
GETTING STARTED WITH

Paid Social Media
Advertising for
Financial Institutions



Everyone loves a good story problem from elementary math, right?
Here’s one for you:

One-third of internet users find new 
products and brands through paid ads.

There are 307.2 million internet users
in the United States as of 2022.

How many people in the United States find
new products and brands through paid ads?

?

https://www.gwi.com/reports/social?_ga=2.210860054.225399490.1657653802-176702198.1657653802
https://www.gwi.com/reports/social?_ga=2.210860054.225399490.1657653802-176702198.1657653802
https://datareportal.com/reports/digital-2022-united-states-of-america


But for many of even the most seasoned marketing 
professionals, the thought of implementing a paid social 
media strategy can be overwhelming and intimidating. It 
doesn’t have to be. After reading this guidebook, getting 
started with paid social media advertising will be as easy
as 1-2-3:

1. Marry paid and organic social media strategies.

2. Choose the right metrics and tools to make     
    paid social easy and scalable.

3. Reach the right audience with your paid ads.

4. Supercharge paid advertising with social
    selling.

That’s a lot of opportunity. In other words, paid social media 
advertising is essential in today’s environment. Paid social 
is one of the most effective ways to introduce people who 
aren’t yet following your producers, agents, loan officers,
or advisors to your financial institution at the right place
and the right time.

Another reason paid social is so important is that organic 
content only reaches an average of 2.2% of followers of 
social media platforms. But this doesn’t mean it’s time to 
ditch organic social media and put all your eggs in the paid 
basket. 

Paid social is complementary to organic. While organic 
social builds first-degree connections and facilitates 
awareness, engagement, and branding, paid social allows 
you to reach larger, more tailored audiences. 

(OK, we lied. It’s as easy as 1-2-3-4, but that didn’t work as
well with the elementary math theme we have going on here.)

102.4 million



Marrying Paid
and Organic Social
Media Strategies
Let’s start with some good news. Although paid 
social media may feel intimating, if you’re already 
doing organic social media, you’re off to a great 
start.

Imagine you’re working for a wealth management firm.
Your top-of-funnel leads are unlikely to find your firm by 
searching Facebook, but if they happen to be scrolling and 
see your Facebook ad for a financial advisor’s retirement 
planning services, they are more likely to navigate to your 
social and landing pages. There, your organic posts, which 
have been building over time, can show off the legitimacy
of your brand and your advisor’s expertise.

The question, then, is how to marry existing organic strate-
gies with paid campaigns in your social media strategy for 
the highest return..



With paid social media ads, you can 
see immediate results, which makes 
them great for testing. If a post is 
underperforming, use A/B testing to 
experiment with different images, copy, 
and calls to action and make improve-
ments for the future. A/B testing helps 
you isolate what elements of your ads 
need to change by showing what 
resonates and what doesn’t.

This method can even be applied to 
previously organic content: Did an 
employee’s post have unexpectedly 
high engagement? Use it as a blue-
print to try to isolate why. As you see 
what’s performing, invest more dollars 
into posts that convert while cutting or 
changing content that doesn’t.

1 AMPLIFY WHAT’S 
WORKING (AND
DROP WHAT ISN’T) Both organic and paid social media

can help increase your reach on social 
media, and it starts with activating 
advisors. A social selling approach
can increase your results tenfold and 
drive higher engagement. 

With an organic social selling strategy, 
you can reach more people in your
existing social and professional 
communities. But with the addition of 
a complementary paid ad strategy, you 
can break through your first-degree 
social connections to reach second- 
and third-degree connections, who 
will include important professional 
referral sources.

2 EXPAND YOUR
AUDIENCE BASE

Don’t let your marketing funnel lead to 
dead ends. Make sure employees are 
linking back to your website or other 
relevant brand content. A well-crafted 
organic post that drives to a landing 
page can be the start of a meaningful 
digital experience that creates business 
results. Combine this with paid social 
media ads, which can generate leads 
by offering call-to-action options that 
get attention and clicks.

Now that we’ve established the
importance of complementing your 
paid social media strategy with organic 
content, let’s talk about the tools and 
metrics you should be using to bring 
your strategy to life and measure its 
success.

