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Introduction

In today’s digital environment, social media platforms are
central to reaching and engaging with all kinds of audiences.
From the visual storytelling on Instagram to viral trends on
TikTok, there are different opportunities for advertisers in
every platform. This white paper will guide you through the
best practices—the Brilliant Basics—for advertising across
the major social platforms, including Meta (Facebook and
Instagram), TikTok, Snapchat, Reddit, Pinterest, and

Linkedin.

By understanding the nature and nuances of each platform, marketers
are able to create and execute effective campaigns that deliver
engaging content and resonate with users. Whether it’s from tapping
into the creative potential of reels on Meta, or leveraging the interactive
features of Snapchat, this guide will provide the knowledge needed to
navigate the ever-evolving world of social media advertising.

The chapters in this white paper will each delve into the Brilliant Basics
of a specific platform, giving you a deeper understanding and overview
of the ad formats you can use, including creative recommendations,
and technical specifications you'll need to set your campaigns up for
success. Equipped with this end-to-end overview, you will be able to
create compelling campaigns tailored to the unique dynamics of each
social media channel.

Background and purpose

This white paper is written by the DDMA Committee Social Media. Each
chapter draws on their expertise, offering valuable insights. It contains
essential information into a single overview, filling a knowledge gap
that previously existed. Until now, an overview like this has been
missing. This document was created to provide practical tools to
enhance briefings and bridge the gap between clients and agencies.
Additionally, it includes tips and tricks from the DDMA Committee
Social Media to further support your advertising strategies.



M eta (Facebook & Instagram)

Navigating Facebook and Instagram’s
advertising landscape offers vast opportunities
for engagement. Facebook’s broad feature set
caters to diverse content needs, while Instagram
excels in visual storytelling. This chapter will
guide you through optimizing ads across these
platforms, focusing on effective placements,
mobile-first design, and leveraging video to
enhance your campaign’s impact.




Facebook

Facebook is one of the largest and most well-known

social media platforms globally. It allows users to

create profiles, share updates, photos, and videos, join groups,
and connect with friends and family. What makes Facebook
unique is its versatility and breadth of features, catering to a
wide range of content types and user demographics. Users can
share text updates, photos, videos, links, and live streams. Its
integration of Groups and Pages allows for niche communities
and business marketing, while Facebook Stories and Reels
provide additional avenues for creative expression through
short-lived or short-form content. Facebook’s comprehensive
advertising tools also allow for highly targeted and creative
marketing campaigns.

Instagram

Instagram is a photo and video-sharing platform that
emphasizes visual content. Users can post images,
short videos, and stories. Instagram stands out with its strong
emphasis on visual storytelling. Users create and share high-
quality photos and videos, using filters and editing tools to
enhance their content. Instagram Stories offer ephemeral
content that encourages creativity with stickers, gifs, and
interactive elements like polls and questions. The platform’s
aesthetic focus has cultivated a culture of visual sophistication,
making it a go-to for influencers, artists, and brands looking to
showcase their creativity in a visually compelling way.
Instagram also supports IGTV, which allows for longer videos,
catering to content creators and brands looking to engage their
audience with extended video content.

Reels

Reels is a feature within Facebook and Instagram that allows users to
create and share short, engaging videos set to music or audio clips,
similar to TikTok. Reels differentiates itself by focusing on short-form,
engaging videos. The feature integrates creative tools such as audio
tracks, effects, and AR filters, allowing users to produce dynamic and
entertaining content. Reels emphasizes trends and challenges, making
it a space for spontaneous and viral creativity within the broader
Instagram ecosystem. Its placement within the Explore tab also
provides significant visibility, encouraging users to innovate and
participate in popular trends.



Ad formats and Specs

Because there are so many options on Meta, we made a split in the
placements based on the different creative ratios they have. This split
includes Feeds, Stories & Reels, and In-Stream Ads. After that, we
zoom in on which ad formats are supported for each of these
placements.

Feeds

When you select the feed placement, you can run ads both on
Facebook and on Instagram. This supports the 1.1 ratio on statics and 1.1
or 4:5 for video. There are a different ad formats that you can select for
the feed placement:

Single image or video: this format will show a still image, a video
or a slideshow with multiple images. Only the video can be 4:5
ratio.

