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COMPLIANCE
GUIDE

FOR 
FINTECH &
FINANCIAL
SERVICES

A Growth Gorilla Playbook.



WHY THIS
GUIDE 
MATTERS

Influencers can move markets. They drive conversations. They build awareness in
ways traditional ads never could.

But here’s the ugly truth: in finance, influence and compliance live in the same
jungle, and the terrain is littered with traps.

Unlike sneakers or snacks, financial products carry risk. They impact real money,
people’s life savings and long-term financial wellbeing. That means regulators take
a very close look at who says what, and how they say it.

This guide walks you through the key compliance challenges fintech brands face
when working with influencers, what to watch out for, how to mitigate risk, and the
myths that get companies in trouble.
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INFLUENCER
MARKETING IN
FINANCE ISN’T
“JUST MARKETING”
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Here’s the first harsh truth:

If an influencer posts about your product, it counts
as a financial promotion.

No matter the platform. Instagram? TikTok? Discord? Even memes.

Regulators around the world are tightening the rules:

So you’re not marketing around compliance, you’re
marketing through it.

The UK’s FCA treats social media posts about financial products as
regulated financial promotions and brands remain fully responsible for them.

In the U.S., SEC, FINRA and FTC guidelines cover influencer content, from
disclosure to investment claims.

The EU is moving fast to apply existing advertising and investor protection
laws to social content too.
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THE
COMPLIANCE
RISKS THAT
BITE HARD
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Influencer content can look fast and
simple. But in finance, these common
pitfalls pack a punch:

Short-form content thrives on simplicity,
but regulators demand accuracy and
balance. Hyperbolic phrases like “easy
money” or “guaranteed returns” aren’t 
just risky, they’re red flags.

Risk is part of financial products. Full stop.
If content only shows upside without
adequate risk context or warnings, it fails
compliance, even if short video durations
feel restrictive.

Global reach doesn’t mean global
compliance. A campaign legal in one
market can fall foul of the laws in another.
Geo-targeting and jurisdictionally
compliant messaging isn’t optional, it’s
necessary.

If an influencer is being paid or benefits
from referrals, audiences, and regulators,
must know. FTC and ASA rules demand
clear, upfront disclosure that can’t be
ignored or buried.

Gen Z and younger audiences are hungry
for financial content, but also risk-likely
and low in financial literacy. That’s exactly
the kind of audience regulators want
brands to protect.

6

Misleading Claims

Lack of Risk
Communication

International Risk

Poor Disclosure

Audience Vulnerability
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WHAT LEADERS
MUST LOOK FOR
WHEN CHOOSING
INFLUENCERS
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Forget follower count alone. In regulated
industries, alignment with compliance is
a competitive advantage.

Here’s your shortlist:
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Does the influencer get it? Do they
understand regulatory boundaries? If
they push back on clear guardrails? If
so, pass.

Ensure their audience matches your
eligible market not just in size, but in
financial maturity, geography and
risk profile.

Compliance Mindset

Audience Fit
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Experience matters. Influencers who’ve
worked under strict compliance
standards will waste less of your time,
and reduce your risk.

Past Work With
Regulated Brands

Look for:

Exaggerated claims
Non-disclosure of sponsorship
Past compliance issues like
content that could be considered
misleading, unbalanced, or
lacking clear risk context 

These are early warning signs.

Content History Audit
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A
COMPLIANCE
FRAMEWORK
THAT WORKS

10



11

Say exactly:
What can and cannot be said
Disclosure requirements (e.g. #ad, where it appears,
how it’s shown)
Risk communication guidelines
Visual guidelines (what can/can’t be shown e.g. no
branded products if required)
Measurable deliverables

No one-sentence briefs. No guesswork.

Yes, training. A 30-minute call on compliance basics
drastically reduces bad posts. Regulators expect brands to
prepare influencers, not just hope they get it.

Every script, caption, and visual asset should be approved
before go-live. Then archive it. Ninety percent of
compliance headaches come from unvetted content.

Treat influencer content like any other regulation artifact:
Store it
Date-stamp it
Log approvals

You might never need it, but if an audit hits, 
you’ll be glad you did.

Build Better Briefs

Train Your Influencers

Approval Before Posting

Content History Audit

1.

2.

3.

4.
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HOW TO STOP THE
MISTAKES THAT
KILL CAMPAIGNS
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Even experienced teams get caught out. Influencer
marketing moves fast, and in fintech, small mistakes
scale into big problems.

Here’s how to cut off the worst offenders before they
cost you money, performance, or regulatory attention.
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What goes wrong:
Influencers improvise. They add “helpful” commentary. They chase
engagement. And suddenly your compliant message has turned into an
unapproved financial opinion.