3 DRIVE LEADS INTO 
CONVERSIONS

https://www.denimsocial.com/content/these-metrics-matter-most-for-your-social-media-roi
https://www.denimsocial.com/content/the-social-selling-playbook-for-banks




Choosing the Right 
Metrics and Tools 
to Make Paid Social 
Easy and Scalable
Marketing professionals understand the necessity of num-
bers. But measuring the success of any campaign always 
goes back to one thing: objectives. Your goals should give 
you a clearer understanding of what you are trying to 
achieve with a campaign — organic search, paid advertising, 
or otherwise. And how efficiently you hit your goals directly 
impacts the scalability of your social media efforts.

Depending on your goals, you’ll be looking at a select few 
metrics. Click-through rate is often the most common for 
financial institution marketers. It almost always tops the list 
because it represents the percentage of consumers who’ve 
clicked on an ad, opting into a next step. Engagement can 
also be of interest, as it tracks likes, shares, and comments 
on a post.

But keeping track of a few metrics doesn’t equate to a sound 
marketing strategy. It’s not enough to see what’s working; 
those data insights must inform new iterations of content 
to increase reach and nurture leads. This is what creates a 
successful, scalable social media advertising strategy.

The question then is, which metrics make the most sense to 
follow for a social media advertising campaign for
financial institutions? And how can you best collect data
to scale marketing efforts and drive engagement between 
your financial institution and its customers? Well, in short,
it depends. Always select metrics based on what your
financial institution wants to achieve. 

Here are a few common metrics to consider: 
For brand awareness: Reach will be a metric to track, as 
will likes and followers. If you’re running paid ads on social 
media, you want to capture the number of people who’ve 
been exposed to your messaging. 

For customer engagement: Monitor likes in addition
to shares, comments, and messages. Because social media 
is about being social, these metrics can tell you what 
resonates with a target audience and can help shape
 conversations with potential customers going forward.

For conversion: Turn your attention to clicks. Clicks show 
intent on the customer’s part to act. This information can 
inform your conversations with these prospects because it 
tells you what content they might need to receive in order to 
move further down the sales funnel.

Once you’ve settled on your goals and associated metrics, 
the task at hand becomes scaling your marketing efforts 
based on the information available to you. Let’s look at a 
few tried and true strategies. 



With digital interactions growing in 
importance, financial institutions must 
take greater care in the messaging
and content of each exchange. It’s here 
where social media can be of real
value, and integrating insights gathered 
from social chatter can help improve 
the performance of your next paid
social media advertising campaign.

Let’s say your financial institution starts 
using social listening tools to under-
stand what’s on the mind of prospects. 
That lets your team get a jump on the
competition by posting social media 
content sooner when a trend emerges 
— even if it has nothing to do with paid 
online advertising. Social chatter also 
can be beneficial for budget planning 
and allocating spend on specific 
audiences with the greatest likelihood 
of engagement. 

1 USE SOCIAL LISTENING 
TO OPTIMIZE IN REAL 
TIME

Knowing which content is interesting 
to your audience requires mining your 
social media data. Specifically, click-
through data can tell you more about 
where to focus future paid advertising 
campaigns and content development 
efforts. If customers are spending their 
time with articles on loan options, 
down payments, or financial assess-
ments, don’t spend money promoting 
an e-book on living well in retirement 
to them. Using data to inform your
decisions and marketing messages
will increase the likelihood that your 
consumers continue through the
consumer funnel.

2 USE SOCIAL MEDIA 
DATA TO INFORM YOUR 
MARKETING CONTENT Marketing tools are now becoming a 

dime a dozen. If you hope to access
and use the data available from social
media, evaluating your options is 
critical. Choose a tool designed for 
your industry, making sure that it can 
measure both organic activities and 
paid online advertising initiatives.

The Denim Social platform, services, 
and analytics features were built 
specifically for regulated institutions. 
Real-time analytics are compiled from 
user data across social media networks, 
offering not only actionable insights 
on target audiences but a greater
understanding of the effectiveness
of current social media ad campaigns.

Armed with organic and paid social 
media insights, you’re ready to deliver 
your message to the right audience, in 
the right channel, and at the right time.

3 INVEST IN
MARKETING TOOLS

https://www.denimsocial.com/content/how-to-create-better-customer-experiences-through-social-listening
https://www.denimsocial.com/analytics-media-monitoring-services


Reaching the Right 
Target Audience with 
Your Paid Ads
Social marketing can be customized to fit virtually every
advertiser’s need, thanks to its wide array of targeting
options. However, it can also be overwhelming for financial 
institutions to understand how to harness the full benefits 
of paid social media advertising. With the tools now
available, how do financial institution marketers find
the right target audiences and expand reach effectively?
 
