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In today’s episode of The Banking & Payments Show podcast we talk about how financial
services companies partner with creators on social media to reach younger audiences. In the
‘Headlines’ segment we examine the partnerships between banks and influencers by
discussing the EMARKETER article, “How to make finfluencer partnerships work with a
smaller marketing budget.” And in the ‘Story by Numbers’ segment, we shift the conversation
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to how many financial influencers there are on social media and the steps a bank needs to take
to find the right finfluencer to partner with. Join the discussion with host, Rob Rubin, content
creator and finfluencer, Taylor Mitchell, and analyst, Lauren Ashcraft.

Subscribe to the “Behind the Numbers” podcast on Apple Podcasts, Spotify, Pandora,
Stitcher, YouTube, Podbean or wherever you listen to podcasts. Follow us on Instagram
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https://podcasts.apple.com/us/podcast/behind-the-numbers-emarketer-podcast/id1113097936
https://open.spotify.com/show/7C9j1qi6NI4Uct9gWfFdxk
https://www.pandora.com/podcast/behind-the-numbers-emarketer-podcast/PC:21669?part=PC:21669&corr=podcast_organic_external_site&TID=Brand:POC:PC21669:podcast_organic_external_site
https://www.stitcher.com/podcast/emarketer-behind-the-numbers/behind-the-numbers
https://youtube.com/@emarketerinc
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Episode Transcript:
Rob Rubin (00:01):

EMARKETER is your trusted partner for actionable data and insights on marketing,
advertising, commerce and more. But did you know EMARKETER also has a division focused
on B2B media solutions? Partner with EMARKETER today and connect your brand messaging
with our powerful audiences. Visit EMARKETER.com slash advertise to learn more.

(00:27):

Hello everyone and welcome to the Banking & Payment Show: Behind the Numbers podcast
from EMARKETER. Today is November 12th, 2024. I'm Rob Rubin, head of business
development at EMARKETER, and your host.

(00:39):

Today banking analyst Lauren Ashcroft is joining me along with Taylor Mitchell, one of the top
finfluencers in the US today. Taylor has a tremendous young adult following and has done
many successful collaborations with finservs. We're going to put Taylor's social links in the
meeting notes for anyone that wants an introduction.

(00:58):

Taylor, can you say hello to everybody?

Taylor Mitchell (01:00):

Hi there. Thanks for having me.

Rob Rubin (01:02):

Yeah, I'm really excited to have you, Lauren. Hey there.
Lauren Ashcraft (01:06):

Hi. Great to be here.

Rob Rubin (01:07):

It's really exciting. We met Taylor because she collaborated with us on a webinar that we did in
September. So nice to see you again. Taylor. Thanks for coming.
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Taylor Mitchell (01:16):
Absolutely. Thank you.
Rob Rubin (01:18):

| wanted to let this audience just a little icebreaker. | don't know if | asked this one of you the
first time we did it, but what are you streaming today? What are you binge-watching?

Taylor Mitchell (01:28):

Ooh, we just finished Outlander. So we're kind of lost land where you're looking for the next
show. So if you have a recommendation, we're-

Rob Rubin (01:36):

The Diplomat. Season two is out.

Taylor Mitchell (01:38):

Okay.

Rob Rubin (01:39):

They dropped all six episodes, so there you go.
Taylor Mitchell (01:41):

Love that. I'll check that out.

Rob Rubin (01:43):

Today's subject is how financial service companies partner with creators like Taylor to reach
younger audiences through social media. And before we jump into it, Taylor, can you tell us at
a high level what a typical work week looks like for a full-time finfluencer like yourself?

Taylor Mitchell (02:00):

Yes. So I've been doing this full-time for almost five years now, and it took me many years to
find a structure that worked because without a structure, I'm kind of working all the time. Your
phone is always in your pocket. | can always check my comment section and reply, and emails.
So I really did have to get very structured, but | tend to split my week between what | call
maker and manager. So Monday, Tuesday, it's kind of my manager days. So | do all my
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meetings, most of my email podcasts, all those sorts of interview sort of things, Monday,
Tuesday, and then Wednesday, Thursday, Friday is my maker days.

