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This playbook is for you if you want to unlock quantifiably better results from 

your digital marketing efforts—whether you’re currently partnered with an 

agency, running an in-house team, or working a hybrid agency/in-house model.

The considerations included in this read aren’t written in job descriptions 

for roles at digital agencies or marketing positions at fintech organizations. 

They aren’t line items in statements of work. And they won’t be found when 

you Google “best ways to crush performance marketing in fintech,” (until 

this book has been cached by the search engines). This book is about 

providing what it takes to truly uplevel the results you’re getting from your 

current model, whatever it is, because we have attached real percentage 

in growth of performance marketing programs based on the insights and 

recommendations we highlight in this publication. 

The first few chapters address things like how to structure your team, effective 

fintech marketing planning and leadership practices, and other fundamentals 

that fintech companies often don’t get right—especially out of the gate. The 

remaining chapters focus more on the reporting and decisioning, as well as, 

the key integration points across internal and external marketing efforts that are 

vitally important (and beyond the obvious). 

A special thank you to our clients who have trusted us to lead them through 

uncharted waters, giving us the credibility to publish such a useful resource  

for others. 

Foreword
What you’ll uncover in this playbook
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Meet your Crue
Performance marketing for fintech 

Crue has been powering the growth of fintech brands for more than 10 years, 

becoming a critical asset in the marketing toolbox for our clients. Braintree, 

Circle, SeedInvest, Worldpay, and Heartland are just a few of the logos we’ve 

partnered with to pour our recipe for rocket fuel on their growth strategies. 

Assembling Your Fintech Marketing Team: How to get the right minds in 

the right seats

Fintech marketing planning: How to develop a short-term strategy while 

keeping your eye on the bigger picture 

Coordinating your talent: Adopting a 1+1=3 mindset
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media strategy
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Marketing leaders at fintech companies are very often required to be CTOs, 

CMOs, CCOs and more. But, it is impossible (and exhausting) to be great at all 

of those things all the time. Over the years, we’ve witnessed firsthand what it 

takes to successfully deliver on your performance marketing strategy, and it 

starts with having the right peeps in the right seats, and the right minds around 

the table.

Going agency?
If you partnered with a digital agency, make sure the following is true about 

them and what they’re bringing to the table.

They’re willing to challenge your assumptions

If you’re going to RFP agencies, pick one who was confident enough to tell you 

that you’re asking the wrong questions or aren’t seeing the bigger picture. This 

isn’t an indication of ego or a slick sales strategy. It means they are going to look 

out for your wallet, your professional brand, your company, and your team like 

they are their own. Pick the one that introduces you to the people who will work 

on your business, not just the leaders of each department. Also, if you already 

have an agency that isn’t telling you what you should be doing before you have 

to tell them, it might be time to part ways. Your agency is either keeping you 

ahead or they’re causing you to fall behind.

They’re experts in strategic planning

They understand the parts and the whole so the “how we’ll get there” doesn’t 

rest solely on your shoulders. Planning your GTM strategy is just as much an art 

as it is science. You should leverage the skillsets of those who have been there 

and bought the T-shirt.

Fintech marketing leaders need a strategic, lean-forward mindset who make 
digital marketing easy by demonstrating reliability and performance. This means 
telling stakeholders what’s next before they ask—with speed and specificity, 
backed by data and insights.

–Tiffany Curry, Chief Partnerships Officer @ Crue and former President of GoCollect

1
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They’re willing to dig in and truly understand what your 
unique value proposition is (even if you haven’t quite 
figured that out yet)

That means not only understanding your product or solution, but also how you 

sell it. Additionally, do they understand your team and their accountabilities? 

Do they know your internal processes and how things get done? Do they know 

who your key stakeholders are and what you’re on the line for? These qualities 

make the difference between a true partner and just another vendor.

They’re transparent about performance, and they  
shoot straight

This seems like a given until you speak with an agency who is trying to convince 

you that your performance is solid without giving a single explanation of 

how said performance is in service of your actual goals. Truth hurts, but not 

everything you try is going to work. Sometimes the most impactful change 

comes from understanding what doesn’t work and why. Any agency partner 

worth their retainer will not only welcome those conversation but will also be 

engaged by them.

Your Client Services lead can finish your sentences  
for you

Often an underrated part of the agency team equation, your relationship 

with your agency lead can make or break your partnership. They’re a coach, 

quarterback, cheerleader (and sometimes therapist) all in one. So don’t be  

sold on one person’s media genius or the flashiest creative. Because at the  

end of the day, it’s actually got to work for you. The right account team makes  

it happen.

