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Overview of where your ads can appear
Why you should use the ads tool rather the Boost post button
How to get to the ads tool (And why you might find it tricky to find)
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By Demographics and behaviours
* By Interests — what people have shown an interest in on Facebook
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When you run an Ad on Facebook, it also goes out on Instagram

When you use the Facebook Ads tool on
Facebook.com, your ad will go out on
Facebook AND on Instagram

In this course we will be looking at how to
do this.

View Facebook and Instagram as 2
places where your ad appears




Example Facebook Ad In Newsfeed

¢ CreateStudio
Sponsored +

Pro Video Making was Hard... Wa=gixed It!
https://createstudio.com/ fetimeagl/
g Create UNLIMITED Videos

& Lifetime Software Deal (ONE-TIME Payment ONLY)
{4 ... See more
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LI |
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CREATESTUDIO.COM

- Get off
Y Lifetime Software Deal Just $67! (Usually $199/year) e

OO0 3.1k 488 Comments 441 Shares

oY Like (J Comment #> Share @'

This post appeared in my Newsfeed but | have not
liked their page. It appeared because they are
running an Ad campaign — specifically, a promoted

It looks like a pos | can tell it's an Ad because
. It says sponsored in light grey at the top




Example ads on Instagram

1436 0 € © -« o5 61%m

Instagram - v
@ bookingcom
Sponsored
v & 3

Book Now >

Qv W

bookingcom Timber Ridge Lodge and Waterpark

With free cancellation, you can stay flexible. Book the
perfect stay with peace of mind.

A Q ® O ©
m O X<

Ads also appear in the Inst
in Instagram Stories

am feed and

Learn More



Ads also appear in Messenger

1450 0 ¢ O - o % 59%=

@? Chats

@ In your messenger inbox you will

@ J see an ad in-between chats

ey = When you tap view details you

145006 © - e 59%m

&

JGR

JGR CORK

At JGR CAPS we have the entire production
chain of wooden bartops.

From wood production, drilling and diameter
___a’ding, painting and finis... See more

JGR  Talk directly with us - - :
View more /see more |nf0rmat|OL
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%N
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Chats

Wood Ci
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Talk directly with us Talk directl
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Ads also appear in 3" party websites and apps

Facebook also has a network of
websites and app that ads appear
on

e

naEvemoo

From gangster to bresker to See the werld in 8 day ot FUTS o0
peacemaker, the remarkable e of Big CulturalFest
Lazy




A full list of placements — where your ad can appear

Placements

® Instagram in-stream video is no longer available as an ad placement. You can
run video ads on Instagram using the Instagram Reels placement instead.

b  Feeds o

When running an ad you can decide
which of these placements you want to
keep or remove

»  Stories and Reels —_

> In-stream W
»  Overlay and post-loop ads on Reels vy

. onle with sticker banner Jaspers Markat is now open dowrtown

aC [..._L,p e with sticker, banner o =
¢ .

» | Search o A ®

__ Feeds
b | Messages We recommend square (1:1) images

. and vertical (4:5) videos.
people

¥ In-article o

Engage people

»  Apps and sites vy



What We Will Cover

Why you should use the ads tool rather the Boost post button
How to get to the ads tool (And why you might find it tricky to find)
Which campaign objective should you choose?
How to in-between target your ads
* Around your town, county, country or multiple countries
+ By Demographics and behaviours
* By Interests — what people have shown an interest in on Facebook
* Who has engaged with you on Instagram and Facebook
6. How to turn a post into an ad — step by step
7. How to monitor your ads
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1. The Boost Post Button — on a Facebook Post

. The Marketing Crowd
LS by Eva 30 @

ALL UPCOMING "LIVE" Marketng When you send out a post from your page

DIGITAL MARKETING on Facebook there will be a Boost post

COURSES FOR THE NEXT 12 button that allows you to turn the post into
ONTHS an ad

However, not all the targeting options are
available and some of the settings result
in wastage

PLUS YOU CAN
WATCH REPLAYS
IF YOU MISS ANY

o Barry O'Halioran ;
The Manor Fields - Adare Recreation & Community Complex
"

ply Mide



1. The Boost Post Button — on an Instagram Post

15020 & © - Q< 57%a

& Posts

@ themarketingcrowd.ie

When you send out a post from your
Instagram account (Business or Creator
ALL UPCOMING "LIVE" Mg account) you will see a Boost post button

DIGITAL MARKETING

COURSES FOR THE NEXT 12

The targeting options here are VERY
limited. You can only target by geography,
age, gender and interest

PLUS YOU CAN
WATCH REPLAYS
IF YOU MISS ANY

View insights Boost post

Qv W



2. The Ads Tool in Ads Manager

emarketingcrowd

®

#° Edit Learn more

‘ Comment as The Marketing Crowd =]

e Orla Mcgovern
. Thass I
Free Meta Business Tools % Mk caens
Like Reply Hide 11
®. Post templates N View 1 more comment
7 o o
49 Quickly create visually pleasing posts with free, pre- o Bisi & Lifeevent
made creative assets. & .o
° The Marketing Crowd
&a Add appointment bookings b Published by Evan Manga ne30-Q @ Groups =™ page
Drsplay yougseraces and availabiily <o et pedple £an The 10th tool I'm recommending for your Digital Marketing. If you are making v Connsct
book an appointment. and want to shoot clips when you are moving around | highly recommend this G =%
- Ad
‘.= Host paid online events >
Create online events that people can pay to access. e
Group
° Add chat to your website >
Drive sales and provide support by adding Messenger Event
to your website. Ve

