
Growing a FS Social Following 5X Faster 
By Borrowing Tactics From Fintech

Financial Services



Part 1

Fintech Brands’ Social Media Strategy

Fintech disruptors are raising the bar across the FS industry, and appealing to the early 
adopter consumer group who are more likely to try new products and have higher 

expectations than what traditional banks are currently offering. 

77%
of all U.S. financial consumers believe that 
disruptor brands are developing the most 
innovative products and features.*

80%
of early adopters believe that disruptors 
care about making their financial life 
easier.*

*Source: Think With Google - “How disruptor brands are reshaping the financial services industry”

https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/how-technology-is-reshaping-finance-trends/


Due to the pandemic and the need for social distancing, people are becoming more 
likely to try digital-first solutions. This creates a larger wave of early adopters than ever 

before, making it more and more important to find ways to appeal to this group.
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37%

In the U.S., early adopters makeup 
37% of the market.*

*Source: Think With Google - “How disruptor brands are reshaping the financial services industry”
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63%

Rest of market (includes “early 
majority”, “late majority” and 

“laggards”)

https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/how-technology-is-reshaping-finance-trends/
https://sphweb.bumc.bu.edu/otlt/mph-modules/sb/behavioralchangetheories/behavioralchangetheories4.html


Compared to traditional financial services brands, fintech disruptors have built sizeable 
presences on social media. On Instagram, their audience size is roughly 5x larger than 

their traditional counterparts.
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Despite having considerable larger audience sizes, Fintech brands’ Instagram engagement 
rates are comparable to traditional banks. Taking away BMO, who has the smallest audience 

size of 15K, Fintech brands’ average engagement rate is higher than traditional brands.
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Part 5

When it comes to creative and content strategy on social media, there is a clear 
differentiation between Fintech Disruptors and traditional banks:

Fintech Brands: 
Customer-Centric

Branding favours authenticity 
(being transparent about 

company values, goals, and 
missions) and being 

customer-centric (showing that 
they care about the customer, 

about gaining their trust, 
through customer interactions).

Traditional Banks: 
Business-Centric

Branding is more rigid and 
“business”-oriented, favouring 

use of stock images (inauthentic) 
and focusing attention on their 

own brand rather than customer 
(lack of social engagement with 

audience, focusing on promoting 
company efforts, etc.)
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Fintech brands like Chime and N26 make sure to respond to as many audience, if not 
all, audience comments and questions.

Instant Answers:

For questions that can be easily 
answered in a comment - or 

questions that are frequently asked 
- these brands make sure to give a 

succinct answer right in the 
comment section

Being Aware:

Keep up to date with things happening with 
your brand, including news of scam/fake 

accounts affecting your customers and be 
proactive about addressing it

Any Engagement is Good 
Engagement:

For comments that aren’t 
questions or complaints, 

they can still be interacted 
with, such as Chime 

commenting with emojis!

Get Personal:

Non-English comments? 
Respond back in the same 

language! For questions that 
are too specific? Get them to 
directly reach out via email or 

direct messages
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Whereas traditional banks are more likely to leave their comment section unanswered 
and unmonitored.

Risk of Not Monitoring 
Comment Section:

By not responding to 
customer comments and 

not consistently 
monitoring what goes on 
in the comment section, 
brands run the risk of all 
their posts being riddled 

with complaints and 
unsatisfied customers.

For potential customers 
who are browsing your 

social media platforms, all 
they see are negative 

comments, which in turn, 
affect your brand.

Brands also run the risk of 
other commentators 

responding with 
inaccurate information 
and misleading other 

clients.
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Fintech disruptors are not afraid to take on a younger and more casual persona and 
showcasing that brand personality in their content copy.
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They find ways to deliver their message while staying on brand by using relevant GIFs, 
memes, and popular culture references. 

Speak Your Target Audience’s Language:

Humour is often the best way to go when it comes to attracting the attention of younger audiences, be it in your ads or organic social. Take time to understand internet trends (such as 
Will Smith’s Red Table Talk) and incorporate it into your content strategy.

Sometimes, it might even work in your favour to not talk about banking but rather post content that ties in with your audience's’ interests, such as Credit Karma’s post on voting on 
election day.
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https://thefinancialbrand.com/83144/millennials-social-media-trends-bank-marketing/
https://www.youtube.com/watch?v=h0QXW5yH-jU&ab_channel=GoodMorningAmerica
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Traditional banks, however, stick to a professional tone of voice and stricter branding 
guidelines when it comes to content creative.