They’re in it to win it, and that goes far beyond  
the larger paycheck

 In fact, we’d argue that you should consider your agency as one of your 

greatest assets. To do that, they must be equally committed to celebrating the 

wins with you as much as they are solving the inevitable challenges that will 

come up during your engagement (and solving them quickly).

3
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Going in-house?
If you’re handling performance marketing with an in-house team, ensure the 

following is true: 

Your team truly digs your company’s offering and is 
energized by your mission

It seems obvious, but if this is just a job to them, or you’re simply trying to find 

more “hands on keyboards” as you’re navigating today’s challenging recruiting 

climate, you’re setting yourself up for tough decisions –and discussions– down 

the road. So, get your priority roles filled with the right talent, particularly mid-

to-senior folks who will work across creative, media, and technology, where the 

margin for a mis-hire should be low. 

Then, identify the roles where you’re able to lean on tactical versus strategic 

acumen to simply get the job done and done correctly. And yes, previous 

industry experience is a definite plus in fintech.

They know how to work across the aisle to get it 
done, particularly between Creative, Media, Product 
Marketing, and Technology

We have yet to see a successful fintech performance marketing team whose 

internal operating mantra is “stay in your lane.”  This means things take 5x longer 

than they should, learning and pivoting is slow, creativity is stifled, and the work 

leaves more to be desired. It’s a lot easier to explain performance issues to 

leadership when it’s related to market conditions versus a dysfunctional team 

who isn’t energized by collective success. 

1

2

The ability of a team member to truly hit the ground running by having an understanding 

of the market, competition, and primary KPIs will take  some of the weight off your 

shoulders so that you can focus on developing strong internal partnerships and 

communicating your progress to the ones who hired you.
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Strategy is owned and led by an individual with strong 
integrated marketing chops

And we recommend that someone is not you. This is your right-hand person. 

The yin to your yang. They know how to grease the squeaky wheels and, most 

importantly, everything they think about and do in their role is in service of 

accomplishing the goals you’ve set for your marketing program. This person 

who is a formidable brand strategist with deep experience in GTM strategy 

development and execution for growth stage companies and a proven track 

record. 

Boasting a keen eye for what will resonate with your targets, this individual will 

have strong media acumen, and demonstrate just as much care for how the 

leads are handled and nurtured as generating them. Whether your ultimate 

goal is installs, transaction volumes, AUM, or something else entirely, there must 

be careful attention to messaging at each stage of the buyer’s journey. 

You have confidence and trust your creative team’s 
ability to deliver

From campaign concepts and messaging, to media assets and long format 

copy, the best performance marketing strategy will mean nothing if your 

creative strategy isn’t aligned with media,  stakeholders, and leadership. But 

don’t worry, we get into this in more detail later on in the playbook.

3
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You trust the data you’re receiving from your analysts 
and data scientists

You know the saying, “garbage in, garbage out?” Well that’s why we highly 

recommend investment in talent that is not only good at demystifying the data 

for you, but also knows what to do when your data plumbing needs fixing. Or, 

when it needs to be ripped out and replaced. 

Remember, your analysts should have multi-channel digital campaign 

experience so they can explain to you and your team how your marketing mix is 

working together, independent of individual channel performance. Lastly, they 

should have expert-level knowledge of how channels and platforms differ in 

how they attribute conversion values. 

5

Your analysts need to be weighing in with a strong POV on the following:

• How should our data be stored? 

• What standard and custom fields should be required in our CRM that will benefit 

both sales and marketing. In our experience, marketing gets the short end of the 

stick on data because business intelligence teams are not building out the tech 

stack and parameters with marketing in mind.

• What are the advantages of a DMP for our marketing efforts & media buys? 

• What are the limitations of building out reports using APIs?

• What is the most efficient way for us to blend the data based on the way we need to 

see it? How do we ensure reporting doesn’t break with minor updates?

• What’s our “true north” platform for evaluating lead volume and quality? How will this 

differ from other platforms we use?
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Going hybrid?  
We’ve given you some guidance on how to manage a team in-house, but what 

if you have a hybrid model utilizing both your in-house team and an agency? 

