
Facebook Training Series
Segment	Four	



Recap of last Segment
•  Three	types	of	ad	placements:	Desktop	newsfeed,	
Mobile	newsfeed,	desktop	right	rail	

•  Ad	Units	and	benefits	of	each	
•  Different	calls	to	acBon	availability	(CTAs)	
•  Ad	ObjecBves	and	their	strengths	
•  Bidding	opBons	
•  Check	the	appendix	of	the	deck	–	more	info	in	there	
for	you!	

•  Homework:	How	did	you	do	with	ads	for	your	
customers?	



The Importance of Relevance
•  Facebook	wants	all	ad	campaigns	to	be	successful.	That’s	why	the	
relevance	score	uses	many	factors	to	determine	which	ads	are	most	
likely	to	be	successful	

•  Since	you	only	pay	for	ads	that	Facebook	users	see	–	that	is,	ads	that	
win	the	ad	aucBon	–	the	relevance	score	method	ensures	you	won’t	
waste	money	on	an	unsuccessful	ad	campaign	



Bidding Op=ons
1.	Cost	Per	Click	(CPC):	The	average	cost	
per	click	for	ads,	calculated	as	the	
amount	spent	divided	by	the	number	of	
clicks	received	
2.	Cost	per	1,000	impressions	(CPM):	
Average	cost	you’ve	paid	to	have	1,000	
impressions	on	your	ad	
3.	Conversion	OpBmizaBon:	Allows	you	
to	set	max	bids	based	on	your	desired	
campaign	outcome	(such	as	form	fills,	
engagement,	app	installs)	



Facebook Ads Guide
•  Is	a	great	reference	with	the	latest	info.	Link	here	



What to Expect in this Segment
•  Ads	and	Ad	formats	
•  Dynamic	product	ads	
•  Leads	campaigns	
•  Check	the	appendix	for	a	TON	of	informaBon	and	
more	step	by	step	guides	

•  Future	segment	&	quiz:		
•  Pulling	it	all	together	
•  How	to	sell	successfully	
•  Knowing	your	customer	
•  In	house	or	outsource?	

•  Homework:	What	new	approaches	will	you	have	to	
selling	Facebook	ads?	



Four Basic Facebook & Instagram Goals



Four Basic Facebook & Instagram Goals







Campaign Structure
Campaign	Structure	helps	you	organize,	opBmize	and	measure	the	
performance	of	your	ads	





Campaign Best Prac=ces
•  Create	mul*ple	campaigns	within	an	ad	account	
Decide	on	your	objecBves	and	then	create	one	campaign	per	objecBve	so	you	can	
opBmize	delivery,	manage	your	spend,	get	the	right	reports,	and	maximize	
results	for	each	objecBve.	
	
Cap	how	much	you	spend	across	all	of	your	campaigns	
If	you	want	to	cap	your	spend	at	the	ad	account	level,	set	an	overall	spend	limit	
for	your	ad	account	before	you	begin	running	your	campaigns.	We	will	not	bill	
you	for	more	than	your	account	spend	limit.	
	
Track	spend	for	each	of	your	campaigns	
Use	our	spend	meters	to	track	how	much	you’ve	spent	for	each	of	your	
campaigns	today	and	how	much	you’ve	spent	for	the	lifeBme	of	your	campaigns.	
We	will	also	show	you	about	how	much	your	campaign	could	spend	based	on	
your	ad	set	budgets.	



Campaign Structure





Ad Set Best Prac=ces
•  An	ad	set	should	contain	ads	targeBng	the	same	audience	segment	(Ex.	women	between	the	ages	
of	20	and	30	who	use	Android	devices)	so	you	can	easily	compare	and	opBmize	audiences	by	
adjusBng	schedules,	budgets,	or	turning	on/off	ad	sets.	
	
Organize	ad	sets	by	audience	segment	
Make	sure	all	ads	within	an	ad	set	target	the	same	audience.	This	lets	you	control	how	much	you	
spend	on	each	audience,	schedule	when	they	see	your	ads,	and	measure	their	response.	This	will	
help	minimize	your	ad	sets	from	compeBng	against	each	other	for	impressions	from	the	same	
audience.	
	
Review	ad	set	performance	and	refresh	crea*ve	
Review	your	ad	set	performance	and	idenBfy	low-performing	ads.	Consider	addiBonal	creaBve	
including	variaBons	in	images,	links,	video,	or	text.	
	
Review	our	audience	targe*ng	capabili*es	and	u*lize	ads	repor*ng	to	find	new	audience	
segments	
Review	our	targeBng	capabiliBes	—	Interests,	LocaBons,	Demographics,	and	more	—	to	
understand	potenBal	audience	segments.	Analyze	your	past	performance	through	ads	reporBng	
and	uBlize	data	breakdowns	of	age,	gender,	country,	and	placement	to	idenBfy	addiBonal	
audience	segments	for	your	markeBng	efforts.	



