
Content created in association with

Do’s & Don’ts 
(of social media for brokers)

Session two:

Tools to help you look good  
‘as a business’ on social



The golden rules 
of social media

Social media doesn’t have to be a chore, and it most certainly 
shouldn’t be something to be feared. To make presenting 
yourself and your brand in the best light on social media a 
little easier, here’s a few simple to follow golden rules, just for 
insurance brokers.

DO
    
be active on your 
social media  
but don’t post so often that you  
overwhelm or annoy people.

DO

   
share content 
Share information that you think 

is relevant to your audience, write a 
commentary around it and share the link 

on your social channels.

DO
  
 choose the right platform 
and tailor your content 
You don’t need to be on all of the social 
networks out there, choose the one that 
your customers are active on.

DO
    
know your customers 
Your social media pages and 

content should be tailored 

towards your customers rather 
than your own personal interests. 

DON’T

     
neglect your profile 
Your profile should be up-to-date  

and be well managed, (there is no 
point having a social page if the last  
time you posted was June of last year). 

DON’T

      
share too much 
Try to avoid sharing too much 

personal information on your 

networks. If you are using social  
media for business purposes, your 
content should be business related. 

DON’T

      
connect with everyone 
You don’t need to follow or connect 

with everyone who follows you.  
Think about what looks good for you, 
is that person a good representation of  
your business and have similar views to you.

DON’T

       
ignore comments 
Comments can be a great opportunity 

to start a conversation with someone 

so don’t ignore them. Interacting with 
comments also shows that you are actively 
managing your profile and are engaged 
with the responses you get. 

DON’T

       
delete negative comments 
Deleting negative comments can amplify the 

situation. Acknowledging them and addressing 

the issue if you can, really shows that you and 

your business care. If you’d rather, respond to the 
comment and ask the user to direct message you to 
carry on the conversation; taking the issue away from the 
public space and allowing you to deal with it privately.

DON’T

       
use too many emojis 
Emojis can add a great visual 
aspect to your posts, adding 
personality to your social 
activity. However, there is a 
danger of over using them. 
Only use emojis when it’s 

appropriate. 

80% of your content  

should be relevant to them  
(their insurance needs).

20% should be specifically 

about your business.

Follow 
the 
80/20 
rule

LinkedIn is business focused, so 
keep it professional.

Facebook can be a little more 
personal, so make it light-hearted.

Tailor your 
tone of voice 
for each 
platform

Don’t get 
embroiled 
in political 
commentaryEnsure you 

are posting 
regularly

DO
   
be original 
Be creative with your 

posts, showing your 

brand’s personality  
– it helps people see  
what makes you different 
from the competition. 

When your main goal is to bring in new customers, you have to 

stand out and make people remember you.

Avoid emojis 
when posting 
about serious 
matters

Always check 
an emoji 
doesn’t have 
an alternative 
meaning

Try to offer 
something  
other brokers 
can’t.

TIP

TIP

DO’S DON’TS



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 to build a  
social following

Join us for the next session…

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

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