Marketplace
listing

Shop Insights

cebook a nstagram Fundraiser

Last 28 days: Sep 11 - Oct 8w

nsights yet. When your shop has more activity

w of your shop's performance here. Entertainment

c Gaming Video

Need some inspiration?

e e

If you click on the 9 dots top right (menu) there is the option to create an Ad

This is the tool that allows small and medium sized business run ads that appear on both Facebook
and Instagram but also has

1. All the targeting options

2. Allows you to avoid wastage



What We Will Cover

Which campaign objective should you choose?
How to in-between target your ads
* Around your town, county, country or multiple countries
+ By Demographics and behaviours
* By Interests — what people have shown an interest in on Facebook
* Who has engaged with you on Instagram and Facebook
6. How to turn a post into an ad — step by step
7. How to monitor your ads
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3. How to get to the ads tool (And why you might find it tricky to find)
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To access the ad creation tool within ads manager

P ® @ et ®

Menu == 1. On the top right click on the 9

1g Crowd #' Edit Learn v

— — Create dOtS ICOn

Q, Search menu

Boost a Boost an The Marketing Crowd 1
post Instagram @Pu;\sh::rb?:"agr !,r‘::;ani Sodcial @ Post 2. Then CIle On Create Ad

post

The 10th tool I'm recommending

and want to shoot cips whenyo  “a LverS R story 3 It then takeS yOU tO the AdS

Organize or find events and other things to do
online and nearby

Friends !_ Life event too I

| you may know.

ds age/campaigns?act=380601755312923&nav_entry_point=comet_create_menu
d ads that a .

Page

hare your interests. = &
Create new campaign New ad set or ad Ad
ess Too bple and Pages you
Hr Now you can choose from 6 simplified objectives
25 We made an update to the campaign objectives to make it easier to find one Sg#SToup
Jisually ple that aligns with your business goals. Here's what you can expect:
1ssets. « All the same functionality and features asrhefnre Event
« No change to existing campaigns at this time
“?"' bog We'll help you find a new objective that matches your old one. ron ggPiriends, & Marketplace
rvices and listing
Find your objective H
e However, if you have never
, , y
A businesses on Fundraiser
line even Buying type [~ ] d d b f h_ . h
vents that ruction created an ad before this might not
our web. .
- work for you. It might take you to
Choose a campaign objective

their new “very basic” ads area.

wd  Awareness
Traffic

If so, see next slide

Engagement

App promotion

Learn more Cancel



Alternative way to access the ads tool

[ )
1g Crowd
— —
Boost a Boost an
post Instagram
post
ds
d ads that adjust over time to help you get
ess Tools
25
risually pleasing posts with free, pre-
1ssets.

nent bookings
rvices and availability so that people can
itment.

line events
vents that pennla Fan nawv tn arcecs

@ Getting Started @ Live Football On TV | F.

our webs

provide su € ﬁ

Promote
The Marketing Crowd
@ Publi

W Automated ads

@ Choose a goal

Q Boost existing content

&

# Edit Learn m

The Marketing Crowd

Published by Evan Mangan €
The 10th tool I'm recommending
and want to shoot clips when yo

Choose a goal

Get more messages

Menu

1, Search menu

Social

==
*

©

L)

1]

Boost a post

Events
Organize or find events and other things to do

online and nearby.

Friends
search for friends or people you may know.

Groups

Connect with people who share your interests.
News Feed

See relevant posts from people and Pages you

Favorites
View posts by Favorites

Most Recent

See the most recent posts from your friends,
groups, Pages and more.

Pages

Discover and connect with businesses on
Facebook.

=}

Boost an Instagram
post

3

Get more leads

1. On the top right click on the 9

Create dots icon

@ ros 2. Then click on Create Ad

W sy 3. It might take you to this basic
& Lifeevent

Get more bookings

Build your busin Get more website
visitors
© 2-]

Promote your Page

ads area. If it soes, click on

the link in the bottom left to go

” to the advanced tool “Ads

manager”

4. Then in Ads manager click the
green Create button.

Group

Event

Marketplace
listing

Fundraiser

’ - C

@ facebook.cor, adsmanager/manage/

Campaigns  Evan Magg#fi- The marketing Crowd (.. = A ditem:
a

Q. Search gnggffer

n Campaigns

@ e

& A/B Test 5]

Off / On Campaign Deliv

. New Awareness Campaign



They will ask you what is your main objective

age/campaigns?act=380601755312923&nav_entry_point=comet_create_menu

Create new campaign New ad set or ad

+#r Now you can choose from 6 simplified objectives

We made an update to the campaign objectives to make it easier to find one
that aligns with your business goals. Here's what you can expect:

« All the same functionality and features as before

= No change to existing campaigns at this time

We'll help you find a new objective that matches your old one.

Find your objective

Buying type

Auction

Choose a campaign objective

-d Awareness

Traffic

Engagement

Leads

App promotion

Sales

Learn more Cancel

You start an Ad campaign by deciding what
your objective is

Select an objective to see the available
conversion location and event options for
each:

Awareness: Show your ads to people who
are most likely to remember them.

Traffic: Send people to a destination, like
your website, app or Facebook event.
Engagement: Get more messages, video
views, post engagement, Page likes or event
responses.

Leads: Collect leads for your business or
brand.

App Promotion: Find new people to install
your app and continue using it.