(02:37):

So that's more creating content, brainstorming for content, those sorts of things. And then of
course all the morning start with news headlines and just understanding what the market is
doing for relevant content. But yeah, | also am a very creative person and it can be hard to
have this job when | want to create intuitively when sometimes that's not how it goes.
Sometimes | really do need to just be able to turn it on. But splitting my week like that has
helped me a ton.

Rob Rubin (03:06):

All right, that makes sense. | guess when you do it all the time, you have to figure out how to
organize yourself.

Taylor Mitchell (03:13):

And | mean, if you think about it, people use social media for personal enjoyment also. So it's
like finding that boundary between my personal enjoyment and posting of my family and my
son and our vacations versus work.

Rob Rubin (03:25):
Right. Right.
Taylor Mitchell (03:25):

That could easily become spending all of my time on social. So definitely had to get very
structured to find my balance.

Rob Rubin (03:33):

Super, thank you. It brings us to our first segment today, The Headlines. In Headlines, | pick an
article related to the topic. We put a link in the show notes for you. For today's headline, |
chose an article that Lauren wrote and Taylor contributed to inits titled, How to Make
Finfluencer Partnerships Work with a Smaller Marketing Budget. And Lauren For you, what
did you learn about the influencer bank partnerships when you wrote this article?

Lauren Ashcraft (04:05):
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Well, definitely it gave me a much better understanding of what goes into being a finfluencer
and what they look for in a partnership.

Rob Rubin (04:05):
Wow.
Lauren Ashcraft (04:14):

For example, doing multiple videos gives the whole partnership a better chance to meet
metrics and make adjustments. | also learned that the partnerships can be a lot more flexible
than you think. For example, you don't just have to partner on videos. You could ask to be
mentioned in a newsletter, you could pay for ads in a newsletter, for example, a mention or ad
in a podcast. And there are other ways to bring down the costs as well, such as ... And Taylor,
correct me if I'm wrong on this, but basically giving the creators a boost on the videos could
be a way to get a lower starter price on the videos as well.

Taylor Mitchell (04:57):

So in terms of what you're saying, to give a boost, that actually costs a little bit more money
because that's actually putting additional money behind the video to ensure it engages well.
But one thing that brands can do that is very effective is look ... So to take a step back, the
most expensive purchase that a brand can make with myself is to buy a video that | create and
post on my channels because we're leveraging the audience that I've created, but | also have
expertise in just making a video that resonates.

(05:25):

So one of the most cost-effective ways would actually be for these brands to purchase a
video that they use only on their content. It never shows up on my page, it has my face, it has
my likeness. So [inaudible 00:05:38] a lot of consideration and things that need to go into that
for the creator, but that brand can either use it and leverage it and paid ads, which can be
extremely effective. They can post it on their own social media. Again, the most expensive
thing you can do is hire from a creator and have it post on their channel. But there's a lot of
ways that you can use video and the expertise that they've created to still get your campaign
to be successful.

Rob Rubin (06:03):
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But aren't they trying to attract new audiences? So it seems like that doesn't make a lot of
sense if you're ... | guess it's based on your goal, right?

Taylor Mitchell (06:03):
Exactly.
Rob Rubin (06:11):

If your goal is that you have an audience that we want to attract, then having you do a video
that your audience will never see is not helpful.

Taylor Mitchell (06:19):

Well, yeah, and it really depends ... Like you said, it depends on the goal, but even using a paid
ad or posting on your own channel, you still have an opportunity to reach a new audience
because for one, it's a paid ad. So you're able to choose your demographics and you're able
to get hyper-focused on the age, location and interests of whom you want to see your ad. So
you'll definitely still see a new audience with a paid ad. And then in terms of posting that on
their own social, the algorithm on their Instagram account is virtually the same as the
algorithm on my Instagram account. I'm sure this is highly debated, but there's still the
likelihood of virality on either account.