In our experience, this model can work extremely well if you carefully consider 

your swimlanes. Speaking of which, they’re typically categorized by, but not 

limited to, the following:

• Integrated Marketing Strategy

• Campaign Concepting & Creative Strategy

• Copywriting & Creative Asset Development

• Media Planning

• Media Buying, Execution, & Management

• Account-Based Marketing 

• Data Mining/Data Science

• Campaign Analysis & Performance Reporting

• Marketing Automation & Lead Nurturing 

There isn’t a “one size fits all’’ approach to the hybrid model as it really depends 

on the capabilities of your internal team members, many of whom you may 

have inherited and bring their own skills.
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Roles & responsibilities
Before making sweeping decisions around hiring internally or bringing on 

agency partners, here are some critical (and often overlooked) questions you 

should be prepared to answer.

Who is accountable versus who is responsible both 
internally and on the agency-side? 

While the definition of accountability may seem clear to you, it’s not to 

everyone. That’s why it’s important to delineate between the two so that people 

understand the difference. While they may not be responsible for completing 

something, they may be accountable for ensuring it gets done, is accurate, and 

reflects your vision. There may also be a natural tendency for an individual or 

a group to take on accountabilities that aren’t theirs. Collaboration is critical 

and lends to the best results, but ultimately, the buck stops somewhere and 

who it stops with should be well established. And it’s not just about knowing 

who the final decision maker is, but establishing who is accountable for the 

performance of the work itself.

Do you have the right level of redundancy to reach and 
exceed your growth goals? 

People take time off. Things happen unexpectedly. What roles are mission 

critical to the daily operations of your department to the point where, if not 

regularly accounted for, mean the difference between on-pace performance 

and, well, a really bad week? As an example, if you’re managing Paid Social 

internally, can anyone else step in to take on that work when your primary point 

person is out? 

Who will be your right-hand person in identifying 
opportunities and isolating whitespace? 

Whether it’s collaborating with sales on isolating your most valuable leads 

to model from or determining the best GTM strategy for a new product or 

feature—the right integrated strategist will help you stay ahead of the game 

and work across the aisle to take advantage of every opportunity that will move 

your vision forward. 

1

2

3
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Who are you going to rely on to stay forward-thinking 
and mitigate risk? 

It’s easy for teams to get lost in the day-to-day management of a marketing 

program. As a result, some really important trends and updates that will directly 

impact your performance can be missed. 

A good example is licensing requirements for fintech advertising. Every 

platform is different, especially for crypto clients, and this varies greatly by 

international market. So you’re not only up against the country’s requirements 

but the platform’s as well. 

Google, for example, is guided by its own set of policies in the space and 

unfortunately, they often don’t align with our clients’ needs. This is even the 

case when a specific country allows crypto-related advertising! It’s important 

to have a very strong partnership with platform account leads who will actually 

work with you and/or your fintech media agency to not only understand where 

you can advertise and where you can’t, but also what messaging is acceptable 

and what will be flagged.

4

This is where having an agency who already has experience navigating these 

complexities is a real advantage. Additionally, you’ll want to understand a platform’s 

path to certification in specific markets and the timing of this. Beyond Paid Search, there 

are other channels (most notably, programmatic) that really operate like the “Wild West,” 

and every DSP is different. Do you have someone who is familiar with this? Having 

someone accountable for gathering the information and working with you through your 

options and requirements is vitally important to the success of your marketing program.
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Who is going to serve as your integrated project 
manager, bridging both creative and media? 

Project management is the cornerstone of a successful marketing operation; 

however, it’s often the role that is most overlooked. You’ll want to consider 

who is accountable for working alongside strategy, media, and creative to 

develop a detailed project plan with all activities, milestones, and launch 

dates. This is someone who is fully connected to the goals of the campaign 

and, more importantly, leads the planning process. They make sure the right 

documentation is provided to each team at the right time and keep all parties 

aligned to progress by establishing checkpoints along the way with the right 

people. 

The best project manager is someone who operates with a “no surprises” 

mindset and who you can trust to raise any red flags throughout the process to 

get the team back on track. 

5
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Fintech marketing 
planning
How to develop a short-term strategy 
while keeping your eye on the bigger 
picture 
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How to plan
Having a solid goal-oriented plan with built-in flexibility 
is only half the story. How you plan and assess progress 
is the important part.

At Crue, we leverage a VTO (Vision Traction Organizer) methodology that is 

based on a framework created by Gino Wickman, author of Traction. It started 

as an internal exercise for our organization to track towards our own annual 

goals and then we thought, “Hey, our clients are going through the same 

exercise. Maybe they could benefit from it, too.” So we modified it and made it a 

part of our own onboarding process with our clients. 