Campaign Structure 





Ad Best Prac=ces
•  MulBple	ads	should	be	created	in	each	ad	set	so	the	system	can	opBmize	for	
creaBve	and	placement.	
	
Ads	within	an	ad	set	should	share	the	same	audience	and	bid	type	
In	doing	so,	the	system	can	becer	opBmize	for	the	best	performing	ads	based	on	
variaBons	in	images,	video,	text,	or	desBnaBon.	
	
Create	as	many	ads	as	are	relevant	to	your	specific	audience	
You	should	use	as	many	creaBve	variaBons	as	you	feel	are	relevant	to	your	
audience	segment.	This	way,	our	delivery	system	can	opBmize	for	the	best	
performing	ad	in	an	ad	set.	
	
Make	sure	you	don’t	go	over	the	limits	for	number	of	campaigns,	ad	sets	and	
ads	
Every	ad	account	is	limited	to	1,000	campaigns;	1,000	ad	sets;	and	5,000	ads.	



Ad Types & Tips

• Boosted	Posts	
• Brand	Awareness	
• Web	Site	Clicks	&	Conversions	
•  Lead	Ads	
• Dynamic	Product	Ads	

• More	detail	on	how	to	place	all	of	these	ads	in	the	Appendices	



Boosted Posts
Boosting your post increases the 
likelihood that: 
• People will see your content in their 
feeds. 
• People are more likely to respond to 
a discount or sales promotion. 
• Your customers’ friends might see 
their friends’ reactions and 
comments on your post.	 



Boosted Posts
• Budget: The maximum amount you’d like to spend on boosting the post for the entire duration of the 
promotion. When you select your budget, you’ll see the estimated number of people you can reach for that 
amount. The estimation factors in both your budget and the parameters you’ve set for your target 
audience. 
 
 
• Duration: How long you’d like to boost the post. You can choose from the default 1, 7, or 14 days, or 
choose your own promotion end date. 
 
 
• Payment method: This will default to the payment method of the person boosting the post. You can 
choose to edit the payment method before boosting the post.	 



Boosted Posts



Brand Awareness: Earning Reach & AJen=on







Brand Awareness: Earning Reach & AJen=on
•  Reach:	Reach	focuses	on	how	many	people	we	can	get	to	view	your	ad.	In	
order	to	raise	awareness,	they	consider	reach	a	very	important	factor	

•  AcenBon:	AcenBon	refers	to	how	long	someone	views	your	ad.	When	it	
comes	to	brand	awareness,	it’s	not	just	how	many	people	you	reach	that	
macers	—	it’s	also	about	earning	people’s	acenBon.	
	
Facebook	chooses	to	opBmize	against	rela3ve	acenBon,	not	absolute.	The	
reason	being	that	people	consume	content	differently.	Younger	people	
usually	consume	content	faster,	indicaBng	they	consume	more	content	
over	Bme.	This	is	why	there	isn’t	a	threshold	or	absolute	number	that	this	
opBmizaBon	works	toward	—	it’s	all	relaBve	to	that	parBcular	individual.	It	
also	means	they	can	give	you	a	becer	predicBon	of	ad	recall	



Website Click & Conversions







•  The	recommended	image	size	
is	600	x	600	pixels	

•  Your	images	should	not	include	
more	than	20%	text	

•  The	headline	should	be	less	
than	40	characters	

•  The	link	descripBon	should	be	
less	than	20	characters	

•  Text	should	be	kept	under	90	
characters	



Video Ads
•  Design	Guidelines	for	Video	Ads	
	
Use	these	guidelines	to	design	video	ads	that	look	good	everywhere	they	appear	on	Facebook.	
These	guidelines	ensure	your	video	ads	will	always	look	high	quality.	The	recommended	text	
length	is	how	many	characters	of	ad	copy	could	be	displayed	on	smaller	screens.	
	
Thumbnail	size:	should	match	the	aspect	raBo	of	your	video.	Your	thumbnail	image	may	not	
include	more	than	20%	text	

•  Video:	H.264	video	compression,	high	profile	preferred,	square	pixels,	fixed	frame	rate,	
progressive	scan	

•  Recommended	Aspect	RaBo:	1.33:1	/	4:3	/	SDTV,	1.375:1	/	film,	1.77	/	16.9	/	HDTV,	1.85:1	/	Film,	
2:39:1	or	2:40:1	/	Widescreen,	no	pillar	boxing	or	lecer	boxing	

•  File	size:	4GB	maximum	on	Facebook.	2.25GB	maximum	on	Instagram.	
•  Length:	120	minutes	maximum	on	Facebook.	60	seconds	maximum	on	Instagram.	
•  Text:	90	characters	
•  Your	thumbnail	image	may	not	include	more	than	20%	text	



Call to Ac=on Links



Simplifying Lead Gen in a Cross Device World

•  Lead	ads	can	make	it	easier	for	potenBal	customers	to	submit	their	
informaBon	to	you,	across	any	device.	
	
