
Step-by-step guide 
to supercharge 
your social media 
lead generation



Social media 
platforms have 
long been a 
great tool to 
grow brand 
awareness and 
drive customer 
engagement.



But as their use has grown, channels  
like Facebook, Twitter and Instagram  

have evolved in such ways that their 
targeting capabilities present businesses 
with a huge opportunity to generate 
leads and drive revenue through paid 
social ads.

If you are going to leverage their 
capabilities effectively however, there 
are some key steps you need to take;  
 
10 of them in fact.

Are you ready to supercharge your  
social media lead generation?



As with anything in marketing, 
every single thing you do should 

revolve around your target audience, 
and social media is no exception. 
Knowing your audience inside and 
out will help you shape a powerful 
strategy to reach and engage them. 

Think about demographic and 
geographic data such as gender, age 
and location. Also, consider their 
lifestyle and behaviour; what social 
channels do they use and to what 
end? Are they tech-savvy or likely 
to shop online? What are their goals, 
needs and challenges? And, more 
importantly, how can you or your 
services help them achieve, fulfil and 
overcome them? If your business is 
B2B you will also need to consider 
firmographics like job title, company 
size, industry, etc. 

1.
Understanding 
your audience

All of this data will allow you to 
have a clear, full picture of your 
audience, as well as identify the right 
messaging and channels to distribute 
it. Of course, not everyone within 
your audience will have the same 
problem or need; or you might offer 
more than one service or target 
different industries, so apart from 
understanding the overall picture of 
your audience, you also need a more 
granular view of them to ensure that 
your strategy is foolproof. You need 
buyer personas. 

They make it easier for you to tailor 
your content and messaging to your 
audience’s specific needs, goals 
and challenges. 
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There’s no set limit to the number 
of buyer personas you could have; 
depending on your business you 
could have between two and ten 
personas, but it’s best practise to 
not have too many, as the goal of 
creating these personas is identifying 
the audience you really want to sell 
to rather than all of the people you 
could try to sell to. 

Remember that more than just the 
number of leads you get, what lead 
generation really is about is the 
quality of such leads. 

If you’ve never developed buyer 
personas before and want to know 
how to get started, the table below 
will give you an idea of the type of 
data you need to gather. 

Buyer Persona: (name your persona)

Background Job / Career path / Experience

Demographics Gender / Age / Location / Income

Identifiers Demeanor / Communication preferences

Goals Goal no. 1 / Goal no. 2 / Goal no. 3

Challenges Primary challenge / Secondary challenge

What can we do
To help our persona achieve their goals? 
To help our persona overcome their challenges?

Real quotes
About their challenges, goals, pain points or even, thoughts on 
businesses like yours.

Common objections Why wouldn’t they buy our products or services?

Messaging How should we describe our service or solution to them?

Elevator pitch What do we say to sell them on our service or solution?
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2.
Choosing a platform 
based on your audience

Now that you have developed 
your buyer personas, you need 

to identify the channels they are 
most likely to use to find a service 
or solution like yours, or the channel 
in which your ads won’t seem 
completely alien to their social media 
experience. 

For example, let’s say that you 
run a travel agency and are about 
to launch a campaign on deals on 
backpacking holidays and gap year 
trips. Which social platform would 
be best to run your ads on? 

LinkedIn would probably be a no-go 
given its professional B2B nature, 
whereas platforms like Instagram, 
Facebook and even Snapchat 
would be great places to target 
your College Leaver persona, using 

striking imagery and messaging 
around the sense of adventure 
and freedom that only new travelling 
experiences provide. 

This doesn’t mean that you should 
stay away from LinkedIn for the rest 
of your days, it just simply wasn’t 
the right place to reach your target 
audience for this specific campaign. 

However, what about when you 
really need to find prospects for 
corporate trips? Where could you 
engage your HR Manager persona 
with ads promoting cost-effective 
outings designed to encourage 
team bonding?

