
Influencer Marketing 

Unlocking The
Potential of Fintech



The global influencer marketing market size has more than
doubled since 2019, and in 2022 the market was valued at a
record 16.4 billion U.S. dollars. This industry is showing no sign
of slowing down and has quickly become an integral part of
the modern marketing landscape. 

So why is influencer marketing so important right now?

Simply put, there’s no better way out there to connect with
your customers in an authentic and credible way. This
powerful marketing tactic is helping brands reach their ideal
target market with precision and resonance that’s never been
seen before.

With social media permeating the average user's life for over
2.5 hours a day, and growing, it’s vital to understand how the
influencer market will continue to grow alongside it, and how
you can make use of this to catalyse growth for your fintech. 

Intro
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https://www.oberlo.com/statistics/how-much-time-does-the-average-person-spend-on-social-media#:~:text=your%20free%20trial-,Average%20time%20spent%20on%20social%20media,also%20the%20highest%20ever%20recorded.
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Chapter 1:
The Different Faces of
Influencer Marketing

To understand influencer marketing we need to understand the three
parties involved, the influencer, the brand, and the follower.
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The Influencer The Follower

At its simplest, someone who can
influence others. Active on social media
these public figures have a following that
admires the influencer and respects their
opinions and recommendations. 

Often oversold to, familiar with brands
faking messaging to increase reach, and
tired of impersonal advertising, they seek
real and meaningful connections to make
purchases or decisions about their finances.

The Brand

Looking to increase brand awareness in an
authentic way and will pay influencers to
promote their product or service to their
followers.

Today’s savvy consumer wants more than
a sports personality endorsing junk food or
a teenage model selling anti-wrinkle
cream in ill-thought-out, expensive
campaigns.
 
They look for authenticity in a world full of
choice and diversity, and influencers who
have spent years building their personal
brand and reputations often in very niche
markets can hold the key to unlocking the
trust and respect of potential new
customers.



The type of influencer can change depending on niche or follower
numbers, here are some types of influencers you need to be aware of:

Usually with fewer than 10 thousand followers, these small but
mighty influencers can pack a real punch when it comes to
engagement. Nano influencers reach the smallest audience
regarding follower count, but often have the most effective
engagement within a super niche community.

A step up from Nano influencers, having anywhere from 10 - 100
thousand followers. Their audiences are still niche and well-
defined and these influencers are often considered to be
experts within these niches. Working with these influencers
can be a more cost effective option while still producing great
engagement rates.

Second only to mega influencers, these well-known characters
usually have an online follower count from 100 thousand to 1
million. Their audiences are much wider than Micro and Nano
influencers and their fees will reflect that. 

The giants of the industry. Usually any influencer with an
audience of over 1 million is considered to be a mega influencer.
These influencers can come with a hefty price tag but have
access to huge amounts of engaged, loyal followers.

Of course, there are many more types of influencers but these are
the most common types to be aware of before starting your
influencer marketing journey.

Key Types Of
Influencers

Nano

Micro

Macro

Mega
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Chapter 2:
Why Influencer Marketing?
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Getting a traditional product or service in front of the right audience, at
scale, is becoming increasingly difficult, and correspondingly expensive. 

Even more so when it comes to a niche industry such as Fintech which,
with its intangible products, needs to build trust with users in a way that
completely differs from traditional DTC or E-commerce brands.

This is where influencer partnerships come in. Here are some of the many
reasons you need to include influencer marketing in your next campaign. 



06 Unlocking the Potential of Influencer Marketing for Fintech

Amplify Reach
and Impact

Establish Credibility
and Trust

Provide Value
To Your
Audience

01

03

02
Partnering with the right creators can
open doors to untapped audiences and
give your target customers a deeper
understanding of your fintech’s brand,
story and mission in a way that is relevant
to their interests 

By making use of the reach and credibility
of partner influencers, you can connect
with your target market in a way that
resonates with them and helps build trust
and loyalty, ultimately resulting in better
ROI.

By tapping into established follower-to-influencer relationships, you can create stronger
connections with potential customers. 

Influencer marketing is a great technique to help you break through the noise and
scepticism of traditional advertising, and research shows that 61% of consumers are more
likely to trust influencer recommendations over brand advertising.

