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	3. 3
Social advertising can  give even the most experienced social
media marketers the heebie-jeebies. And it’s no wonder. It
involves spending someone else’s money on a complex and
intimidating marketing channel.
There are so many decisions to make to ensure the money is
spent wisely: how much to spend on each ad, which audiences
to target, what objectives to set, which networks to advertise
on, and how best to measure the results. And that’s before you
even start thinking about the content strategy.
We hear you. Social advertising can be scary. But it
doesn’t have to be.
We know you’re probably thinking, “Of course you’re going
to say that. You’re Hootsuite. You have a Social Advertising
platform.” And yes, we will talk a little bit about that. But we’re
also going to show you how easy (and incredibly effective)
paid social can be—especially when it’s planned, executed,
and measured alongside your organic social media content.
Still not convinced? Read on and see for yourself.
We’ve summarized everything you need to know about
planning, creating, publishing, optimizing, and measuring paid
and organic social media campaigns in this step-by-step guide.
Introduction
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While they play  different roles in your social marketing
strategy, paid and organic social media should always go
hand-in-hand.
Paid content helps you reach new audiences, increase brand
awareness, and drive valuable lead generation. Organic
content complements paid social media by helping you
deepen relationships with existing followers, build customer
loyalty, and increase customer lifetime value and retention.
Organic content can also make your paid social strategies more
efficient. By testing and optimizing organic content to see what
resonates most with your audience, you can ensure you’re
investing your paid efforts on your highest-performing content.
Plus, you can reach the new followers gained from paid
campaigns more efficiently with organic content and nurture
them along their buyer journey.
Paid and organic: A beautiful friendship
Boosting organic posts is a great way to dip your toe into
social advertising. A boosted post starts its life as a regular
organic post, but then you spend a little money to promote it
to people who wouldn’t otherwise see it.
TIP
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The bottom line  is that paid and organic are better together.
In our Social Trends survey of over 18,000 social media professionals, one-third of
respondents said integrating organic and paid strategies improved their ability to measure
and prove return on investment.1
Paid social media
When you pay the platform to have your content seen by
new audiences that may be interested in your brand.
• Social ads that don’t appear in-feed (dark posts)
• Boosted organic posts
• Paid influencer partnerships
Organic social media
Any type of free content that you post directly to your
social media accounts. This content is seen mostly by your
existing followers.
• 
Owned content you share in-feed, in Stories, 		
Reels, etc.
• Live videos
• Third-party content you share
1
Hootsuite’s Social Trends 2022 survey
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steps to
social advertising
success
To  take the anxiety out of social advertising, we’ve
created this short five-step guide to success. As you
read through it, you’ll notice that each of the steps
combines paid social strategies with your reliable old
pal, organic social. This not only makes paid social more
approachable, but also improves your performance.
Paid and organic together are bigger than the sum of
their individual parts.
Step 1:
Plan your paid and organic social
media campaigns
Step 2:
Create amazing content
Step 3:
Publish paid and organic posts
from one place
Step 4:
Test, optimize, and repeat
Step 5:
Measure your success—and
show it off
6
 


	7. 7
• Building brand  awareness
• Managing brand reputation
• Driving traffic to your website
• Improving community engagement
• Increasing conversions or sales
• Generating leads
• Attracting candidates for open positions
Define your goals
What do you want to achieve with your social marketing
activity? The social media goals you set should always reflect
your organization’s specific needs.
These goals can include:
Well-defined goals will help you decide on your strategy,
manage your budget, and set measurements to demonstrate
return on investment (ROI). For example, if lead generation is
your key goal, you’ll likely use paid social media to reach new
audiences and attract leads.
Identify your target audience
Targeting is a critical consideration in paid advertising. It
allows you to reach specific audiences based on the criteria
you choose.
For example, on LinkedIn, you can target your ideal customer
based on traits like their job title, seniority, company name,
industry, and by professional or personal interests.
1. Plan your paid and organic social media campaigns
A well-built plan is half the battle won. The more
time you spend putting your plan together, the
better your outcomes are likely to be.
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Choose the right  channels
Every social network offers advertising capabilities. If we were
to cover every platform, this guide would be 1,000 pages long
(and ain’t nobody got time for that). For the sake of brevity,
we’ll stick to the big three: LinkedIn, Facebook, and Instagram.
These platforms typically deliver the best bang for your
buck—especially if you’re just beginning your social
advertising journey.
