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INTRODUCTION
One of the biggest mistakes US and non-European brands make when expanding
into Europe is assuming Europe and the UK are one giant, unified market.

They’re not.

Europe is a collection of completely different markets, cultures, languages,
behaviours and regulations, all bundled under one convenient label.

Depending on how you define it, Europe includes between 44 and 50 countries.
There are 24 official EU languages, over 60 regional and indigenous languages, and
somewhere between 200–300 languages spoken across the continent.

And in terms of sheer scale? Europe’s population sits at roughly 748 million people,
around double the size of the United States.

So no, this isn’t just a case of adding a few extra geo-targets into your Meta account
and hoping for the best.
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And that’s before you even spend your first pound or euro on acquisition.

Financial regulation alone is layered. Alongside EU-wide frameworks, the UK
operates independently through the FCA, while individual countries also maintain
their own territory-specific requirements.

In short: Europe rewards brands that prepare properly.

This guide breaks down the seven key pillars every fintech or financial services
brand should work through before launching into the UK or Europe.

Expanding successfully into Europe requires proper planning. The kind that accounts
for:
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Regulatory complexity

Cultural differences

Language and localisation

Media consumption habits

Competitive landscapes

Operational infrastructure
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01. 
CASH IS KING:
ARE YOUR
POCKETS DEEP
ENOUGH?
Let’s start with the uncomfortable question.

Do you actually have the budget to expand properly?

Because Europe gets expensive fast.

Trying to launch across 20+ countries at once sounds exciting in a boardroom deck.
In reality, it usually leads to weak performance everywhere instead of strong
performance somewhere.

Spreading budget too thin is one of the fastest ways to kill momentum before it even
starts.



Do you have enough budget to win meaningful market share?
Could that same budget perform better in your existing markets first?
Are your current markets genuinely saturated?
Is your budget large enough to compete properly, or are you funding a “just
enough to exist” strategy?
Which countries give you the best return for your spend?
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Questions You Need To Answer Early
Before expanding, ask yourself:

These questions matter because international expansion isn’t
just media spend.

It’s:

And all of that compounds quickly.
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Creative production

Localisation

Compliance

Customer support

Operational infrastructure

Local partnerships

On-the-ground activity
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Focus Before You Scale
For most brands, the smarter move is depth before breadth.

Instead of launching everywhere at once, focus hard on one or two key markets first.

For US brands, the UK is usually the natural starting point:

But don’t mistake “easier” for easy.

Breaking into the UK still requires
real investment.

Once you’ve identified candidate
markets, analyse:

You want to understand where your budget stretches furthest.

Because concentrated spend in one or two markets almost always outperforms
diluted spend across twelve.

Start where you can realistically win.

Then expand from there.

English-speaking

Culturally closer to the US

Mature fintech ecosystem

Strong media infrastructure

Familiar financial behaviours

Media costs

Reach potential

Addressable audience size

Competitive density

Expected acquisition costs



7

02. 
SCOPING OUT
THE SCENE:
IDENTIFYING
THE BEST
TERRITORY TO
CONQUER
Once budget is sorted, the next question becomes:

Where should you actually launch?

And no — “Europe” is not a strategy.

Different countries offer completely different opportunities depending on your
product, audience, regulation and operational readiness.
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Total Addressable Market (TAM)
Bigger population doesn’t automatically mean bigger opportunity.

What matters is the size of your relevant audience.

A country may have millions of people, but if only a small percentage fit your ICP, the
opportunity may be smaller than it first appears.

Assess the size of your target segment, not just total population.

Growth Trends Matter
A slightly smaller market with rising adoption can often outperform a larger but
saturated one.

Ask:

Emerging markets often offer lower competitive pressure and stronger long-term
upside.

Is demand growing?

Is the category mature or emerging?

Are competitors already entrenched?

Is consumer behaviour shifting?



Language & Localisation 
Readiness
This is where a lot of brands hit reality.

If your platform is English-only, your realistic expansion options shrink dramatically.

Again, this is why the UK is usually the easiest starting point.

After that, look at countries with strong English proficiency.