Paid social media advertising offers the opportunity to put 
your message in front of the right people at the right time. 
As one of the top players in paid social advertising, Facebook 
offers a few different tools to help you do this, and other 
social media channels have similar features.

Our favorite network features include: 

Facebook’s Audience Insights provides aggregate data on 
current followers and other Facebook users. Here, you can
see a breakdown of useful information, such as relationship 
statuses, job titles, hobbies, and interests. This data can be 
channeled into creating content that’s more likely to capture 
your audience’s attention and keep them engaged.

Page and Video Insights show how an audience responds to 
content and who your most active followers are. By looking 
at metrics like how long people watch your videos, who 
clicked on certain links, or where your most engaged users 
are from, you can continuously improve the effectiveness of 
your paid social advertising and optimize content.

Whatever platforms and tools you use, remember that 
experimentation is one key to reaching audiences effectively. 
Another is using those tools to create target audience profiles 
with data-based strategies. 

Begin with the following steps.

https://www.facebook.com/business/insights/tools/audience-insights
https://www.facebook.com/business/help/1916593955303544?id=208060977200861&amp;ref=search_new_1


Your Core Audience is the foundation upon which you’ll 
build your social media marketing strategy. It should be 
made up of people who align with your broader business 
and marketing objectives — as well as those who already 
follow you on social media.

On Facebook, there are five simple but powerful criteria you 
can use to flesh out this audience: location, demographics, 
interests, behavior, and connections. For example, in the 
mortgage industry, you would limit your Core Audience to 
those who live in the geographic area you serve. You could 
also target those whose behavior indicates a recent interest 
in home financing.

1 START WITH YOUR
CORE AUDIENCE

Now that you have a solid foundation, you need to build
on that by adding those who have shown interest in your 
content. That’s where Custom Audiences come into play. 
With this feature, you can connect with people who have 
not only liked your page, but also have visited your website 
or downloaded your app. Custom Audiences also make it 
possible for institutions to include existing lists of leads 
and targets, ensuring that your targeted ads reach the
maximum number of interested parties.

A mortgage loan officer, for instance, could take advantage 
of this feature by targeting ads to people who’ve visited 
their financial institution’s website, rather than only relying 
on the same basic demographics that other loan officers in 
the area are probably using.

2 USE CUSTOM AUDIENCES TO REACH 
OUT TO PEOPLE ENGAGING WITH 
YOUR CONTENT

https://www.facebook.com/business/ads/ad-targeting
https://www.facebook.com/business/goals/retargeting?ref=fbb_choose_audience
https://www.facebook.com/business/help/2302934560026907?id=1716638325041491&ref=fbb_choose_audience
https://www.facebook.com/business/help/2082575038703844?id=2469097953376494&ref=fbb_choose_audience
https://www.facebook.com/business/help/2082575038703844?id=2469097953376494&ref=fbb_choose_audience


The first two steps of this audience targeting process should 
give you a reliable, engaged pool of potential customers to 
whom you can advertise. However, to reap the full benefits
of paid advertising, you need to expand your audience. 
Facebook’s Lookalike Audiences make it easy. 

This feature allows you to find people with similar interests,
behaviors, and characteristics to your Custom and Core 
Audiences. By picking a percentage range of how much you 
want your new audience to match your current one, you can 
choose to either reach a wider, more general audience, or 
find people almost identical to your current target. 

The ability to launch a lookalike ad campaign for a particular
location and demographic could help you connect with 
*NEW* high-quality targets. In many cases, these new
leads are already seeing ads from similar institutions, 
which means you’re staying competitive.

Now that we’ve covered marrying organic and paid social 
media, choosing metrics and tools, and reaching the right 
target audience, it’s time to bring this bad boy home with
a short discussion on every marketer’s favorite topic:

Measuring Results.

3 DISRUPT YOUR COMPETITION WITH 
LOOKALIKE AUDIENCES

https://www.facebook.com/business/ads/ad-targeting
https://www.facebook.com/business/help/164749007013531?id=401668390442328


Measuring and Optimizing Paid Social Media
No marketing strategy can be complete without measuring its effectiveness and making adjustments to 
maximize results. When optimizing digital marketing for your financial institution, you’ll always hit these 
key pillars:

Even a single social media post is 
made up of a lot of moving parts — 
from the images, to the copy, to the
call to action — and each part can be 
optimized. Look at what pieces of your 
ads work, and change what doesn’t. 
Don’t follow trend articles; rather, 
pay attention to what works for your 
audience and your institution.