Make sure to partner with influencers who pride themselves on authenticity, transparency
and honesty as the brand-to-creator relationship is just as important in any influencer
marketing strategy. Your chosen influencers should speak from a true ambassador
perspective to guarantee authentic content.

Creating content that resonates with,
educates and inspires your target
audience will critically impact your growth.
Quantity may be crucial to growth, but
without quality, you won't see results.

Leverage creator's existing content ideas
and understanding of their audience
preferences and you’ll see amazing effects
on your ROI.

To avoid your content falling too far from
the tree, partner with influencers that have
similar values to your brand and become a
real ambassador for your fintech.

https://www.shopify.com/blog/influencer-marketing-statistics
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Optimise Your
Marketing
Spend

Cut Through
The Ad Fatigue.

04 05

Influencer marketing can be more cost-
effective than other forms of advertising.

It can cost between 2 and 8 times less than
celebrity endorsements or TV ads,
meaning, with influencers you may be able
to reach your target audience at a much
lower price point.

So not only do you save your budget, but
you will likely also see a significant return
on investment. In fact, studies have shown
that businesses make an average of $18 for
every $1 spent on influencer marketing.

In the digital age, people are growing
increasingly tired of traditional ads that are
often intrusive, repetitive, and irrelevant.

With the ubiquity of social media and
mobile devices, the ways in which
customers interact with brands has
changed, and it's become common for ads
to almost completely take over consumers'
digital space. 

Enter influencer marketing - it allows your
audience to connect with your brand in a
natural and authentic way, rather than
having ads interrupt their browsing
experience while failing to address their
interests or needs.

https://www.oberlo.com/blog/influencer-marketing-statistics


51%
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87%

40%

Stats page

87% of Users Took Action After
Seeing a Product on Instagram

51% Say Influencer Marketing
Helps Them Acquire Better

Customers

40% of Twitter users made a
purchase based on an

influencer recommendation

https://www.facebook.com/business/news/insights/how-instagram-boosts-brands-and-drives-sales
https://www.facebook.com/business/news/insights/how-instagram-boosts-brands-and-drives-sales
https://www.facebook.com/business/news/insights/how-instagram-boosts-brands-and-drives-sales


Chapter 3:
Finding The Right Influencer
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Choosing the right influencer for your campaign can be daunting, but
with a large pool of influencers available, there is a perfect fit for your
fintech.

It's important to note that selecting an influencer based only on the
industry they're in, is not always the best approach. Don’t just look for
Finfluencers when selecting your creators. Instead, focus on finding an
influencer who aligns with your brand values and can effectively reach
your target audience.

The key is to appeal to your audience’s lifestyle, which may be via a
fintech expert or an influencer that has a highly engaged audience
relevant to your brand. It’s vital to find someone who really
understands your product, brand, audience and goals. 

Our Head of Influencer Marketing at Growth Gorila, Julia Lucas,
suggests following these steps when choosing your creator:

“When you're talking about a service, you're
selling a way of living.” 

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla



Listen
01
This should be the foundation of your
outreach efforts. Listen in on the
conversations between your target
audiences and potential influencers. 

Try to get a sense of their style and tone, to
gain an in-depth understanding of what
works and what doesn’t. This will help you
identify which creators and content your
audience is engaging with, and how that
engagement looks. 

Platforms we use: Sprout’s Advanced
Listening, Buzzstream
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“You don't necessarily need someone fintech
focussed, although that can definitely add to
it. You want to make sure you're adding to the
audience's way of living.” 

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla

https://sproutsocial.com/features/social-media-listening/
https://www.buzzstream.com/


Research

Segment

02

03

Dive in and learn more about the
influencer. Look at their body of work,
engagements, audience and how well
they tell stories. Follower count and
engagement shouldn’t be the only thing
you look for. Focus more on the content in
itself. Does that influencer promote similar
values to your brand? Do your concepts
align? What content is their audience
looking for?

They may have a great following and an
engaged audience, but that may not be
enough to produce results for your fintech.
 
Platforms we use: Linkedin, Twitter,
Facebook, Instagram, TikTok, Snapchat

Once you’ve identified a list of influencers,
divide them into categories based on what is
relevant to your fintech; for instance, you
may want to organise them by their location
or niche, so you can track who is getting the
most engagement by those criteria.
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Contact
04
The outreach process is just as important
as the research process. Make sure every
interaction is one that builds trust
between the influencer and your fintech.