Customers	can	schedule	an	appointment	or	request	more	
informaBon	about	your	products	and	services.	This	is	done	through	a	
lead	ad	form	within	Facebook	that	has	some	informaBon	already	pre-
filled,	based	on	the	informaBon	customers	have	provided	to	
Facebook.	This	is	especially	important	as	people	spend	more	Bme	on	
mobile,	where	it’s	much	more	difficult	to	fill	out	a	form	





















Lead Gen Calls To Ac=on (CTA)
As you can see, many industries can benefit from lead ads, especially because of 
the diverse options for the call to action. There are currently six buttons to choose 
from:	
 
• Apply Now 
 
• Download 
 
• Get Quote 
 
• Learn More 
 
• Sign Up 
 
• Subscribe	 





Dynamic Product Ads
•  Can	dynamic	ads	help	you	meet	your	business	objecBves?	Ask	yourself	the	
following	quesBons:	

•  Do	I	want	to	generate	sales	from	my	product	catalog	to	exisBng	shoppers?	
•  Do	I	have	a	lot	of	different	products	and	want	to	automate	ad	creaBon?	
•  Am	I	looking	to	drive	efficient	conversions	at	scale?	
•  Do	I	have	medium-to-high	traffic	on	my	product	pages?	
•  Do	I	want	to	include	mobile	in	my	retargeBng	strategy?	

•  If	you	can	answer	'yes'	to	most	of	the	quesBons	above,	then	dynamic	ads	
are	likely	a	great	fit	for	your	retargeBng	goals.	Now,	let's	learn	more.	





Dynamic Product Ads



Dynamic Product Ads



Dynamic Product Ads

• Can	be	single	link	
• MulBple	products	via	carousel	
• Bidding	and	OpBmizaBons	
•  You	can	choose	to	pay	cost	per	click	(CPC)	or	cost	for	impressions	
(CPM).	Or	you	can	opBmize	for	product	catalog	sales	(oCPM).	
	
With	CPC,	you	pay	for	clicks;	with	CPM,	you	pay	for	views;	and	with	
oCPM,	you	pay	for	product	sales.	



Dynamic Product Ads
• Must	have	Facebook	Business	Manager	
• Must	have	Facebook	Pixel	or	SDK	
• Must	have	Product	Catalog	/	ability	to	create	feeds	
• CreaBve	

•  Use	high-quality	images:	Dynamic	ads	are	generated	dynamically	based	on	
images	in	your	product	feed,	so	make	sure	the	images	are	high	quality	and	fit	
Facebook	and	Instagram	image	requirements.	
	
Include	mul*ple	products	per	ad:	Leverage	the	carousel	ad	format	to	show	
mulBple	related	products	per	ad.	Carousel	uses	a	1:1	image	raBo.	





Crea=ve Best Prac=ces



Build for Feed



Build for Feed



Build for Feed



Key Principals



Storytelling





Thumb Friendly





Consistent Visual Treatments

•  SMBs	have	a	hard	Bme	with	this	and	need	our	help	and	creaBve	ideas	



Instagram 
for Business



• hcps://business.instagram.com/	



Instagram: Crea=ve Best Prac=ces



Instagram: Crea=ve Best Prac=ces



Instagram: Crea=ve Best Prac=ces



Summary: Solu=ons by Objec=ve



Summary: Solu=ons by Objec=ve



Summary: Solu=ons by Objec=ve



Quiz Time! 



1. True or False: There are three types of bidding 
op=ons on Facebook. CPC (cost per click), Cost per 
1,000 impressions (CPM) and Conversion 
Op=miza=on 

• Answer:	True	



2. What contains mul=ple ads and allows you 
to control spending? 

• Answer:	Ad	Set	



3. What concept refers to how long someone 
views your ad?

• Answer:	AcenBon	



4. How can adver=sers collect leads from lead 
ads? 

• Answer:	All	of	the	above	



Coming Up 
• How	this	applies	to	your	business	

•  Sales	process	including	needs	
assessment	quesBons	

•  In	house	or	outsource	and	why?	
•  Fees	and	how	they	work	

• Homework:	Think	about	your	pitch	
to	your	target	customer,	and	other	
customers	that	this	would	be	a	fit	
for	and	why	

	
THANK	YOU!!	



