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	1. Digital Ads
(Media Buying  model – Ads Strategy – Facebook Ads Manager)
By: Lamiaa Ahmed Sayed
 


	2. Media Buying Model
  


	3. Paid Media
External marketing  efforts that you pay to place
 



	5. Media paying process
Media
Optimization
Media
Buying
Media
Planning
  


	6. Media paying process
Media
Optimization
Media  Buying
Media
Planning
The process of identifying and selecting the
combination of media on a variety of
platforms.
This includes researching your audience and
setting goals for your campaigns.
Media Planning
 


	7. Media paying process
Media
Optimization
Media  Buying
Media
Panning
The process of purchasing your paid media
platforms.
This includes setting bids and automating
purchasing
Media Buying
Media
Optimization
Media
Buying
Media
Planning
 


	8. Media paying process
Media
Optimization
Media  Buying
Media
Panning
Includes tracking performance and refining
your campaigns overtime.
The goal is to refine targeting, decrease
spend and increase the return on
investment.
Media Optimization
Media
Optimization
Media Buying
Media
Planning
 


	9. • Your Paid  Media Plan sets the vision and goals for your
business, and Media Buying executes on the strategies
in a way that maximizes your budget
 


	10. Paid media and  the inbound methodology
 


	11. • Paid Media  can be used at all stages of the customer
• When your Paid Media campaigns add value to your audience,
they can be an effective inbound tool.
 








	18. Not only are  you able to understand how that dollar
was spent and what you got in return, but you're able
to learn from what that dollar did
 


	19. Media planning
fundamentals
  


	20. Understanding your target  audience
What are the unique selling points that differentiate you in the marketplace?
How can you connect these reasons to your buyer personas?
Ask questions that help you identify where and how to effectively target your buyer personas.
Identifying your goals and objectives
Think about what is most important to your consumers in your industry and use paid media to deliver on those values.
 


	21. Target
Audience
Basic level
Age
Location
Interests
profession
Advanced
level
Actual
consumer
The payer
The
influencer.
  


	22. Media Buying Model
  


	23. DETERMINING YOUR PAID
MEDIA  BUDGET
 


	24. Take your existing  budget and experiment with different
opportunities.
As you monitor performance and optimize your
campaigns, determine your average return on investment.
Use this data to make a case to increase your paid media
budget to bring a higher return over time.
Don’t make strategic decisions until you have reliable
results.
 


	25. •You should evaluate  your paid media spend
not more often than quarterly
 



	27. 70% of the  paid media
budget goes towards
activities that, based on
historical performance,
are going to drive the
main KPIs.
 


	28. 20% of the  paid media
budget goes towards
activities that can take
things further, like
conversion rate
optimization or a new
social media channel.
 


	29. 10% of the  paid media
budget goes towards
those really big ideas that
drive a drastic change in
performance, like taking
over a website for a long
period of time.
 


	30. Media paid Optimization
  


	31. • Test and  learn. See what works for you, then optimize
those campaigns to target the audience that's right for
you.
 


	32. • Use Ads  Management Tools
HubSpot Ads Management
 


	33. • Use Ads  Management Tools
Facebook Ads Manager
 


	34. • Get Starting  With Reporting Automation
 


	35. • Get Starting  With Reporting Automation
 


	36. • Get Starting  With Reporting Automation
 


	37. Paid media monthly  budget
planning and reporting template
• https://docs.google.com/spreadsheets/d/1I8EViONfm7ZqCa_
gTYJAqM2f48M4FBIgwS3ZVlq679c/edit?usp=sharing
 


	38. Important Concepts
  



	40.  The advertiser
is  the one who pays the money to get his advertising shown.
 


	41. • The publisher
is  the one who gets money for showing the Ads on his site
 


	42. • The Audience
is  a particular group of consumers within the
predetermined target market
 





	46. Ad Network &  Ad Exchanges
An ad exchange is a digital
marketplace where advertisers
and publishers purchase and
sell ad inventory directly. Ad
exchanges don’t involve an
intermediary.
An ad network is an aggregator
that collects ad inventory from
publishers and sells it to
advertisers. It acts as an
intermediary.
 


	47. Criteria Ad Network  Ad Exchange
Type of Entity A company A technological platform
Inventory Offers a premium inventory to
advertisers
Offers the remaining inventory after selling
the premium inventory
Transparency Advertisers don’t know where their
ads will appear
Publishers are unaware of the buyer
Both the partiers are aware of the
transaction
Pricing Doesn’t change since it depends on
negotiations
Fluctuates depending on the bids placed
Principle of Work Acts as an intermediary between
publishers and advertisers.
Acts as an open ad marketplace for all
market players.
 