Sales: Find people likely to purchase your
product or service.



You can control how much you spend on your ads

Budget & schedule

Budget @
Daily Budget v €20.00 EUR

You'll spend up to £25.00 on some days, and less on others. You'll spend an average of €20.00 per day
and no more than €140.00 per calendar week. Learn more

Schedule @

Start date

Oct 9, 2022 O 7158w

End - Optional

Set an end date

You can specify either a daily budget or a
total lifetime budget you want to spend.

If you select to use a total lifetime

budget, Facebook could spend most of it in
the first few days. If you choose daily budget
it will spend up to that amount each day

You can also set a start and end date




You can target people in lots of powerful ways

Custom audiences Create new =
Q) Search esisting audiences
Exclude
You can target by:
Locations
People living in or recently in this location - o Country and area within a Country.
reland * Whether some lives in the area or is visiting (Tourist)
@ tretanc + Age and gender.
g g
@ Include » O Search locations Browse ° Precise interests
Age * Broad Category of interests
3 -  B5: 0w
* Whether people are connected to your page
Gender .
All genders * Interested in
Detailed targeting . .
nclude people wha match €@ » Relationship status
Q  add demographics, interests or behaviors Suggestions Browse e |la nguages
Exclude .
* Education
Advantage Detailed Targeting 4
Reach people beyond your detailed targeting selections when it's likely to
improve performance. * Workplace

Languages

All languages

Show more options =

Save this audience



There are also advanced targeting techniques

You can target by:

* Whether someone visited your website recently

* Whether they engaged with your profiles, posts or ads on
Facebook or Instagram

* Whether they are very similar to the people who already
like your page, or have visited your website.

We will look at these in more detail later in the course



You can choose where your ads will appear

Placements

® Instagram in-stream video is no longer available as an ad placement. You can
run video ads on Instagram using the Instagram Reels placement instead.

b  Feeds o Y - :
You can choose to have your ad appear
b Stories and Reels —
* In the desktop newsfeed (PCs and laptops)
¥ | In-stream v * In the mobile newsfeed (Facebook mobile app)
* On the right hand side of the newsfeed
»  Overlay and post-loop ads on Reels vy - .
e oo e b bl * In Facebook partner mobile apps (A network of 3™
o ads s th ' party apps)
T oseen v S * On Instagram
Feeds
b | Messages Ne recommend square (1:1) images
pdates to people who uerteal s ees You can also switch any of these off i.e. You
b | In-article v might want to have your ad appear in the
Engage reople
o Newsfeeds but not on the right hand side of
" Apsandsites > the newsfeed or in partner mobile apps




You can choose a post to send out as an ad or design one from scratch

Identity
Fcataok Page You can choose which page or Instagram profile
@ The Marketing Crowd - you want the ad to go out from

Instagram account &

R T You can choose to use a previous FB post or
@ themarketingcrowd.ie -

Instagram post as the ad
Branded content

Upt in to Branded Content tools. If this post features & thira-party

bl'.i-l'd ? ::-d._f'_'_':_ :.-;_- MUET Tad your DUsINess pariner s Fage. Or you C0u|d Choose tO dESign |t from
scratch.
Ad setup See recommendati...
Create ad -

& Create ad
Lze existing post

Use Creative Hub mockup

Catalog #

PeErs B CAtaidd ems ey e 0= SEY 10 engage



What We Will Cover

Which campaign objective should you choose?
How to choose target your ads
* Around your town, county, country or multiple countries
+ By Demographics and behaviours
* By Interests — what people have shown an interest in on Facebook
* Who has engaged with you on Instagram and Facebook
6. How to turn a post into an ad — step by step
7. How to monitor your ads




Which campaign objective will you choose?

age/campaigns?act=380601755312923&nav_entry_point=comet_create_menu

Create new campaign New ad set or ad

+#r Now you can choose from 6 simplified objectives

We made an update to the campaign objectives to make it easier to find one
that aligns with your business goals. Here's what you can expect:

« All the same functionality and features as before

= No change to existing campaigns at this time

We'll help you find a new objective that matches your old one.

Find your objective

Buying type

Auction

Choose a campaign objective

-d Awareness

Traffic

Engagement

Leads

App promotion

Sales

Learn more Cancel

You start an Ad campaign by deciding what
your objective is

Select an objective to see the available
conversion location and event options for
each:

Awareness: Show your ads to people who
are most likely to remember them.

Traffic: Send people to a destination, like
your website, app or Facebook event.
Engagement: Get more messages, video
views, post engagement, Page likes or event
responses.

Leads: Collect leads for your business or
brand.

App Promotion: Find new people to install
your app and continue using it.

Sales: Find people likely to purchase your
product or service.



What We Will Cover

How to target your ads
* Around your town, county, country or multiple countries
+ By Demographics and behaviours
* By Interests — what people have shown an interest in on Facebook
* Who has engaged with you on Instagram and Facebook
6. How to turn a post into an ad — step by step
7. How to monitor your ads




How to target Geographically

Locations

\ People living in or recently in this location v

Ireland

° Ennis, County Clare City ~ +25mi w

@ Include v Q Search locations Browse
Your audience location has been changed from Ireland to EnnisCity. Undo X
change

. ~
IREL
9 \ -~
C)
Li
@ Drop pin

You can ..