Establishing annual objectives & 90-day priorities  
for your team

Every organization we’ve worked with has had some sort of idea of what needs 

to be true at the end of a fiscal year. Sometimes, it’s really straightforward, 

like, “deliver 5,000 qualified leads.” Or, another example: “hit 5x for return on 

marketing spend.” Even “deliver a cost per acquisition of $100” (this could 

mean that you have to justify your top of funnel marketing efforts by being able 

to hit that $100 lead).

There’s one thing you may notice about these goals: they’re really specific and, 

more importantly, measurable. 

• Did you generate those users? Yes or no? 

• Did you hit that CPA target or deliver that 5x ROAS? 

You get the picture.

What you don’t see is, “we’ve positioned ourselves to become a leader in the 

market.” What does that mean? When you get to the point where you can step 

back and truly assess your performance, everything you accomplish, or don’t, 

should be obvious. 

If your goals are nebulous to begin with, you’re going to have a hard time trying to 

understand why you didn’t achieve them and explaining this reality to the powers that be.
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Creating a VTO
Setting your team members up for success

Proper planning should also galvanize your troops. Do they know what is 

literally required from them to make it happen? Also, how do you ensure you’re 

always tracking towards those milestones and holding them accountable? It 

starts with the right plan, but it comes to fruition through regular assessment 

and discussion. Are you on track? Are you off track? If so, why? 

At its core, creating your own VTO boils down to the following steps:

• Establish specific annual objectives that are measurable.

• Establish 90-day priorities for your team that specifically ladder up to 

achieving your objectives—if it’s not measurable and it doesn’t ladder up to 

your end outcomes for the year, it shouldn’t be on the list. As a general rule, 

individual team members should not have more than 3 priorities.

• If you’re working with a hybrid model, also align with your agency 

partners on their 90-day priorities in service of you hitting your annual 

objectives and document them.

Once you’ve got this in place, how do you create more productive and efficient 

meetings that keep your team’s eye on the outcomes? It’s all about sticking 

to the agenda (even if the team initially finds the structure a little rigid, they’ll 

eventually get on board when they realize it’s intended to help them be more 

impactful in their roles).

Let’s do away with the phrase, ‘The best laid plans…’ It feels like an excuse 
when things don’t turn out. This is usually due to the fact that fintech marketing 
strategies aren’t properly documented or don’t consider the parts and the whole. 
The best laid plans are just that…the best based on what you know today and 
accurately plan against. You still need a framework that allows you to strategically 
pivot with your business.

–Megan Porter, VP Integrated Strategy @ Crue
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Total alignment on yearly goals and quarterly priorities

The forum to discuss issues or roadblocks to achieving priorities for 

the quarter and the ability to discuss and solve them

The forum to identify and discuss the triggers that would bring a 

shift in priorities. Without this level of discussion, there will be confusion 

around what caused the shift to begin with, which brings chaos (and then 

the plan goes out the window).

Accountability for achieving priorities when you meet weekly. Ask your 

key players three things. First,  are you on track with your priorities? This 

should be a simple yes or no, not a “kinda.” Then, if not, do you feel like you 

have what you need to accomplish them and get back on track? Finally, if 

they do not, then you add it to an Issue List to solve during that meeting if 

it requires immediate attention. Or, you determine a specific action to be 

taken outside of the meeting and document it in a centralized to-do list. 

Meet with purpose
Every meeting needs a purpose. Here’s why:

In-house or with partners, meeting structures are key because they unlock  

the following:

 Common triggers we’ve encountered are things like:

• Sunsetting a product or solution that is no longer viable

• Shifts in the market 

• Executive leadership asking for “all hands on deck” to support a specific event or 

cause

• And of course, not hitting monthly projections. If things aren’t going as planned, 

you’re not going to operate like it’s business as usual. This meeting is about ideating 

and solving to course correct, which means the priorities for the overall team or for 

specific roles will shift.
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Zero-based budgeting
At Crue, we’re strong believers in zero-based budgeting for building your 

marketing budget. This includes both how to lead an organization and also how 

to plan for media and performance marketing investments. 

The process is simple, but effective
• What is the specific and measurable result I am looking to achieve this 

fiscal year? Ideally isolate one core metric. Is it revenue, cost per download, 

profit, etc.?

• What is the maximum financial investment I will make towards this result 

over the next fiscal year?

• What measurable result must be true in the next 90 days? Again, isolate 

that one core metric. Is it revenue, cost per download, profit, etc.?

• What is the financial investment I’m willing to make over the next 90 days to 

achieve this result and not exceed the annual budget?