• LinkedIn has a total ad reach of 808
million users.2
• Audience targeting data is incredibly
accurate because members have a
professional incentive to keep their
profiles up-to-date.
• Ideal for B2B organizations seeking
to reach business buyers.
• LinkedIn is not just for enterprises—
small businesses can benefit too!
Check out LinkedIn tips for small
businesses.
• Facebook is still the most widely
used platform and has a total ad
reach of 2.1 billion users3
and
Facebook’s parent company Meta
receives 23.7% of all global digital
ad spend.4
• Ideal for most brands, especially
those trying to reach a consumer
audience.
• Offers a variety of ad format options
for every brand including photo,
video, stories, messenger, carousel,
slideshow, collection, and playables.5
2
Hootsuite and We Are Social, Digital 2022 Report. 3
Hootsuite and We Are Social, Digital 2022 Report. 4
Hootsuite and We Are Social, Digital 2022 Report. 5
Facebook Ad Formats.
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• Instagram has  a total ad reach of
1.48 billion users.6
• Ideal for brands trying to reach a
slightly younger audience than
Facebook.
• Offers a variety of creative ad formats
including photos, carousels, Stories,
IGTV, branded content ads, and
Instagram Shopping experiences.7
If you would like to explore other networks as part of your paid and
organic content strategy, the following blog posts offer helpful advice:
TikTok Ads
YouTube Ads
Twitter Ads
Snapchat Ads
Pinterest Ads
Twitch Ads
6
Hootsuite and We Are Social, Digital 2022 Report. 7
Instagram Ad Formats.
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When considering the  right platform for your paid or
organic content, make sure it makes sense for your brand
by asking yourself:
1. Is my target audience
on this platform and are
they active?
Search for user data, check out the
network’s most common industries,
regions, and languages.
4. Does this platform
provide an opportunity to
do something different?
If joining a network allows you to
produce ads and other content unlike
anything you’ve done elsewhere, it could
be a welcome surprise to your audience
(and a good fit for your business).
2. Can I add value to my
audience’s experience on
the platform?
Look past your list of messaging priorities
and deliver something your audience
actually wants or needs in a format that’s
consistent with the platform.
5. Will the platform help
my organization achieve
its social media goals?
For example, are your goals centered
around increasing sales? If the platform
doesn’t have shopping capabilities, it
might not be right for your brand.
3. Is it worth the
investment?
We’re not only talking about advertising
budget here. Time and resources count,
too. Will you have to sacrifice too much
to be successful on this platform?
Check out our Digital 2022 report
for a comprehensive list of
advertising audiences for almost
every platform, including country-
specific breakdowns.
TIP
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Planning paid and  organic content together ensures brand and
messaging consistency and helps you avoid conflicting messages that
might confuse or overwhelm your audience.
Hootsuite makes this easy as all content can be planned in the same
place. You can view your Hootsuite-created ads alongside your
organic content to get a more complete view of your paid and organic
posting strategy and plan your posting frequency more effectively.
Plan paid and organic
content together
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Content is key  to any good advertising strategy. Whether it’s
a billboard, TV, print media, or social media ad, it’s worth
spending some time building a clever creative strategy before
you pull the trigger on ad spend.
Here are a few tips to get you started on creating ad
content for social media:
Design ads with mobile in mind
Over two-thirds (67.1%) of the world’s population now
uses a mobile phone and a typical user spends an average
of 4 hours and 48 minutes per day on it.8
Make sure to
build content—design and copy—they can consume
easily on mobile.
2. Create amazing content
8
Digital 2022
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Write killer copy
Use  internal resources or hire a writer to create clever,
catchy, and concise copy that really grabs people’s
attention and provides a clear call to action (CTA).
For ads, conversion copywriting works best. Conversion
copywriting is a type of persuasive writing style that aims
to get a person to take a specific action. It narrows the
focus of writing to a single goal—to convert—which means
getting the reader to do something right then and there.
Use simple designs
A smartphone screen doesn’t provide a lot of space for
your advertising masterpiece. When it comes to getting users’
attention, a minimalist approach can be the most effective.
Great ads can be little more than an image of your
product with some simple text, or even just text on a
contrasting background!
Source: Shopify Partners Source: risedesk.io
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Attract attention with  bright,
contrasting colors
When you use colors, you make it easy for users to pick out
the important elements of your ad at a glance.
A bright color scheme can also provoke positive feelings in
connection to your company.