Choose a region e.g. Worldwide or Europe
Choose a country or Multiple countries
Choose a county or a multiple county

Choose a town within a country or multiple
towns

Choose a radius distance from a town
Choose people who live in the location or who
are visiting the location

This is mainly based on someone’s phone GPS

Ensure you change the drop down from Living or
Recently here to “Living Here” or “Visiting Here”

“Recently here” includes a lot of wastage.



How to target by Age and Gender

You can ..
» Target people by age range — from 13 to 65+
Age » Target people by gender
18 v 65+ v
This information is provided by everyone when

Gender joining Facebook.
@ All Men Women



How to target by Demographics

Detailed targeting
Include people who match €@

) \ » Target people by relationship status (single,

‘.. Q, Add demographics, interests or behaviors Suggestions Browse ‘ engaged, married)
=i Demographics ° » Target people by education (schools / colleges)
. » Target people by Job title
Advantage Detailed Ta Education I b If . d h
Reach people — » Target people by life events (married 3 months,
performance. 6 months)
Hfe events + Target people who are parents or have kids of
Parents a certain age

Relationship

Work

* You really want to have more than 1-2K people
in your target audience in order for it to e cost
effective and to see results.

Key Point: « If your geographic targeting is narrow eg.living

Demographics are based on what within 15 miles of Ennis, you are highly unlikely

: : to have over 1,000 people in your audience.
fhee?flaergflﬁgln the About section of « If you find a good targeting option, consider

increasing your geographic targeting to get
more people.



How to target by people’s Behaviour

Detailed targeting
Include people who match €@

" Q, Add demographics, interests or behaviors Suggestions Browse
, Behaviours are what Facebook has
Exclude Demographics QO
observed about us.
Advantage Detailed T~ Interests o
Reach peopli Behaviors o
performance You can target someone based on ..
! Anniversary
Behaviours
Consumer Classification + Travel habit — frequent international
. - travellers
Digital Activities
» Whether they are an ex pat
Digital activities « Whether they manage a Facebook page
; Expats » Whether they are an early adopter of
technology

Mobile Device User



How to target by people’s Interests

Detailed targeting
Include people who match @

Q = Suggestions Bjowse Interest targeting is one of the most powerful
elements of Facebook Advertising because you
can target people based on what they have
shown an interest in on Facebook and outside of
Facebook. E.g. The pages they have liked or the
ads they have clicked on or sites they have
visited.

Exclude

Detailed targeting
Include people who match @

Interests > Fitness and wellness (fitness)

Yoga (fitness)

Step 1: Search by topic

Q, Add demographics, interests or behaviors Suggestions Browse

Health & wellness (personal care) For example, if you are a yoga business, search
Physical fitness (fness) for Yoga and choose Yoga - interests or

Physical exercise (ftness) likely to improve something else from the dropdown.

Hatha yoga (fitness)

Well-being (psychology) Then click on Suggestions and it will show you
Quality of lfe (psychology) what other topics the people who like Yoga have
Iyengar Yoga (ftness) shown an interest in. This should give you more
Personal care (oiletries) targeting ideas

valanmant (narcanal idantital

Darcanal da o
Save this audience



How to target by people’s Interests

Detailed targeting
Include people who match @

Interests > Additional interests

Brown Thomas (retailer)

Q, Add demographics, interests or behaviors

Exclude Narrow Audience

Detailed targeting
Include people who match @

Interests > Additional interests

Brown Thomas (retailer)

Suggestions Browse

Q, Add demographics, interests or behaviors

Suggesti

Harvey Nichols (retailer)
Selfridges (retailer)
Harrods (retailer)

House of Fraser (retailer)
Marks & Spencer (retailer)
AS0S.com (apparel)
Debenhams (retailer)

Online shopping (retail)

Niinnac Ctaras featailan
Save this audience

i likel

Step 2: Search for people who have liked a big page

You can also target people who have shown an interest
in (liked the page or clicked on ads) a big brand,
famous people, magazines and events that your target
audience would be interested in.

For example. | want to target people who have an
interest in High end ladies fashion so | can search for
Brown Thomas. It comes up as an option so select it.
Now click suggestions and you are shown all the other
big pages these people have also liked

Note — unfortunately not all pages will appear so you
might not be able to target some of your competitors
followers.



Also, think like a sniper rather than a machine gun

Try not to target EVERYONE in the same ad.

Ask yourself are there distinct audiences that | should
tailor the image and text to in order for it to resonate with
them?

E.g. As a sports physio, don't target people interested in
running swimming and cycling with the one ads. Create 3
ads with an image relevant to each audience and text that
speaks to them

E.g. As a gym — don't target everyone over 18 within 5
miles who is interested in fitness

Target guys 18-30 with an image of a ripped guy plus
benefits that will resonate with them, women 18-30 with
an image of a toned young woman plus relevant text,
guys over 40 with a relevant image and women over 40
with a relevant image



Advanced ways to target your social media followers / engagers

& —> (C @ facebookcom

i
0 Q, Search Facebook ﬁ II

Go to the audiences section of
@ Evan Mangan Stories AdS Manager

; Friends

Go to your Feed

Click on Ads Manager
Click on the Menu top left
Click on Audiences

@ facebook.com/adsmanager/manage/accounts?nav_so

PP

ﬁ All tools G bt N ss Suite () (-

EeShortc:uts
"""""""""""" & o 2

Ads Manager Events Audiences
Manager

.
([ 1]