Once the 90-day daily target is set, you can analyze 
whether:

• The results are ahead or behind targets and, 

• If spending is tracking ahead or behind targets

Zero-based budgeting effectively starts from zero. It involves analysis of each 

granular need of the company versus the incremental budgeting increases associated 

with traditional budgeting. Essentially, this allows for a strategic, top-down approach 

to analyze the performance of a given program or project.  No longer will you need to 

commit to unrealistic and arbitrary budgets to support your needs almost a year  

in advance. 
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Optimize the plan for the quarter ahead

You did the work and here is where you feel the magic of zero-based 

budgeting. It forces you to make decisions that will ensure your quarterly 

outcome is achieved.

The zero-based budgeting system provides proactive opportunities to adapt to 

the quickly changing landscape and make short-term decisions that improve 

the odds of achieving long-term goals.

Scenario: 

Imagine for a moment that your 2022 target is to generate 10K in downloads with a $4M 

investment. In the first quarter, your target is 2.5M downloads with a $1M investment. 

You reach the end of the quarter with the following results: 3M in downloads with $1M in 

investment.

So, you crushed it. Well done, but now what?

When you plan the next quarter, you have a key decision(s) to make. 

1. Do I decrease my target for next quarter and save the money?

2. Do I decrease my spend for next quarter, but maintain the target?

3. Do I invest further into the program based on performing ahead of plan?

What if I fall short in a quarter? There are three choices:

1. Increase my spend next quarter

2. Decrease my target for the quarter

3. Improve my performance of the existing program



Coordinating  
your talent
Adopting a 1+1=3 mindset 
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Brand Marketing, PR, and Performance Marketing should all be on each other’s 

short list of contacts, and they should meet monthly.

The idea here is 1+1 = 3. Whether everything you’re doing is in-house or a hybrid, 

your talent has unique experience that when shared collectively, brings best-in-

class marketing. You want to get more miles out of your budget and efforts, so 

create the connectivity and be specific about what you expect each group to 

provide to make your campaigns that much stronger.

Coordination matters

Integrating PR and Media is a successful tactic we use at Crue. Here’s how it 

works:

Plan and combine efforts on PR across endemic publishers to 

maximize the release of news with targeted media placements.

Determine if a specific PR effort is worth paid media support. So 

often, we’ve seen really engaging news and updates being reported. Get 

your team connected with media to capitalize on every opportunity.

• You can take this a step further by re-engaging anyone who has 

engaged with your content. This doesn’t have to mean direct 

response ads, but simply the most logical, and more importantly, 

useful piece of content they could receive based on where they’re at 

in their journey. This can be incorporated into your overarching GTM 

strategy.

Share PR plans quarterly and ad hoc to ensure search engine 

optimization (SEO) is fully considered, like, fully crawlable links and 

relevant anchor text. 

Our capabilities are fully leveraged and most impactful when we are highly 
connected to the discussions and decisions that drive brand strategy and 
marketing efforts, beyond our ‘always on’ digital campaigns. When we partner with 
Brand leadership and PR we’re in the best position to get the most mileage out of 
every key moment for an organization.

–Vanessa Garippo, Account Director @ Crue
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Decision
science
How & when to evaluate  
performance
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Tech companies move fast. We’d argue fintech moves even faster. So, it’s easy 

to get overly prescriptive in the name of speed and maybe even overconfident. 

We aren’t suggesting you slow down. Instead, we’re going to share insights you 

may not have considered when it comes to prioritizing and delegating your 

efforts allowing you to zero in on the key metrics.

Communication is key
You should expect your internal media team or agency partner to proactively 

communicate campaign performance. 

Alignment on the specific goals that our clients’ use to measure campaign 
performance is critical. This comes with regular communication, especially 
about any changes, so that we can all avoid surprises. And by specific, I mean 
literal goals. Is it impressions or actual engagement? Lead volume or cost per 
acquisition? We’re always prepared to pivot, but understanding the ‘what’ and 
the ‘why’ allows us to effectively manage our efforts, educate based on our 
experience, and set expectations along the way.

–Andra Bradley, Executive Media Director @ Crue

We’ve all done it. We launch. We hover. We ask “how’s it going?” at 5 a.m. the 

dayafter launch. Marketing is full of overachieving professionals that wake 

up every day thinking about what’s next and how they’re going to beat the 

world. And when it comes to your organization’s investment in performance 

marketing, you’re right to be diligent stewards of those dollars. If you’ve got the 

right team members in place, they’re going to tell you when you should reach 

the point of concern if they have enough data to assess and prescribe with 

confidence.