Rob Rubin (06:59):

All right. So if you made a video that was viral, it would pick up on any account. But that
seems like you can't promise a viral video though because that's like you have no idea if your
videos are going to be viral.

Taylor Mitchell (07:11):

But if you speak to TikTok specifically ... So Instagram is a little bit different, but TikTok, if |
have a video that does go viral, it's 99% of people who see it were never following me. So my
follower count is not actually as important as these brands think. So for example, if | have,
well, | have 500,000 followers on TikTok, that doesn't mean that all 500,000 followers are
going to see that video.

(07:36):
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So in terms of leveraging that and the chance for a brand to have a well-performing video, |
do think it's super important for brands to focus on creating their own channels and kind of
finding their rhythm and finding their own audience because that owned audience is extremely
valuable. | mean, obviously, that's why they hire content creators, it's for that owned audience,
but the number of followersiis ... There's kind of like an asterisk around that in terms of not
every follower that | have is going to see that video.

Rob Rubin (08:06):

All right. So you have a lot of different ways. We were just talking about making videos, but
there are other ways that they can place ads on content.

Taylor Mitchell (08:16):

Exactly. There are a ton of different ways. So I'll focus specifically on TikTok and Instagram
because short form videos. YouTube, it's kind of this whole other world in terms of ad space.
But for TikTok and Instagram, let's say | make it a 30-second video, | can post it on my
channel, we can post it on their channel, | can post it only on TikTok ads, we can post it only on
Instagram ads and we can do a combination of those. They can buy that out and purchase it
and use it as the podcast segment. They can use it on their website, on billboards. So it goes
all the way from more traditional marketing.

Rob Rubin (08:50):

So you give them usage rights.
Taylor Mitchell (08:52):

They purchase it.

Rob Rubin (08:53):

They purchase usage rights.
Taylor Mitchell (08:55):

Yeah. Along from being a creator, | also own an influencer marketing agency for influencers.
So I'm going to speak from a little bit from my experience and then also what | see kind in the
norm with the creators on my roster. So most creators will get you 30 days organic usage
with your video. So let's say, I'm just going to throw out a number here, but let's say for
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$5,000, you'd get a video from a content creator, it gets posted on the content creators
channel and the brand has 30 days to post that on their channel to add it to their Instagram
stories and those sorts of things. Any additional licensing. Is it obviously more costs, most
expensive licensing available would be exclusivity.

Rob Rubin (09:35):

Right. And do you have arrangements where you have exclusivity? What do they look like in
terms of what do they expect from you and what do you expect from them for that?

Taylor Mitchell (09:44):

Yeah. Well, | can tell you. | kind of teased that. Exclusivity being the most expensive, most
creators will charge 100% of a video rate per month of exclusivity. So if that creator is $5,000
per video and they want one month of exclusivity, that's an extra $5,000 to cost.

Rob Rubin (10:01):
All right.
Taylor Mitchell (10:01):

So for one video, one month exclusivity would be $10,000. Again, this ranges drastically
amongst creators, but what a brand does, most of the time they give you a short list of brands
that they do not want you to work with. So if | was working with Fidelity, they would say no to
Wealthfront, JP Morgan, Vanguard, those sorts of things. They have this list. | have worked
with exclusivities that are very broad, which is not ideal because you just never know who's

going to come in your inbox and want to work with you. So the more definite and clear is
really a better partnership for bulk brands.

(10:36):

But the exclusivity normally has a window before the content is posted and after. So | might
not be able to post throughout the exclusivity partners for two weeks before the content
goes live and two weeks after. It's expensive. And so | really do empathize with these smaller
brands, but it's honestly, it's very important because if one day I'm talking about one credit
union and the next I'm talking about another, you've really kind of split your intentions there.
And so it's definitely something to consider. But | will say one more thing in that is that | think
most professional creators outside of paid exclusivity kind of have that knowledge in mind
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that | personally, | don't bounce around with which brands | talk about because | do have my
favorites and therefore | talk about my favorites. So that would not happen with most
professional creators for them to jump from competitor to competitor within a short window
of time. But for the right brand, it's something that they want to protect themselves on.