How to stop it:
Use approved talking points or structured frameworks, not free-for-all
scripts.

You’re not killing authenticity, you’re protecting the brand. Clear guardrails
give influencers confidence and keep legal exposure tight without turning
content robotic.

Mistake: 
Influencers Going Rogue
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What goes wrong:
Disclosures are buried at the end of captions, flashed for half a second, or
written in language no normal human understands.
Regulators notice. Audiences don’t trust it.

How to stop it:
Make disclosures impossible to miss:

At the start of the content
In plain, human language
Visually clear on screen and in captions

If someone has to hunt for the disclosure, it’s already failed.

Mistake: 
Hidden or Weak Disclosures



How to stop it:
Platform tools are a baseline, not a shield. You still need:

Clear brand disclosure
Appropriate risk messaging
Context that explains what the product is (and isn’t)

Compliance doesn’t outsource itself to Instagram or TikTok.
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What goes wrong:
Brands assume platform tools like “Paid partnership” tags cover
compliance.
They don’t.

Mistake: 
Overreliance on Platform Defaults
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What goes wrong:
Global reach, one-size-fits-all messaging. Content ends up landing in
markets with completely different regulatory rules.
That’s how audits start.

How to stop it:
Map your campaign by geography and overlay local regulations.

A U.S. influencer needs different disclosures to a U.K. influencer. EU rules
add another layer again.

Global campaigns need local thinking.

Mistake: 
Ignoring Local Laws
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What goes wrong:
Performance-based models like CPA sound efficient, but they can create
the wrong behaviour.

Influencers are incentivised to push harder, post more frequently, and
optimise for conversion at all costs. 

That often means:
Posting without approval
Tweaking messaging on the fly
Pushing claims closer to the line

That’s where compliance risk creeps in.

How to stop it:
 Align incentives with control, not just performance:

Use fixed fees or hybrid models where possible
Tie incentives to approved content, not just outcomes
Reinforce approval processes before anything goes live

In fintech, the cheapest acquisition isn’t worth it if it puts you on a
regulator’s radar.

Mistake: 
Using the Wrong Incentive Structure
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What goes wrong:
An influencer looks great on paper, big following, clean aesthetic, but their
engagement rate is under 1%.

That’s a red flag.

Low engagement means:
The audience isn’t paying attention
Content won’t perform
Messaging won’t land
And compliance-heavy content will struggle even more

In fintech, poor performance isn’t just a growth issue, it increases the risk
of over-optimising messaging to compensate, which is where compliance
problems creep in.

How to stop it:
Set your campaign up for success before it starts:

Vet engagement rates, not just follower counts
Look for consistent interaction, not spikes
Prioritise trust and relevance over reach

An engaged audience makes compliant content work harder, 
and last longer.

Mistake: 
Partnering With Influencers Whose
Audience Isn’t Engaged



THE
BIG
TAKE
AWAY
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Most influencer mistakes don’t come from bad intentions. 
They come from poor setup.

Strong frameworks, the right creators, clear disclosures, and engaged audiences
don’t just protect you from risk, they dramatically improve performance.

In fintech, the safest campaigns are often the smartest ones.
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MISCONCEPTIONS
THAT COST MONEY
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Time to be honest, these myths get fintechs in trouble:

“Disclaimers fix everything.”
Truth: Disclaimers are just one part. Content still must be accurate
and balanced.

“It’s the influencer’s responsibility.”
Truth: Regulators put liability squarely on the brand, you approve
it, you own it.

“We’re not traditional ads, so rules don’t apply.”
Truth: Rules are platform-agnostic. A TikTok story is as regulated
as a TV spot.

“Compliance kills creativity.”
Truth: Constraints sharpen creativity. Compliant content that
resonates performs better and lasts longer.
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YOUR NEXT MOVES
(CHECKLIST)
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Use this before launching your next influencer campaign:

Compliance isn’t a blocker, it’s your secret weapon. Do it right and you build trust.
Miss it and one post could wipe months of growth.

Signed compliance agreements with influencers

Full disclosure requirements in briefs

Pre-approval workflows

Audience demographic screening

Risk messaging integrated into content

Cross-jurisdictional compliance review

Archival system for audit trails



FINAL 
TAKE
Influencer marketing in fintech and financial services isn’t optional, but it has to be
done right. If you treat compliance like an afterthought, you won’t just waste money,
you’ll attract fines, audits and reputational damage.

That’s how fintech brands grow without limits, and
without legal headaches.
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Simplify the complex

Partner with accountable creators

Get nerdy on regulatory requirements

And always put real consumer protection first



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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