Before you get started, ensure the following is in place:

The goal of a specific campaign as it relates to your 
overall marketing objectives

Determine if the goal is demand generation or lead generation. Once 

determined, assess that channel or platform’s historical performance against 

similar industry goals. Your campaign goals, the size of your audience, and the 

channel’s purpose will factor into exactly when you assess performance and 

how you’ll optimize toward your goals. 
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Developing a pro forma at the start of every campaign 

You may be thinking, “we have no historical benchmarks.” That’s okay. 

If you choose the right agency partner, their collective experience with other 

fintech clients will give you benchmarks that are rooted in data from similar 

campaigns and clients. 

If you don’t have that, rely on the channel-and-industry-level data out there 

that will allow you to develop hypotheses that can be applied to a pro forma. 

This includes all channels and primary and secondary delivery metrics used 

to assess performance from impressions, CTR, CPM, CPA, down to the 

throughput from MQL to SQL, to your CAC/install and beyond, whether this is 

transaction volume, assets under management, or something else. Get it “on 

paper” and regularly assess your pacing based on your monthly projections. 

Don’t judge a channel by “last click” performance alone 
but look at bottom-funnel efficiency

It takes anywhere from 7 to 13 touchpoints for a fintech prospect to take action. 

That means the channel you’re evaluating that may bring undesired results may 

actually be your saving grace. 

Establish proper tracking upfront so that you’re not simply reliant on the 

platform data itself, which will never reflect your backend data. 

For example, Facebook has up to a seven-day attribution window. You can set 

other attribution windows manually for other platforms. DSPs often have their own 

“proprietary” view of attribution to consider. Isolate your source of truth, like Google 

Analytics, and set up tracking accordingly.



25

Avoid prioritizing the “rearview mirror” approach to 
evaluating campaign performance

If you’re not careful, by asking your team or agency partner to “look back,” you 

could inadvertently create analysis paralysis.

Here’s a scenario: You ask an agency partner or internal team member to pull a 

historical report for you without any context at all. They may focus on explaining the 

past to you and, potentially, over-explaining the data when you need simple validation 

on something. As a result, they’re distracted when they could be identifying what would 

drive higher lead volumes, a better ROAS, or a lower CPA. We’re not saying a look in the 

rearview is not important, but be clear on why you’re asking for the data to avoid wasting 

time and energy. 
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It’s all in the data
Focus on the right data for the right stakeholders and leverage data 

visualization and automation. 

Make decisioning easy with the right martech, whether it’s your own or a 

partner’s. Data is the lifeblood of performance insights. Bad data means bad 

choices. So what’s the secret to being thoughtfully fast when it comes to 

decisions? We have two tips to help you:

Develop automated reporting with just the right amount 
of information. 

Other stakeholders need access to performance reporting and may not always 

have the benefit of sitting in on your recurring meetings to go through the data 

live. So, sometimes a reporting dashboard or deck is the answer. To ensure 

what you deliver doesn’t take focus away from your path forward, work with 

the data science team to customize your performance dashboards based on 

what you need. Leverage reporting platforms to automate reporting so it’s easy 

to pull what’s needed for scheduled reporting meetings with your executive 

leadership team or facilitate on-demand reporting. This way, everyone 

gets what they need, and your team members aren’t wasting valuable time 

repurposing old reports every time there is a request. A win-win for everyone.

Make weekly performance reporting more real-time 
and collaborative. 

This doesn’t mean that your team comes to meetings unprepared and 

simply “wings it.” On the contrary, if you have the right data visualization and 

automation in place, your team is well-prepared and can come to the table with 

actionable insights. There’s nothing worse than coming to pulsing meetings 

and getting a “weather report” that you could’ve easily gotten for yourself 

by looking at the data. With real-time visualization and the right expectation 

setting, you can make your weekly pulsing meetings interactive and 

collaborative. Pick out the metrics you’ll be evaluating by channel weekly, drill 

into them and ask the tough questions because everyone should know what 

you’re going to zero in on in advance. Most importantly, make sure the right 

players are there to get the most out of everyone’s time and ensure everyone 

is connected not only to what they’re seeing but why they’re seeing it. This 

includes the right mix of strategy, media, creative, and data analysts.

1

2
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Creative strategy 
development
Yes, it really is just as important as your 
media strategy
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Being successful in the digital space requires intention. Our ads are built simply 
using a unique combination of words and art to achieve an intended goal of 
either challenging, inspiring, or educating, which of course, requires creating an 
emotional connection. Without intention, we will just blend into the background. 
So, how do we do it repeatedly?  With a powerful team composed of thinkers 
and creators bringing their talents together to solve a challenge and get behind a 
strong strategy and process.