Shannon	Kinney	
shannon@dreamlocal.com	

@shannonkin	
	

Ques=ons?
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Appendices:	More	detail	&	Reference	Materials	
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Ad AJributes: Mobile
Social	Info:	When	available,	people	will	see	if	their	
friends	have	engaged	with	your	business	

Business	Name	

Ad	Text	&	Image	

Call	To	AcBon	(CTA)	



Design Recommenda=ons

Laugh	case	study	
	
Cry	case	study	
	
Surprise	case	study	



Appendix:	More	detail	on	Boos*ng	Posts	
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• Or	from	ads	
manager	

• Or	page	insights	













Appendix:	More	detail	Brand	Awareness	
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What Is Ad Recall? 
Ad recall is a measure of an ad's effectiveness and is typically measured by surveys or polls. To determine ad recall, 
marketers often expose one group of people to an ad and then later ask if they remember the ad. The exposed 
group’s responses are then compared to the responses of a separate group of people who did not see the ad. This 
let's them determine the lift in ad recall, which can help you determine causality — that the ad was the direct cause of 
the recall of the brand. 
 
Ad recall is a great metric to focus on for several reasons. It’s: 
 
 
• Less sensitive to existing brand attributes, such as brand awareness and equity. 
 
• One of the most common poll questions in brand measurement. 
 
• A common measure of cut-through used across many media types. 
 
• Correlated to lower-funnel survey metrics such as message association and purchase intent. 
 
To better understand how attention is correlated to ad recall, Facebook conducted a meta analysis of 60,000 Nielsen 
Brand Effect responses.1 As expected, we found that the longer someone is looking at an ad (attention), the likelier 
they are to recall the ad. 



Brand Awareness
• When	you	choose	brand	awareness	as	your	campaign	objecBve	on	
Facebook	and	Instagram,	you'll	have	the	opBon	to	opBmize	your	campaign	
for	reach	or	brand	awareness.	What's	the	difference	between	the	two?	
Let's	find	out:	

•  The	brand	awareness	objecBve	is	currently	one	of	the	campaign	objecBves	you	can	
select	from	when	creaBng	an	ad	in	Power	Editor	or	with	the	Ads	Create	Tool.	As	we	
menBoned,	this	objecBve	can	benefit	adverBsers	who	want	to	increase	awareness	
and	deliver	their	ads	to	people	who	are	more	likely	to	pay	acenBon	to	them	

•  This	objecBve	finds	people	in	your	audience	paying	acenBon	to	your	ad,	and	then	
goes	and	finds	more	of	them		

•  Bidding	
In	the	aucBon,	you	will	be	charged	for	impressions.	Facebook	sets	the	bid	that	helps	
you	get	the	most	awareness	at	the	best	price.	This	is	similar	to	our	other	campaign	
objecBves,	like	Video	Views	or	Website	Conversions,	where	Facebook	makes	a	
predicBon	about	whether	someone	is	likely	to	pay	acenBon	to	an	ad	and	the	
algorithm	bids	on	those	people	



Brand Awareness
Reach Optimization 
The reach optimization allows you to maximize the number of people who see 
 your ads given a specified time period. Optimizing for reach through the auction will 
typically provide you with more flexibility. For example, when your target audience is 
smaller than the minimum required for using reach and frequency, the reach 
optimization is a suitable alternative. 
 
Bidding 
When using the reach optimization, you will set the bid for what you think the value is 
for reaching 1,000 people with your ad. You will have the opportunity to select when 
the frequency resets (Ex. one impression every X days). This allows you to maximize 
the number of unique people reached over the specified period of time. For example, 
you can optimize your campaign so that Jack, a potential customer, sees your ad once 
(one impression) every five days. 





Brand Awareness: Measuring Impact



Brand Awareness: Earning Reach & AJen=on

• One	great	use	of	the	metric:	Use	EsBmated	Ad	Recall	Lir	(people)	
metric	to	compare	the	effecBveness	of	different	creaBves	or	target	
audiences.	For	instance	if	a	parBcular	creaBve	has	higher	EsBmated	
Ad	Recall	Lir	(people),	then	you	may	want	to	consider	shiring	more	
budget	to	that	creaBve	



Appendix:	More	detail	on	Lead	Gen	Campaigns	
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Lead Genera=on: Terms

•  You	can’t	share	lead	info	with	other	people,	sell	to	third	parBes,	or	
display	publicly	(like	a	peBBon)	