The Nordic markets and Germany consistently rank highly here, making them far
more accessible for English-language products than markets like France, Spain or
Italy.

That doesn’t mean localisation isn’t important.

It absolutely is.

But it does influence launch sequencing.
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Language & Localisation 
Readiness
Not all European media markets cost the same.

CPMs, CPCs and media inflation vary massively by country.

A huge market with extremely high acquisition costs may ultimately be less
attractive than a slightly smaller market where you can scale efficiently.

Analyse:

The goal is simple:

Find the best balance between audience opportunity
and acquisition efficiency.

If your product is English-only, the UK is usually the logical first move.

Then evaluate the Nordics and Germany as second-wave opportunities.

CPMs

Competitive intensity

Conversion benchmarks

CPCs

Media saturation
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03. 
YOUR TARGET
AUDIENCE:
IDENTIFYING
WHO TO
ACQUIRE
One of the easiest ways to waste budget internationally is assuming your US
customer profile maps directly onto Europe.

It often doesn’t.

Different markets use products differently.

Different pain points drive adoption.

Different motivations shape buying behaviour.
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Does The Use Case Translate?
This is a question brands need to answer honestly — and early.

Example:

Same product.

Completely different use case.

And when the use case changes, everything changes:

Never assume customer behaviour travels automatically.

A crypto lending platform found users in the US and Canada primarily treated
the platform as an investment tool.

In Latin America, users viewed it as wealth protection against inflation.
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03

04

05

Messaging

Creative

Positioning

Product emphasis

Acquisition channels
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Traditional Audiences vs New Segments
Sometimes European expansion reveals entirely new customer groups.
Your existing ICP may still work.

But there may also be untapped demand from audiences you’ve never targeted
before.

Stay open-minded. The market may surprise you.

Education vs Acquisition
Another important question:

Are you entering a market where people already understand your category?

Because there’s a huge difference between:

Converting people already using
competitors

Educating an entirely new market
from scratch

Education-heavy markets are slower and more expensive. Acquiring competitor
users is usually faster. Understanding this distinction upfront changes:

01

02

03

04

Budget planning

Channel mix

Creative strategy

Expected timelines



14

Use Your Existing Customers As A
Benchmark
Take a hard look at your current customers.

Do they genuinely reflect your ideal customer profile?

And if they do:

Does that same ICP exist in the target market?

If not, what needs adapting?

Targeting?

Product positioning?

Messaging?

Feature emphasis?

Sometimes the market changes.
Sometimes your ICP changes with it.
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04. 
COMPETITIVE
LANDSCAPE: A
BIT OF
COMPETITION
NEVER HURT
NOBODY
Competition isn’t automatically bad.

In many cases, it’s validation.

If well-funded brands are consistently spending in a market, it usually means there’s
money to be made.

The key is understanding what kind of competitive environment you’re entering.
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Map The Market Properly
Before launching, assess:

If a dominant local brand owns 75% of the market and has repeatedly crushed
international competitors, that matters.

It doesn’t mean you can’t enter.

But it does completely change the level of investment and patience required.

Who are the major players?

Are they local brands or international operators?

What market share do they hold?

Do they have local teams and offices?

What channels dominate their strategy?

Have other international brands failed trying to enter?
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Your Acquisition Strategy
Impacts Resource Needs
If your growth strategy relies heavily on:

Events

Partnerships

Community building

Guerrilla campaigns

PR

Offline activations

A local hire

Agency partners

Consultants

Freelancers

Country specialists

…you’ll likely need local resource.
Paid search and paid social can be managed remotely.

Culture-driven marketing usually can’t.

That local expertise might come from:

But someone needs to understand the market beyond
dashboards and spreadsheets.
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Learn From Competitors’ Wins &
Mistakes
Competitor analysis saves money.

Study:

You don’t need to reinvent the wheel.

Sometimes the smartest move is learning from what already failed.

And sometimes the easiest opportunity is simply acquiring customers competitors
already educated.