Typically, this means being upfront about
what you’re looking for in your influencer
marketing campaign and having a
detailed brief, with attainable KPIs.
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“It’s about managing relationships and
nurturing them when it comes to creators.
Make sure you catch up with your creators
outside of the campaign scope and get
updates on what their plans for the future are.
Staying in touch could bring to light new ideas
you may not have thought of before”

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla



Now you’ve identified who you’d like to collaborate with, certain
factors will dictate whether you can build a working partnership with
them. 

When making your final decision it might be helpful to stop and ask
yourself the following questions:
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What’s Their Relevancy and Reach? 

Are They Likeable?

Who’s Their Audience? 

The more relevant an influencer is to your
audience, the better ROI you’ll get from
your campaign. It's simple but needs
stating, you want to be speaking about a
product or service to an interested
audience, increasing the probability of
translating that interest into purchases
after seeing your campaign. 

With this in mind, it's important to look at
more than follower numbers and not to
be seduced by an influencer's popularity

It’s important to work with authentic and
respected influencers, as they will be an
extension of your brand. Make sure they
reflect your brand positively. 

Be certain that the influencers you’re
considering have an enthusiastic and
expanding following to help drive brand
awareness and increased sales. 

If their typical follower profile is similar, but
not identical to, your buyer persona, then
it’s likely they could still be the right fit for
your campaign. Your influencer will be a
great source of insight into their follower
profiles and can help advise you on the type
of audience they can expect to reach, and
how effective they expect that
engagement to be.

Your ideal content creator might not
necessarily talk about Fintech, nor do they
have to be a financial adviser. 

They might be lifestyle influencers who talk
about navigating life as a Gen Z, a perfect
opportunity for any investment or savings
platform. 

Or perhaps they are a fashion influencer
that would perfectly suit a Buy Now Pay
Later service. As long as the audience is
relevant, listens and engages, and the
information is of value, you’ll see ROI. 



Why influencers? The most common motivation for fintechs to
collaborate with creators is to reach new audiences. Unlike
most marketing goals, influencer marketing is not necessarily
focused on KPIs such as increasing total sales. 

Focus instead on building brand awareness, reaching new
customers or increasing product consideration; after these are
reached, an increase in sales is inevitable.

It’s essential to report and track valuable data in all areas of your
overall strategy and influencer marketing will be no different.

Define your target audience for each campaign by creating in-
depth buyer personas to help you identify and connect with
new customers and with your prospective influencer. 

We are dealing with communities and networks here - so
where you find one, you will find many. And where you reach
many you have the potential for a successful campaign. 

Set Clear Goals

Understand Your Audience

01

02
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Chapter 4:
Creating Your Strategy

Remember, influencer marketing should tie into
your overarching social media strategy. Use it to
support and energise other areas of your overall
marketing.



Due to increased adoption, the influencer industry is becoming
increasingly monitored and regulated. Understanding the rules
and intricacies involved in advertising and collaborating with
influencers is vital when building your strategy.

Whether it’s the US or EMEA, each market has different
requirements around Ad disclosure so make sure to check the
laws and regulations for each country in which you’re looking to
launch campaigns.

It’s important to understand these requirements before
collaborating with influencers as they may not be fully
cognizant of the specifics. Regulatory blunders can lead to hefty
fines or even worse, damage to your brand. Follow the rules to
ensure you avoid common mistakes.

If you want your creator partnerships to work you need to think
about the strength and credibility of the relationship. A tenuous
or irrelevant connection between the brand and the brand
representative will damage the authenticity of both.  

Follow our steps in the previous chapter to make sure you find
the right influencer. Make sure you find someone that fits with
your brand values and resonates with your target audience
above all else.

Don't Be A Rule Breaker

Find Your Perfect Influencer

03

04
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Influencer-brand relationships are as important as influencer-
customer relationships. Start by engaging with your new
creator partners' content. This will give you valuable insight into
your influencer’s attitude and engagement with their followers
while you are still in the process of judging their suitability to
represent your brand.

When you do approach your influencer of choice, avoid sales-
based tactics. Be natural and authentic in your communication.
When you think you’re on their radar, suggest collaborating
with a direct message, or an email address if you have access.