6



Facebook Twitter LinkedIn Instagram

13 - 17 y.o. 88% 32% no data 72%

18 - 29 y.o. 84% 40% 29% 64%

30 - 49 y.o. 72% 27% 33% 40%

50 - 64 y.o. 62% 19% 24% 21%

65+ 62% 8% 9% 10%

Facebook Twitter LinkedIn Instagram

Female 62% 24% 25% 30%

Male 74% 23% 25% 39%

Platform usage by age group percentage

Platform usage by gender percentage

Source: https://sproutsocial.com/insights/new-social-media-demographics
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Most social media platforms 
offer different types of ads 

depending on the goal you want to 
achieve and the format of the ad you 
want to use. On Facebook you can 
create ads based on the marketing 
funnel stage you want to focus on 
and the objectives you may have.

If you want to drive more qualified 
traffic to your website the ad will 
show a strong call to action which 
will lead users to your site once it’s 
clicked, whereas if you want people 
to watch a promotional video of the 
latest Caribbean hotel that came 
onto your books, then people will 
be encouraged to view it within 
the social media platform itself.

3.
Defining the user 
journey 

Traditionally, lead generation 
through social media has been  
done by implementing ads that 
guide users to a specific landing 
page where, apart from information 
about a particular service or offering, 
there’s a form for people to fill in 
and register their interest, get more 
information or receive a call-back. 

Nowadays, some platforms 
(Facebook, Instagram and LinkedIn) 
also have a lead generation offering 
which helps brands increase lead 
conversion rate by introducing the 
enquiry form within the ad. This 
form can then be completed within 
the platform itself without disrupting 
the user’s social media experience.
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Both methods - traffic ads 
redirecting to a landing page 
and social lead gen ads - can be 
effective. Choosing between the  
two comes down to your audience, 
the user journey they expect to take, 
your offering and the amount of 
information you need to gather  
in that first touch point. 

As a rule of thumb - especially after 
the introduction of GDPR - enquiry 
forms should only ask for the most 
essential information and, whilst you 
can choose the amount of fields to 
include in a form on a landing page, 
those forms within social lead gen 
ads can be a bit more restrictive. 

Platform Traditional Ads Lead Generation Ads

Facebook

Twitter

Instagram

LinkedIn

Snapchat
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Each social channel offers different 
types of ad targeting, and when 

making a decision on which platform 
to use, you need to consider the 
suitability of these options to your 
audience and end goals. 

The table on the next page shows 
the targeting capabilities on some  
of the most popular platforms.

4.
Targeting the 
right users
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Facebook/Instagram LinkedIn Twitter

Demographic

Age
Gender
Location
Language
Financial
Life events
Parents
Relationship
Work

Age
Gender
Language

Age
Gender
Location
Language
Follower look-alikes
Followers of @...

Technology

OS versions
Platforms
Device Model
Carriers

Education
Fields of study
Schools/ Universities
Undergrad years

Degree
Fields of study
Schools

Interests

Business and industry
Entertainment
Family and relationships
Fitness and wellness
Food and drink
Hobbies and activities
Shopping and fashion
Sports and outdoors
Technology

Member groups
Member interests

Style & fashion
Music and radio
Health
Food & drink
Hobbies & interests
Gaming
Careers
Family & parenting
Movies and TV shows
Conversation topics
Keywords

Behaviour

Anniversary
Consumer classification
Digital activities
Ex-pats
Financial
Mobile device user
Mobile device user/ 
device use time
More categories
Multicultural affinity
Purchase behaviour
Travel

Lifestyles
Finance
Retail
Technology
Travel
Sports

Company n/a

Company connections
Company follower of
Company industries
Company name
Company size

Job Experience
Employers
Industries
Job Titles

Job functions
Job seniority
Job titles
Skills
Years of experience



One of the highlights of 
social ads is the way you  

can complement their targeting 
features with multimedia assets, 
and copy to create highly engaging 
ads that are closely aligned to your  
audience’s interests. 