Carousel: this format gives you the opportunity to showcase two
or more images and videos, each with its own headline, description,
link and call to action.

Collection: this format will show a video or image with a row of
product images below it. The collection format enables you to use
Instant Experience, which is a full-screen landing page that loads
instantly when someone taps on the ad on Facebook or Instagram.
Advantage+ Catalog ads: these ads, formally known as dynamic
ads, automatically deliver relevant product recommendations to
people based on their interests, intent and actions based on the
products in your catalog.

Stories & Reels

For both stories and reels the creative ratio is 9:16. However, they do
have different safe zones that need to be taken into account. For
Stories and Reels we have to make sure they do not overlap with the
user interface. This can help you avoid the key elements of your ad
being cropped out or covered by the profile icon or a call to action. The
ad formats that can be used on Stories and Reels are:

Single image or video: this format will show a still image, a video
or a slideshow with multiple images. On Stories the ads will not
contain any copy, just a CTA button that will redirect to the landing
page after a click. Also beware that if your video is longer than 15
seconds the video will be stopped when users do not click on the
keep watching.

Carousel: these ads gives you the opportunity to showcase two or
more images and videos, each with its link and call to action. When
using more than three slides, the carousel will turn into a short
video that’s expendable.

Collection: this format will show a video or image with a row of
product images below it. The collection format enables you to use
Instant Experience, which is a full-screen landing page that loads
instantly when someone taps on the ad on Facebook or Instagram.
Only available on stories.

Advantage+ Catalog ads: these ads, formally known as dynamic
ads, automatically deliver relevant product recommendations to
people based on their interests, intent and actions based on the
products in your catalog. Only available on stories.

Since recommended specifications for Facebook’s and Instagram’s ad
formats and their safe zones can change from time to time, we have not
included them in this white paper. Instead, we refer you directly to Meta for
the most up-to-date information.

>> More about Stories / Reels safe zones - Click here



https://www.facebook.com/business/help/980593475366490?id=1240182842783684

In-stream ads

Facebook in-stream video is an ad placement where you can deliver
5- to 15-second ads to people watching videos. This includes videos on
Facebook from familiar publishers and digital-first creators that tailor
their content to Facebook audiences and live videos from a selected
group of approved partners. Your ads can appear before, during or
after these videos. Most users watch this placement with their phone
turned horizontal, that is why 16:9 ratio is recommended.

Explore more/all available ads placements on Meta - Click here
Explore more ad formats on Meta here - Click here

H COMMITTEE TIP

“Videos are native to Reels, while static images are not organically
pushed and can feel out of place when scrolling through this
placement. Therefore, we recommend using only videos here.
However, if you still prefer to showcase static products, you can
include them in your videos using Advantage+ catalog ads.
Advantage+ catalog ads.”

COMMITTEE TIP

“Use the Reels placement as the master template (9:16). Keep the
bottom 35% free of text, logos, and other key elements. What is safe
for Reels is safe for Stories. Search for @thesafezonechecker on
Instagram to access a page where you can check if your messages
are within safe zones. Scroll to the effects icon, click ‘Try it’ and
upload your 9:16 video.”



https://www.facebook.com/business/help/407108559393196?id=369787570424415
https://www.facebook.com/business/ads-guide/update

Brilliant Basics

Use multiple ad placements and ad formats
Think mobile-first and frame for mobile
Build for context

Capture attention quickly

Brand early and often

Highlight what matters

Think sound off and sound on

Always build for sound on for Reels

Follow the Three Reels principles for Reels

We take a closer look at each of these fundamental brilliant basics below.

Looking at the specifications mentioned above, Meta offers a broad
range of ad formats and ad placements. By using 6+ placements (or
Advantage+ Placements) the system can access a broader pool of
opportunities. Using a mix of ad formats helps you increase campaign
effect as well because mixed-asset ideas connect deeper.