Ad or Organic?:

If it looks like an ad and sounds like an ad, audiences will interpret it as an ad. Traditional banks’ organic social media posts come off like advertisements 
and don’t contain content that users would want to organically see on their social feeds.
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Another key difference between fintech brands and traditional banks’ content strategy 
is the usage of user-generated content and text-based posts.

Fintech Brands Traditional Banks
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Oftentimes, fintech brands will publish posts with only text-based content, be it 
user-generated content, customer review highlights, or just a humorous post.

Why use text-based posts?

Turns out, there are a lot of users who either will skip reading the captions or will only 
read the first sentence of a caption. What does this mean? That the photo is super 

important! If you have information you want to share and don’t want it to get lost in a 
caption, why not make it into a creative?

Why use UGC (User Generated Content)?

Not only does highlighting glowing customer reviews help build your brand in a positive 
way, it also shows your audience that you are listening to them and are reading their 

feedback. Social listening is a great way to further understand and build closer 
connections with your audience.
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https://thepreviewapp.com/people-read-instagram-captions/
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Meanwhile, traditional banks still favour using stock images and lengthy captions to 
convey their message.

Stock Images:

While stock images are a great and easy way to add visuals to your captions, they can 
come off as inauthentic, which is one of the key values that younger generations 

prioritize with their banking brands.

Lengthy Captions:

As mentioned previously, most users either skip the captions or will only read the first 
sentence. If the first sentence doesn’t capture their attention, they will skip it altogether.
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https://www.flyingvgroup.com/blog/2020/07/09/brand-authenticity-fintech-marketing-trends/
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Lastly, it is common to see fintech brands posting content that lead with purpose of 
educating their audience rather than selling to their audience.

Pure Education:

In these posts, Credit Karma isn’t trying to push any new offers or products or services to their audience, they simply want to help them build 
better financial habits or even to just remember to relax every once in a while.
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Similar to Credit Karma, Chime’s Instagram feed is filled with educational content.

Educate then Sell:

For some posts, Chime leads with education before sliding in a promotion for their products, 
such as their post on Annual Percentage Rate - first they educated their audience what the 

term means, then mentioned that they don’t charge APR with Chime!
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On their story feed, they also have custom stories catered to educational content, from 
their “Money Tips” stories to their “COVID-19” one.

Swipe Up!

Unlike feed posts, stories allow you to use the “swipe up” feature to directly lead your audiences to a link of your choice - this is a great way to 
expand on educational content by linking to your blog or other resources.
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On the other hand, traditional banks use social media as more of a CSR and 
communication platform to promote their brand and services.

Business-centric Communications:

Traditional banks are more likely to use social media to let their customers know how they’re getting involved with the community and giving back - they are also more likely 
to post ad-type creatives, such as TD, on their platform, creating a non-organic feel to their feeds.
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Q&AsTips & TricksSimple StatisticsInfographics

Part 18

Non-FI Related Product Offers

As a traditional bank, here are some ways to easily elevate your social media platforms 
and make financial information fun and approachable:
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Q&AsTips & TricksSimple StatisticsInfographics

Part 19

Non-FI Related Product Offers

Infographics are a great way to deliver data and information in a visually appealing 
way, perfect for visual platforms like Instagram and Pinterest.

Things to Keep in Mind:

Keep it Simple: 
Limit text to a single sentence if possible

Make sure the visual (graph, chart, diagram, 
etc.) is easy to quickly understand

Single Focus:
Don’t try to squeeze too much information in 

one infographic; choose one idea and execute it 
well

Multi-posts:
Don’t be afraid to use photo carousels to 

expand on the information/idea
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Simple Statistics Q&AsTips & Tricks
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Non-FI Related Product Offers

Share interesting statistics, anything from results from customer research surveys to 
latest market intelligence data.

Things to Keep in Mind:

Don’t share more than 1-2 data points: 
Ideally, only one statistic should be shared per 
post. Only add in a second point if necessary.

Focal Point:
The data should be the focal point, not the 

supporting text. Capture audience’s attention 
with the data.

Infographics
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Tips & Tricks Q&As
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Non-FI Related Product Offers

A simple way to start sharing tips & tricks is taking existing content (i.e. blog posts) and 
turning them into simple visual guides.

