' Facebook Ads for Insurance
Agents How They Work




The High-Stakes Lead Channel

Meta (Facebook and Instagram) is one of the most powerful lead
generation channels for insurance agents. It is also the easiest place to
burn a marketing budget without producing a single appointment.

. The difference between making this channel print
- = ~.- _ money and giving up after thirty days comes down to
understanding the system and the compliance rules.
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The Cost Divide
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Agents running clean, optimized Agents guessing at the algorithm are

campaigns are pulling Medicare paying $25 to $50 per lead for prospects
leads in the $7 to $12 range. who never answer the phone. Same

platform. Same budget. Different outcome.
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The Structural Shift Z&

Meta has classified insurance ads under the Special Ad Category.
This strips away the granular targeting tools other industries rely on.

Audience expansion tools are
blocked. The old playbook from three
years ago no longer works.




The Rules of the Game

The fear of wasting money on
Meta is rational. But the rules of
the platform are publicly
documented.

You do not need to be a
marketing expert. You need to
understand flve mechanical
levers in the right order to build
a campaign that works.




When building a campaign, you
are essentially configuring
three core components.

These choices dictate what
the algorithm optimizes for,
who it targets, and what the

prospect actually sees.
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Lever 1: The Objective

For insurance lead generation,

the right choice 90% of the time

IS Lead Generation with built-in
Instant Forms.

Prospects never leave Facebook.
They tap once or twice, submit
their pre-filled information, and
the lead lands in your system.

Friction is nearly zero, driving
down cost per lead.




The Restrictions

e (Cannot target by age
(locked to 18+)

e (Cannot target by zip code

e Most demographic and
Interest targeting is grayed
out

Lever 2: Audience Constraints

The Allowances

Can target by state
Minimum geographic
radius of 15 miles
All genders must be
Included




The Power of First-Party Data

Because native targeting is
restricted, the real power lives in
custom data.

Upload your closed client list to
build a Custom Audience. Then,
build a Lookalike Audience to tell
Meta to find people who behave
exactly like your best clients. This
IS the most powerful targeting
move available.




Lever 3: The Creative

For insurance, the rule is education
first, sales second. Both the algorithm
and policy reviewers favor useful
offers over hard pitches.

A Medicare seminar invitation or a free
plan checkup consistently outperforms a
generic free quote or enroll today ad.
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Instant Forms: Higher Intent Mode

The default Instant Form setting
maximizes raw volume, resulting
in accidental taps from
uninterested users.

Switch the form to Higher Intent
mode. This adds a manual review
step before submission. Lead
volume drops slightly, but the
answer rate skyrockets.

MANUAL REVIEW STEP
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Qualifying Questions

‘; Add exactly 2 to 3 qualifying questions to the form to clean
the algorithmic signal and lift the phone answer rate.

* Yes-0r-no permission
for a phone call this
week

e Current Ian type




Closing the Optimization Loop

Once data is flowing, utilize CRM
Conversion Leads optimization. This CONVERSION
shifts Meta away from optimizing
for raw form submissions.

By feeding CRM conversion data
back to Meta (via Conversions API),
the algorithm learns exactly what
your real buyers look like, dropping
acquisition costs over time.

- ALGORITHMIC ||
"%~  LEARNING & |
~ COST REDUCTION
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The Retargeting Advantage

Retargeting is the most skipped move in insurance advertising, yet It
quietly produces the highest-quality leads in the entire account.

These audiences are warm. They have already shown intent, meaning
the cost to convert them is a fraction of cold prospecting.




The Three Warm Audiences

Set up three specific retargeting
audiences with small daily budgets:

e Form openers who did not submit

e \Website visitors who viewed a plan
or appointment page

 Past leads who did not enroll (ideal
for AEP/SEP seasonal nudges)




-

The Clean Campaign Architecture

Campaign 1: Cold Prospecting

e | ookalike audience built from
closed clients

* | ead Generation objective with
Higher Intent forms

 Education-first creative (plan
checkup or seminar)

e $50-$100 daily budget while the
algorithm learns




The Supporting Architecture

Campaign 2: Retargeting
Soft follow-ups for form openers,
alternative angles for web visitors,

and seasonal nudges for past leads.
Low daily budget.

Campaign 3: Engagement

Tiny, high-conversion audiences
consisting of people who watched
50% of your videos or engaged
with page posts.




Speed-to-Lead Automation

Without immediate response
protocols, your cost per

acquisition on Facebook will quietly
double as prospects immediately
comparison shop.

An'automated text must deploy. £'5
within five minutes: -

A producer call must happen
within the hour.




The Two Fatal Mistakes

1. Skipping the Special Ad Category. Insurance must

be classified under Finance. Skipping this gets
gets the ad rejected and the account suspended.

2. Judging too early. The algorithm requires roughly

fifty conversions to stabilize. The first 10 to 14 days
will look incredibly noisy.




The 14-Day Challenge

Build one campaign. Set the
objective to Lead Generation and
the category to Finance. Load
your client Lookalike audience.

Apply the RHigher Intent form
with three questions. Set a $50
daily budget. Let it run
completely untouched for 14
full days before optimizing.