Although Meta’s format and placement opportunities are almost endless,
always think mobile=first and frame for mobile because most users are
mobile-only. By building for context, you create ads that fit into the

context of where they are seen, making your ads more native. Although
not being a video-only platform: don’t rule out the importance of video
for Meta. Videos offer you the best and easiest opportunities to excel in
brilliant basics like capturing attention, branding and highlighting what

matters. On average meta users watch videos for a duration of 2 seconds,

so it’s important that you include your brand early on and highlight
what matters. On Facebook and Instagram users consume content
both with and without sound on, so you must ensure your ads are
understandable without sound but also include sound for the users that
have their sound on.

Moreover, Reels - a full-screen, immersive video format - is gaining
popularity. Always build for sound on for Reels to make your video
entertaining: audio - whether that’s music, voiceover or sound effects
- is a key driver of engagement and entertainment. Use the beginning
of your reel to capture attention - “nail the hook” with thumb-stopping
technigues in the first few seconds, the middle to maintain attention -
deliver something relevant or valuable, and the conclusion to reward
attention - close with a payoff, call to action or invitation to participate.
Once you've mastered the creative essentials, try exploring different
ways to make your reel even more entertaining, relatable and
digestible: the Three Reels principles. But just like with any other
social platform: a one-size-fits-all approach does not exist. These
brilliant basics may be a starting point to refine existing learnings.
Continue to test and learn based on your brand and business
objectives to further optimize outcomes.

COMMITTEE TIP

“Invite a connection by casting real people in your reel to make it
relatable. Tell stories people recognize, feature people who feel
“like us” and use a visual tone and set of codes that people know.
You can work with creators as well or use user-generated content
to be more native on Instagram.”




TikTok

TikTok is a social media app focused on short-form
video content. It quickly became popular for its
engaging and easily consumable content. TikTok is
renowned for its highly engaging and creative
short-form videos. The platform’s sophisticated
algorithm ensures that content reaches a broad
audience, fostering a culture of viral trends and
challenges. TikTok’s built-in editing tools, music
library, and effects enable users to create polished
videos with ease. This chapter will guide you
through optimizing ads across this platform.



On TikTok everything is vertical. Some basic recommendations are:

not using white backgrounds

using high resolution videos

create for sound on

localizing creatives (different languages might get rejected by the
ad policy team)

no watermarks

videos can’t be longer than 60 seconds

These recommendations apply to all the TikTok ad formats listed
below.

Ad formats and Specs

The ad formats that can be used on TikTok are:

Image / Video ads: TikTok offers the possibility for both video and
image ads, however, video is highly recommended as it’'s more
native to the platform.

Spark Ads: This is a native ad format that allows you to leverage
organic TikTok posts in your advertising. Spark Ads use posts from
real TikTok accounts and are great for collaborations with creators.
Carousel Ads: This format is image-based, allowing advertisers to
upload 2-35 images in sequence. Users can swipe between
different images, great for when you have multiple products /
USP’s or elements you would like to show within on ad.

Video Shopping Ads: This format is used for the Product Sales
objective. They use product catalog images and show up to

20 products in one ad.

On TikTok, everything is vertical, so a 9:16 aspect ratio applies to all
formats.

Since recommended specifications for TikTok’s ad formats and their safe
zones can change from time to time, we have not included them in this
whitepaper. Instead, we refer you directly to TikTok for the most up-to-
date information.

Explore all available ad formats on TikTok - Click Here

Aways make sure to keep the platforms safe zones in mind, as copy
and buttons may be overlapping your video. Depending on phone
model and operating system, the maximum number of characters
differs. You can use the TikTok preview tool to see how your ad looks
like on different devices. TikTok suggests keeping the ad captions
within 100 characters to avoid being covered by ‘See more.

COMMITTEE TIP

“Don’t take the safe zones too literally, making sure that the most
important information / product or brand placements are in the
green zone. If you add in any text, make sure it’s in the green
zone. But your video overall should be full size.”



https://ads.tiktok.com/help/article/tiktok-auction-in-feed-ads?aadvid=6946167682894970881&lang=en
https://ads.tiktok.com/toolbox/preview/#/

Brilliant Basics

Make sure your assets are TikTok native

Try to incorporate trends, memes, or challenges on TikTok
Take the production principles in consideration when creating
assets

Structure your videos to get attention and provoke action
Grab attention with editing techniques

Use sound to engage with your audience

We take a closer look at these fundamental brilliant basics below.

