
How to write an  
ad for social media 
(a best practice guide)

Session five:

Tools to help you  
advertise on social media



Know what 
your target 
market 
wants

Lots of businesses talk about 
themselves in their ad copy, but 
actually the best way to get the 
attention of your target audience 
is by showing them that you 
understand their problems and 
can help fix them.

Customers are engaged with your 
brand because they have a need, not 
because they’re curious about your 
business, so make the ad about the 
customer rather than the company. 

We have all at some point been bored 
by posts from businesses, where 
all they talk about is how ‘Bob’ from 
accounting is running a 10K 
...this sort of content won’t be of 
interest to 99.9% of your followers.

Think about the problems your 
potential customers face and 
write your ad copy as a response 
to that potential customer’s 
needs, whilst setting yourself apart 
from your competitors.

Customers are 
engaged with 
your brand 
because they 
have a need

Address your audience

Use words like “yours” and “you”  
to speak directly to your audience. 

This makes the user feel important  
and is more personable, making  
your business appear friendly  
and helpful.

Tailor your ads
Make sure your ad copy is tailored  
to your audience segments with 
separate ads. 

Decide on someone who 
characterises your audience  
and write your copy as if  
you’re speaking to them. 

This is known as a persona. 



Tie your text  
to your visual
Make sure your ad copy and image 
individually tell your story but also 
complement each other. 

The imagery (if chosen properly) can help 
explain your angle, keeping your word 
limits to a minimum, which is ideal for the 
limited attention span of people online.

Use emotional triggers 
to your advantage
Make sure your ad is memorable 
and encourages a user to feel intrigued 
enough to click through. 

Focus on the core problem or 
desire that attracts your customers 
and think of a way to play up the 
emotion contained in it. 

As people are motivated to avoid pain, 
negative feelings can be better stimuli 
than positive feelings, therefore it can 
sometimes be effective to leverage 
your audience’s anxiety/anger/fear of 
missing out. 

Whilst more positive emotions can 
be used to drive results such as 
hopefulness, relief and the feeling of 
being liked by others.

Emphasise urgency
Give people a reason to take 
immediate action using phrases like 
“sign up now”, “for limited time 
only”, “low stock” etc. 

Using words and phrases that indicate 
time, like “now” or “today” helps  
to create a sense of urgency.

Use numbers
Statistics have a way of getting 
people’s attention and tend to  
increase click through rates (CTR). 

Research has also found that 
discounting by percentages  
rather than numbers improves  
clicks e.g. 20% off instead of £5 off.

Social 
media 
for the 
busy 
broker

If there was a way you could absorb everything you need to know about using social 
media to help your business, in the time it takes to make a round of teas, would you be 
interested? Join The Social Club… <www.ecclesiastical.com/socialclub>



People love “free”
A lot of marketing techniques focus 
on getting people to make purchases. 
However, if you’re focused on 
gathering leads, try to promote your 
resources and eBooks for example.

If what you’re offering is truly free, 
you should shout about that. 

For example, in the insurance industry 
you may offer FREE valuations with 
specific products.

Ask questions
Asking questions helps to make 
users feel like they’re part of a 
conversation, encouraging them to 
engage and click through. 

Keep it short and sweet
Decide on the one key message 
you want people to know and  
say that only. 

Avoid distracting 
hashtags
If you’re focused on engagement, 
hashtags are useful as they link to all 
the other mentions of those keywords.

However, if your goal is to have 
people go to your site or follow 
your account, using a hashtag can 
put you at risk of losing a potential 
lead by reducing their focus on your 
call-to-action.

Test different ad copy
Testing is a crucial key to success. 
Experimenting with several ad 
variations helps you learn which copy 
is performing best for your audience to 
help optimise your ads.

Relevant landing page
Make sure your landing page  
(the page you link to) is relevant to 
your ad. If a user decides to click on 
a link, the last thing you want is for 
the user to land on the page and exit 
because they couldn’t find what was 
being advertised. 

Make sure your ad copy is relevant 
to what is being shown on the 
landing page e.g. display a webinar 
registration form on a landing page that 
is linked to an ad with a call-to-action to 
register for a webinar.

This will help to improve conversion 
rates to capture those leads.
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This guidance is provided for information purposes and is general and educational in nature and does not constitute legal advice. You are free to 
choose whether or not to use it and it should not be considered a substitute for seeking professional help in specific circumstances. Accordingly, 
neither Ecclesiastical Insurance Office plc and its subsidiaries nor Factor 3 Communications Limited and its group companies shall be liable for 
any losses, damages, charges or expenses, whether direct, indirect, or consequential and howsoever arising, that you suffer or incur as a result of 
or in connection with your use or reliance on the information provided in this guidance except for those which cannot be excluded by law. Where 
links are provided to other sites and resources of third parties, these links are provided for your information only. Ecclesiastical is not responsible 
for the contents of those sites or resources. You acknowledge that over time the information provided in this guidance may become out of date and 
may not constitute best market practice.

How do I make  
social media easier?
Then check it’s
working for me?

Join us for the next session…

For more videos and 
downloads head to  
ecclesiastical.com/socialclub

https://www.ecclesiastical.com/brokers/select/social-club/

