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• San Francisco, CA

• Approx. $1.8B in assets

• Over 78,000 members

• 175 FTEs

• 3 branches

About SF Fire Credit Union

2022

2023
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• Credit unions have an ongoing challenge connecting with the next 

generation of members. The average age of a North American credit union 

member is 53*

• Attracting younger members is critical for long-term sustainability, and 

many credit unions are looking online to do so. 

• Generation Z is almost five times more likely to get financial advice from 

social media platforms than people 41 or older, according to the World 

Economic Forum. 

• “Finfluencers” — influencers who provide financial advice — are on the rise.

• Financial institution partnerships with the influencers younger people 

know, follow, and trust are still rare.

The Challenge/Opportunity

*According to the World Council of Credit Unions



Many traditional financial advisors 

are posting on LinkedIn and 

Facebook, but the Gen Z audience is 

getting their advice from sources like 

TikTok, YouTube, and Reddit.

Even if TikTok is banned in a year, 

our audience is there right now 
and we should be, too.

43.5% of Gen Z get financial advice 

from social media platforms like 

TikTok and Instagram.
~MarketWatch, Aug 9, 2024
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The Solution

• SF Fire has established partnerships with local influencers with local audiences 

— ones who already have a strong Gen Z audience that trusts them — to raise 

brand awareness and promote products.

• The selected content creators are helping us reach young people in the Bay Area 

by what they are interested in, where & when they want to be reached and engage 

them how they want to be engaged. 

• Identifying the right influencer requires knowing what the audience wants and 

how to work best with influencers and still be within regulatory guidelines. 

• Agencies, platforms and personal connections can be used to vet potential 

partners.

• I’ve been involved in financial influencer marketing for nearly a decade and in 

the credit union industry for the past two years.



One of SF Fire’s 

sponsored brand-

building TikTok 

posts went viral, 

gaining 1.6 million 

views, reaching well 

beyond the 

influencer’s primary 

followers, and far 

exceeding our goals.

A Big Win from a Viral Post

@Geezelouiseeeee is a 30-something ICU nurse who lives in San Francisco. The social media influencer posts about life, 

finances, and nursing — and she praises credit unions as the “underdogs of the financial sector.”  She has more than 100,000 

followers each on TikTok and Instagram.

https://www.tiktok.com/@geezelouiseeeee/video/7164831628047502638
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• We currently use the popular platform Influential.co to connect with many 

influencers at the same time and help us evaluate their content. 

• The platform allows users to see whether influencer content warrants a G, PG, 

or more explicit rating. Advertisers can determine if the influencer has 

previously worked for competitors, which could detract from the trust 

they’ve built with their audience and water down our message.

• We put together a marketing brief and influencers can bid on it through 

the platform, which acts as a middleman. It’s basically an RFP process that 

includes all the sourcing and contract negotiations.

• Once the credit union receives bids, we can review the profiles of each 

influencer and learn more about their focus — for example, lifestyle, 

financial, healthcare, or something else — and audience.

Finding #GoodFit Partnerships

influential.co
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• There is a lot of science and art behind forging an influencer partnership, 

and the process can be surprisingly technical and data driven. Evaluating who is 

following influencers and ensuring it matches your specific target audience 

is important, like women 18 to 30, loves travel, is a foodie, etc.

• But luck plays a role, too. You might know what the trends are, but you never 

really know what will work.

• Test & Learn – A product or message that performs well on one platform 

might not perform on another. Sometimes, you just have to put it out there 

and see what sticks.

• This is one of the reasons influencer partnerships are just one part of a 

multi-pronged, integrated marketing campaign strategy at SF Fire. 

• As part of that larger plan, influencer content requires a compliance review 

and approval before posting. 

#Bigger Picture



Part of integrated omni-channel 
campaign
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Managing Risk & Measuring Results

• For influencers, this is often their livelihood. They want to protect their 

brand, too.

• Our review and approval process ensures content is in compliance with 

all marketing rules, copyright usage, image usage, and FCC rules that 

identify it as sponsored. #ad #sponsored. Disclosures still apply!

• We also require regular tracking and reporting on the results.

• For awareness campaigns, our team looks at engagement statistics such as 

completed views and click throughs.

• For product campaigns — such as the one we ran for a 5% certificate —

the team tracks the number of applications started and applications 

completed.
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• Early in our influencer efforts, we ran market tests. Ultimately, we 

determined lifestyle influencers (not Finfluencers) in the San 

Francisco Bay Area were better at connecting with our intended target 

audience.

• Resist the temptation to tweak a campaign for wider accessibility as 

it’s best to loosen the reins and allow influencers the flexibility and 

autonomy to create content that’s true to their brand, but do maintain FI 

rules.

• Don’t direct your influencer too much. People watch them because of 

the brand and following they’ve built. This is NOT a TV ad.

• We also insist on a three-month non-compete clause and are 

continually testing new opportunities with other influencers.

#Best Practices





SEG-based influencers for Events

Mario from SFFD, with 
paid media

Follow up without Mario, 
all organic only

CU Travel Influencer 
campaign
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• We plan to continue partnering with some of the influencers whose 

content has performed well in the past and have extended contract 

periods and re-used content as paid advertising on different platforms 

like YouTube or television. 

• With only a few large banks like Wells Fargo, Chase, SoFi active in the 

space, influencer marketing is wide open for financial institutions. To 

alleviate security concerns often raised by CEOs & CIOs, have an open 

discussion about how to safely use the tools and personalities while 

managing risk.

• If credit union marketers are blocked from using tools like TikTok or 

Instagram then half of the young people we are trying to reach are not 

seeing the credit union message. As marketers, we need to be where our 

audiences are.

Future Plans
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Q&A Discussion Period



1001 Connecticut Ave NW

Ste. 1001

Washington, DC 20036

800-446-7453callahan@callahan.com

www.callahan.com

THANK YOU FOR 

WATCHING