H ®

E @E % Results
0

Results

0

Commerce Ad account Billing
Manager settings



Advanced Facebook page targeting

« > ™ @& facebook.com/adsmanager/au

(o} “Audience Click create audience

— Click Custom audience

@ ’ Then select Facebook page

[2d custom Audience “®Rudience ID

. . Choose a Custom Audience source X
tg‘g LOOKa| IKE‘ Aud |ence Connect with people who have already shown an interest in your business or produc
1.1 Your sources
= i
SavEd aUdlence o @ Website & Customer list
B App activity & Offline activity
- Qo0
Fllter gag Catalog

Meta Sources

> Video nslagramam¢m
= Lead form & Events

# Instant Experience Facebook page
% AR Experience B Shopping

& On-Facebook listings

@ Cancel




Advanced Facebook page targeting

Create a Facebook page Custom Audience X

W A new way to reach people who currently like or follow your Page

Now you can reach people who currently like or follow your Page by selecting Choose you r page from the d rop
that option in the Events dropdown. down

Include people who meet  Any w  Of the following criteria:

Either select Everyone who

e engaged or ¢ p
@ The Marketing Crowd v
Events
Everyone who engaged with your Page -
! .
People who currently like or follow your Page
This includes people who currently like or follow your Page on Facebo
who unlike or unfollow your Page will be removed from this audi
. . ./
Everyone who engaged with your Page
‘ @  Includes peaople who have visited your Page or taken an action on a post or ad,
such as reactions, shares, comments, link clicks or carousel swipes
Anyone who visited your Page
This includes anyone who visited your Page, regardless of the actions they took
Au h
People who engaged with any post or ad
( Includes people who have taken an action on a post or ad, such as reactions,

shares, comments, link clicks or carousel swipes

People who clicked any call-to-action button -
Includes people who clicked on a call-to-action button on vour Paae. such as



Advanced Facebook page targeting

Create a Facebook page Custom Audience X

Choose the number of days up to

Page a max of 365

@ The Marketing Crowd

Events

Include more people - You can
also add those who

engaged with another page you
manage

Everyone who engaged with your Page

Retention @

365

@ Include more people @ Exclude people

Write a name you will recognise

Audience Name

Click create audience

Engaged with TMC FB page 365 days|

Description - Optional



Advanced Instagram account targeting

« > @& facebook.com/adsmanager/au

i} Audience Click create audience
— Click Custom audience
@ Then select Instagram account
& custom Audience ®udience ID The follow the exact same process
@ as the Facebook audience

22 Lookalike Audience

™ ™ Choose a Custom Audience source

‘-‘ D Saved audience o Connect with peaple who have already shown an interest in your business or produc

Your sources

@ Website & Customer list
Filt
tter O App activity B2 Offline activity
§8# Catalog
Meta S
> Video @ Instagram account
Lead form & Events
# Instant Experience [E Facebook page
% AR Experience & Shopping

f@ On-Facebook listings

@ Cancel




What We Will Cover

A

6. How to turn a post into an ad — step by step
7. How to monitor your ads




To access the ad creation tool within ads manager

P ® @ et ®

Menu == 1. On the top right click on the 9

1g Crowd #' Edit Learn v

— — Create dOtS ICOn

Q, Search menu

Boost a Boost an The Marketing Crowd 1
post Instagram @Pu;\sh::rb?:"agr !,r‘::;ani Sodcial @ Post 2. Then CIle On Create Ad

post

The 10th tool I'm recommending

and want to shoot cips whenyo  “a LverS R story 3 It then takeS yOU tO the AdS

Organize or find events and other things to do
online and nearby

Friends !_ Life event too I

| you may know.

ds age/campaigns?act=380601755312923&nav_entry_point=comet_create_menu
d ads that a .

Page

hare your interests. = &
Create new campaign New ad set or ad Ad
ess Too bple and Pages you
Hr Now you can choose from 6 simplified objectives
25 We made an update to the campaign objectives to make it easier to find one Sg#SToup
Jisually ple that aligns with your business goals. Here's what you can expect:
1ssets. « All the same functionality and features asrhefnre Event
« No change to existing campaigns at this time
“?"' bog We'll help you find a new objective that matches your old one. ron ggPiriends, & Marketplace
rvices and listing
Find your objective H
e However, if you have never
, , y
A businesses on Fundraiser
line even Buying type [~ ] d d b f h_ . h
vents that ruction created an ad before this might not
our web. .
- work for you. It might take you to
Choose a campaign objective

their new “very basic” ads area.

wd  Awareness
Traffic

If so, see next slide

Engagement

App promotion

Learn more Cancel



Alternative way to access the ads tool

[ )
1g Crowd
— —
Boost a Boost an
post Instagram
post
ds
d ads that adjust over time to help you get
ess Tools
25
risually pleasing posts with free, pre-
1ssets.

nent bookings
rvices and availability so that people can
itment.

line events
vents that pennla Fan nawv tn arcecs

@ Getting Started @ Live Football On TV | F.

our webs

provide su € ﬁ

Promote
The Marketing Crowd
@ Publi

W Automated ads

@ Choose a goal

Q Boost existing content

&

# Edit Learn m

The Marketing Crowd

Published by Evan Mangan €
The 10th tool I'm recommending
and want to shoot clips when yo

Choose a goal

Get more messages

Menu

1, Search menu

Social

==
*

©

L)

1]

Boost a post

Events
Organize or find events and other things to do

online and nearby.

Friends
search for friends or people you may know.

