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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... "WegiX

https atestudio.com/g

§& Create UNLIMITED Videos
=% Lifetime Software Deal (ONE-TIME Payment ONLY)
{4 ... See more

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

|
I
||
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\
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|
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CREATESTUDIO.COM

S Get off
y Lifetime Software Deal Just $67! (Usually $199/year) e
Q0 3.1« 488 Comments 441 Shares

o Like (J Comment 7> Share &-




Example ads on Instagram

1436 0 ¢ © - o5 61%m

Instagrom v Lh Ll
@ bookingcom
Sponsored
v & 53

Ads also appear in the Instggram feed and

in Instagram Stories

Book Now >

QY 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 Messenger

14500 € © - Q% 59%=

o 1450 0 & © » B . 59%a
@ Chats e / &
@3 ‘ JGR
In your messenger inbox you will JGR CORK
@' see an ad in-between chats At JGR CAPS we have the entire production
chain of wooden bartops.
JGR CORK JGR From wood production, drilling and diameter

: When yOU tap VieW details yOU ___a’ding,paintingandﬁnis...Seemore

JGR  Talk directly with us - j .
View more /ysee more |nformat|OL Wood C
00 (

Talk directly with us Talk directl
12m
‘0

Chats
Il O <

N\

[l O




Ads also appear in 3" party websites and apps

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

- - O




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.

prer

a o
P : When running an ad you can decide
which of these placements you want to

keep or remove

¥  Feeds o

b  Stories and Reels —

b In-stream vy
2 Overlay and post-loop ads on Reels vy
. Jaspor's Markst is now spen dowriown
deach people with sticker, banner
fe me b o%d
# | Search vy B ©
Feeds
b | Messages We recommend square (1:1) images
e . and vertical (4:5) videos.
dates to people who
¥ In-article o
Jage people

»  Apps and sites vy
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1. The Boost Post Button — on a Facebook Post

The Marketing Crowd
£ 0@
¥ you i) w

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

DIGITAL MARKETING on Facebook there will be a Boost post

COURSES FOR THE NEXT button that allows you to turn the post into
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

ThaMarkennngwd mmmmmm

4,196 250 -

o meett 3 Share
T aQ mTent .

0 Barry O'Halioran
The Manor Fields - Adare Recreation & Community Complex
.

hoe




1. The Boost Post Button — on an Instagram Post

15020 & © ° Q% 57%=

& 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

—.::«,.m!.i,.f\—ﬁ,—\f 19

limited. You can only target by geography,
age, gender and interest

PLUS YOU CAN
WATCH REPLAYS
IF YOU MISS ANY

View insights Boost post

© QY W




2. The Ads Tool in Ads Manager

ﬁ Q, Search Facebook

Manage Page 0}

@ The Marketing Crowd

Professional dashboard

[E] Insights

= Ad Center

@ Create ads

Boost Instagram post

{@} Settings

@ Location Pages 2

More tools ~
Manage your business across Meta apps

TN A Mmia Vlasifiad

@ «

e The Marketing Crowd

Add featured

Photos See all photos

2 NEW FEATURES
INSTAGRAM IS TESTING

HOW TO PROTECT YOUR
USING Al INSTAGRAM ACCOUNT FROM
TOOLS LIKE CHAT GPT GETTING HACKED

7 WAYS TO IMPROVE
'YOUR SEO US|

Information about Page Insights Data - Privacy - Terms -
Advertising - Ad Choices [ - Cookies - More - Meta © 2024

0

= List view
Create
L Dune o the best Al image generato -
now available in Canva. (2 Post
Written by Sabrina Ortiz, Editor .' Story
Oct. 22,2024 at 6:00 a.m. PT
an
Reel

Canva has lau
Dream Lab an

Event

s
There was previgusly a text to imageapp-in&anva H
wasn't... See mgre_ y i RACARICH IO £ 15

9 Fundraiser

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
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To access the ad creation tool within ads manager

©

[ £ e @ < 5 g ‘&‘
Manage Page (] ’ The Marketing Crowd Menu \ . .
1. On the top right click on the 9

0 The Marketing Crowd Add featured B Senrchimarne Create

G res dots icon

s %;g;?;;;'g;?ﬂf;;;‘;‘;;j,g;"e' ® s 2. Then click on Create Ad

O Tosernre || B 3. It then takes you to the Ads
e X Life event tOOI

@ Professional dashboard Photos See all photos

Insights

%< Ad Center

@ Create ads

News Feed
W See relevant posts from people and
Pages you follow.