Influencers are savvy to traditional marketing techniques and
their whole business is built on a personal touch, so avoid
automated or templated emails and DM’s. 

Be sure to include important information such as your brand
mission, your campaign goals and how they will benefit from
working with you; it’s important to be transparent about
financial arrangements at the start of the process.

By taking the time to create personalised messages for each
influencer you’re likely to see a higher response rate and a
stronger foundation for the influencer-brand relationship.

Create Personal Connections05

16 Unlocking the Potential of Influencer Marketing for Fintech



17 Unlocking the Potential of Influencer Marketing for Fintech

“Try to have a mixture of influencers that are
going to bring large audiences to you for that
awareness piece, but also smaller creators
with great engagement to really build your
community”

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla

Today’s modern consumer can spot a contrived ad from a mile
away. Help your customers connect with your campaign
messaging by allowing your influencers to create natural content
that aligns with them and their brand identity.

Whether it’s their preferred platform, content style or just their
method of posting, make sure to collaborate with your influencer
rather than instruct. 

Collaborate With Your Influencers06



This is crucial to building any marketing strategy and influencer
marketing is no different. Focussing on metrics such as likes
and comments, might not be the right indicator of the success
of your campaign. Consider your ROI. 

The effectiveness of your influencer collaboration should
revolve around the value your brand receives, not just the
positive feedback for the influencer's brand. 

From UTM links to Affiliate links, there’s no shortage of ways to
measure your campaign performance. Giving each influencer
their own code or link will give you a clear picture of their
impact on your ROI.

Influencers are not strangers to providing brands reports
including their personal engagement and reach from
collaborative posts.

Collect The Data07
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Chapter 5:
The Do's And Don'ts Of Influencer
Marketing

We’ve already established the many benefits your fintech will see from
these partnerships, using influencers’ ability to reach a large and
engaged audience in a relatively short amount of time. 

However, it's important when approaching these collaborations to do
so with care. Like any other marketing strategy, there are potential
drawbacks that can negatively impact both the fintech company and
the influencer if not handled properly.

Here are a few things for you to keep in mind when working with
influencers:
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Do clearly define the terms Don't leave your partner in the dark

You need to know your objective to
understand what performance
marketing pricing model will give you
the most bang for your buck.

Before entering into a partnership with an
influencer, it's crucial to clearly define the
terms of the collaboration. 

Do your homework Don't skip the background check

Conduct thorough research on your
potential influencer partners, including
examining their social media accounts
and engagement levels, to make sure
they align with your target market and to
help you avoid potential legal issues.

Not all influencers will be a good fit, and it's
important for fintech companies to
properly vet potential partners to ensure
that they align with your values,
professional standards and goals. 
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Do disclose your partnerships Don't keep it a secret

Ensure your influencers disclose the
sponsored content to their followers in
compliance with all regulations to avoid
penalties and maintain trust with your
community.

Advertising authorities require influencers
to disclose any sponsored content to their
followers, failure to disclose will lead to
penalties.

Do provide clear guidelines Don't leave them hanging

Ample structured and unambiguous
guidance to your influencers is crucial for
consistency. Establish a framework that
includes the messaging and brand voice
to be used in posts. 

Ongoing honest and constructive
feedback is vital to help your influencer to
stay ‘on message’ and will help to keep
content consistent with your overall
marketing strategy.  

Not providing enough guidance to your
influencers can lead to confusion and
inconsistency in the content produced,
which may not align with your fintech’s
overall marketing strategy.

“It's hard to track legitimate engagement
because automated tools aren’t able to do
that. Luckily, I've worked on both sides of that
industry. So I can spot that very easily. When
trying to identify inauthentic engagement, it’s
always best to consult an expert.”

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla
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Do keep an eye on progress Don't neglect the data

Continuously monitor your campaign
performance and adjust your strategy as
needed. This includes tracking metrics
such as engagement, reach, and
conversions, as well as soliciting feedback
from your influencer partner.

Not keeping an eye on the performance of
your influencer partnerships is likely to
lead to confusion around campaign
efficacy and its impact on ROI.