Groups

Connect with people who share your interests.
News Feed

See relevant posts from people and Pages you

Favorites
View posts by Favorites

Most Recent

See the most recent posts from your friends,
groups, Pages and more.

Pages

Discover and connect with businesses on
Facebook.

=}

Boost an Instagram
post

3

Get more leads

1. On the top right click on the 9

Create dots icon

@ ros 2. Then click on Create Ad

W sy 3. It might take you to this basic
& Lifeevent

Get more bookings

Build your busin Get more website
visitors
© 2-]

Promote your Page

ads area. If it soes, click on

the link in the bottom left to go

” to the advanced tool “Ads

manager”

4. Then in Ads manager click the
green Create button.

Group

Event

Marketplace
listing

Fundraiser

’ - C

@ facebook.cor, adsmanager/manage/

Campaigns  Evan Magg#fi- The marketing Crowd (.. = A ditem:
a

Q. Search gnggffer

n Campaigns

@ e

& A/B Test 5]

Off / On Campaign Deliv

. New Awareness Campaign



They will ask you what is your main objective

age/campaigns?act=380601755312923&nav_entry_point=comet_create_menu YOU start an Ad cam palg n by deC|d I ng Wh at
your objective is
Create new campaign New ad set or ad

+#r Now you can choose from 6 simplified objectives

We made an update to the campaign objectives to make it easier to find one
that aligns with your business goals. Here's what you can expect:

| ot o e i » Do you want to drive traffic to your
We'll help you find a new objective that matches your old one. we bSlte’?
rrdyaenese « Do you want to drive traffic to you site
Buying type PLUS measure how many sales or
e enquiries or downloads you achieved
Choase a campaign objectiva from the ad campaign?

» Do you want more people to see your FB
page post?

« Do you want to get more likes for your

Engagement page?

-d Awareness

Traffic

Leads
paign ;'.‘_L(.LIJL IS lhe Dusiness
~hieve by running
App promotion

Sales

Learn more Cancel




How to create an ad campaign

age/campaigns?act=380601755312923&nav_entry point=comet_create_menu

Create new campaign Mew ad set or ad

“ Now you can choose from 6 simplified objectives

We made an update to the campaign objectives to make it easier to find one
that aligns with your business goals. Here's what you can expect:

= All the same functionality and features as before

» No change to existing campaigns at this time

We'll help you find a new objective that matches your old one.

Find your objective

Buying type

Auction

Choose a campaign objective

=d  Awareness

Traffic

Engagement

App promotion

Learn more Cancel

Then choose either “traffic” or
‘engagement”

If you are driving people off of your website
choose traffic.

If you are not driving people off of Facebook
choose engagement

Click on “continue



How to create an ad campaign

Campaign name

October 20% offer g Create template Important —_ lee your Campaign a name
you will recognise. Type in a name

Special Ad Categories
Declare if your ads are related to credit, employment or housing, or about social issues,
elections or politics. Requirements differ by country. Learn more

Categories
v You can skip these options

&

Campaign details CIle On NeXt

Buying type
Auction

Campaign objective @
Traffic -

Close v Alledits saved m



How to create an ad campaign

- . Thank you for joini... - Thank you for your...
D [ October 20% offer 28 New Traffic Ad Set 51 Ad

£ Edit @ Review

Ad set name + performance ™ [N the level 2 course we cover how to
e p ente template | EVONIg changes wih structure your campaign with multiple
eriectyourpertorman adsets. You can type in the name of who
, Ad sets thatinclude the you are targeting here. If you are not
Conversion . ) i
- targeting multiple adsets you can leave this

Conversion location Audience definitior
Choose where you want to drive traffic. You'll enter more details about the destination
later. Your audience selection is

Website - g 0
s Send lr'iafﬁcto your website. Specific / Where dO yOU Want tO drlve traﬁlc tO?

App

Send traffic to your app. Estimated audience size

. Your website?
Se::slzr;f?ce{o Messenger. *N' 523:::22‘1?;?5‘:22 Your App?
WhatsApp To Messenger so people can message

Send traffic to WhatsApp. Estimated daily res 2

To WhatsApp?



How to create an ad campaign

Optimization & delivery

Optimization for ad delivery <7

Link clicks w

Landing Page Views

We'll deliver your ads to people who are more likely to click

on your ad's link and load the website or Instant Experience.

Link clicks iost link clicks using the
We'll deliver your ads to the people most likely to click o per result around a certain

them.

“

Daily unique reach

We'll deliver your ads to people up to once a day.

Impressions
We'll deliver your ads to people as many times as possible.

Budget & schedule

There will be a built in optimisation in your
campaign. This means Facebook will try to
put your ads firstly in front of the people in
Your target audiences that are likely to
Perform an action

Landing page views — based on previous
Actions, Facebook believes the person will
Not only click but is likely to also wait
Around for the Page to load

Link Clicks — people who are likely to click
Daily unique reach — your ad will appear in
front of people only once a day

Impressions — it could appear in front of
people many times



How to create an ad campaign

_.Step 1: Decide how
much you will spend
< per day and for how
long you will run the
campaign for

Budget & schedule

Budget ©@
Daily Budget v  £€20.00 EUR
You'll spend up to €25.00 on some days, and less on others. You'll spend an average of €20.00 per day

and no more than €140.00 per calendar week. Learn more

Schedule @

Start date

Oct 12,2022 © c25aMm

me

End - Optional

Set an end date



How to create an ad campaign

[F) New Traffic Ad

@ Audience controls @
Set criteria for where ads for this campaign can be delivered. Learn more

* Locations

Location:
e lreland

Show more options ~

@ Advantage+ audience +

Our ad technology automatically finds your audience. If you share an audience
suggestion, we'll prioritize audiences matching this profile before searching more
widely. Learn more

@ Audience suggestion (optional)

Switch to original audience options

@ Beneficiary and payer

..... SR ST U Y SIS SN

Close v All edits saved

Step 2: Choose the people you want to
target.