Experiment with
short videos
You only have a short window to capture people’s
attention. People spend 1.7 seconds with a piece of content
on mobile and 2.5 seconds on desktop.9
A burst of movement at the beginning of your video ad will
grab users’ attention before they scroll past. More than any
other format, engaging video ads give you the opportunity to
tell a story that your customers connect to.
9
Facebook. Capturing Attention in Feed: The Science Behind Effective Video Creative.
Source: VBOUT
Source: Colorful Standard
 


	15. 15
Blend in to  stand out
No one wants their experience on any social network
interrupted by ads from brands that are as boring as they
are self-serving. Brands that advertise successfully on any
social network understand that audience mindset is key.
If you mirror the experience people are already having on
the platform rather than interrupting it, you’ll be more
likely to grab their attention—and their positive sentiment.
Ads in Instagram Stories that feature real people are
non-intrusive and blend in with the content people are
already consuming.
Source: Mott and Bow
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Setting up and  publishing ad campaigns is the trickiest step for
most mere mortals. It takes time, patience, and some serious
tech chops to learn how to effectively use the ads manager of
one social platform—never mind two or three.
And if you create the wrong targeting parameters or
misunderstand bid, budget, or attribution settings, you risk
blowingyourbudgetandlosinganopportunitytomakeanimpact
onyouraudience.
Butdon’tloseheart!Hootsuitehascompletelytransformedhow
paidsocialismanagedsoyoucansetup,publish,andmanageyour
adsinafriendly,familiarplatform.
Useoneplatformtomanageeverything
WithHootsuite,youcanplanandpublishadsonLinkedIn,
Facebook,andInstagramdirectlyfromoneeasy-to-use dashboard.
Simply set up a campaign, select your audience and budget, and
compose your ad in the same way you compose your organic
posts. You can manage your paid and organic content from one
place—saving time jumping from platform to platform—and
fine-tune your strategies as you go. With Hootsuite, you can get
an at-a-glance overview of all your currently running social ads,
alongside your scheduled organic content.
3. Publish paid and organic posts from one place
 


	17. 17
Publishing your paid  and organic ads is just the beginning of
your journey. Social media user behavior is hard to predict,
so it’s crucial to monitor your content performance and test
different things frequently, changing ad attributes like color,
copy, imagery, etc. to see what drives the most conversions
and optimize your ad campaigns accordingly.
4. Test, optimize, repeat
Test, test, and test again
A/B testing (also known as split testing) allows you to test
small variations in your social media content to identify the
combination that best reaches your audience.
There are lots of elements within your paid and organic posts that you can test. For example:
• 
Copy style: Post length (number of characters),
use of emoji, tone of voice, etc.
• Link preview content
• Calls to action
• Use of image or video
• Ad formats
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In this example,  we conduct A/B testing on two versions
of a Facebook ad. In version A, we use an image with
people’s faces and the text, “grow your followers.” In
version B, we use social media platform branding and the
text “grow your social.” By monitoring the performance
of each ad, we can move our ad budget to the one that
resonates most with our target audience.
With Hootsuite, you can easily perform A/B testing by
using the Multiple Ads feature and test different variations
of your ads with just one click. Simply select the “New ad”
button to create new variations of the same ad, or create
multiple new ads from scratch. Facebook shows the ads
to your audience, and automatically optimizes for the ad
that performs best.
Try automatic placement
Not sure where you want your ad to actually appear on a
platform? Most of the major networks offer A LOT of choices
and it’s hard to know what the best one is for your ad.
Automatic placement is a Hootsuite feature that allows Meta’s algorithms to determine the best placement on Facebook or Instagram
(e.g., news feed, video feeds, marketplace, etc.) for your ad.
This is a great option for people new to social advertising as it removes the guesswork and risk from your ad placement.
A B
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Optimize ad content
Use  the data from your testing to make small adjustments to your social
ads. By swapping out the stuff that’s not working, you can make sure
your ad budget is being spent effectively.
With Hootsuite, this is easy to do. You can easily re-allocate budgets
from underperforming ads to ones that perform best—even if they’re on
another platform.
Testing and optimization is not a one-off activity. Social media audience
behavior is always changing.
Testing and optimization
can help you keep pace
with the changes and
maximize your ad spend.
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Even though marketing  budgets are being crunched
(according to Gartner’s annual CMO Spend Survey),10
ad
spend is increasing. More than half of marketers are planning
to increase their paid social spend in 2022.11
But with bigger
spending comes bigger expectations.