Do understand the difference Don't confuse talent relationship
management with talent
managementFocus on building solid relationships with

your influencers to create collaborations
on multiple campaigns in the future.
Respect their input and experience as a
fellow marketer, a successful one at that.
.
Our advice is to avoid trying to
micromanage your influencer, focus on
helping them navigate the expectations
of the campaign instead.

Talent relationship management involves
managing everything related to the
campaign, but not managing the talent
themselves beyond the scope of the
campaign.

“Talent management can become slightly
complicated due to occasional clashes of
interest, you're trying to benefit the
influencer, at the same time that you're trying
to benefit the client. Often you can't work in
favour of the two.”

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla
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Do stay ahead of the game Don't get complacent

Keep an eye on relevant channels for
ideas and inspiration, and don't be afraid
to evolve and adapt your strategy as
needed.

The social media landscape is constantly
evolving, so it’s important to not become
too comfortable with good results and fail
to test and challenge techniques,
strategies and influencers. 

By approaching influencer partnerships with enthusiastic caution,
your fintech can not only reach new audiences in a cost-effective
manner but also reap some of the many benefits that these
collaborations can provide. 

“Brands need to keep in touch with different
trends, what works and what doesn't, and
constantly remain relevant. Remember, one
size doesn't fit all! Not all trends will be
relevant to your audience, it's important to
look into an overall strategy while also
staying relevant”

- Julia Lucas, Head of Influencer Marketing
at Growth Gorilla



Unlocking the Potential of
Influencer Marketing for
Your Fintech

Your product or service is designed to solve a problem. So ask
yourself: is your target audience aware of this problem and
looking for a solution? If you answered yes, it’s clear there’s
immediate demand out there. 

They might be actively searching on search engines, so you can
put ads in front of them that directly solve their problem. Like
our client, Wayhome, who are able to tap into high search
volumes for ‘alternative mortgages’, ‘shared ownership’ and
‘help to buy’. The expectations and results from influencer
marketing can vary depending on where your fintech may be in
its company lifecycle. Whether you’re at your go-to-market or
launch or growth stage, influencer marketing can look very
different.

Even larger brands, such as American Express, use influencer
marketing to stay relevant in an industry full of disruptors such
as fintech. It may seem strange for such an established brand to
create influencer campaigns, however, it serves to illustrate just
how important influencer marketing is as part of the new
marketing mix, no matter how renowned the company is. 

With younger customers turning away from legacy media, and
making purchasing decisions based on experiences and
affiliation, even huge companies need to embrace influencer
marketing to keep their market share. 

The larger the company, the more invaluable it may be as new
generations lean more toward the personal and away from the
mass-produced. Trusted influencers can help to endear brands
that may be associated with the corporate status quo.
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For brand recognition, product introduction, service definition
and consumer introductions, influencer marketing is an
untapped mine of positive outcomes. It targets specific
demographics, boosting visibility and credibility while being
flexible enough to adapt the message according to feedback
gained in real time. Legacy advertising just cannot do that. Add
to the mix a trusted and well-liked personality and the strategy
just sells itself. 

24 Unlocking the Potential of Influencer Marketing for Fintech



Let’s chat

Navigating the world of influencer marketing can be overwhelming.
That's where Growth Gorilla comes in. 

We are the fintech experts who specialise in helping global fintechs
go-to-market, master market entry, and grow. By working with us,
you'll be able to stay flexible, cut acquisition costs, and stop worrying
about what to do next.

Our Influencer Marketing team will guide you through the process of
finding and collaborating with popular social media creators that
align with your values, to drive brand awareness and grow your tribe. 

Our service includes campaign ideation and strategy, talent research
and outreach, talent relations, commercials and contracting,
campaign management, licensing and repurposing, and reporting
and tracking.

With over 30 fintechs already grown and a team of experts with a
combined 90+ years of fintech expertise, we have the knowledge and
experience to help you succeed. 

Let us help you sharpen your growth strategy and climb above the
chaos of the fintech landscape.

Need help?
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https://www.growthgorilla.co.uk/contact


Ready to chat?

Email - hello@growthgorilla.co.uk

Or Call - +44 20 3920 7810

Let’s connect

Get in
touch

mailto:hello@growthgorilla.co.uk
https://www.linkedin.com/company/growthgorilla/
https://twitter.com/GrowthGorilla