•  You	can’t	place	lead	ads	for	mulBple	businesses	through	a	single	
account	



A/B tes=ng with Lead Ad Campaigns
•  When	starBng	a	lead	ad	campaign	for	the	first	Bme,	we	highly	suggest	A/B	tesBng	it	with	regular	link	ads.	Here	are	the	

steps	to	effecBvely	see	which	ad	format	is	best	for	you:	
	
1.	Create	one	campaign	using	the	website	conversions	objecBve.	
	
2.	Create	one	campaign	using	the	lead	generaBon	objecBve.	
	
3.	At	the	ad	set	level,	use	the	same	budget,	bid,	targeBng,	and	similar	on-screen	creaBve	for	both	campaigns,	but	have	the	
website	conversions	campaign	drive	people	to	a	mobile	or	desktop	webpage	containing	a	form	fill.	Please	note	that	to	get	
an	accurate	comparison,	mobile	link	ads	should	only	be	tested	against	mobile	lead	ads,	and	desktop	link	ads	against	
desktop	lead	ads.	
	
4.	Make	sure	a	Facebook	pixel	is	placed	properly	on	the	post-submission	webpage	to	track	lead	events.	
	
5.	Set	up	a	website	conversions	campaign	opBmizing	for	leads,	and	a	separate	lead	ad	campaign	bidding	CPM	for	leads.	All	
informaBon	such	as	targeBng,	bid	amount,	and	budget	should	be	exactly	idenBcal	between	both	campaigns.	
	
When	reviewing	the	results,	make	sure	you’re	looking	at	the	right	metrics.	The	cost	per	conversion	metric	in	Ads	Manager	
can	be	higher,	but	inaccurate	if	you're	using	the	same	Facebook	pixel	for	acBons	other	than	form	submission.	One	
submission	appears	as	one	“Lead”	in	the	Results	column	in	a	lead	ad	campaign.	Leads	is	a	becer	metric	to	understand	the	
value	generated	by	the	link	ad.	Amount	Spent/Leads	gives	you	the	right	cost-per-lead	baseline.	



Lead	Ads:	











Accessing Lead Data
After a person submits their information through a lead form, the data is immediately available 
for you to access.* We recommend following up with each lead as soon as possible since 
longer follow-up times can adversely impact the likelihood of conversions. A study by 
Harvard Business Review showed that customers who were contacted within one hour of 
submitting their query were: 
 
 
• Nearly 7x more likely to be qualified, compared to a lead that was contacted an hour later. 
• More than 60x more likely than companies that waited 24 hours or longer to contact the 
customer.  
• Another reason it’s best to follow up in a timely manner is because you have 90 days from 
when a person submits their information to you to access the data. After that period, the lead 
data is deleted. 











Lead	Gen	
CreaBve	Best	
PracBces	



Lead Gen Crea=ve Best Prac=ces
•  Demonstrate	brand	iden*ty:	Remember,	you	are	asking	for	personal	
informaBon	from	the	lead.	Make	sure	your	brand	is	front	and	center	so	
that	they	know	and	trust	who	they're	sharing	their	informaBon	with	and	
requesBng	follow-up	from	
	
Offer	an	incen*ve:	Whether	it’s	a	coupon	or	redempBon	of	a	free	item,	
consider	including	an	incenBve	in	the	ad	creaBve.	People	are	more	likely	to	
share	their	personal	informaBon	with	you	if	they	are	given	something	in	
return	
	
Include	your	value	proposi*on:	The	ad	copy	is	the	perfect	place	for	you	to	
share	your	value	proposiBon.	Let	people	know	how	they	will	benefit	from	
filling	out	the	form	









Responding to Leads
•  Follow	up:	Try	to	minimize	the	Bme	it	takes	to	follow	up	with	customers	once	their	lead	
informaBon	has	been	submiced.	Longer	follow-up	Bmes	can	adversely	impact	the	
likelihood	of	conversions.	
	
Download	leads	regularly:	We	strongly	recommend	integraBng	with	our	MarkeBng	API	
or	that	you	frequently	download	leads	(mulBple	Bmes	a	day)	via	a	CSV	file	from	your	
Page,	Ads	Manager,	or	Power	Editor.	
	
Run	lead	ads	during	*mes	when	you	can	quickly	follow	up:	If	your	business	requires	
immediate	follow-up,	you	can	schedule	your	lead	ad	campaigns	to	run	at	Bmes	you	or	
your	call-centers	operate	so	that	you	can	immediately	start	a	dialog	with	the	lead	arer	
they	share	their	informaBon.	
	