Creative assets are by default the 
attention-grabbing element of 
your ad; they are what get users to 
stop scrolling and read about your 
product or service. Because of this 
it’s important that the assets you use 
not only make you stand out, but 
also that they feature a clear value 
proposition and description of what 
you’re promoting. 

5.
Creating compelling 
visual ads

Social platforms support different 
types of creative assets, which 
include images, videos, gifs, etc. and 
most of them offer different layouts 
to display your ad (i.e. single image, 
slideshow, carousel, etc.). 

The prominence of imagery on  
social platforms - in particular 
Instagram - can sometimes make it 
harder for assets to stand out. A way 
to get round this is to use designed 
assets that show elements of your 
brand or use copy within the image 
to help them be more enticing 
and recognisable. 
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TOP TIP

Facebook and Instagram have a limit to the 
amount of copy you can use within your ad 
creative. If, relative to the image, there is 
too much text your ad will not reach the full 
potential audience. 

To avoid this from happening you can use 
Facebook’s Text Overlay Tool.
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With your creative assets 
working hard to grab attention, 

it is the copy of your ad that will give 
users more information and context 
about your product or offering. 
Make sure to mention your offer’s 
USPs and that the text compliments 
what has been shown to users in the 
image of your ad, as it was the latter 
the reason why they stopped to  
read after all. 

With regards to how long your 
copy should be, there isn’t really a 
magic number. Usually the shorter 
and snappier the copy the better, 
but that doesn’t mean that you 
should stick to only 20 characters 
or 5 words. Remember that the 
important thing is to use all of the 
elements of your ad to provide 
context of what you’re promoting. 

6.
Delivering a 
compelling message

Last but not least, make your copy 
compelling and appealing to your 
target audience. 

To the right are some examples of 
ads that haven’t really hit the nail 
on the head when it comes to using 
copy (or assets) to provide context. 
Maybe you could use them as 
inspiration of what not to do. 
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Get familiar with Facebook and other 
channels’ ad copy policy. Knowing 
what platforms deem as unacceptable 
to promote will save you a lot of time 
amending content if your ads don’t get 
approved in the first instance. 

TOP TIP
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Another key element of any 
successful ad is a strong call 

to action (CTA), as they let users 
know what to do next if they are 
interested in what you’re promoting. 

CTAs can be included within the 
creative asset itself, in the copy of 
the ad and/or as a button. The key 
thing is to make them visible and 
enticing enough to encourage people 
to do what you need them to. 

Most of the time it’s best to stick 
to having just one CTA within your 
advert; if there’s just one single 
chance of a user responding  
through action to your ad,  
you want it to be the  
one that you need  
them to take. 

7.
Tell the user what you 
want them to do

However, if you decide to use CTAs 
in more than one element, make 
sure that these complement each 
other rather than competing  
against each other, as this  
would confuse the user  
as to what to do next. 
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The image across shows an 
example of an ad that isn’t 
prioritising the action needed. 

If you saw this advert in your 
feed, would you like the 
business’ Facebook page or  
click the creative to get a  
demo of their product?

Example of an ad with  
CTA button

Example of an ad with CTA in 
the creative and as a button

Example of an ad with CTA 
 in the creative
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If you have heard of “Smarketing” 
then you know that the 

responsibilities of the marketing 
team go beyond just generating 
leads. If you aren’t familiar with the 
term, then here’s its definition: 

Smarketing refers to the process 
of aligning sales and marketing 
to increase revenue. This is done 
by creating frequent and direct 
communication between both  
teams, and setting common and 
measurable goals to achieve  
mutual accountability.

 
By getting your sales and marketing 
teams working closer together, 
you will help them understand 
the jobs they do and how each of 
them works, encouraging them 
to create new processes to reach 

8.
Handling the leads 
you generate

their common goal: driving more 
sales for your business. 

Deciding on a method to follow  
up leads and ensuring it is adhered 
to is a good first step towards sales 
and marketing integration. 