The first thing that TikTok is advising, is making sure your ads are
native to the platform. But what does that mean for TikTok? To make
assets native, it’'s good to include specific TikTok features like text
overlays, voiceovers, green screen and duets. Including these elements
will make sure ads catch attention and do not feel like polished ads.

Another way to make engaging ads on TikTok is to make sure you
incorporate trends in your campaign creation. 77% of TikTok users say
they like it when brands use trends, memes or challenges. Production
principles are not complicated but it’s important to get the basics
right. Making sure content is vertical, high-resolution and considering
the safe zones.

Next to that it’s also important to refresh creatives frequently to
prevent creative fatigue. How to structure your ads to hook viewers?
TikTok recommends using a three-part structure consisting of a hook,
body, and close. Where the hook consists of communicating the value
proposition and keeping attention with hooks that include suspense,
surprise, and emotion. The body consisting of the product or service
and the close should include a clear CTA, recommended to do this with
a CTA card.

Editing techniques like music, transitions, movement, text overlay and
branding work best to capture attention, TikTok says that faster scene
changes typically draw viewers in. Lastly sound is important, according
to 88% of TikTok users, sound is vital to the TikTok experience. To find
the right tune for your ad, you can use TikTok’s Commercial Music
Library for songs that are available to use or create original sounds that
put you in the conductor’s seat.

COMMITTEE TIP

“To make sure creatives are native, you can work with TikTok
creators. You can look for trending topics and content at the
Discover part.”




Snapchat

Snapchat is a multimedia messaging app known
for its disappearing messages, real-time sharing,
and creative AR features. The temporary nature
of Snaps promotes spontaneous, authentic
interactions, while AR lenses and filters let users
enhance their photos and videos with animations.
The Discover section showcases content from
publishers and influencers, and Snap Map adds a
geographic layer to content sharing, creating a
uniquely immersive experience. This chapter will
guide you through the advertising possibilities on
Snapchat, helping you harness the full potential
of the platform.




Ad formats and Specs

On Snapchat there are a few different ad formats available. All formats
are vertical, so the 9:16 aspect ratio is used, and both video and image
ads are supported. For all ads that support copy, the headline can be
up to 34 characters. We will zoom in further on the different
recommendations per ad format:

Single image or video ads can show up in the Stories and
Spotlight ad placements. Recommended is to limit the amount of
text used within the video or image, making sure your proposition
is clear within second O, adding a clear CTA.

Story ads are different from the single ads because you can tap
through a series of video / images. Making them more suitable for
driving deeper engagement and displaying multiple storylines or
product USP’s for example.

Collection ads have the possibility to link your products in the ad,
driving the user directly to the shop or website. They are advised
for conversion objectives and can be easily used in always on
campaigns.

Commercials are the only ad format that is non-skippable on
Snapchat. Only the first 6 seconds of your video are non-skippable,
even though the video can be up to 3 minutes. The minimum length
of the video is 3 seconds, and these ads are most relevant for
brand awareness objectives.

Dynamic ads can be used when you have a catalogue and a snap
pixel. Mostly bigger e-com clients will use this format to
dynamically show their range of products. This could be based on
their actions taken on your site or in your app or to find prospective
customers by serving them relevant products built directly from
your product catalog.

AR Lenses and Filters are a way to really engage with users.

The difference between the two is that a lens has more complex
animations with AR and occurs when a user opens the camera. The
filter comes closer to static images that are put over a picture or
video and occurs after Snapchatters take a photo or video using
the Camera.

Since recommended specifications for Snapchat’s ad formats and their safe
zones can change from time to time, we have not included them in this
whitepaper. Instead, we refer you directly to Snapchat for the most
up-to-date information.