	48. Criteria Ad Network  Ad Exchange
Quality of inventory Offers mostly first-tier inventory, often
sold for the first time.
Offers all available inventory, including
remnants (good quality inventory is oftentimes
already purchased by ad networks for
reselling).
Gains for Advertiser Prices are higher because they’re
determined individually, so advertisers
often overpay.
Advertisers define the price by themselves.
Gains for Publisher Publishers have less control over
inventory optimization and pricing.
More control over the value of each
impression.
Examples Google's AdSense, Yahoo Publisher
Network.
SmartyAds, Yahoo Right Media.
 


	49. HOW DO YOU  MEASURE YOUR
RESULTS?
 







	55. LEAD
He is any  person or entity ( as in the business)
that is potentially interested in purchasing
your product or services.
The hot lead is more qualified than cold lead.
 






	60. Return On Ad  Spend (ROAS)
• To calculate ROAS, you take the revenue driven by a campaign
and divide it by the amount of money spent on that
campaign.
 


	61. • 20% ROI  on a 3 month ad campaign
• 10% ROI on a 1 month ad campaign
A 10% ROI per month is better than a 20% ROI over 3
months. If we divide 20% by 3 we get a monthly ROI 6.6%,
which is lower than 10%.
 


	62. Take Attention!!
• ROI  is Return On Investment, which means overall investment
including people and tools and other expenses. ROAS is Return
On Ad Spend, which just looks at your spend with the platforms
(outside of tools, employees, and management fees)
 











	72. • Profit margin=  10%
• CLTV=8
• The average customer order= 2 orders/year over 6 month
• The average value of sales= ?
A
 


	73. • Profit margin=  10%
• CLTV=8
• The average customer order= 2 orders/year for 6 month
• The average value of sales= ?
• CLTV = Average value of sales*number of transaction*retention time period*profit
margin
• 8= Average value of sales*2*0.5*10/100
• Average Value of Sales = 80 $
 


	74. • Spent =  100$
• CPC = 2 $
• CPM = 20 $
• CPA = 10$
• CTR = ?
• CR = ?
B
 


	75. • Spent =  100$
• CPC = 2 $
• CPM = 20 $
• CPA = 10$
• CTR = ?
• CR = ?
• CPC = Spent / clicks 2= 100/ clicks
• Clicks= 50
• CPM = (spent/ impression)*1000 20= (100/ impression)*1000
• Impression = 5000
• CPA = spent / total actions 10 = 100/ total actions
• Total actions = 10
• CTR = (clicks / impression)*100 CTR = (50/5000)*100 = 1 %
• CR = (total actions / total clicks) *100 CR = (10/50)*100 = 20%
 


	76. • Spent =  100$
• CPM = 20$
• CPA = 10$
• CTR = 1 %
• Total clicks = ?
• CR = ?
C
 


	77. • Spent =  100$
• CPM = 20$
• CPA = 10$
• CTR = 1 %
• Total clicks = ?
• CR = ?
• CPM = (spent/ impression)*1000 20= (100/ impressions)*1000
Impressions = 1000*100/20 = 5000
• CTR = (clicks / impression)*100 1=(clicks/ 5000)*100
Total Clicks = 5000/100 = 50
• CPA = spent / total actions 10 = 100/ total actions
total actions = 100/10 = 10
• CR = (total actions / total clicks) *100 CR = (10/50)*100 = 20 %
 


	78. • Let’s assume  the following scenario: you buy a car for
$10,500. When you sell the car you receive $8,500. What is
your ROI?
• Let’s assume the following scenario: you run an ad campaign
on Instagram. The campaign costs 500 dollars and the total
gain from the campaign is 775 dollars. What is your ROI?
D &E
 


	79. • Let’s assume  the following scenario: you buy a car for $10,500.
When you sell the car you receive $8,500. What is your ROI?
-19%
• Let’s assume the following scenario: you run an ad campaign
on Instagram. The campaign costs 500 dollars and the total gain
from the campaign is 775 dollars. What is your ROAS?
55%
 


	80. Ads Strategy
  


	81. What to Know  Before you Set Up your Ad?
 


	82. First, you need  to understand who your customer is?
• Who are they?
• What does their family situation look like?
• How much do they make?
• Where do they live? (Both geographically and whether or not they own or rent).
• Where do they work?
• How do they spend their free time?
Once you understand who they are, you’ll want to take it one step further and
understand how they think.
 