–Sabina Bhasin, Associate Creative Director @ Crue

The best digital marketing strategy in the world means nothing if its creative 

counterpart is not equally as strong. Once the media placements are in the 

wild, you’ve made your first impression, and over the life of the campaign, 

they’re either going to recall your message, engage with it, or move on. It’s the 

most conspicuous part of your campaign. 

In-housing your fintech 
creative team?  
Five common pitfalls  
to avoid 
For fintech, in particular, we understand the motivation to bring (or keep) 

creative strategy in-house. In our experience, the reason for in-house creative 

usually stems from one of the following: 

• You’re still developing your brand guidelines, so bringing in an outside 

creative partner may be putting the cart before the horse.

• Your platforms and the solutions they facilitate are in a constant state of 

flux.

• Executive leadership is hands-on in the process or owning it completely.

• You’ve got a dedicated creative team in-house already, and you want to 

avoid redundancy. 

• The general sentiment internally is that no one is more capable of 

developing GTM messaging than an internal team.
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Regardless of the decision, it’s yours to make. At Crue, we’ve been exposed to 

a few models that have worked well when all or some creative work is handled 

in-house. We’ve also been able to assist our clients by isolating the bumps that 

occur along the way when certain components are overlooked or worked on in 

a silo. Here are five we feel are worth noting:

Not developing a campaign brief

Note, we didn’t call it a creative brief. A campaign brief is the roadmap for your 

creative strategy and drives the output of all your efforts. Having a brief for 

your team and partners versus not having one means the difference between 

success and disappointment. So crafting one is worth the extra time. In our 

experience, successful briefs, at a minimum, always include the following:

• The purpose and ideal outcome of the campaign—what are you truly 

trying to accomplish?

• Audience personas, or at minimum, audience profiles to ensure your 

team understands exactly who they’re targeting as well as their mindset, 

motivations, and pain points.

• First-and-third-party research on your audience, including digital 

consumption habits, demographic data, and firmographic data. But most 

essential are the insights from internal teams like sales because those can 

drive messaging and creative work forward. 

• The media plan and budgeting that is in addition to budget allocations 

by channel and stage in the journey. This plan will detail specifically where 

creative will be launched, when, and across what channels. These details 

inform everything from impact statements, campaign concepting, and 

even the specific assets required for creation.

• Campaign calendar and flighting of assets that are in addition to a brass 

tacks project plan. Your campaign calendar includes your flighting of 

assets by channel, and key milestones, as well as the messaging in the ads, 

which will be staggered in the market to support the campaign goal. 

• Setting and aligning on KPIs and testing plans because, without 

advanced notice about campaign measurement, you’re leaving a lot of 

room for individual interpretations of success across creative, media, and 

analytics. So, include your testing plan in your campaign calendar to ensure 

everyone is connected to not only what you’re going to be measuring but 

also where and when.

1
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Not involving your media partner during campaign brief 
development

In fact, based on your campaign goals, your media partner should be helping 

you craft the campaign brief. Allowing them to weigh in early helps avoid 

defending lackluster performance and allows your media arm to operate in 

lockstep with you. 

Not weighing the timing of the campaign against both 
your and your stakeholders’ expectations

Operating with urgency and operating at breakneck speed are two very 

different sources of motivation. If you’re looking to execute an impactful 

campaign with substantial people hours and dollar investment, running at 

breakneck speed causes chaos. It can also result in multiple rounds of revisions 

because you’re not getting the best work out of people, missing assets that 

weren’t originally considered but are vital to campaign success, and finally, 

creating a reason for shortcuts that come back to bite.

For example:

• Eliminating vital channels that “take too long” to launch but improve the 

bottom-line performance in the end.

• Overlooking your landing page experience because you will “iterate over 

time” and then don’t because other things come up post-launch.

• Trafficking assets as they come off the press rather than a proper flighting 

schedule set and aligned upfront. 

• Without a testing plan measuring messaging success, you’re creating  

a lot of additional, and unncessary work. Consider bottom-line impact 

versus how to iterate and improve to drive incremental, and even 

exponential, growth.

2
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Not leveraging the data you have available to inform 
your creative strategy

It’s easy to think you understand the audience enough to put together a 

creative strategy to support a campaign, especially when you’re doing this in-

house (and are up against the wire). For this reason, we strongly recommend 

that you add as much first party quantitative and qualitative data to your arsenal 

in order to provide your in-house creative team and agency partners with the 

data they need to develop the right message that will be shared at the right 

time and in the right place. This can include:

• Interviewing or surveying your customers, especially your best ones. 