Explore more ad formats and specs on Snapchat - Click here
Find out more about safe zones per ad format - Click here

H COMMITTEE TIP

“When you are just starting out with Snapchat you can start with
using short Single Video ads as well as the commercial ads, since it
might not always be feasible to create a lens or filter. When you are
looking to build a bigger presence on Snapchat, working with AR/
VR filters really increases visibility. Since the app opens on the lens,
we see that it’s a great way to reach a bigger audience on
Snapchat.”


https://forbusiness.snapchat.com/advertising/ad-formats?utm_source=GoogleSEM&utm_medium=PAIDB2B&utm_campaign=NL_G_Search_Brand_Beta-snapchatcommercial&utm_term=NL&utm_content=adformats&gad_source=1&gclid=CjwKCAjw1emzBhB8EiwAHwZZxa3eilMuS240SsbhQ_1QlfIuM3oFeJLMJRcvsdn752wJNCcgtcAeCBoC-ocQAvD_BwE
https://businesshelp.snapchat.com/s/article/safe-zones?language=en_US

Brilliant Basics

Choose the right format for your goals

Showcase your product front and center in your ad creative
Make your ads feel native to Snapchat

Drive urgency with relevant messaging

Design for sound on

Test ad creative and try new ad formats

We take a closer look at these fundamental brilliant basics below.

Choosing the right format for your goals comes from the growing
number of ad formats Snapchat is offering. Where dynamic ads are
advised for performance clients that have a catalogue, single image or
video ads, story ads and collection ads are also suitable for lower
funnel-driven campaigns. Focusing on upper funnel objectives, story
ads, AR lenses / filters and commercials are more suitable.

As we talked about before, the first seconds of your video are often
the only ones viewed. Snapchat also advises showing the key message
in the first seconds. Make sure it grabs the attention by placing your
message / product front and center. Creating native ads for Snapchat
means that you use bite-sized and storytelling snaps. Keeping the ad
duration around 5-6 seconds.

Next to that, ads that have user-generated content, Snapchat features
(like a VR element) and ads that are more conversational tend to work
best on Snapchat. Relevant messaging must be implemented within
the first 2 seconds of your ad. So that in those first 2 seconds it’s clear
what you would like to bring across. Make sure content is easy to
understand and localized for the market you operate in.

On snapchat 64% of users watch content with sound on, so make sure
you use sound in your ad that really adds to the message you are
trying to bring across. And lastly Snapchat advices to keep testing
which creatives and ad formats resonates most with your target
audience. Consider running the test for at least 2-4 weeks, to make
sure you have enough impressions.

COMMITTEE TIP

“Snapchat is mostly used by Gen-Z and millennials to engage with
lenses and communicate with their friends. So, try to make your
ads as engaging as possible.”



Reddit

Reddit is a social news aggregation and
discussion site where users submit text, links,
and images that can be upvoted or downvoted.
Its creativity stems from user-driven content
and diverse subreddits, each acting as a unique
community with tailored discussions, memes,
AMAs (Ask Me Anything), and more. Anonymity
on the platform encourages candid, in-depth
conversations, fostering creative freedom
without the pressure of personal branding.

This chapter will explore the advertising
possibilities on Reddit, showing you how to
effectively engage with its diverse communities.




Ad Formats and Specs

The ad formats that can be used on Reddit are:

Single image or video ads: Add an image to your ads with Image
Ads—because redditors love a good visual, too. Video Ads autoplay
in redditor’s feed and are a great way to capture attention at all
funnel stages.

Carousel ads: Showcase multiple images or videos within a single,
swipeable ad unit with Carousel Ads.

Conversation ads: An ad within a conversation thread, beneath the
post and before the comments. This placement helps advertisers
scale their reach to an audience beyond Reddit feeds and engage
users while they’re the most leaned in, having authentic interactions
and compelling discussions.

Free-form ads: The most Reddit-unique format that allows you to
get creative with a combination of text, image, video, and GIFs all in
one ad. Craft a concise Too Long; Didn’'t Read (TL; DR) section to
summarize key points. A TL;DR offers a quick overview, catering to
those who prefer a brief preview before diving into the full
megapost. Organize your free-form ad with clear headings and
breaks. Structuring content improves readability and guides
redditors through your narrative. A well-organized ad ensures
readers can easily absorb information.

