the top channels for bringing in site visits.

Direct Email Referral Social Organic Search Paid Search Display Ads
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Manulife currently does not invest in Search or Paid ads to their main domain.



Manulife.ca acts as a landing page where visitors can access all services. 
Insurance plans are the only services hosted on the manulife.ca domain.

Click to view

https://www.manulife.ca/personal.html


Insurance pages on manulife.ca have garnered an average of 208K pageviews a 
month over the past year with a +38% increase QoQ from Q4 2020 to Q1 2021.
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Insurance Organic Search Rewards Program

Marketing Channels for Manulife Insurance

Organic search (47%) and internal referrals (38%) are the top marketing channels bringing traffic to 
the Manulife insurance program.



Insurance Organic Search Rewards Program

The top organic page types for insurance on Manulife fall into three main buckets:

Detailed Support-Based High Level

The majority of top organic landing pages feature 
detailed content on insurance which are usually 

subpages of insurance plan introductions.

travel insurance canada

dental insurance

77% 13% 10%

Keyword Examples:

Organic Page Examples:

Travelling Canadians | Needs of the Self Employed

13% of the top organic pages feature support 
related questions and answer pages that aim to 

help visitors with unique problems.

manulife policy lookup

manulife lifecheque

Keyword Examples:

Organic Page Examples:

COVID Update | Individual Insurance FAQs

The fewest organic landing pages are high level 
overviews of the services Manulife provides. 

small business health insurance bc

employee group benefit insurance 
trends canada 2021

Keyword Examples:

Organic Page Examples:

Business | Group Benefits News

http://manulife.ca/personal/insurance/travel-insurance/travelling-canadians.html
http://manulife.ca/campaigns/health-and-dental/the-unique-needs-of-the-self-employed.html
http://manulife.ca/personal/support/update-on-covid-19.html
http://manulife.ca/personal/support/insurance/individual-insurance/faqs.html
http://manulife.ca/business.html
http://manulife.ca/business/news/group-benefits-news.html


Insurance Organic Search Rewards Program

Examples of top organic page types for insurance on Manulife:

Detailed Support-Based High Level

Click to view Click to view Click to view

Detailed pages include a lot of content and are 
written similar to a blog post.

Support pages are usually FAQ style and 
feature a lot of content in segments.

High level pages are usually more visual-based 
as they act as entry point landing pages.

http://manulife.ca/campaigns/health-and-dental/the-unique-needs-of-the-self-employed.html
https://www.manulife.ca/personal/support/update-on-covid-19.html
https://www.manulife.ca/business.html


The insurance landing 
page features heavy 
segmentation to allow 
visitors to identify the 
best opportunities for 
them in an easy way. 

This segmentation 
enables decision making 
power for the visitor. 
They can choose what 
information to consume 
which ultimately leads 
to higher internal 
referral rates within 
Manulife’s pages.

Insurance Organic Search Rewards Program

Click to view

https://www.manulife.ca/personal/insurance.html


In 2016, Manulife launched a 
rewards program called 

Vitality. This program works as 
an incentive for users to meet 

health and wellness goals. 



Insurance Organic Search Rewards Program

Vitality supports exercise with their participants which fosters healthier lifestyles, 
promoting stronger buying decisions and engagement with Manulife offerings.

Manulife built a strategy to connect their 
business offerings directly to a rewards 
program that supports their customers.

The Vitality app has seen an average of 275 downloads per month in Q1 2021 in Canada on Google devices.

Click to view

https://www.manulife.ca/personal/vitality.html


Insurance Organic Search Rewards Program
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Click to view

Daily app use grew from 81 to 433 from November 2020 to March 2021.

Manulife created an Apple Watch deal for members using their services. Canadian 
deal sites started posting about it as there was a rise in app usage in December 2020. 

https://forums.redflagdeals.com/manulife-manulife-vitality-program-now-offers-vitality-active-rewardstm-apple-watch-2425881/


In addition to Manulife’s insurance 
offerings, they introduced a banking 

suite that issues mortgages.