Determining how and when to 
contact a new lead will depend  
on several factors, including:

The offering of your social ads

The contact time frame given 
to the lead (i.e. If your lead is 
expecting to be contacted, what 
time frame was given to them)

The sales process of your 
business

Resources

“

“
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For example, let’s say that your 
company offers HR advice and 
documentation to other businesses, 
and you decide to run a lead gen 
campaign on LinkedIn to promote  
an ebook on disciplinary meetings 
and how to conduct them. 

The first thing your leads would 
expect from you after submitting 
the form in your ad is a copy of your 
ebook, which can be sent to them 
via email. 

If you use any email management 
and automation tools this first 
touchpoint would most probably  
be a task for the marketing team. 

If you don’t have access to these 
types of tools or maybe you want  
to test how many leads come in 

during the first few days of your 
campaign before setting something 
up, then you can assign this task to 
someone within your team to send 
it manually, or even to a member 
of the sales team, if you’re looking 
for them to start building a business 
relationship with the contact from 
the very beginning.

But, just because a copy of the 
ebook has been sent to the lead  
it doesn’t mean that communication 
with them should stop. Deciding 
what happens next will be crucial  
to eventually turning your leads  
into customers. 
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Continuing with the HR example 
above, you can deduce that the 
leads who downloaded your ebook 
might be carrying out disciplinary 
investigations in their workplace  
and are looking for advice. 

With this in mind, you could pass 
the leads on to sales for them to 
follow up with a call if you think 
they’re “ready to buy” your services 
or, you could opt for nurturing 
them further with a series of emails 
promoting relevant content, like 
the recording of the webinar you 
held on disciplinary investigations 
a few months back. 

The way leads are followed up is not 
always the same. As we mentioned 
before, there are several factors that 
will help you determine each of the 
follow-up processes, which need to 
be designed to identify and prioritise 
the most sales-qualified leads. 

For example, let’s say that once  
your disciplinary ebook campaign is 
done, you move onto running a free 
HR documentation review campaign. 
The leads that come in through 
these new ads will be more sales-
qualified, and they’d probably expect 
to be contacted straight away, so the 
best thing to do would be to pass 
this lead on to sales immediately. 

The point of establishing these 
processes is ensuring that leads 
are being followed up in the most 
effective way possible. Using a CRM 
system to record the interactions 
with your leads will help you monitor 
their progress and identify trends. 
If you don’t have access to such 
tools, you can always use things 
like spreadsheets or other type 
of databases.
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If you have access to a CRM or any  
lead management tools, consider 
creating automation workflows to 
get qualified leads emailed directly 
to sales as soon as they come in. 
This will help you save time and 
will enhance the efficiency of your 
follow-up process.

TOP TIP
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So, you have launched a paid  
social campaign and leads have 

started coming in. Now you need 
to know how well your ads are 
performing, and (potentially) tweak 
them to make the most out of them. 

But, how on earth can you do that? 

9.
Managing and  
optimising your campaigns

Set up regular reviews

Start by deciding how often 
campaigns should be reviewed. 

For example, if you’re running 
a week-long campaign you 
should probably take a look at its 
performance on a daily basis but, if 
you’re running a longer campaign 
(i.e. 30 days or more) a weekly 
analysis should be enough. 

Assessing your campaigns’ 
performance on a regular basis will 
help you ensure you’re on track and 
identify areas that need optimising. 
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Understand your metrics

In order to have a clear view of 
how well your ads are doing, it’s 
important that you understand  
some key metrics: 

LEADS

The number of people who took 
the action desired on your ad and, if 
applicable, filled in the enquiry form.

COSTS PER LEAD

In a nutshell, how much each of 
the leads generated have cost you. 
This metric measures how cost-
effective your marketing campaigns 
are when it comes to generating 
new leads for your business.
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For example, if the CTA within 
your ad enticed people to 
download an ebook and your 
conversion is form submissions, 
you’d use the following formula:

It’s also worth mentioning  
that social platforms sometimes 
use different figures to calculate 
this metric. 