Creative approaches

Messaging

Channel selection

Partnerships

Community strategies

Content formats

Local positioning
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05. 
NAVIGATING
REGULATION:
WILL LOCAL
REGULATIONS
IMPACT
ACQUISITION?
This is where things get serious.

Regulation is one of the most underestimated parts of European expansion —
especially in fintech.

And ignoring it is expensive.
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Regulation Comes From
Multiple Directions
Compliance isn’t handled by one authority.
You’re dealing with multiple overlapping layers, including:

Financial regulators (FCA, BaFin, AMF etc.)

Advertising regulators

Communications regulators

Ad platform policies

EU-wide frameworks like MiFID II, GDPR and PSD2

Different rules

Different enforcement styles

Different approval processes

Different risks

Each layer has:

This isn’t something you “figure out later.”

It needs proper legal review before launch.
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The “Grey Area” Trap
A common mistake in crypto and trading sectors is targeting markets
where regulation appears vague or loosely enforced.

On paper, this can seem attractive.

But there’s a catch.

Even if local law allows something, platforms like Google and Meta
may still reject or suspend your advertising.

Why?

Because platform policy operates independently from local regulation.

So you can technically be compliant locally…

…and still get hit with ad account restrictions.

That’s the brutal reality of platform enforcement.

Computer says no.

And often without warning.

Plan for both:

Local regulatory
compliance

Platform compliance

They are not the same thing.
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06. 
ONLINE MEDIA
LANDSCAPE:
HOW DO THE
LOCALS
CONSUME
MEDIA?
One of the fastest ways to burn budget internationally is assuming people consume
media the same way everywhere.

They don’t.

Different markets behave differently.

Different demographics behave differently.

And different platforms serve completely different purposes depending on the
country.
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What You Need To Understand
For every target market, assess:

Because platform presence doesn’t automatically equal acquisition opportunity.

A platform used heavily for passive entertainment may perform very differently from
one used for active research and community discussion.

Which social platforms dominate

How much time people spend on them

How people actually use them

Where audiences get news and financial information

Desktop vs mobile usage

TV vs streaming behaviour

Platform age demographics

Broad European Patterns
Google, Meta and TikTok are broadly consistent across Europe.

They’re usually sensible starting points.

But how people use them varies market by market.

That nuance matters.
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Important Platform Nuances

WhatsApp

Far more dominant in Europe than in
the US.

This affects:
Community building
Customer communication
Retention strategies
Referral loops

Discord & Telegram

Massive in finance, trading and
crypto communities across parts of
Europe.

Especially relevant for:
Retail trading
Web3
Crypto communities
High-engagement niche
audiences

YouTube

Over-indexes in some European
markets.

Especially useful for education-heavy
financial products.

Facebook

Facebook community usage has
declined more sharply in Europe than
in markets like Latin America or
India.

Don’t assume global usage patterns
apply equally everywhere.

Local Publications &
Media Properties

Europe has strong country-specific
financial publications and media
ecosystems.

Many have no real US equivalent.

The challenge? Coverage is fragmented.

A publication dominating Germany may
barely exist in Spain. So pan-European
buying often isn’t possible. You need
country-level media understanding.
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One Important Stat

45%
of people look for information about a product or service
on social media before making a purchase.

That makes platform understanding critical.
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You Can’t Cookie-Cut A Playbook
This is the key takeaway.
There is no single European acquisition playbook.

You can build frameworks.

You can build systems.

You can build learnings.

But they must be adapted market by market.

The UK isn’t Germany.
Germany isn’t Poland.
Poland isn’t the Netherlands.

Localisation matters.

Build adaptable frameworks.

Then customise execution by territory.
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07. 
POSITION
YOURSELF FOR
SUCCESS:
WHAT WILL BE
YOUR VALUE
PROPOSITION?
This is where everything comes together.

All of it should shape your positioning.

Your audience insights.

Your media understanding.

Your competitor research.

Your market analysis.
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Define Your Relevance
Ask yourself:

Why does your product matter
in this specific market?

Not your home market.

This one.

The pain points may differ.

What problem do you solve?

The urgency may differ.

Who do you solve it for?

The competitive alternatives may differ.

Why does it matter here?