The manulife.ca domain redirects to manulifebank.ca when the ‘banking’ tab is 
selected. A mortgage promotion is featured right away with an accessible calculator.

Click to view

https://www.manulifebank.ca/personal-banking.html
https://www.manulifebank.ca/personal-banking.html
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Manulife’s mortgage section on the website has seen an increase in traffic of +38% 
from Q4 2020 to Q1 2021. 

Jan. - Mar. ‘21
+38% QoQ 

https://www.manulifebank.ca/personal-banking/mortgages.html


Direct Email Referral Social Organic Search Paid Search Display Ads Internal Referral
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Organic search (38%) is the leading marketing channel leading visitors to the 
mortgage section of the website with internal referral (23%), direct (21%) and paid 
search (13%) following. 



Manulife created a blog called “Plan and learn” which addresses a variety of topics 
related to their banking services. Their mortgage-related content falls under a 
“Home ownership” block.

Organic Search & Internal Referrals Paid Search

https://www.manulifebank.ca/personal-banking/plan-and-learn.html


how much down payment for a rental property

Organic search & internal referrals make up 61% of Manulife’s mortgage traffic. 
Internal referrals are often found in webpage content that helps with ranking on Google.

Organic Search & Internal Referrals Paid Search

Traffic Share
1.96%

do i need to have 20 own for my rental property in canada

renting a house and mortgage

“A 5-step guide to buying a rental property” is an 
example of a Manulife mortgage blog post that is 
generating organic traffic to the site and linking 
readers internally to the mortgage offering section. 

# of Ranking Keywords
781

Keywords

buy home as rental property

how to borrow money from the bank to buy a rental 
property

https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/buying-rental-property.html


Internal links are also scattered throughout the post to keep users on the site for 
longer and introduce them to additional content. 

Organic Search & Internal Referrals Paid Search

affordability calculator

down payment

closing costs

one-time costs

monthly expenses

mortgage payments

property insurance

property taxes

pre-approved mortgage

interest rate

Internal Links

Many of these links redirect to the same landing page so that readers with different learning priorities don’t miss out. 

https://www.manulifebank.ca/personal-banking/mortgages/calculators/affordability-calculator.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/mortgage-terms-to-know.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/buying-owning-costs.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/buying-owning-costs.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/buying-owning-costs.html
https://www.manulifebank.ca/personal-banking/mortgages/calculators/mortgage-prepayment-calculator/work-in-progress.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/mortgage-terms-to-know.html
https://www.manulifebank.ca/personal-banking/plan-and-learn/home-ownership/mortgage-terms-to-know.html
https://www.manulifebank.ca/support/mortgage-pre-approval-form.html
https://www.manulifebank.ca/current-rates.html


Manulife bank’s search ad spend has fluctuated over the past year yet contributes 
to 13% of the incoming traffic to mortgage content pages as of Q1 2021. 

Organic Search & Internal Referrals Paid Search
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Organic Search & Internal Referrals Paid Search

The top search ads for mortgage on Manulife fall into three main buckets:

Flexibility Support Cost Savings

mortgage approval calculator

what mortgage can i afford

Keyword Examples:

mortgage broker vancouver

manulife one bank

Keyword Examples:

manulife one sign in

Keyword Examples:

manulife one interest rate mortgage broker or bank 
directly

atb mortgage rates alberta

mortgage broker ratings

Click to view landing page Click to view landing page Click to view landing page

https://www.manulifebank.ca/personal-banking/mortgages/manulife-one.html
https://www.manulifebank.ca/personal-banking/mortgages/manulife-one.html
https://www.manulifebank.ca/personal-banking/mortgages/manulife-one.html


Organic Search & Internal Referrals Paid Search

The ads feature a dedicated landing page that is robust with resources for the visitor.

