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INSTAGRAM | Single

yourbrand

Shop Now

How will this product or service benefit them? Be 
short, descriptive and clear.

A photo or video that shows off the offering 
in its best light.

Does this feel organic to 
their feed YET enough 
for them to stop and pay 
attention? 

- Can they see the best 
attributes of your 
offering? 

- Does it feel naturally 
integrated to their 
feed? 

- Does it read more 
graphic than lifestyled? 

- Would you click to view 
more if you saw this ad 
in your feed?

Ensure your logo and 
brand name is as close 
to your brand name as 
possible. 

If your brand is Logan’s 
Goods and your handle 
reads 
@logansmithproducts, 
this could confuse your 
consumer. If you can’t 
secure your brand name 
ie. @logansgoods, get as 
close as possible.  

_ (underscore) integrated 
is a useful tool when 
crafting @logans_goods.  

TIP: Use a hashtag for 
your brand every time 
you post so even if a 
consumer types in 
@logansgoods, your 
hashtag #logansgoods, 
will still show up.
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INSTAGRAM | Single

Select a CTA that fits the 
bill.  

Do you want your 
consumer to shop? Do 
you want them to sign 
up? Be clear about the 
objective you’re putting 
before them so they have 
a stronger likelihood of 
going to the designated 
destination.  

TIP: If the copy is a 
description of a specific 
product, ensure the link 
drives to that product. A 
confused consumer is 
just window shopper.

yourbrand

Shop Now

How will this product or service benefit them? Be 
short, descriptive and clear.

A photo or video that shows off the offering 
in its best light

The copy you put under your ad should be quick to read and alluring 
enough to want more.  

Using the idea that you’re solving a problem for your consumer is a great 
way to grab their attention, even if the problem is never stated. 

EXAMPLE: Your brand focuses on workout wear that creates the illusion 
of a butt lift. Your copy could read, “Your best butt is just a click away.” Use 
your brand voice to help you navigate tone and approach.
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INSTAGRAM | Carousel

yourbrand

Shop Now

Each caption should be reflective of the visual being 
shown above when using Carousel.

Each visual in the carousel should be shared like a 
story; cohesive with a beginning and end

If you’re focused on 
different products or 
offerings, each CTA link 
should drive to their 
specific destinations. 

If you’re going to share 
multiple offerings 
(Carousel), using links 
that drive to the 
individual offerings 
removes the confusion for 
consumers and gets 
them to exactly where 
they and YOU want them 
to be.

When selecting the 
creative for your 
carousel, keep it 
thematic. 

Whether you’re focused 
on a new product drop 
for your shop or 
marketing an event 
you’re hosting, each visual 
should feel like collection.  

Examples collections 
could be: 

Clothing Drop: Full 
Outfit Looks 
Event: Consumer 
Testimonials with 
their photos or 
videos 

TIP: If you’re posting 
video with audio, use 
clothes captions. 93% of 
Instagram + Facebook 
users watch without 
sound
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INSTAGRAM | Stories

Story Ads incorporate 
seamlessly into your 
consumer’s view. Plus, 
they are the least 
inexpensive in terms of 
conversion click-
through. 

When you’re creating the 
ad, use the specs: 1080px 
by 1920px.  

TIP: Run your Story ads 
separately in your Ad Sets 
so you can ensure your 
creative is crafted 
specifically for Story 
specs. 

Shop Now

Stories with video perform at a higher rate than 
static photo. This is because it’s organically what is 

in your consumer’s view.

yourbrand

If you’re going to use 
video, don’t forget to 
closed caption it. 

Not only does closed 
captioning help your 
consumer be able to 
watch without sound but 
it gives them an idea of 
what’s being shown or 
provides more details 
without them having to 
do too much. 

Always double check 
that your CTA Is correct. 
Don’t have SIGN UP if 
you really want them to 
SHOP.
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Unlike Facebook, you have a bit longer lead time to 
grab your consumer’s attention. Tell a story and 
connect. They’ll definitely want more ✨💥  

FACEBOOK | Single

yourbrand

A photo or video that shows off the offering 
in its best light. 