@ Boost Instagram post

™ Ad
Cp Settings _ Feeds
WP  See the most recent posts from your G
- 9 rou
© Location Pages 2 friends, groups, Pages and more. © P
Pages
3
More tools ~ I. Discover and connect with businesses 8
A -~ A on Facebook
£  Fundraiser

Entertainment
Information about Page Insights Data - Privacy - Terms

However, if you have never
created an ad before this might
not work for you. It might take
you to their new “very basic” ads
area.

L= Awareness

IS Traffic

Q) Engagement
v

Leads
Your campaign objective is the business
goal you hope to achieve by running
& App promotion your ads. Hover over each one for more
information

If so, see next slide

]  Sales

About campaign objectives Cancel




Alternative way to access the ads tool

i ® &= EH P@

1g Crowd / Editleamn Menu
- = ‘ Create
), Search menu
Boost a Boost an The Marketing Crowd >
post Instagl;am Published by Evan Mangan € spcial (4 Post
05
p The 10th tool I'm recommending = Events
and want to shoot clips when yo Organize or find events and other things to do W sory
online and nearoy.

° Friends _‘,'_ Life event
ds @S <oarch for friends or people you may know.
d ads that adjust over time to help you get > Groups -

@ Connect with people who share your interests.

o— News Feed - Ad
ess Tools X - See relevant posts from people and Pages you

follow
Grou

s > Favorites @ P
rsually pleasing posts with free, pre- View posts by Favorites
155€ts. Event

=— Most Recent
nent bookings © g r
rvices and availability so that people can roups, Pag ] I\lAa.lketp\a(e
listing
tment. o "o
line events > i E:‘Sc;i:ecjrd connect with businesses on 9 Fundraiser

vents that pennle can nav tn arcees
@ Getting Started @ Live Football On TV | F.

our webs

provide su € ﬂ

Promote

Choose a goal

L) ]

Get more messages

.3

a The Marketing Crowd
3 Publi
b Get more website

Build your busin

# Automated ads wsltors ) Get more bookings
@ Choose a goal
q Boost existing content
1] @ 7] -

Boost a post Boost an Instagram Get more leads

post

Promote your Page

¢« > C

Campaigns

1. On the top right click on the 9
dots icon

2. Then click on Create Ad

3. It might take you to this basic

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.

& facebook.cor:,adsmanager/manage/

Evan Marygs A Aitem:

- The marketing Crowd (.. W

Off / On Campaign Deliv

. New Awareness Campaign o In




They will ask you what is your main objective

Create new campaign New ad set or ad

Buying type

Auction

Choose a campaign objective

wJ Awareness
Traffic
Engagement

Leads
Your campaign objective is the business

goal you hope to achieve by running
App promotion your ads. Hover over each one for more
information.

Sales

About campaign objectives 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 You can specify either a daily budget or a
total lifetime budget you want to spend.
Budget @
Daily budget = | €20.00 EUR
, . . . , If you select to use a total lifetime
You'll spend an average of €20.00 per day. Your maximum daily spend is €35.00 and your maximum L.
weekly spend is €140.00, Learn more budget, Facebook could spend most of it in
the first few days. If you choose daily budget
Schedule © it will spend up to that amount each day
Start date
f Nov 11, 2024 (O 03:53 AM PST

You can also set a start and end date
End date

Set an end date

Hide options &
Budget scheduling @

Increase your budget during specific time periods View ¥

Ad scheduling ©



You can target people in lots of powerful ways

r cuJin WIF DTVITYY

Custom audiences @ viEaLe new

Q, Search existing audiences You can target by.