Infographics Simple Statistics

Things to Keep in Mind:

Lists & Photo Carousels: 
List-type content work particularly well for 

younger demographics (think Buzzfeed!); use 
photo carousel posts to properly deliver your 

content without crowding each photo with too 
much information

Social Listening:
Source content ideas from your audience - what 

are they frequently asking your customer 
service reps about? What are some recurring 

themes from comments on your social 
platforms? Use your content to address these 

questions to the masses.
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Q&As

Part 22

Similarly to “Tips & Tricks” post, Q&As are a great way to address frequently asked 
questions or pique audience interest in topics they might not know about.

Infographics Simple Statistics Tips & Tricks

Things to Keep in Mind:

Choose Easy-to-Answer Questions: 
This is not to say choose “common sense” 

questions that don’t need explaining - rather, 
choose questions that can be succinctly 

explained in a few short sentences

For questions that require a bit longer 
explanations, use photo carousels.

Interaction Point:
Q&A posts can also be used to pose questions 
to your audience and for them to give you an 

answer in the comment section - this creates a 
perfect opportunity to get more engagement

Fintech Brands’ Social Media Strategy



Lighthearted & FunnySerious & Informational

Part 23

Non-FI Related Product Offers

An example of a brand that is similar to traditional banks and have managed to revamp their brand 
image is The Washington Post. Across most of their social media channels, their brand image is 

serious and professional. On TikTok, however, they portray a more casual and lighthearted persona.

Don’t be afraid to reinvent 
your brand personality on 

social media platforms, 
whether it be on TikTok or 

Instagram!

See here for the full case 
study.
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From the Fintech Social Content Case Study:

Target Audience — Capture the “Early Adopters” Market: Due to the current pandemic environment, people are becoming 
more and more likely to try digital-first solutions, creating a larger group of “early adopters” than ever before. The vast majority of 
early adopters believe that fintech disruptor brands are the ones with the most innovative products and are more trustworthy 
than traditional counterparts. 61% of this early adopter group have cited COVID-19 and economic uncertainty as a reason to try 
out new brands and switch bank providers*.

Fintech disruptors brands are also doing a much better job at capturing the attention of audiences on social media, specifically 
Instagram. On average, disruptor brands have a 5x larger following then traditional banks.

Here are some content & messaging tactics to learn from fintech brands:

● Actively Monitor Comment Section: Brands like Chime and N26 are great at responding and interacting with comments, be 
it a “like” or an actual reply. They address customer concerns, answer questions ranging from problems with their app to 
day-to-day problems like “when will my deposit come through”. For questions that need a follow-up, they will get followers to 
send them an email or direct messaging. This not only allows them to increase their average engagement, but to control the 
narrative with on-brand answers and correct information. One of the risks of not responding to comments is the spread of 
misinformation from well-meaning users. 

● Speak Your Audience’s Language: Fintech brands understand that their audience base skews younger, so their content is 
full of popular culture references and humor-based posts (through the use of memes or GIFs). Understand how your 
audience likes to consume information and apply that to your content.

Key Takeaways

https://www.thinkwithgoogle.com/future-of-marketing/digital-transformation/how-technology-is-reshaping-finance-trends/


From the Fintech Social Content Case Study:

Here are some content & messaging tactics to learn from fintech brands:

● Incorporate Text-based Content: There are a lot of users who either will skip reading the captions or will only read the first 
sentence of a caption. If the information you have to share is text-based, don’t let it get lost by hiding it in the caption and 
posting a generic stock image--put the text front and center with a text-only post.

● Provide Value through Education: Audiences follow brands who serve up content that provides them value--not brands 
who serve them “organic ads”. Fintech brands are great at delivering on value by consistently pushing out content that serves 
to educate their audience. From helpful infographics to tips & tricks, this content looks authentic and makes audiences feel 
like the brand cares about their financial wellbeing.

● Use Infographics, Simple Stats, Tips & Tricks, and Q&As: Elevate your social media content strategy by elevating these 
four simple content ideas. Transform your existing checklist and advice content (i.e. “A financial back to school checklist” or 
“Tax and investment planning tips”) into bite-sized visual content via photo carousels. Turn Q&As into opportunities to learn 
from your audience and increase engagements.

Key Takeaways

https://thepreviewapp.com/people-read-instagram-captions/
https://www.atb.com/wealth/good-advice/education/a-financial-back-to-school-checklist/
https://www.atb.com/wealth/good-advice/tax/tax-and-investment-planning-tips-for-year-end/