Follow-up	when	it’s	most	convenient	for	the	lead:	Use	the	custom	quesBons	to	find	out	
when	to	best	reach	customers.	Some	may	prefer	to	be	reached	on	weekends	and	others	
in	the	evenings.	Understanding	when	it’s	most	convenient	for	those	you’re	reaching	out	
to	will	lend	to	a	more	posiBve	experience	and	help	to	maximize	conversion	rates.	



Appendix:		
More	detail	on	Measurement	&	Conversion	LiU	
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Measurement Best Prac=ces

•  Facebook.com/business/learn	





Measurement Best Prac=ces



Measurement Best Prac=ces



Measurement Best Prac=ces



Measurement Best Prac=ces



Measurement Best Prac=ces



Measurement Best Prac=ces



Appendix:		
More	detail	on	The	Audience	Network	
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Targe=ng: Audience Network



Targe=ng: Audience Network



Targe=ng: Audience Network
•  Audience	Network	is	available	whenever	you	
choose	any	of	these	objecBves	for	your	targeted	
ad	campaigns:	

• Mobile	App	Installs	
• Mobile	App	Engagement	
•  Clicks	to	Website	
•  Video	Views	
• Website	Conversions	
•  Product	Catalog	Sales	





Targe=ng: Audience Network
• Mobile	App	Installs	
•  Do	you	want	to	reach	new	
customers	in	your	target	
audience	and	prompt	them	to	
install	your	mobile	app?	
	
On	Audience	Network,	you	can	
show	new	customers	your	ad	
with	a	call	to	acBon	such	as	
Install	Now.	Once	they	click	on	
the	call	to	acBon,	customers	
can	be	taken	directly	into	the	
App	Store/Google	Play	to	
download	your	app.	



Targe=ng: Audience Network
• Mobile	App	Engagements	
•  Do	you	want	to	re-engage	
people	who	have	already	
downloaded	your	app?	
	
On	Audience	Network,	you	can	
show	exisBng	customers	your	
ad	with	a	call	to	acBon	such	as	
Shop	Now.	Once	they	click	on	
the	call	to	acBon,	customers	
can	be	taken	directly	to	a	
specific	area	of	your	app.	



Targe=ng: Audience Network

• Mobile	App	Installs	
•  Do	you	want	to	reach	new	
customers	in	your	target	
audience	and	prompt	them	to	
install	your	mobile	app?	
	
On	Audience	Network,	you	can	
show	new	customers	your	ad	
with	a	call	to	acBon	such	as	
Install	Now.	Once	they	click	on	
the	call	to	acBon,	customers	
can	be	taken	directly	into	the	
App	Store/Google	Play	to	
download	your	app.	



Targe=ng: Audience Network
• Clicks	to	Website	
• Do	you	want	to	send	
customers	to	your	mobile	
website?	
	
On	Audience	Network,	
you	can	send	people	to	
important	secBons	of	
your	website	when	they	
click	on	your	ad.	



Targe=ng: Audience Network



Targe=ng: Audience Network
• Website	Conversions	
• Arer	seeing	your	ad,	do	you	want	
people	to	take	specific	acBons	on	
your	website	like	browsing	web	
pages,	signing	up	for	a	newslecer	or	
making	a	purchase?	
	
On	Audience	Network,	you	can	
opBmize	your	ad	so	people	can	take	
those	specific	acBons.	



Targe=ng: Audience Network
• Product	Catalog	Sales	
•  If	you	use	dynamic	ads	
via	the	Product	Catalog	
Sales	objecBve	in	Power	
Editor,	Audience	
Network	enables	you	to	
show	people	relevant	
and	Bmely	ads	based	on	
the	products	they	have	
viewed	on	your	website	
or	app.	



Note: You can also use tags to see if a conversion or click is coming from Facebook, Instagram or Audience 
Network. The setup requires adding this code 'source=[SITE_SOURCE_NAME]' to the URL tag field when the ad 
is created. The tags will be captured across Ads Create Tool, Power Editor, and the API.	
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Targe=ng: Reach & Frequency Buying
• What	Is	Reach	and	Frequency?	
• Reach	and	frequency	is	a	powerful	tool	that	allows	you	to	buy	ads	on	
Facebook	and	Instagram	through	Ads	Manager,	Power	Editor,	and	the	
API.	Buying	media	using	reach	and	frequency	is	familiar	and	proven	
across	many	tradiBonal	media	channels,	like	television	and	
print.	Facebook	and	Instagram	have	built	on	this	established	buying	
method,	allowing	adverBsers	control	over	the	reach	and	the	
frequency	of	their	messages	to	people	in	a	highly	predictable	way.	
	
Note:	You	must	have	at	least	200,000	people	in	your	audience	to	use	
the	reach	and	frequency	buying	tool.	