Rob Rubin (11:34):

| get that this has been really interesting, and | really appreciate the range of different
possibilities that you could have in a partnership. But | think this is also a great jumping point
for our next segment, Story by Numbers.

(11:53):

In Story by Numbers, | pick a number and we discuss what it means and its implications. And
today | picked a number from a study by Emplifi analyzing financial influencer activity on
Instagram and YouTube between April 2023 and April 2024. So a one-year period. And this is
what | found. These are the numbers that we're going to tell a story with. According to Emplifi,

there were over 109,000 financial influencers on Instagram and 31,438 specifically on
YouTube as of April 2024. This is for everybody.

(12:29):

Lauren, jump in. How should a bank find the right finfluencer? Where do you start with that?
Maybe we start with your agency. How does someone find finfluencers?

Lauren Ashcraft (12:40):

| think an agency would be a good start. | also did just write an article about why it is
important to have a diverse staff including Gen Z-ers because if you have Gen Z-ers on your
staff, they might actually be following some finfluencers and have a good idea of what's out
there. And then | think an agency would be a good first step if you don't have a good idea of
what kind of a influencer partnership you're looking for because they can also help you get a
good idea of the kinds of metrics, set up your goals and make sure that working together in
that partnership is a realistic way of getting there. And it's good to not just enter into a
finfluencer partnership thinking, oh, | just want to get more eyes on my bank, on my brand. It's
good to go in with a specific goal like expanding your customer base, getting more
customers, maybe launching a new product and getting more awareness around that. But
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going in with that specifics also helps the finfluencer know whether they can help you reach
their goals as well.

Rob Rubin (13:50):

It's not just finding the right finfluencer in terms of how much they're going to charge us for
the different things. It's their audience, but it's also a little bit like how does their vibe blend
with the institution's sort of brand. In other words, if they're a really old stodgy brand, what
kind of finfluencer should they choose? Versus sort of a fintech that is starting with a different
kind of vibe.

Taylor Mitchell (14:21):

And that's why | think the most important thing before brands really jump into this is to decide
their own target audience because again, to your point, someone really stuffy and buttoned-
up might not reach the target audience of a fintech sort of brand that they would maybe a JP
Morgan or Vanguard or one of the older branches. So | think that's most important is to find
who exactly do you want to target with this campaign. And then in terms of finding a creator, |
work with a lot of brands on this and it can often be a little bit easier than it sounds in that just
spend time on these platforms and search for the #credit cards and watch the videos under
credit cards and watch these different areas that you're interested in and see which creator
you're finding and resonating with because if you use, let's say an agency and they have a
software who finds this content creator that you've never seen or heard of, that might not
actually be the best thing and that why didn't you see their content? Why were you not hone in
on that creator? Why did they not show up for you? Whereas if you do spend ...

(15:29):

And this is not a 15-minute scroll, this would be part of someone's daily role, but if you do
spend a healthy, consistent amount of time on social, you will see consistent creators pop up
for you. And | think the leverage and likeness and expertise that these creators have go hand
in hand with how much they're showing up on the algorithm. So | think in terms of hiring a
content creator who holds kind of space amongst those a hundred-something thousand
content creators, | think is pretty important.

Rob Rubin (16:02):
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When you were talking, | got to thinking that to flip it around and think, when you're talking to
a prospective sponsor, so someone that maybe is interested in working with you and you're
having that call on a Monday or Tuesday.

Taylor Mitchell (16:16):
[inaudible 00:16:16].
Rob Rubin (16:19):

Are there red flags? Like they don't have anyone dedicated to social media in the
organization, in their marketing department? Are there certain things they seem like they're
going to be hard to work with because of how they're structured? Are there any red flags for
you about working with an institution that makes you hesitant because you think it's going to
be harder than you think?

Taylor Mitchell (16:40):

Yeah, | think the only real red flag because | worked with ... | mean, lI've spent probably nine
months in communication on brand deals because the brand has been slow to respond. What
should be 25 email exchanges spans over nine months and just is like pulling teeth should get a
hold of each other.