If you’re being given a budget to run social ad campaigns, then
you’re going to have to prove you’re spending that money
efficiently. Measuring success is easier than you may think.
Here’s how to make it happen:
Choose the right metrics and connect them to business goals
There are LOTS of metrics that you can use to measure your paid
and organic social efforts. Don’t drown in a sea of spreadsheets.
Instead, return to step 1 where you defined your goals (e.g.
driving traffic to your website, increasing conversions or sales,
improving community engagement, etc.). Next, consider your
buyer’s journey and decide what actions along the way will
contribute to the buyer taking action to reach your end goal and
track metrics that measure those actions.
5. Measure your success—and show it off
Goal
• Drive traffic to your website and boost online sales
Strategy
• Run a time-limited special offer
Metrics to measure
• Clicks to website: click-through rate and cost per click
• Add to carts and checkouts initiated
• Number of purchases and value of each purchase
10
Gartner CMO Spend Survey. 11
Hootsuite Social Trends 2022.
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Measure paid and  organic metrics together
Measuring the specific actions buyers take along their journey
is an effective way to see how organic and paid social media
work together.
This sounds complicated but it’s not. You can use a variety
of metrics like conversion uplift and share of voice alongside
tactics like pixel tracking and link tracking—all of which can be
simplified by Hootsuite.
Read our step-by-step guide on measuring
the combined return on investment of paid
and organic social content.
TIP
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Create insightful reports
Each  social network has an ads manager that is jam-packed with
data. The problem is that data is useless if you don’t have the
analytical capabilities to make sense of it.
Hootsuite brings everything together in one reporting
dashboard to help you see the bigger picture by measuring
both your paid and organic activity side-by-side.
Build ad-level or campaign-level reporting to evaluate
your content performance. Instead of cobbling together
screenshots and stats from native ad managers, you can
impress your boss with one easy-to-understand report that’s
as insightful as it is beautiful.
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Learn more or  request a demo:
www.hootsuite.com/products/social-advertising
We promised you “easy” social
advertising. And we keep our promises.
With Hootsuite Social Advertising you can plan, create,
and manage social advertising campaigns from start
to finish—all within the same dashboard you use to
manage your organic social media efforts.
That means instead of jumping from one ads
manager to another, you can create and manage
campaigns across LinkedIn, Facebook, and Instagram
in the same place.
Instead of maintaining two different content
calendars, you can see any (and every) post you have
scheduled right beside one another—whether they’re
paid or organic. And instead of cobbling together
screenshots and context-less stats, you can create clear
and comprehensive reports on a weekly or monthly
cadence that show off all your hard work (and make it
easy for your boss’ boss to follow along).
So whether you’ve been tinkering with social ads
for a while or it just became a part of your job
description yesterday—we hope we’ve convinced
you that paid and organic social are better
together, and better on Hootsuite.
Hootsuite Social Advertising
23
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Social ads
jargon-busting
To demystify  the jargon and TLAs (three-letter
acronyms), here are explanations for the most
common terms used in social advertising.
24
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A/B test
An A/B  test is a method of comparing two variations of an ad or
piece of content so you can see which version performs better.
Also known as split testing, A/B testing involves changing one
small element at a time (like a headline or graphic) to refine
your results. This allows you to create the most effective
content before you release it to your entire following.
Analytics
Analytics is an umbrella term used to describe both social analysis
tools and the information those tools provide. Most social
networks include their own analytics tools to help businesses
analyze how well their posts are doing for metrics such as reach,
engagement, and follower growth. Specialized programs like
Hootsuite Analytics can provide more in-depth information and
reports that include metrics such as team performance and social
ROI across both paid and organic together.
Boost, boosted post
A boosted post is a form of social media advertising in which a
brand pays to show a social post to people who do not already
follow the brand’s social accounts.
Carousel
An Instagram post with multiple photos and/or videos.
Followers can swipe through the images. Sometimes referred
to as a “Gallery.” Read more: How to Create Beautiful Instagram
Carousel Posts (Free Templates)
Cost per click (CPC)
Cost per click (CPC) is a metric for how much each click costs
in a pay-per-click advertising campaign. Cost-per-click and
pay-per-click are sometimes used interchangeably, but they’re
actually two sides of the same coin. Pay-per-click is the type of
ad model, and cost-per-click is the fee per click.
Cost per thousand or mille (CPM)
CPM is a paid advertising option where brands pay a price for
every 1,000 impressions an ad receives.