Add exclusions « Country and area within a country.
* Locations © « Whether some lives in the area or is visiting (Tourist)
Included | ion:
e " - Age and gender.
Age © + Precise interests
18-65+ - Broad Category of interests
Gender O « Whether people are connected to your page
All genders
Advantage detailed targeting+ ¢ IntereSted in
Include people who match 0 N .

- - Relationship status
Q, Add demographics, interests or behaviors Suggestions Browse
» Languages
Languages @ « Education
All languages
« Workplace
& Run an A/B test to see the results of using Advantage+ audience

Close +/ All edits saved



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

Devices

All devices

Platforms

You can choose to have your ad appear

«/ Facebook /' Instagram

/ Audience Network ~ Messenger

Asset customization © + In the desktop newsfeed (PCs and laptops)

ments that support asset customization

 In the mobile newsfeed (Facebook mobile
Placements app)

P Feeds v

» On the right hand side of the newsfeed

set h

» In Facebook partner mobile apps (A network

b | Stories and Reels o of 3 party apps)
e A « On Instagram
b In-stream ads for videos and reels 7
Ve e You can also switch any of these off i.e. You
P |Seammb reecits v might want to have your ad appear in the
gty S T _— Newsfeeds but not on the right hand side of
P Messages B

B 8 ¢ the newsfeed or in partner mobile apps

Close | ) Verifying your edits...



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

The Marketing Crowd,

| _ You can choose which page or Instagram
% g @themarketingcrowd e % profile you want the ad to go out from
First identity
i)
You can choose to use a previous FB post or
Select second identity >
f ’ Instagram post as the ad
) Ad setup Or you could choose to design it from
scratch.
Create ad v
® Createad

Use existing post
Use Creative Hub mockup
Advantage+ catalog ads +

Automatically use media from your catalog. We'll show each
person the catalog items they're most likely to engage with.
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Which campaign objective will you choose?

Create new campaign New ad set or ad

Buying type

Auction

Choose a campaign objective

wJ Awareness
Traffic
Engagement

Leads
Your campaign objective is the business

goal you hope to achieve by running
App promotion your ads. Hover over each one for more
information.

Sales

About campaign objectives 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.
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How to target Geographically

You can ..
» Choose a region e.g. Worldwide or Europe
» Choose a country or Multiple countries
Ireland » Choose a county or a multiple county

Q@ ey » Choose a town within a country or multiple
towns
@ Include v Q[earch locations Browse « Choose a radius distance from a town

Your audience location has been changed from Ireland to Kerry. Undo change X  Choose people who live in the location or who

are visiting the location

* Locations ©

Reach people living in or recently in this location.

Tipperary

Newcastle” ~

West

Tralea

v _ This is mainly based on someone’s phone GPS

Fermoy®

Killarney”

© If you do not want to target people who have

Yougl N

Co : shown an interest in a location e.g. Searched for
O o ¥ PP things to do with a town or county untick it — it is

S more likely you want people who live there.

+/  Reach more people likely to respond to your ads@®
We'll also show ads to people interested in your selected cities and regions, in those
countries.




How to target by Age and Gender

You can ..
» Target people by age range — from 13 to 65+
» Target people by gender

Age ©

18w 65w This information is provided by everyone when
Selecting an audience under 18 will limit your targeting options to some locations and age. Learn more Join I ng Facebook,
Gender ©

@ Al Men Women




How to target by Demographics

Detailed targeting
Include people who match @

‘ Q Add demographics, interests or behaviors Suggestions Browse ‘

Exclude Demographics i ]

Advantage Detailed Ta Education
Reach people

performance.

Financial
Life events
Parents
Relationship

Work

Key Point:

Demographics are based on what
people put in the About section of
their profile

Target people by relationship status (single,
engaged, married)

Target people by education (schools / colleges)
Target people by Job title

Target people by life events (married 3 months,
6 months)

Target people who are parents or have kids of
a certain age

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.

If your geographic targeting is narrow eg. living
within 15 miles of Ennis, you are highly unlikely
to have over 1,000 people in your audience.

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 O
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

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. Eg. The pages they have liked or the

Yoga ads they have clicked on or sites they have
' visited.
Yog

Step 1: Search by topic

Add lacationg in hulk
Relevance Size

Yoga

Yoga

For example, if you are a yoga business, search
for Yoga and choose Yoga - interests or
something else from the dropdown.