Rob Rubin (16:59):
At a bank, | can't even believe that.
Taylor Mitchell (17:02):

I know I've definitely dealt with that. And | see it. | mean, a lot of these brands, banks don't
have a team of people who can manage these campaigns and stuff. So | really have seen it. But
in terms of red flag, the only two that come to mind are in the requests of guarantee. So them
asking what kind of views are we going to get? How many signups are you going to get?
What can we expect from this? It's not to say that it's not a valid question, but because |
understand that they're putting a solid investment up and they want to not only know for
themselves-

Rob Rubin (17:02):

Get areturn.
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Taylor Mitchell (17:36):

But also to their managers that they're presenting this report to, they want to know that
there's value in return there. But it just to me, kind of shows a lack of understanding, a lack of
understanding about social media marketing because again, | have 500,000 followers on
TikTok. My average video, if you look across all of my analytics, is something like 90,000
views per video. But that also means that I'm going to have 150 ...

Rob Rubin (18:03):
Means you have some with 5,000 and some of half a million.
Taylor Mitchell (18:06):

Exactly. And so that can be hard for the wrong person to understand. So that talk about
guarantee, that is kind of something that-

Rob Rubin (18:18):
Ared flag.
Taylor Mitchell (18:18):

A red flag for me. And then the other would be ... And you'd be shocked at how often this
happens, but it'd be sort of trying to hide on the content that it's a paid partnership. So by
FTC laws, content creators need to announce when they're being paid to talk about that
product.

Rob Rubin (18:35):
Sure.
Taylor Mitchell (18:36):

And | put #ad on a video, TikTok automatically syncs that hashtag, it puts a paid banner on the
video. Some people argue that it hurts the performance of the video. There's a lot that goes
into it. But you'll have brands who want you to just use #partner instead or hashtag ... They try
to get creative with these hashtags that are really trying to hush the fact that it's a paid ad.

Rob Rubin (18:59):

Mask what they're showing.

= ‘ EMARKETER Copyright © 2024, EMARKETER Inc. All rights reserved. Page 13


https://www.rev.com/transcript-editor/shared/kzH5A_nUFGe09oe0FLIxgJ69IARNeZecqkeW5CiIX2t14Cy66YGX1jQNweEPUSolaevN2o9LW_CoC7XBQIYLgFgV4qM?loadFrom=DocumentDeeplink&ts=1056.9
https://www.rev.com/transcript-editor/shared/IgSrlm9BBmx3236KQYZ4QgV01nwDQ9o-FQ8JiLlM9mi9q5mPT2Ag_Iem7ubIFFdaD61MKlgx5LZjV-oUmS5XrVO4-K4?loadFrom=DocumentDeeplink&ts=1083.45
https://www.rev.com/transcript-editor/shared/FV99dhnfHk4HF7S8i8YZgjumQqasGoQKz6WGnqX4b0nKoqD07lDneydY8D7kKpk3nLtmok052sWIKUP-XgXb8evHaew?loadFrom=DocumentDeeplink&ts=1086.9
https://www.rev.com/transcript-editor/shared/FU5IjGe24Qj2XBT1ErLI672j0Okl_fg_zq86bXpNYItazFY9gXQkZMIqmudpgC9MTOIxnv8fWEGjo5cKHkBSQ5G6VqY?loadFrom=DocumentDeeplink&ts=1098.27
https://www.rev.com/transcript-editor/shared/2FJXASAi20NwDgDMufRE1ZPBrY_PULb2hZeJUAtDiyySkYp_cPu17EWbGcw0kRDdPV1GQSdBCvjw0KD8haYtr_yN8oE?loadFrom=DocumentDeeplink&ts=1098.57
https://www.rev.com/transcript-editor/shared/3dprkdutSu-ZbQlYmugsKf_M08MK3rQFkcMlyWVpeZEnKBjFDYz0mDjusQNJkLBX7STKKCq54gv1UI3ViFnymawI6QY?loadFrom=DocumentDeeplink&ts=1115.79
https://www.rev.com/transcript-editor/shared/PiqD3uLbVAcInVK_hZDS27dVfxCOKyPcbQ0YvQ7ESITAqN4zKviq49cJvPNZE__uEJHiQKyvOpPcUGEIxNVLLdXrcQA?loadFrom=DocumentDeeplink&ts=1116.33
https://www.rev.com/transcript-editor/shared/JomBqeHRMxZgukKSLmU1k6LuvRIU_E52pbmWQ8lK7i7361KVJ5czp-9GQ_mbplMwHvcLBfbqaJkGcRF4dBUQdPNSaz0?loadFrom=DocumentDeeplink&ts=1139.7