Targe=ng: Reach & Frequency Buying



Targe=ng: Reach & Frequency Buying
•  Reach	and	frequency	can	provide	you	a	way	to	plan	and	buy	predictable	reach	and	controlled	frequency	to	
achieve	business	objecBves	based	on	your	target	audience	and	budget.	
	
Flexibility	on	targe*ng	and	buy	size	
You	can	leverage	almost	all	of	the	interest,	demographic,	and	audience	targeBng	that	is	available	through	
the	aucBon,	which	can	make	Facebook	and	Instagram	powerful	plauorms.	
	
Predictable	delivery	
If	you	are	a	brand	adverBser,	you	probably	plan	and	buy	your	media	in	advance,	so	you	want	to	know	the	
deliverables	and	what	they	will	cost.	Reach	and	frequency	allows	you	to	purchase	media	before	your	
campaign	begins	so	you	can	know	what	to	expect	when	media	is	delivered,	and	can	plan	for	it	in	the	future	
with	other	buying	plauorms.	
	
Efficient	pricing	for	adver*sers	
Our	system	allows	us	to	set	efficient	prices	for	each	audience	so	that	you	can	get	the	best	price	possible	for	
your	reach	and	frequency	buy.	
	
Controlled	delivery	to	real	people	
Since	Facebook	and	Instagram	connect	with	real	people,	we	can	provide	unique	accuracy	and	scale.	



Targe=ng: Reach & Frequency Buying Guidelines



•  Delivery	
•  Here	are	some	guidelines	to	keep	in	mind	when	planning	and	buying	ads	using	reach	and	frequency:	
	
Ad	Sets	must	be	1-90	days	in	length	and	can	be	booked	six	months	in	advance	of	your	launch	date.	

•  You	must	reach	a	minimum	of	200,000	people	per	Ad	Set.	
•  You	can	deliver	ads	on	Facebook	and	Instagram.	
•  The	system	delivers	to	hit	the	reach	and	frequency	target	while	also	prioriBzing	the	selected	
objecBve.	If	your	primary	KPI	is	acBon	based	—	such	as	conversions	or	website	clicks	—	consider	the	
aucBon	for	more	opBmal	buying	opBons.	

•  Frequency	planned	is	a	cap,	not	a	guarantee.	We	will	deliver	to	an	average	without	going	above	the	set	
cap.	

•  You	may	cancel	or	make	changes	any	Bme	before	your	Ad	Set	starts.	
•  Audience	holdouts	can	be	up	to	5%.	
•  Ads	must	be	uploaded	to	the	Ad	Set	within	six	hours	arer	the	scheduled	start	Bme.	If	they	are	
uploaded	arer	that,	the	Ad	Set	will	be	cancelled.	

Targe=ng: Reach & Frequency Buying Guidelines



Targe=ng: Reach & Frequency Buying Guidelines
•  Ad	Sets	can	contain	mulBple	ads.	If	there	are	mulBple	ads	within	a	reach	and	frequency	Ad	Set,	delivery	will	opBmize	toward	the	

best-performing	ads	based	on	the	objecBve	you’ve	selected.	
•  You	may	choose	to	manually	rotate	creaBve	within	an	Ad	Set	or	use	ad	scheduling	to	set	the	rotaBon	schedule	in	advance.	
•  You	may	choose	to	use	ad	sequencing	to	have	control	over	the	order	that	the	ads	in	your	Ad	Set	are	seen.	
•  Each	Ad	Set	has	its	own	Budget,	Reach,	Frequency,	TargeBng,	and	Placements.	
•  Ad	Sets	Completed	
•  TargeBng	
•  You	may	target	one	country	per	campaign,	so	if	you’re	interested	in	reaching	people	in	mulBple	countries,	you’ll	need	to	set	up	

separate	reach	and	frequency	Ad	Sets.	
•  It's	best	to	avoid	creaBng	too	narrow	of	an	audience	in	order	to	maximize	results.	
•  You	can	use	exclusion	targeBng	when	retargeBng	audiences	with	video.	
•  Reach	and	frequency	campaigns	are	compaBble	with	the	majority	of	Facebook’s	targeBng	capabiliBes,	but	the	following	are	

excepBons:	
•  Website	Custom	Audiences	
•  Fan-exclusion	targeBng	
•  Friends	of	ConnecBons	targeBng	
•  OperaBng	system	specific	targeBng	









• Always	CPM	
•  Facebook	allows	for	
predictable,	
controllable	
connecBon	with	
people-based	
targeBng	

•  1-90	days	
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Dynamic Product Ads 
•  TargeBng	
•  Create	Custom	Audiences	from	your	Website:	Custom	Audiences	from	your	website	
allows	you	to	create	audiences	of	people	visiBng	your	website	and	segment	potenBal	
customers	based	on	the	intensity	of	their	likelihood	to	make	a	purchase.	
	