We always ask the following: 

• Mining the first-party data you have readily available for refined 

audience targeting and personalization. Take the time to gather the 

data and uncover trends that can be compared against what you think you 

know about your ideal customer profiles. Every organization is different, but 

below are questions we always ask:

• How did they evaluate solutions in the competitive landscape? 

• Where were they consuming information?

• What swayed their decision?

• What do they think about your offering vs. your competitors’?

• What products and/or features are important to them vs. less important? What’s 

missing?

• How are they looking to scale their business? What needs to be true for them to do 

that?

• Where are they located?

• What are their titles?

• Who are the quickest to inquire vs. actually adopt your offering?

• What initial solution or feature of interest leads to the greatest LTV of a customer?

• What roles, industries, or specific use cases are represented or underrepresented? 

How does this compare against the whitespace you’ve identified in the market?

• Overall, where do you see the volume versus the revenue?

4



32

Not considering the digital requirements of your 
creative assets and how they fit into the overall 
campaign journey

We’ve seen some truly beautiful campaign concepts that come through our 

inboxes from our clients’ creative teams. Creative we’re excited to get out to our 

target audiences to see how they’ll react. 

However, from a strategic and tactical standpoint, we often see two missing 

components. They are: 

• Messaging that is limited to either the top or the bottom of the 

funnel. We know what the end goal is—to drive action in the form of lead 

generation. However, how we get there is really important. It involves a 

whole lot of education, trust, and credibility building. We’ve often seen 

creative messaging that simply cuts to the chase and won’t serve us well in 

upper-funnel channels. Or conversely, creative that is super high level and/

or serves as a great tagline but doesn’t pack the punch necessary in the 

digital landscape to create engagement (considering we’ve got less than 

2 seconds to grab attention). While your creative team may be exceptional 

brand marketers, they may not be as well-versed in digital marketing. This 

is where it often makes sense to bring in your agency partner to evaluate 

the creative messaging by stage in the funnel to ensure the right balance 

between education, credibility building, and action-oriented messaging 

shines through. This not only includes the ads themselves but where 

they’re driving to and the ultimate goal of each touchpoint throughout the 

lifecycle of the campaign. 

• Assets that aren’t built exactly to spec for selected ad platforms and 

need to be modified. As part of any campaign brief, you’ll need a robust 

spec sheet that is mutually aligned between your creative team and agency 

partners. This means the difference between delivering it right the first time 

and re-work. This includes everything, down to what the asset is named 

across each channel, to aid in faster ad trafficking, reporting, and analysis. 

This document should be carefully reviewed after your campaign kickoff by 

all parties, and any follow-ups should be scheduled to avoid any missteps 

in delivery that could delay the launch of the campaign. 

Armed with these insights, your creative team, and ultimately, your strategy will 

be incrementally more successful. We can help you get there, too. 

5
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Final thoughts
So, you read this. Now what? Well, give these strategies a try. We believe 

they’ll absolutely help you improve your team building, planning, talent 

coordination, performance evaluation, and creative strategy. 

Overwhelmed with genius and not sure where to start? We got you. You 

can start by either determining where the weakest link is in your performance 

marketing plan, or simply follow these guidelines one-by-one until you feel 

confident in your infrastructure and results.

Either way, you’ve got a Crue on your side.

Get in touch

What do you think? Share your feedback, ways you’ve implemented the 

strategies we’ve shared, or ask a question at info@yourcrue.com.

Check out our podcast

Collect more fintech digital marketing wisdom at yourcrue.com. You can also 

learn on-the-go by tuning into our podcast The Fintech Marketing Strategy 

Hour on Apple Podcasts, Spotify, and Amazon Music.  

Follow us

Stay connected to more content like this by following us on LinkedIn.

mailto:info%40yourcrue.com%20?subject=
http://yourcrue.com
https://www.linkedin.com/company/cruefintechmarketing/
https://podcasts.apple.com/us/podcast/fintech-marketing-strategy-hour-the-performance/id1607125539
https://open.spotify.com/show/3I8T1SowFoAFeVfXzWGNmR?si=e07767fafb244a5c
https://music.amazon.com/podcasts/06e05325-8eab-47b0-b20a-a1debfa18cd8/fintech-marketing-strategy-hour-the-performance-marketing-podcast-for-fintech-brands