Yoga

Q yood Suggestions Brofise Then click on Suggestions and it will show you

what other topics the people who like Yoga have
shown an interest in. This should give you more
targeting ideas

Lanquages ©



How to target by people’s Interests

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

Advantage detailed targeting® You can also target people who have shown an interest
Includs people who match @ in (liked the page or clicked on ads) a big brand,
Q BROWN THOMAS] suggestions Browse  famous people, magazines and events that your target

audience would be interested in.
Languages ©

All lanmnanea

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.



When adding multiple interests, understand the difference between

AND and OR

Advantage detailed targeting+
Include people who match (i ]

Demographics > Work > Employers

Running

Interests > Additional interests

Road cycling (cycling)
Interests > Sports and outdoors > Sports (sports)

Swimming (water sport)

Q, Add demographics, interests or behaviors

Close | (O Verifying your edits...

Suggestions Browse

There are times when you want to add multiple
interests and you want it to be OR

But other times you want AND.

| want to target people who have an interest in Running
AND cycling AND swimming .

Not running, or cycling or swimming

When you add multiple interests it is OR




When adding multiple interests, understand the difference between

AND and OR

Advantage detailed targeting+
Include people who match i ]

Demographics = Work = Employers

Running

Fdd demggraphics, interests or behaviors

Define further

Advantage detailed targeting+
Include people who match Li ]

Demographics = Work = Employers

Running

Q, Add demographics, interests or behaviors
and must also match

Interests > Additional interests

Q, dd demographicy, interests or behaviors

Define further

Suggestions Browse

Suggestions Browse

Suggestions Browse

X

To make it AND, you need to

Add one interest and then click Define
further

Then add another interest

Then click define further.




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?

Eg. 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

Eg. 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



If you are new to Facebook Ads - this amount of targeting is plenty!

If you have never run a Facebook ad campaign
before, all the targeting we have just covered is
plenty for you to focus on and practice.

However, if you have previously run ad
campaigns it's important to know what you can
now do to take your campaigns up a level
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How to take your campaigns to the next level

Autumn Boutique Campaign

You should not view it as one ad
campaign but actually a multi
+ WARM COLD #J;E i /

campaign where you

Q==

1. Focus first on your warm
audiences (Those who
have interacted with your
brand) and prioritise your
ad spend on those.

O 0 2. Then work towards colder

T E—= audiences (those who have

Y

Followers Web visitors Lookalike Audiences * Women aged 30- 55 = Women aged 30- 55 not heard of you /

= Followers = Likes Brown Thomas = Likes Boutiques

= Web visitors interacted with you)




How to take your campaigns to the next level

Summer Fitness Classes

T WARM l

COLD #& 3. Then monitor the Cost Per
Click of each target group
to see which ones are
worth targeting again and
which ones have a very
high cost per click

Q==

©) OO

PR = ——— - ¢ — .

Followers Web visitors Lookalike Audiences = Women aged 30- 55 = Women aged 30- 55 CPC Of 1OC tO 40 CIS exce”ent
= Followers B SRR TSRS - ; .

fitness CPC of €2 — €3 euro is getting

CPC = €0.35 €0.40 €0.85 €1.10 €2.30 very expensive



Advanced ways to target your social media followers / engagers

Earlier we looked at how to target
your Facebook page followers.

But some of those might not be
that interested. How can you
target those who have recently
shown an interest?

How can you target non followers
who have engaged with your posts
or ads?

How can you target people who
have engaged with you On
Instagram?



