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Organic vs Paid

Ideal for network 
building, you don’t 
need a paid campaign 
to listen to what people 
are saying about you, 
your brand, or the 
insurance industry. 

The first place to start when discussing advertising on 

social media is to define the difference between organic 

and paid activity.

Organic Social

The use of free tools 
provided by each social 
network to build a 
community, interact with 
users, share posts and 
respond to comments  
and other engagements 
(this will cost nothing  
but your time).

Paid Social

Paying to display 
adverts or sponsored 
messages to social 
network users  
(based on user profile 
targeting methods).

Should come 
from a brand 
profile, not an 
individual. 

You can use paid 
Social Media to 
reinforce core 
messages that you 
have shared via normal 
(organic) activity and 
guarantee better visibility. 



Getting  
started
Integrating social media 
advertising into your social 
marketing plan can help you 
boost the reach of your content, 
grow your online community 
and capture the interest of 
prospective customers. 

Social ads done well will help you get 
your business and messaging in front 
of the right people at the right time, 
maximising the effectiveness of your 
social activities. 

Questions to ask yourself before you embark 
on your social media advertising strategy

1. Does my company have a well-defined social  
media strategy with clear objectives?

2.  Do I have a clear idea of how social ads will  
help support those objectives?

3.  Is our team ready for an influx of activity?  
(You should be, it translates into more business!)



1. What business objective  
you are trying to achieve.

2. Your target audience; is there a certain product 
you are trying to push to a specific audience?

3. Letting your organic posts inform your ads; 
see what content works well organically by looking 
into who is engaging. Kicking things off with a 
warm audience when advertising can be a great 
place to start.

Select the networks where your content  
works well and you get a lot of engagement,  
for a good place to start. 

The advertising toolsets provided by the major social networks all 
changed drastically over the last few years. Each of these networks 
offer different options for creating, targeting, monitoring and 
budgeting ad campaigns. 

You don’t need 
to be advertising 
on every social 
channel.

Look at which  
ones perform  
well organically.

Choosing  
the right 
platform
Choosing the right platform can 
help you make the best use of 
your time and budget. Consider:



Facebook
With more ad options than any 
other platform, Facebook offers 
an opportunity to reach a huge 
audience. Facebook lets you 
build target audiences based on 
a wide array of demographics and 
behaviours.

Twitter
With hundreds of millions of tweets 
sent per day, it can be easy for your 
brand’s Twitter activity to get lost in 
the noise. Twitter ads can help you 
get your message in front of the 
users who are most likely to be 
interested in your products, and 
your brand.

LinkedIn
LinkedIn is a highly valuable  
tool to network with like-minded 
professionals, but it is also a 
highly useful inbound marketing 
platform. 

LinkedIn allows you to reach  
potential customers through 
workplace targeting, industry type, 
company size and job experience, 
through to education, demographics 
and interests.



How much does 
advertising cost? 

Several aspects could impact how much  

you will pay for social advertising:

 The quality of your ad, including the ad copy  
(see our best practice guide for ad copy)  
and your landing page experience.

 Your campaign objective, where you are  
either paying for clicks or impressions.

 The type of audience you are targeting, including  
the size and how competitive the audience is.

 The time of year, day of week or even time  
of day you are running your advertising.

 The placement within the networks themselves:  
some placements may be more expensive than  
others due to their competitiveness and prominence. 

Unfortunately, there is no magic number that will  
ensure success in social advertising. Most social  
networks run advertising on an auction format,  
and most will let you set either a daily or a total  
campaign budget. 

£

One of the biggest 
advantages of social 
advertising is that it 
is highly measurable, 
so you can quickly see 
if you are getting the 
results you are after 
within your budget. 



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

Join us for the next session…
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Go to the
next guide…
Getting started
with Facebook

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

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