Test your content continually to ensure 
you’re delighting your audiences and 
driving towards your institution’s 
objectives at every touchpoint.

1 CREATE AND
TEST CONTENT

Every platform has analytics — but
they all handle them differently. That’s 
why Denim Social gives you access to 
real-time, easy-to-understand 
engagement metrics across the board. 
Monitoring your analytics helps you 
track engagement metrics and bench-
mark your success against forecasts
and competitors.

By tracking which posts your audience 
engages with the most, you can also 
give your team a place to start when 
creating new content: Our platform 
lets you share local insights with your 
teammates in just two clicks. Taking 
high-performing topics and adapting 
them further will help you provide
customers with the knowledge they find 
most valuable and also cultivate trust.

2 MONITOR
ANALYTICS

Budgeting is crucial in your digital 
marketing strategy. With so many ad 
options available and so many potential 
target audiences to reach, it can be 
confusing to know where to invest your 
marketing dollars. Fortunately, Denim 
Social uses a proprietary social media
ads manager to automatically optimize 
ad performance across multiple platforms. 
This allows you to run an omnichannel 
marketing strategy with ease.

3 OPTIMIZE
BUDGET

https://www.denimsocial.com/analytics-media-monitoring-services
https://www.denimsocial.com/advertising-social-media-ads-manager
https://www.denimsocial.com/advertising-social-media-ads-manager


Ready for one more math problem?

What do you get when you take an effective
social media strategy with a mix of organic
and paid tactics, add the right metrics and

tools, target it to the right audience,
and then measure and optimize it?



Analytics: Access real-time, easy-to-understand engage-
ment metrics to inform your social media strategy. Then 
share local insights with participating users in just two 
clicks.

Team management: Save time by managing your brand, 
locations and advisors all in one place. Customize access, 
roles and workflows for your team to align with your 
business needs.

Compliance: Leverage keyword and phrase filtering, 
approval workflows, archiving, and reporting with our social 
media compliance tools to reduce regulatory compliance 
headaches.

Paid social media ads can be some of the most effective
advertising out there, both in terms of conversions and cost-
effectiveness. For financial institutions that want to be 
strategic about their target audience and expand their reach, 
there’s no better place to start. Although it may seem daunt-
ing at first, with the right strategy and tools, paid social media 
advertising is easier than you think. 

Want to hear the best news of all? Denim Social gives you 
everything you need to cultivate the entire social media 
marketing experience with publishing, advertising, landing 
pages and more, all in one platform purpose-built for 
regulated industries. Below are some of the features offered 
by Denim Social Advertising:

Campaigns: Amplify your social media efforts by creating and 
managing ad campaigns at scale for your brand, locations, 
or advisors. Use our proprietary social media ads manager 
to automatically optimize ad performance across multiple 
locations.

Audiences: Build a variety of audience types to fit your 
needs. Use data gleaned from consumers’ digital and social 
behaviors to build audiences on the fly – or start with a 
contact list to deliver tailored ads to specific consumers.

Results

Ready to launch your own paid social campaign?
Sign-up for a Denim Social demo and consultation 
to learn more about the power of paid social
media advertising and how the right tools can 
help make it easy.

https://www.denimsocial.com/advertising-social-media-ads-manager
https://www.denimsocial.com/demo


Denim Social is a Software As A Service (SaaS) provider that powers social
selling programs. Our platform helps brands empower their producers to compliantly
communicate, share, and sell on their social channels of choice. Denim Social partners
with forward-thinking marketing teams in regulated industries including banking, mortgage,
insurance and wealth management. Our social selling platform is used by corporate level 
admins and local producers to amplify brand messaging and power sales on social media.

Elevating the Way
People Connect and
Sell on Social Media

Book a Demo Scaling Social to Deepen 
Community Connection 

with BOK Financial

How To Launch a 
Social Selling Program

for a Financial Institution

A CASE STUDY

Scaling Social
to Deepen 
Community 
Connection 
with BOK Financial

https://www.denimsocial.com/
https://www.denimsocial.com/
https://www.denimsocial.com/
https://www.denimsocial.com/demo
https://www.denimsocial.com/content/case-study-scaling-social-connection
https://www.denimsocial.com/content/case-study-scaling-social-connection
https://www.denimsocial.com/content/case-study-scaling-social-connection
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution
https://www.denimsocial.com/content/how-to-launch-a-social-selling-program-for-a-financial-institution

