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MOVING FROM INSIGHT TO ACTION
F R O M  R E S E A R C H  T O  S T R A T E G Y

The insight: Relying on traditional 
institutional credibility is not enough
to engage younger audiences.  

Less trust in traditional institutions

§ Gen Z’s trust is 15% lower than 
older generations across industries, 
including financial services.1

More social-first financial guidance

§ 76% of Gen Z uses social media for 
financial advice.2

§ 60% of U.S. investors under 35 get 
investment insights from social channels 
(vs 57% from financial professionals).3

The action: Meet audiences where 
they are already seeking trusted 
voices and building financial literacy.

Sources:  1Deloitte Digital, 2023; 2Fed of Philadelphia, 2025; 3World Economic Forum, 2024 

https://public.3.basecamp.com/p/ecaS9RECJzpC8ukCd7YkQTaF
https://www.philadelphiafed.org/consumer-finance/how-americans-use-social-media-for-financial-advice
https://www.weforum.org/stories/2024/07/finfluencer-financial-advice-social-media


… A N D  F R O M  A C T I O N  T O  S T R AT E G Y
M O V I N G  F R O M  I N S I G H T S  T O  A C T I O N

Meaningful interaction 
with content

E N G A G E M E N T

Likes, Shares, Comments, DMs

Expand brand beyond 
traditional demographics

R E A C H

Impressions, Unique Accounts

Incoming traffic to 
destination of your choice

C O N V E R S I O N

Visits, Downloads, Sign-ups
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…AND FROM STRATEGY TO RESULTS

Baseline Performance

M O V I N G  F R O M  I N S I G H T S  T O  A C T I O N

Budgeting
Internal Alignment

Campaign Brief
Influencer Research

P R E P A R I N G

First Contact
Negotiation & Terms

G E T T I N G  S T A R T E D

Creative Collaboration
Posting Content

C O N T E N T  C R E A T I O N

Pre-campaign Analytics
Campaign Analysis

Partnership Evaluation

M E A S U R I N G  I M P A C T

11 likes
per post

2.6 comments
per post

2–3% 
follower growth

Finfluencer Performance

1700+ likes
per post

132 comments
per post

Up to 11% 
follower growth



…AND FROM STRATEGY TO RESULTS
F I N F L U E N C E R  C O H O R T  O U T C O M E S

§ 14.3k likes

§ 1400+ comments

§ ~300 new followers gained across the cohort

§ 300k+ total social media impressions

§ 88% of testers reported satisfaction

§ $4,300 average total campaign spend

M O V I N G  F R O M  I N S I G H T S  T O  A C T I O N
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CRITICAL EARLY ALIGNMENT
D I S C U S S I O N

DOWNLOAD THE PLAYBOOK: FILENE.ORG/659

§ What is your team prepared to handle? 

§ How much creative control do you want? 
What kind of flexibility are you comfortable 
giving influencers? 

§ Are all core stakeholders in the know? 
Legal and Compliance support for contracts, 
campaign, and content strategy? 

§ How do you define success? 
What do you want to learn? 
Have all stakeholders shared input? 



FINDING INFLUENCERS
D I S C U S S I O N

§ What content inspires you? 

§ What do you want to emulate?

§ Which influencers emulate 
your brand and what you’re looking for?

§ Which influencers in your area have
an audience that overlaps with your targets?

DOWNLOAD THE PLAYBOOK: FILENE.ORG/659



CREATIVE COLLABORATION
D I S C U S S I O N

§ Creator Concepts

§ Brainstorming Sessions

DOWNLOAD THE PLAYBOOK: FILENE.ORG/659

§ Developed Concepts

§ Notes on Creator Output



MEASURING & MAXIMIZ ING IMPACT
D I S C U S S I O N

ORGANIC BOOSTING 

There are several organic 
methods to successfully 
generate the best reaction 
to your campaign content:

§ Optimal timing

§ Collaborator posts

§ Cross-channel posts

§ Organizational prep

PAID MEDIA BOOSTS

Paid media allows you to intentionally 
extend the reach of your content 
beyond your existing audience.

Pre-Campaign Metrics

1. Define success metrics

2. Record pre-campaign brand baselines

3. Record pre-campaign content baselines

4. Set up tracking methods

Campaign Analysis

1. Collect content analytics 7–10 days
 after posting, including influencer’s data

2. Evaluate initial response

3. Connect results to KPIs and success metrics

4. Monitor performance 30–90 days 
from launch

Long-Term Evaluation

1. Evaluate influencer

2. Adjust as you learn from each campaign

3. Create a bank of successful content, 
creators, strategies
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Speed of Change: 
Credit Union Online 
Communications in 

the Age of Social Media

Engaging the Next 
Generation: A Strategic 

Imperative for CUs 
in the Social Media Era

Finfluencer
Campaign
Playbook

2025 FiLab 
Results: 

Finfluencer

Value of social media 
marketing and turnkey 

strategies to engage 
next generation

Evidence from 270K+ 
social media posts 

on what makes financial 
content engaging

Results and learnings
 from 13 test orgs 
who implemented 

finfluencers strategies

End-to-end guide 
to plan, launch, and 
measure your first 

finfluencer campaign

GET STARTED!
F I L E N E  R E S O U R C E S



QUESTIONS?

JESSICA GAMACHE
H E A D  O F  R E S E A R C H  

jessicag@filene.org

MCKAYE BLACK
H E A D  O F  I N C U B A T I O N

mckayeb@filene.org

KIM LEAR
F I L E N E  F E L L O W

kim@inlayinsights.com
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THANK YOU TO OUR STRATEGIC PARTNERS
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