For	example,	someone	who	visits	your	website	10	Bmes	shows	a	higher	intent	to	
purchase	than	someone	who	visited	your	site	only	once.	With	website	Custom	
Audiences,	you	can	segment	those	two	people	into	separate	audiences	and	bid	for	them	
accordingly.	We	recommend	that	you	don’t	just	bid	for	your	most	valuable	potenBal	
customers,	but	also	bid	for	the	true	value	for	a	broader	range	of	potenBal	customers.	
	
Create	Custom	Audiences	from	your	mobile	app:	Custom	Audiences	from	your	mobile	
app	allows	you	to	create	audiences	of	people	who	have	taken	specific	acBons	within	
your	mobile	app.	You	can	target	people	based	on	if	they	took	one	of	14	pre-defined	
acBons,	including	opening	your	app,	adding	items	to	their	cart,	or	compleBng	a	
purchase.	
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Facebook Pixel
•  There	are	three	types	of	custom	conversions:	
	
URL-based	–	URL-based	custom	conversions	allow	you	to	define	a	
subset	of	standard	events	as	conversions	based	off	keywords	in	the	
URL.	

•  Event-based	–	Event-based	custom	conversions	allow	you	to	define	a	
subset	of	standard	events	as	conversions	based	parameters	you	send	
back	within	the	standard	events	like	value	or	content	ID.	

• Custom	event-based	–	Custom	event-based	conversions	allow	you	to	
define	a	conversion	based	off	a	custom	event	if	the	standard	events	
do	not	capture	your	specific	event.	
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Instagram: 
Photo Ads



Instagram: Video Ad CTAs
•  Apply	Now	
•  Book	Now	
•  Contact	Us	
•  Download	
•  Install	Now	
•  Learn	More	
•  Open	Link	
•  Play	Game	
•  Use	App	
•  Shop	Now	
•  Sign	Up	
•  Watch	More	

•  Watch	Video	



Instagram: Dynamic Ads
•  Dynamic	ads	on	Instagram	help	adverBsers	promote	relevant	products	to	shoppers	who	have	browsed	their	
website	or	mobile	app.	AdverBsers	can	easily	import	an	enBre	product	catalog	to	Instagram	(via	Facebook),	
and	automaBcally	promote	any	of	the	products	without	having	to	create	thousands	of	individual	ads.	

•  	
Product	Catalog:	If	you're	using	the	manual	file	upload	opBon,	we	recommend	fewer	than	5	million	products	
per	feed.	If	you're	using	the	Auto-upload	with	URL	opBon,	please	limit	your	feed	to	100MB	unless	you're	
uploading	via	HTTP/FTP,	in	which	case	the	limit	is	8GB.	

•  Keep	in	mind	file	formats	accepted	are	XML	and	tab-delimited	CSV,	TXT	or	TSV.	
•  Note:	If	you	have	more	than	5	million	products,	please	reach	out	to	your	Facebook	representaBve.	
•  	
Call-to-AcBon	OpBons:	

•  Book	Now	
•  Download	
•  Learn	More	
•  Open	Link	
•  Shop	Now	
•  Sign	Up	



Repor=ng & Measurement
•  Once	you’ve	created	a	campaign	and	are	delivering	ads,	the	next	step	is	to	
understand	how	your	ads	are	performing.	What	devices	are	people	using	when	
they	view	your	ad?	How	many	unique	people	did	you	reach	across	pla?orms	and	
what	were	their	demographics?	

• With	people-based	measurement,	we	can	help	you	answer	those	quesBons.	
Facebook	can	measure	people	across	Facebook,	Instagram,	and	Audience	
Network,	and	across	devices	to	tell	you	the	unique	number	of	people	who	were	
reached	or	who	engaged	with	your	ad.	We	can	also	help	you	understand	the	
demographics	—	age,	gender,	and	locaBon	—	of	your	audience	to	inform	your	
campaign	strategy.	
	
All	of	this	data	is	available	to	you	at	any	Bme	through	ads	reporBng	in	Ads	
Manager.	You	can	easily	create,	export,	and	share	custom	ad	reports	to	see	your	
most	important	ad	metrics	and	learn	how	you're	reaching	your	business	goals	



• Access	reports	via	Ads	Manager,	Power	Editor	or	Ads	Insights	API	







Instagram Ad Placement & Measurement
• Here	are	the	opBons	you	have	to	surface	the	informaBon	you’re	
looking	for:	

•  Search	
•  Filters	
• Date	Range	(shown	as	Last	30	Days)	
• Breakdown	
• Columns	