Since recommended specifications for Reddit’s ad formats and their safe
zones can change from time to time, we have not included them in this
whitepaper. Instead, we refer you directly to Reddit for the most up-to-
date information.

Explore all available ad formats on reddit and their specs - Click here

Brilliant Basics

Text is important

Content is scanned from the top left
Get to know a subreddit

Create ads specifically for interests
Add real value to them

We take a closer look at these fundamental brilliant basics below.

Text is important on the platform, due to the central role of topics and
comments. That's why you need to pay attention to the copy of the ad.
Especially the headline, as Redditors like to scan from the top left to
the bottom right of a post. That’s why placing your brand logo on the
top left of your image is recommended, as it increases brand
awareness.

Additionally, it’'s recommended to speak the language of Reddit in your
copy. Even better is to learn the culture of a specific subreddit you're
targeting. Use their textual expressions and imagery in your own ads
and mention them in your headline for an even better performance.

Add real value with your ads to the subcommunity. Redditors don’t
follow users on the platform, they follow interests. Use ads that provide
them with useful information or relevant products and services.

H COMMITTEE TIP

“Turn off comments and avoid trolls and spammers who actively
respond off-topic to ads on Reddit.”


https://business.reddithelp.com/helpcenter/s/article/Reddit-Ad-Unit-Specifications

Pinterest

Pinterest is a visual discovery and bookmarking
platform where users save (pin) images and links
to themed virtual boards. Known for organizing
visual inspiration, Pinterest excels in helping
users discover and curate content related to their
interests, such as DIY projects, recipes, fashion,
and home decor. Its visual search technology
enhances creativity by finding similar images and
ideas. Positioned as a tool for planning and
aspiration, Pinterest allows users to collect and
organize ideas in a visually appealing way. This
chapter will explore the advertising opportunities
on Pinterest, showing you how to tap into its
unique blend of inspiration and shopping
convenience.




Ad Formats and Specs

The ad formats that can be used on Pinterest are:

Standard image or video ads feature only one image or video. Use
high-quality, vertical images and videos that will stand out in
people’s feeds. Lead with a clear hook within the first few seconds
to capture people’s attention.

Carrousel ads feature multiple images for people to swipe through.
Shopping ads feature one image at a time and allow people to
purchase products they find on Pinterest. Shopping ads follow the
same specs as standard image ads.

Collection ads appear as one main image above three smaller
images, in feeds on mobile devices.

Idea ads appear as a set of multiple videos, images, lists and
custom text in a single Pin. Start with a video and build around it
with original content. Share the right details about your product in
the additional text.

Showcase ad is a multi-layered ad format featuring multiple cards.
Within each swipeable card, advertisers can add up to three
features with outbound links to more content, products and more.
Quiz ad is an ad format with multiple choice questions and
answers. Within each quiz result, advertisers can add outbound
links to more content, products and more.

Since recommended specifications for Pinterest’s ad formats and their safe
zones can change from time to time, we have not included them in this
whitepaper. Instead, we refer you directly to Pinterest for the most up-to-
date information.

Check out all ad formats on Pinterest and their ad specifications - Click
here

Brilliant Basics

Think vertically for the content
Use branding tastefully

Make products stand out

Add a human touch

Align to moments

Description copy drives search

We take a closer look at these fundamental brilliant basics below.

Build your content using a vertical structure: start from the top and
work downwards. This applies to both the image and the copy overlay.
Including your brand logo is crucial as it drives higher performance.
Ensure it’s done tastefully, perhaps on a product or small in the top half
of the Pin. Avoid placing the logo in the top right corner because the
Save button will hide it. Most importantly, your content should have a
strong product focus. Good product placement is more likely to lift
conversions. Adding a human touch helps the audience visualize the
product in their daily lives, making it more relatable and engaging.

To further boost awareness, align your content with life, seasonal, and
everyday moments throughout the year. People are constantly
searching for inspiration, such as for holidays or birthdays. Tailoring
your content to these specific searches will enhance its reach.