Shop Now
YOURWEBSITE.COM

A STRIKING TITLE THAT 
DRAWS THEM IN

Using the idea that 
you’re solving a problem 
for your consumer is a 
great way to grab their 
attention, even if the 
problem isn’t stated. 

EXAMPLE: Your brand 
focuses on hosting a 
mastermind for meal 
prep amateurs. Your copy 
could read, “Sunday 
nights no longer need to 
feel stressful. OURBRAND 
is hosting a mastermind 
to meal prep your week 
without stress. Let us help 
you by removing one 
thing from your to-do list. 
We’ve got you.” Use your 
brand voice to help you 
navigate tone and 
approach.

If you can, using video 
has a stronger 
conversion opportunity 
than static image. 

 Whether you’re a 
product or service, using 
content that moves, 
draws the consumer in to 
grab people’s attention. 
The Facebook feed is 
filled with articles and 
baby announcements. 
Get your ad seen with a 
beautiful, eye-catching 
video. 

TIP: If you can only use 
photo, use an app like 
Swish to craft a video 
using photos in a 
compelling and beautiful 
way

http://YOURWEBSITE.COM
http://YOURWEBSITE.COM
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Unlike Facebook, you have a bit longer lead time to 
grab your consumer’s attention. Tell a story and 
connect. They’ll definitely want more ✨💥  

FACEBOOK | Single

yourbrand

A photo or video that shows off the offering 
in its best light. 

Shop Now
YOURWEBSITE.COM

A STRIKING TITLE TO 
DRAW THEM IN

You have 40 characters 
to craft a title that 
strikes your audience. 
We recommend 4-6 
words max.  

Using less words provides 
clear action steps for your 
consumer to click 
through. Whether you’re 
promoting a deal or 
announcing a new 
offering, keep it short and 
simple.  
 
EXAMPLE:  
A SPECIAL GIFT FOR YOU 

NOT YOUR DAD’S RAZOR 

SHOP MORE FOR LESS

Like Instagram, you’ll 
want to select a CTA that 
fits the bill.  

Be clear about the 
objective you’re putting 
before them so they have 
a stronger likelihood of 
going to the designated 
destination. 

TIP: If the copy is a 
description of a specific 
product, ensure the link 
drives to that product. A 
confused consumer is 
just window shopper.

http://YOURWEBSITE.COM
http://YOURWEBSITE.COM
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When using the Carousel option in your Advertising, 
keep your caption shorter to draw attention to the 
content you’ve placed in your carousel. If you’re more 
story focused, use the single.  ✨💥  

FACEBOOK | Carousel

yourbrand

A photo or video that shows 
off the offering 
in its best light. 

This is the 
continuation  

of the carousel.

Shop NowA STRONG TITLE TO 
DRAW THEM IN

A brief description of visual

A STRONG TITLE TO 
DRAW THEM IN

A brief description o

Facebook’s copy “rule” 
is, simply put, less is 
more. 

From the brief 
description under your 
visual to the title, each 
placement should be 
short and concise. Think 
of these descriptors like 
your elevator pitch. The 
more concise, the better 
off converting them from 
fan to consumer.
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Long story short — 

Social advertising should feel organic to your 
audience’s feed. Think about who is on the 
receiving end of your content. Do they follow 
brands that are more sales pitch, than 
storytellers? Probably not.  

The more natural you can get with your 
advertising, the more likely a relationship is built 
with potential consumers and eventually, 
conversion.
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About Track University 
— 

Track University is a foundation for education and 
entrepreneurship to thrive. From our incubator 

program, Track, to our Ads Course, The Ad Profit 
Formula, #TRACKUNI is focused on giving small 

biz owners, founders + content creators a place to 
learn, grow and connect.  

Check it out: courses.jigplussaw.com  
Let’s hear from ya: hello@jigplussaw.com 

http://courses.jigplussaw.com
mailto:hello@jigplussaw.com
http://courses.jigplussaw.com
mailto:hello@jigplussaw.com