Optionl — Based on Advantage + targeting

Meta is rolling out the option to have their Al
do a lot of the targeting for you. You give it an
idea of what you want but you then give it the
ability to find other people who it thinks will
respond to your ad

=

Choose a location e.g. Ireland or Kerry

2. Click show more option and you can
exclude people in your custom audiences
e.g. Your web visitors or followers

3. Then click on audience suggestions. Here

you can specify an age range and some

demographics, interests / behaviours



How to create an ad campaign

[F) New Traffic Ad

@ Audience controls @

Set criteria for where ads for this campaign can be delivered. Learn more

* Locations

Location:
e lreland

Show more options ~

@ Advantage+ audience +

Our ad technology automatically finds your audience. If you share an audience
suggestion, we'll prioritize audiences matching this profile before searching more

widely. Learn more

@ Audience suggestion (optional)

Switch to original audience options

@ Beneficiary and payer

—

AU SR

Close v All edits saved

Step 2: Choose the people you want
to target.

Option 2 - If you don’t want to use
Advantage+ you can take full control
of the targeting. Just click “switch to
original audience options”



How to create an ad campaign

Audience
Define who you want to see your ads. Leam more

Create new audience Use saved audience =

Custom auciences e Step 2: Choose the people you want
CQ, Search existing audiences tO targ et.

Exclude

Locations

People living in or recently in this location v

reland

I Target your advanced custom audiences

under “custom audiences”
@ Include » O Search locations Erowse

Age

P Target by...
Gender LOC&tIOﬂ
All genders Age & gender

Detailed targeting

Ichad peope who match @ Interests / Behaviours / Demographics
Q, Add demographics, interests or behaviors Suggestions Browse
Exclude
Advantage Detailed Targeting +
Reach people beyond your detailed targeting selections when it's likely to
improve performance.

Languages

All languages



How to create an ad campaign

Step 3: Decide where
Placements Learn more You want your ad to
appear.

@® Advantage+ placements (recommended) +

Use Advantage+ placements to maximize your budget and help show your ads to more people. TO VieW your options Click on
Facebook's delivery system will allocate your ad set's budget across multiple placements based M I PI
on where they're likely to perform best. anua acements
Manu%g Conanis
ManuallPchoose the places to show your ad. The more placements you select, the more YOU can now see that yOUF ad
opportunities you'll have to reach your target audience and achieve your business goals. W|" go Out on FacebOOk,
Show more options Instagram . Messenger and
: Audience network.
Devices
All devices ' Performance may be impacted
i e e eienee Starting out perhaps leave all
v/ Facebook v/ Instagram .
=TT — FP—— 2 —the placements ticked and you

Aseet cusioniation & can then check after the
campaign has finished which

Audience definition

Placements Your audience selection is fairly broad

— =1 ||« e s placements worked well or
= o poorly. Based on this you
B iy ce iz 3000003300000 @ might switch some off in future
i ran Campaigns
i . However | untick audience

Estimated daily results

Network

Close v All edits saved Back K
Click next




How to turn a post into an ad that goes out on Facebook & Instagram

Select an existing post for your ¢ Step 4: Choose from the
Identity
select Post dropdown a post that
Facebook Page you want to turn into an
@ The Marketing Crowd v Creative missing body text: This ad
(#1815538)
Instagram Account

Choose your page
S themarketingcrow&_ - Yy pag

@ AdPreview

Decide if you want to
create an ad from scratch
or do you want to use an
existing post

Ad Setup

Use Existing Post

Create Ad

@ Use Existing Post

_ —= Click Select a post
Use Creative Hub Mockup

Learn More

Then choose a post from
& Select Post e + Create Post the list of previous posts



How to turn a post into an ad that goes out on Facebook & Instagram

2 Edit @ Review

You can preview how it
Ad setup # See what's new looks in different

. Ad preview Share «” Advanced preview Pl t
Use existing post v acemen S
Facebook
Multi-advertiser ads Feeds
Help pec = commercial
intent “'VI'J ‘ Bl ragsm “I’i ar ° The Marketing Crowd e X When you are ready to
alongside ads from multiple busi es in Instagram feed. Learn Sponsore
more If you (or a member of staff) would like to learn place order Click the gr‘een
how to increase your sales using
Digital Marketing over the next 12 .See more button
Ad creative

ALL UPCOMING "LIVE"
DIGITAL MARKETING
COURSES FOR THE NEXT 12

Select the media, text and destination for your ad. You can
also customize your media and text for each placement.
Learn more

® Your Instagram ad will render Facebook mentions as
regular text.

o 1 PLUS YOU CAN
% (f) Facebook Post ;3 WATCH REPLAYS v

By clicking "Publish,” you agree to Facebook's Terms and Advertising Guidelines.