Advanced ways to target your social media followers / engagers

0 Q, Search Facebook ﬂ

f Evan Mangan Pros Go to the audiences section of
| t - Ads Manager
; Friends
E‘ Lin
O Memories 1. Goto your Feed
- 2. Click on Ads Manager
Saved
@ Groups
3 Video

ﬂ Marketplace

Create story

c. Cou
Now

.||| Ads Manager




Advanced ways to target your social media followers / engagers

Go to the audiences section of
Ads Manager

00 Meta
All tools
Ads Manager
Shortcuts
H E an I an -]: n
e Account Overview
. Ads Manager Billing &
@ Campaigns payments
U‘?ﬁ Ads Reporting
- Manage
&% Audiences ® Business S

T Advertising settings Ming & payments

= Billing & paym © Brand safety and suitability

All tools 0 Business Apps

© store Locations

1. Hover over the menu top left
and then click on All tools
2. Click on Audiences

Advertise

@ Ad accounts
& Ads
Ad limits per

® Ads Manager

% Advertising s




Advanced Facebook page targeting

o0 Audiences iﬁ ©: Evan Mangan - The

Click create audience

Click Custom audience
Create audience w

)

#

& H C

Then select Facebook page
Custom audience 7e ID

28 Lookalike audience

[ saved audience )

'se a custom audience source X

sle «ct with people who have already shown an interest in your business or product.
Ll L
N
Fllter Your sources
Fl* & Website & Customer list
£ App activity @ Offline activity

888 Catalog

Meta sources

> Video Instagram accoun;
= lead form > Events

# Instant Experience fi8 Facebook page

2 Shopping & On-Facebook listings

[©] Cancel




Advanced Facebook page targeting

Create a Facebook page custom audience

Include Accounts Center accounts who meet | Any w | Of the following criteria:

Choose your page from the drop
Page down

@ The Marketing Crowd

Select Account centre accounts

Events

Accounts Center accounts who currently like or fcw

Accounts Center accounts WMOF follow your Page Then give this audience a name

@  Thisincludes people who currently like or follow your Page on Facebook. People who

unlike or unfollow your Page will be removed from this audience. eg . leeS OUI' bUS| I"IeSS OI"I FB

Everyone who engaged with your Page

Includes people who have visited your Page or taken an action on a post or ag

as reactions, shares, comments, link clicks or carousel swipes. Then CIICk Create

Anyone who visited your Page
This includes anyone who visited your Page, regardless g##he actions they took.

Accounts Center accounts who engaged with any post or ad
Includes Accounts Center accounts who have taken an action on a post or ad, such as
reactions, shares, comments, link clicks or carousel swipes.

Accounts Center accounts who clicked any call-to-action button
Includes people who clicked on a call-to-action button on your Page, such as "Call” or
"Message”.

Accounts Center accounts who sent a message to y

Due to new privacy rules in som 5 N

Accounts Center accounts who saved any post
This includes only the people saved a post on your Page.




Advanced Facebook page targeting

Create a Facebook page custom audience

Include Accounts Center accounts who meet | Any

Page

@ The Marketing Crowd

Events

Everyone who engaged with your Page

Audience retention @

365 days

Include more people Exclude people

Audience Name

Of the following criteria:

engaged with TMC on FB 365 daysl

Description - Optional

Then repeat the whole process but

this time in the dropdown select

Everyone who engaged with your

Page (even if they don't follow
your

page)

Choose the number of days up to
a max of 365

Include more people - You can
also add those who

engaged with another page you
manage

Write a name you will recognise

Click create audience



Advanced Instagram account targeting

Audiences > ) i
x M ©: EvanMangan - The Click create audience

| Click Custom audience
o Then select Instagram account
Custom audience Jd/
The follow the exact same process

)

Oa " .
<5 Lookalike audience as the Facebook audience

(D

[ saved audience )

'se a custom audience source

sle «ct with people who have already shown an interest in your businessgpr product.
Ll L
N
Fllter Your sources
Fl* & Website & Cusimer list
£ App activity &2 Offfine activity

888 Catalog

Meta sources

> Video Instagram account
= lead form > Events

# Instant Experience fi8 Facebook page

2 Shopping & On-Facebook listings

[©] Cancel




How to target your website visitors

FAGEBOOK

RETARGETING

19

 f

PROSPECT PROSPECT LATER
TRACKED ENTERS F8

PROSPECT RETURNS TO YOUR SITE

Remarketing is a powerful way of
targeting people who have visited
your website recently. These
people are interested in your
product or service but might not
have been at the point of
purchase.