So define clearly:
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Position Against Competitors
Your positioning needs clear differentiation.

Ask:

This isn’t about vague brand fluff.

It’s about clear, believable differentiation.

What frustrates users about existing options?

What’s your “wow” factor?

Why should users trust you?

What proof points do you have?

What real outcomes do you deliver?

What’s the one key message people should remember?
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Positioning Shapes Channel Strategy
Your positioning also affects:

Creative production

Channel mix

Budget allocation

Asset requirements

Production timelines

Paid social

Out-of-home

TV

Events

PR

Publications

The assets needed for:

…are all completely different.

And so are the production costs.

That planning needs to happen upfront.
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Volume vs Value: The Strategic Choice
Every expanding brand eventually faces this decision.

Do you optimise for:

VOLUME
VALUE?

or
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VOLUME
The Volume Approach
This means:

Broad multi-country campaigns

Localised ad sets

Large-scale acquisition

Multiple landing pages

High customer volume

Multi-language customer support

Fully localised platforms

Large operational infrastructure

Significant ongoing resource

This model can generate massive user numbers.

But there’s a catch.

Brands often hit an LTV ceiling.
You get scale. But not always quality.

Operationally, volume also requires:
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The Value Approach
This means going narrow and deep.

VALUE?
Fewer markets.

Higher concentration.

Better customer quality.

Typically:

In our experience, value tends to
outperform volume over the medium term.

Depth usually beats thin expansion.

Stronger unit economics

Better engagement

Higher LTV

Lower operational complexity



Market maturity

TAM size

Product relevance

Media behaviour

Dominant acquisition channels
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ADDITIONAL
PRACTICAL
CONSIDERATIONS
Group Countries Intelligently
Don’t build campaigns country-by-country unnecessarily.

Group territories based on:

If Meta dominates five markets, it’s often more efficient to run consolidated
campaigns rather than fragmented setups.
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Currencies & Payments Infrastructure
Not every European country uses the Euro.

The UK uses GBP.

Nordic countries use their own currencies.

If your platform doesn’t support local payment 
infrastructure or currencies, conversion friction 
increases immediately.

Sort this before launch.

KYC & Identity Verification
KYC requirements vary across territories.

Different countries:

Accept different ID formats

Require different onboarding flows

Apply different verification standards

This is critical infrastructure for fintech brands.

Your onboarding flow needs to support local requirements properly.
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On-The-Ground Resource
Some activities can absolutely be managed remotely.

Paid media often can.

But:

Events

Partnerships

PR

Community building

Guerrilla marketing

Local hires

Agency support

Market consultants

Partnership teams

…benefit massively from local presence.

That might mean:

Europe rewards brands that understand local nuance.
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SUMMARY: THE
SEVEN PILLARS
01 — Financial Readiness
Make sure your budget is strong enough to compete properly. Focus on one or two
markets first before attempting broader expansion.

02 — Territory Selection
Choose markets based on TAM, growth trends, localisation readiness and media
efficiency.

03 — Audience Clarity
Understand who you’re acquiring, how the product use case changes by market, and
whether category education is required.

04 — Competitive Intelligence
Map competitors properly, study their positioning and understand what resources
are needed to compete.

05 — Regulatory Compliance
Review financial, advertising, communication and platform regulations before
launching campaigns.
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06 — Media Landscape
Understand how each market consumes media, where audiences spend time and
how platform behaviour differs territory by territory.

07 — Positioning
Define why your product matters in each market, what makes you different and
whether you’re optimising for value or volume.
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FINAL
THOUGHTS
European expansion is a serious undertaking.

But for brands willing to prepare properly, it’s also a massive growth opportunity.

The brands that succeed are the ones that stop treating Europe as a single market.

And start treating it as what it really is:

A collection of distinct, learnable opportunities.

Each with different behaviours.
Different dynamics.
Different challenges.

And different rewards for the brands willing to understand them properly before
spending budget.

That’s the real edge.



GET IN 
TOUCH
Ready to chat?

Email - hello@growthgorilla.co.uk

Or Call - +44 20 3920 7810

Let’s connect

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