H COMMITTEE TIP

“Turn off comments and avoid trolls and spammers who actively
respond off-topic to ads on Reddit.”


https://help.pinterest.com/en/business/article/pinterest-product-specs
https://help.pinterest.com/en/business/article/pinterest-product-specs

LinkedIn

LinkedIn is a professional networking platform
where users connect, share, and explore job
opportunities. It focuses on career growth and
industry knowledge, allowing users to publish
articles, share insights, and engage in
professional discussions. The platform supports
creative expression through long-form content
and posts about career achievements, company
updates, and industry trends. LinkedIn also
encourages innovative presentations of resumes,
portfolios, and business ideas. This chapter will
explore LinkedIn’s advertising options and how
to leverage them effectively.




Ad Formats and Specs

Image Ads: Use a powerful visual to capture your audience’s
attention. Utilize compelling images that stand out in the LinkedIn
feed. Communicate value or encourage conversation with your ad
copy. Customize your Call To Action (CTA) to achieve your
campaign objective.

Video Ads: Use sight, sound and motion to captivate a professional
audience. Use all types of video in your creative library, include
square and vertical. Drive more video views with auto-play video to
instantly capture attention. Generate conversions by driving
members to your website or a Lead Gen Form.

Carrousel Ads: Use a swipeable series of cards in a single ad to tell
a deeper story. Use rich media from your creative library. Ability to
use between 2 and 10 image cards. Customize the text for each of
your image cards and maximize your message. Feature a call-to-
action on each individual card, and direct your audience to fill in a
Lead Gen Form, or visit your website.

Document Ads: Promote documents directly in the LinkedIn feed,
where members can read and download content without having to
leave the platform.

Thought Leader Ads: Build brand equity by sponsoring your
thought leader’s content. Creates content that feels more native
and believable to the platform, cause it’s directly from a user.
Messages Ads: Start quality conversations with professionals in the
LinkedIn inbox.

Job Ads: Showcase job opportunities directly in the feed. Allows
companies to promote open roles in a familiar feed format. Amplify
reach - harness the power of Sponsored Content to reach and
audience beyond your network. Only pay for interested job
candidates; only clicks to the job are chargeable.

Since recommended specifications for LinkedIn’s ad formats and their safe
zones can change from time to time, we have not included them in this
whitepaper. Instead, we refer you directly to Reddit for the most up-to-
date information.

Check out all Ad specifications on LinkedIn - Click here



https://business.linkedin.com/marketing-solutions/success/ads-guide

Brilliant Basics

Add business associated value
Use a slight negative framing
Applicate a mix of content assets
Present real employees

Adress the audience with ‘you’

We take a closer look at these fundamental brilliant basics below. Software

D
. S“””Wale, g\;elo;gmem
Add value to the platform by advertising products or services which |
are business associated, like knowledge sharing or corporate social m

subjects. Offer your audience solutions to top-of-mind problems that
are work related.

Use a slight negative framing, for example minimizing losses can
sound more believable and motivating than increasing winnings.

An underdog is more likeable than a show-off. Deliver your message
with @ mix of graphics, people and text overlay to extend the viewer’s
attention span. Especially the use of real employees, and not
corporate stock images, drives a higher performance. Combine that
with highlighting details like statistics or a thought-provoking quote,
and you’'ll create the most platform fitting content. Finally, using ‘you’
in your copy makes the member feel like you're speaking to them one
on one, rather than making a public corporate announcement.

m COMMITTEE TIP

“Talk to your audience directly by using function titles. If you’re, for
example, targeting account managers, mention them in the copy.
This will increase performance.”




Conclusion

Social media platforms offer different opportunities for
reaching and engaging an audience. Success lies in tailoring
your approach to each platform’s strengths while
maintaining a cohesive brand message across all channels.
The overall conclusion we can take from this is that
customization is key—make sure your ads resonate with
each platform’s unique environment. However, also keep in
mind that integrating your campaigns across platforms can
enhance your reach and impact.

One final note: as the social media landscape evolves, stay informed
and adaptive. By mastering and maintaining the Brilliant Basics in this
whitepaper, you can drive meaningful engagement, conversions, and
sustained brand growth in the dynamic world of social media
advertising.
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