By retargeting them you are
keeping your brand top of mind
and re-prompting them to
consider your product or service



How to target your website visitors

How it works:

1. You get your Facebook
Create an tracking pixel and you (or web
Ad for designer) adds it to your web

your pages
Audience

Install the Configure

Pixel

Audience
Rules

2. You configure the audience
rules e.g. are you targeting all
visitors to the site or just
specific pages. Over what
time period 30 day s, 60 days.

3. After the audience starts
building over time, you then
create an ad set for your
campaign targeting this
audience



How to target your website visitors

oQ Audiences i‘é B: Evan Mangan - The

_ . Go to Ads manager
2. In Ads manager click on All

tools on the left and then
[28] Custom audience idience ID select Audiences

|

)

#

& H C
1

22 Lookalike audience _ _
3. In Audiences click on Create

] saved audience ) Audience

18 Choose a custom audience source X

Filter Connect with people who have already shown an interest in your business or product. 4. Click On Custom Audiences

Your sources

@ Website & Customer list 5

£ App activity E @ Offline activity

§8 Catalog

Select website

6. Then click on Next

Meta sources

> Video Instagram account
= Lead form £ Events

% Instant Experience fEl Facebook page

‘B Shopping f On-Facebook listings

@ Cancel




How to target your website visitors

Create a website custom audience X
Include Accounts Center accounts who meet . Any w | Of the following criteria: How to Create an audience of
people who have visited in the
Source Last 30 days
® Evan Mangan's Pixel -
Events —= Type in 30
All website visitors v
Audience retention © Name the Audience so you will

“ < recognise it

Click “create audience”

Include more people Exclude people

Audience Name

0/50

Description - Optional

@) Back




How to target your website visitors

Create a website custom audience

Your custom audience was created & Click done”

() We're matching your audience to profiles on Meta technologies. This can take up to
3 days. You can start running ads with this audience right away, but be aware that
your audience size will increase as the audience is populated.

Next steps

Create a lookalike audience
Reach Accounts Center accounts similar to the audience you just created by
creating a lookalike audience.

Learn more

Create an ad
Create an ad to advertise to your new audience.

Learn more

Create another custom audience
Continue to create another custom audience.

Learn more




How to target your website visitors

00 Audiences f B: Evan Mangan - The market... w

You will how see your audience

. Listed here.
Create audience ¥
[
~ Search by name or audience ID Name
@ ® Allaud Web visitors 30 days Below 1000 YOU Shou Id nOW re peat the
[Eh audiences Low website traffic @ .
':' Expiring audiences @ isitors 180 days (s cork) 1,200-1500 , Ready p rocess a nd Create a n a U d Ience
- Not updated @ - .
Filt
i o Web visitors 30 days (5 Below 1000 Ready for 180 days as th IS IS the maX
Status M Low website traffic @ |en th Of ti me Ou Ca n hold eo |e
= Type e engaged with TMC on |G 365 days (S cork) Below 1000 4 Ready g y p p
= Availability v Not updated @
Source v Follows TMC on IG (South cork) 2100-2,500 Ready
Not updated @ .
engaged with TMC on FB 365 days (south cork) Below 1000 4 Ready To d O th IS -
? Not updated @

Click on Create audience
Choose Custom Audience

The website traffic

Then change the number 30
to 180 days and then name
your audience

W=



Let’s visualise where we now are ....

Step 1: You create your Audiences

Evan

Web visitors 30 days

Themarketingcrowd.ie

Website

Web visitors 180 days

At this stage Facebook has no idea who has
visited my website. However, once I add the
Pixel to the website....



Let’s visualise where we now are ....

Step 2: Add the Pixel

Themarketingcrowd.ie

Web visitors 30 days _
Website

Web visitors 180 days

Step 3: Facebook Populates
your audiences



How to get the Pixel

0Q Audiences @& o o - The market.. w )
W G cvon angen - he mare You now need to get the pixel and
W place it on your website.
/" Edit # Share T Delete
= | Search by name or audience ID Untll the p|Xe| ge}:s On your SIte
B the audiences won't build.
UEF‘ ® All audiences -
- Expiring audiences @ .. how Audience Over
- Web visitors 180 da
- Fiter To do this ..
T Web visitors 30 days (s cork)
Status v .
B e . . 1. Tick the box next to the Webs
annanad with TM an 10 3RE dawve (S rarla

visitors 30 days audience (180
days — it doesn’t matter)

Then click on the 3 dots

Then click “View pixel”

W N




How to get the Pixel

Either copy and paste the code

Install Pixel X

Before you can use your Facebook pixel, you must install some code snippets on your website. This code sends data back to Facebook Th IS IS you r Plxel COde " You Ca n

S0 you can measure activity and create smarter advertising based on that activity. nOW EIther

You need to install two kinds of code: pixel base code on every page of your website and event code on specific webpages.