Dark post
A dark post is an unpublished social post promoted as an ad to
a specific audience. It’s a post that cannot be found organically
and does not appear on your brand’s timeline. Dark posts can
help with split testing, and help prevent your timeline from
becoming flooded with promotional posts. While the term
“dark post” may make this content seem secretive, remember
that any user can now look up all of your Facebook ads through
the Page Transparency feature.
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Impressions
Sometimes confused with  reach, impressions is a metric that
counts how many times an ad or promoted posts is fetched
from the server and displayed on a social network. It is not a
measure of how many people have seen the ad. For example,
one social media user might have the same ad appear in their
newsfeed multiple times over a certain period. Each of these
instances is counted as one impression. Learn more: Reach vs.
Impressions: What’s the Difference (And What Should
You Track)?
Lookalike audience
A lookalike audience is a way your ads can reach new people
who are likely to be interested in your business because they
share similar characteristics to your existing audience. Learn
more: How to Use Facebook Lookalike Audiences
Meta pixel
The Meta pixel is a piece of code that you place on your
website. It collects data that helps you track conversions from
Facebook ads, optimize ads, build targeted audiences for
future ads and remarket to people who have already taken
some kind of action on your website.
Metric
A metric is a quantitative measure of social media success. Put
simply, it is a figure based on real numbers and can be tracked
and measured over time. Vanity metrics include ego-boosting
engagement statistics like comments, shares, and likes. Other
metrics, like conversion rate, can help prove social return on
investment.
Objectives
Objectives are the goals of an advertising campaign on social
media. Each social network has its own set of objectives that
ads can target. For example, Facebook advertising objectives
are divided into three broad categories of awareness,
consideration, and conversions. The objective you select
determines which ad formats and payment structures are
available for your campaign.
Pay per click (PPC)
Pay per click is a type of advertising where an organization pays
each time a user clicks on an advertisement. The costs incurred
during a PPC campaign vary based on the competitiveness of
the target keyword. The amount that you pay for each click in a
pay-per-click campaign is your cost per click (CPC).
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Promote
Promote is a  term used in different contexts by the various
social networks, but it always indicates some form of payment
to gain access to a wider audience than could be achieved
through organic content. Facebook uses the term “boost”
for promoting a specific post, but “promote” to describe
promoting a Page. Twitter offers promoted Tweets, promoted
accounts, and promoted trends. There’s also Promote Mode,
an automated ad program on Twitter.
Reach
Sometimes confused with impressions, reach refers to the total
number of people who have been exposed to a social post or
ad. This metric does not necessarily indicate that all of these
people have actually seen your content. Reach simply indicates
that the content appeared in the user’s social feed at least
once. Social media analytics tools usually report organic reach
and paid reach as two separate metrics. Learn more: Reach vs.
Impressions: What’s the Difference (And What Should You Track)?
Retargeting
Retargeting is an online advertising strategy that aims to
re-engage website visitors who left a site without converting.
Retargeting starts with a small tracking tag embedded in your
website’s code. You can then target these prospects on other
websites, including social networks.
Social media ROI
Social media ROI (return on investment) is a measure of how
much you get out of the time, money, and effort you put into
your social media strategy. It’s a way of evaluating which
strategies provide the most value, and which areas of your
strategy may not be delivering enough return.
Split testing
Split testing (also known as A/B testing) is a method of
comparing two variations of an ad or piece of content so you
can see which version performs better. It involves changing
one small element at a time (like a headline or graphic) to
refine your results. This allows you to create the most effective
content before you release it to your entire following.
Sponsored content
Sponsored content is the LinkedIn equivalent of a boosted
post. Sponsored content ad formats can include single image,
video, carousel, single job, or event ads.
Targeting
Targeting is the practice of selecting a specific audience for
social ads to maximize conversions. Social networks offer
many targeting options based on factors like demographics,
location, and interests.
See our full social media glossary at hootsuite.com/social-media-definitions.
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Training and Certification:
Advanced  Social Advertising Certification Course
Guide:
Social Media Advertising: Tips for Running Successful Paid Social Campaigns
Blogs:
The Facebook Boost Post Button: How to Use it and Get Results
Paid vs. Organic Social Media: How to Integrate Both into Your Strategy
How Hootsuite Integrates Our Paid and Organic Social Strategy
How to Schedule LinkedIn Posts: A Quick and Simple Guide
Further resources
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