For example, they can substitute 
clicks for impressions, which 
would then give a formula like:

LEAD CONVERSION RATE 

Conversion rate can be a bit  
complex to figure out, mainly 
because elements within its formula 
change according to the stage of 
the sales journey you are focusing 
on (awareness, consideration 
and decision). 

So, for your lead conversion rate, 
let’s focus on the awareness and 
consideration stages. 

The first thing to do to calculate 
lead conversion rate is defining 
exactly what, to you and your ad, 
a conversion is. 

LEAD CONVERSION RATE:

Total no. of conversions / 

impressions *100

LEAD CONVERSION RATE:

Number of form submissions /
Number of clicks * 100
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Remember that a “sale” can 
be whatever the end goal of 
your business is. (i.e. contract 
signatures, registrations or  
subscriptions to your products/
services, product sales, etc.) 

TOP TIP

NUMBER OF SALES GENERATED 
FROM LEADS:

The number of leads you acquired 
through your ads that actually 
converted into customers.

SALES CONVERSION RATE: 

This metric is similar to lead 
conversion rate but focuses on 
the last stage of the sales journey: 
Decision / Close. 

Understanding how many of  
your leads are turning into sales 
for your business is crucial for the 
assessment and optimisation of 
your ad campaigns. 

You can calculate your sales 
conversion rate using the formula:

COST PER LEAD TO SALE: 

This metric calculates the cost 
of each your sales. 

To find this out you need to  
know the attribution channel 
of your deals. 

To calculate this metric for your 
social advertising efforts you can 
use this formula:

SALES CONVERSION RATE:

No. of sales / 
number of leads * 100

TOTAL COST OF AD 
CAMPAIGN: 

(ad spend + management) / 

number of sales

25



Feedback and reporting

Once you have a clear idea of 
how many leads your social ad 
campaign has generated so far, how 
much each lead has cost you and 
how many of them have ended up 
being a sale, it’s time to identify 
areas for improvement. 

Each time you review your 
campaigns make sure to look at 
all aspects of your ads to identify 
what’s working and what isn’t. Look 
at which ads are performing best, 
compare them to the ones that 
aren’t doing that well and try to 
find possible reasons for it. It could 
be that the creative assets you’re 
using in some ads aren’t as relatable 
to your offering, or maybe the 
messaging isn’t as punchy. 

Understanding the quality of the 
leads you’re generating is also  
crucial to optimise your ads. You can 
do this by getting feedback from 
your sales team or those responsible 
for following up leads. This will 
help you identify potential flaws 
within your ad campaigns such as 
misunderstood messaging, confusing 
ad creative or even wrong content 
on your landing page.

When getting feedback, try asking 
your team questions that’ll give you 
an idea of what your leads were 
after and if it is what you’re offering.

For example:

When you speak to leads, do 
they have a clear understanding 
of what you do/sell/offer?

What reason do leads give when 
they say they’re not interested 
in your services/product/offering 
anymore?

If they’re still interested in what 
you do, what’s the reason they 
think they need your services/
product/offering?
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Setting up weekly catch-up meetings 
between the sales and marketing 
teams will help the review sessions 
become a habit within your business, 
making it easier for everyone involved 
to know what to flag up so you can 
optimise your ads.

TOP TIP

27



If you don’t feel like you have 
enough data to know what to 

optimise or, are just kicking off 
your social ads campaign and  
want to ensure the best start  
for it, you can try split testing. 

Split testing lets you compare 
different versions of your ads so 
you can see which works better 
and improve future campaigns. 

In each test you can try one 
of the following variables: 

Creative

Messaging

Target audience

Placements

Optimisation event

Product set

10.
Testing
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Following our 10 step plan  
will allow you to generate 

leads through social media 
advertising and optimise 
over time to deliver qualified 
opportunities into your business.

If you would you like to know 
more about how to enhance  
your lead generation process 
or your digital strategy as a 
whole, get in touch!

Tel: 0161 507 3900

Email: hello@weareneon.com