Taylor Mitchell (18:59):

Yeah.

Rob Rubin (19:02):

Because they want it to look like it's completely organic.
Taylor Mitchell (19:04):

Yeah. And | understand. Again, | really have so much empathy for brands because admittedly,
I've been paid for campaigns that don't conform well, it doesn't feel great for the content
creator either. | can assure you that. Not everyone that brand works with is a career creator.
But for myself, there's not a price tag that you could pay me that is worth me not being
completely transparent with my audience. And so to be asked that is just an immediate kind of
red flag.

Rob Rubin (19:36):

| wanted to just ask Lauren one thing before we drop. Do you think that there are really
110,000 finfluencers?

Lauren Ashcraft (19:46):

| think it might be more. There might be 110,000 people who talk about finances, but not at
Taylor's level, for example.

Rob Rubin (19:58):

What do you think the actual number of full-time finfluencers could be? 10% of that?
Lauren Ashcraft (20:06):

Oh, my gosh.

Rob Rubin (20:06):

10,000 seems like a giant number too.

Taylor Mitchell (20:10):

I'd also be really curious on what these people qualify as a full-time creator.
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Rob Rubin (20:17):

We didn't define full-time. I'm saying they just said that they're finfluencers, meaning that they
posted content.

Taylor Mitchell (20:24):

Yeah. Well, the reason | just say, because again, | work with these creators on a day-to-day. |

have some content creators who are full-time who are netting less than $50,000 a year. And
then | have full-time creators who are netting over $300,000 a year. So especially because a
lot of these creators are really young. Younger than 24. They don't have the house-

Rob Rubin (20:48):

Were you full-time when you first started it or you did another gig?
Taylor Mitchell (20:51):

| actually started during the pandemic and-

Rob Rubin (20:55):

All right. So maybe you did it full-time.

Taylor Mitchell (20:56):

Yeah, so | was pretty much full-time, but again, | wasn't supporting myself the way that | am
now immediately. And so to take you a step back on that 110,000, | agree with Lauren, that's
probably the number of accounts who make finance content. And then there's also another
metric that | don't have down exactly, but the total number of continent creators across all
platforms who make over six figures a year is less than ... | want to say it was less than 10%. |
saw another figure that was less than 4%, which | would think is probably much more
accurate. So in terms of what it takes to be full-time, and it really depends on ... It's a silly
answer, but what that creator needs to support themselves [inaudible 00:21:40].

Rob Rubin (20:56):
How much money they make.
Taylor Mitchell (20:56):

Yeah.
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Rob Rubin (21:40):

How hard do you want to work.

Taylor Mitchell (21:41):

Yeah, because that can vary widely. Yeah.
Rob Rubin (21:44):

Well, this has been just an absolutely fascinating episode, and | really appreciate your time,
Taylor, and thank you, Lauren, for joining.

Lauren Ashcraft (21:54):
Always a pleasure.
Taylor Mitchell (21:55):
Yeah, thanks so much.
Rob Rubin (21:56):

Yeah. | want to also thank everyone for listening to the Banking & Payment Show, an
EMARKETER podcast. Also, thank you to our editor, Victoria. Our next episode is on
December 10th, so be sure to check it out. See you then. Bye, everyone.

Lauren Ashcraft (22:12):
Great to see you again, Taylor, and thank you so much.
Taylor Mitchell (22:15):

Bye. Thank you.
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