Click to view

https://www.manulifebank.ca/personal-banking/mortgages/manulife-one.html


Organic Search & Internal Referrals Paid Search

The ‘why’ section uses 
bold text to highlight 

important stats and clear 
point form language to 
describe why the visitor 

should work with Manulife 
for their mortgage.

Top tactics for the “Why” section of the paid search landing page:



Organic Search & Internal Referrals Paid Search

The ‘How it works’ section 
includes a video that 

describes their mortgage 
system instead of trying to 
explain it in text. The video 
is about 2 minutes and 20 

seconds long featuring 
animation and text to tell 

the story.

Top tactics for the “How it works” section of the paid search landing page:

https://www.youtube.com/watch?v=XqcAXWeU-qw


Organic Search & Internal Referrals Paid Search

The benefits of using 
mortgage rates from 

Manulife are clearly listed 
using icons and short 

descriptions. These points 
often reiterate and 

compliment the ad copy.

Top tactics for the “Benefits” section of the paid search landing page:



Organic Search & Internal Referrals Paid Search

A large calculator is 
offered for the ‘Rates and 

fees’ section, giving visitors 
a chance to tangibly see 

what their mortgage rates 
could look like if working 

with Manulife.

Top tactics for the “Rates and fees” section of the paid search landing page:



Organic Search & Internal Referrals Paid Search

A list of resources and 
testimonials are provided 

to give visitors a whole 
scope of context in their 
decision making journey.

Top tactics for the “Resources” section of the paid search landing page:



Organic Search & Internal Referrals Paid Search

Finally a standard FAQ, 
only featuring mortgage 
questions, is presented. 
Viewers can see answers 

to the top three FAQs 
within the landing page or 
leave to see the full list of 

questions.

Top tactics for the “FAQ” section of the paid search landing page:



Key Takeaways

Manulife built a strong digital strategy that has fostered sustainable traffic growth year over year by employing the following tactics:

1. Site Structure Tactic — Build a Web of Internal Referrals: As a business with many offerings, Manulife created a robust site structure that 
properly segments and tailors the user journey based on visitor interests. As an insurance, banking and investment firm, Manulife built a series of 
domains to host their verticals. While they are all accessible from the main domain manulife.ca, insurance (Manulife’s original business model) is the 
only service hosted on manulife.ca. When users click “Banking” they are redirected to manulifebank.ca where all mortgage offerings can be accessed. 
Through blog posts to general landing pages, Manulife has created ample content that fosters organic search traffic as well as internal links to other 
blog posts and pages within the site. 77% of the top organic pages on manulife.ca feature more detailed content on their plans and services as 
opposed to general landing pages.

2. Engagement Tactic — Reward Programs that Compliment Offerings: To help incentivize and attract customers, Manulife launched Vitality in 
2016 which is a rewards program that issues points to Manulife insurance users as they live healthy lifestyles. The program now functions on an app 
and can be paired with smart watches. Points can be redeemed at popular chains in Canada such as Tim Hortons, Chapters, Cineplex and more. 
Manulife also launched a segment that allows users to get a free Apple Watch. This triggered discussion on major deal sites such as Red Flag Deals 
which spiked app usage in December 2020. Vitality is a reward system that ties directly into the effectiveness and use of their insurance offerings 
boosting engagement and value with customers.

3. Paid Search — Intricate Landing Pages: While Manulife doesn’t invest heavily in paid search ads for their insurance program, they brought 13% of 
traffic to their mortgage pages through paid search in Q1 2021. Their ad copy focuses on flexibility, support and cost savings and all direct to the 
same landing page. The landing page takes visitors on a clear journey to learn about the main concepts and features of their mortgage program. The 
page is broken into sections that users can navigate through with a drop down in addition to scrolling. All of Manulife’s mortgage features are clearly 
described on this page without the visitor having to go navigate anywhere else. 