Close v Alledits saved Back Publish




What We Will Cover

SR

7. How to monitor your ads




How your campaign results are reported

B3 Campaigns 88 Ad Sets for 1 Campaign When you create an ad,
within ads Manager you
+ Create (W Duplicate v 2 Edit v a B 9 @ ¥ @ Rules »  1-200 of 8
- ‘ can see the results

Cost per

Campaign Name © Results * Reach Result

You are told how many

people you reached and
what the cost per result
was e.g. CPC

. Upcoming DMS live courses (cc) 43 2,901 £0.78



How your campaign results are reported

\paigns 88 Ad Sets for 1 Campaign [T) Ads for 1 Campaign . .
‘ - However, Try clicking
’ (W Duplicate - # Edit v & A/BTest 5] 9 1] &8 pry Rules w View Setup @ m-e T v
Breakdown and then
Ad Set Name Delivery ™ Bid Strategy Budget Last Significant Edit getaggbmiu" L] By Time S e | e Ct [ D el ive ry”
By Delivery
l Kerry - Interested in DM Off Lowest cost €15.00 28-day click o...
Link Clicks Daily By Action
| Engaged with TMC and Instagram Off Lowest cost €10.00 28-day click o...
Link Clicks Daily By Dynamic Creative Element >
| Recent web visitors Off Lowest cost €10.00 28-day click o... 13

Link Clicks

> Results from 3 ad sets @ - 28-day click o... 42



How your campaign results are reported

ame%2Cdelivery%2Ccampaign_nam.. Q % @ 3¢ © B © & »
y Buaget LasTSIgNIMCANT EAIT .
i~ By Delivery
st cost 150 \@) None
Alimlea Dai By Action
stcost # €10.0 Age
k Clicks Dai By Dynamic Creative Eleme You can then choose to
Gender 13 get a break down of the

st cost £€10.0
— Dai Link Clicks people who clicked on
42 your add by

ink Clicks

Age and Gender

Business Locations i
Their age, gender,

Country location

Region Importantly, you can get
a breakdown by

DMA Region placement so you can
see which placements

Impression Device are work best for you
e.g. GB news feed,

Media Type Instagram stories,

Slatform Messenger etc.

Platform & Device

Placement



How your campaign results are reported

+ Create

(W Duplicate v 2 Edit v
Ad Set Name
Recent wep VISIors
Facebook Facebook Groups Feed
Facebook Facebook Stories
Facebook Feed: News Feed
Facebook Feed: News Feed
Facebook Feed: News Feed
Facebook Marketplace
> Results from 3 ad sets @

Excludes deleted ite

b=

A/B Test

Mabile App
Mobile App
Desktop

Mabile App
Mabile Web

Mobile App

[ ™

© Attribution
Setting

28-0ay CIicK O...

28-day click o...
28-day click o...
28-day click o...
28-day click o...
28-day click o...

28-day click o...

28-day click o...

Rules w

© Results

Link CliCcKs

View Setup @ m -~ T

Reach

1,U24

47

69

905

35

73

best for you e.g. GB news feed, Instagram stories, Messenger etc.

- Reports

) Cost per An
Impressions Result Sp

1,947 s

dar Link ( K

5 _

49 B

109 €0.84

1,621 €0.93

60'/ €0.22

€0.41

494 €0.70

Per Link Click

Importantly, you can get a breakdown by placement so you can see which placements are work




	Slide 1
	Slide 2: What We Will Cover
	Slide 3: When you run an Ad on Facebook, it also goes out on Instagram
	Slide 4
	Slide 5
	Slide 6: Ads also appear in Messenger
	Slide 7: Ads also appear in 3rd party websites and apps
	Slide 8: A full list of placements – where your ad can appear
	Slide 9: What We Will Cover
	Slide 10: 1. The Boost Post Button – on a Facebook Post
	Slide 11: 1. The Boost Post Button – on an Instagram Post
	Slide 12: 2. The Ads Tool in Ads Manager
	Slide 13: What We Will Cover
	Slide 14: To access the ad creation tool within ads manager
	Slide 15: Alternative way to access the ads tool
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22: What We Will Cover
	Slide 23
	Slide 24: What We Will Cover
	Slide 25: How to target Geographically
	Slide 26: How to target by Age and Gender
	Slide 27: How to target by Demographics
	Slide 28: How to target by people’s Behaviour
	Slide 29: How to target by people’s Interests
	Slide 30: How to target by people’s Interests
	Slide 31: Also, think like a sniper rather than a machine gun
	Slide 32: Advanced ways to target your social media followers / engagers
	Slide 33: Advanced Facebook page targeting
	Slide 34: Advanced Facebook page targeting
	Slide 35: Advanced Facebook page targeting
	Slide 36: Advanced Instagram account targeting
	Slide 37: What We Will Cover
	Slide 38: To access the ad creation tool within ads manager
	Slide 39: Alternative way to access the ads tool
	Slide 40
	Slide 41: How to create an ad campaign
	Slide 42: How to create an ad campaign
	Slide 43: How to create an ad campaign
	Slide 44: How to create an ad campaign
	Slide 45: How to create an ad campaign
	Slide 46: How to create an ad campaign
	Slide 47: How to create an ad campaign
	Slide 48: How to create an ad campaign
	Slide 49: How to create an ad campaign
	Slide 50: How to turn a post into an ad that goes out on Facebook & Instagram
	Slide 51: How to turn a post into an ad that goes out on Facebook & Instagram
	Slide 52: What We Will Cover
	Slide 53: How your campaign results are reported
	Slide 54: How your campaign results are reported
	Slide 55: How your campaign results are reported
	Slide 56: How your campaign results are reported