1. Copy and paste it into your

Install Pixel Base Code Website or
2. Click on email instructions and
Locate the header code for your website. Send It tO your Web deS|gner

or to yourself.

You must install the pixel base code into the header code of every page of your website. This lets you geje#ata about
all page views on your website, to establish a baseline for measuring specific events. Find the <heggs®/head= tags in
your webpage code, or locate the header template in your CMS or web platform. Learn wherg ind this template
or code in different web management systems.

Copy the entire pixel base code and paste it in the websitedfeader.

If possible, paste the pixel base code at the bottom of the hegeer section, just above the </head=> tag.

n Please don't modify this code. K

1

<!-- Facebook Pixel Code -->

<script»

!function(f,b,2,v,n,t,s){if(f.fbg)return;n=Ff.fbg=function(){n.callMethod?
n.callMethod.apply(n,arguments):n.queue.push(arguments)};if(!f._fbq)f._fbg=n; -




Be aware that Apple’s ios privacy update has impacted the effectiveness of

retargeting

Allow “Facebook"” to track
your activity across other
companies’ apps and
websites?

Ask App not to Track

Allow

In 2021, Apple made a change to it's privacy settings
which meant that when people opened any app including
Facebook it asked — Do you want this app to be able to
track you across the internet.

96% of people said no

Since then, if anyone visits your site using an apple device
they are not tracked and will not be in your retargeting
Audience

As a rough guide ...

50% of your website visitors might be on mobile
Around 50% of mobiles are apple phones

So it could impact 25% of your traffic



How to target “lookalike” audiences

You can target people who look similar (similar
age / location / interests) to your followers ,

LOOKALIKE or web visitors
AUDIENCE They are called lookalike audiences.

L]
B 19
LOOKALIKE
® AUDIENCE

A lookalike audience will include the top 1% to
10% of people in the selected country who are
most similar to the seed custom audience.




How to target “lookalike” audiences

00 Audiences iﬁ B: Evan Mangan - The marke

Custom audience  jdience ID

Click on the Create Audience button but instead
of selecting custom audience as we did eatrlier,
select Lookalike audience

N
o

e@ @] 'il‘

&2 Lookali Web
g ] | O S wdienee ) Web Then type in the name of the audience that you
__J e want to develop a lookalike e.g., enter your page
w Status v e name or if you have created a custom audience

e - (web visitors / customer s/ email list) select one.

Select your lookalike source

web visitors| ( X
Value-based sources  Other suulces(

© TMC Web visitors 30 days Custom audience

Then click on data sources and you will see your
audiences.

e TMC web visitors 180 days

© TMC web visitors 30 days

@ Web visitors 180 days

© Web visitors 180 days Custom audience
© Web visitors 180 days Custem audience
0% 1%
(1) A 19% lookalike consists of the people most similar to your lookalike audience source. Increasing
the percentage creates a bigger, broader audience.

@ Cancel




How to target “lookalike” audiences

Create a lookalike audience X

Select your lookalike source

TMC Web visitors 30 days X

Create new source »

Select audience location

Countries > Europe

Ireland e

Q, [earch for regions or countries Browse

Also enter the country that you wish the audience
to be in. E.g. Ireland

Leave it at 1%

Select audience size

Number of lookalike audiences @

1 v - -
hen click on Create audience. It can take
37.4K 0
— several hours for the audience to be created.
0% 1% 3%, 59 6% 7% ]9 3
| () A 1% lookalike consists of the people most similar to your lookalike audience source.
Increasing the percentage creates a bigger, broader audience. h
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