	83. Next, you’ll want  to walk through the average customer journey. What steps do they take as
they:
• Recognize that they have a problem
• Identify what that problem is
• Discover potential solutions
• Become aware of you as an option
• Choose to purchase your product
 


	84. For each customer,  this journey may be slightly different. However, they
generally fall into 3 categories:
• Awareness Phase (top of the funnel)
• Consideration Phase (middle of the funnel)
• Decision Phase (bottom of the funnel)
Why does this matter to you as an advertiser? Because you will tweak your
content, offers, verbiage, and Call to Action based on whatever stage of the
customer journey your potential buyer is in.
 


	85. Finally, you’ll want  to break your audience up into segments
based on where they are situated in the customer journey. This
will allow you to make the right offers to the right people at the
right time.
 


	86. Here are a  few examples of
potential audience segments:
• Any new customers in the "prospects stage" are entering your funnel as warm leads because they are interested in your product.
• Lukewarm leads visited your website but didn’t engage, you may wish to use Retargeting to remind them that you are there, waiting in the wings,
with the solution to their problems.
• Engaged blog readers like your blog and keep coming back for more. They’re more likely to share your content on Facebook or make a purchase.
• Landing Page visitors came to a specific landing page and are therefore probably interested in that particular product.
• Shopping cart abandoners were so close to making a purchase... but something stopped them. They may just need a gentle push to finish their
purchase.
• Return customers love your brand. They’ve already purchased from you in the past and come back time and time again for more. These customers
can serve as brand advocates, singing your praises and recommending your product to their friends.
As you learn more about your own audience, you may uncover different segments that will require different messaging.
 


	87. Ad
Strategies
Combine Ads
with Content
Marketing
Use
Giveaways
and  Contests
Use Lead Ads
to Build Up
your
Marketing List
Incorporate
Video Ads
Create Ads In
Different
Platforms
Utilize Mobile
Ads
 


	88. Facebook Ads Manager
  


	89. Facebook Ads
Stats
  


	90. 72% of B2C  marketers reported that Facebook was their top social
advertising channel.
43% of B2B marketers also named Facebook as their most important
advertising
94% of social media marketers are using the Facebook ad platform
49% of Facebook users like a brand’s page to show their support.
Branded Facebook pages only reach about 2% of fans with organic posts.
500 million people watch Facebook videos each day.
 


	91. Facebook video ads  have the lowest CPC
Facebook CTA buttons increase click-through rates.
Shorter Facebook posts get 23% more interaction than longer posts.
34.7% of people who unfollow a brand on Facebook do so because
of low-personality or uninteresting posts
57.5% of people who unfollow a brand do so because of an excessive
amount of promotional posts
Posts with photos receive 179% more engagements than other posts.
 


	92. People are 1.5x  more likely to watch video on a smartphone instead of a
desktop.
Videos are the most shared post type, with 89.5 average Facebook shares.
85% of Facebook videos are watched with the sound turned off.
 





	96. Let's Explore How
Auction  Works Through
The Lens Of A Frequent
Facebook User.
 







	102. How Does
Facebook Use
Machine  Learning
to Deliver Ads?
• https://www.facebook.com/business/news/good-
questions-real-answers-how-does-facebook-use-
machine-learning-to-deliver-ads
 



	104. How to create  Facebook Ads
 


	105. First, You should  have Ad
Account
 


	106. •Ad Accounts: Set  up or edit the name of your ad account, choose your
currency, enter a business name, address, and tax ID number, and specify
whether you're purchasing ads on behalf of a business or an agency.
•Ad account admins can add people to or remove people from an ad
account, and manage roles/permissions from this section.
•Pages: View a list of all the Pages for which you have permissions, and
what role you have on each.
•Payment Settings: Add or edit payment methods, set a top-level spending
limit on the ad account, and find out when your next billing date is.
•Notifications: Manage how Facebook informs you of activity on your ad
account(s). Set a primary email address.
 




	109. campaign
Ad Set 1
Ad1
Ad2
Ad  Set 2 Ad1*
The business goal you want the ad to
drive is your ad objective. This might be
Brand Awareness or Catalog Sales..etc.
Every ad set or ad within a single
campaign will share the same ad
objective.
 


	110. campaign
Ad Set 1
Ad1
Ad2
Ad  Set 2 Ad1*
Options you set at the ad set level reflect
your priorities around delivery, such as:
• Target audience
• Placements
• Budget
• Schedule
 


	111. campaign
Ad Set 1
Ad1
Ad2
Ad  Set 2 Ad1*
At the ad level, you'll choose the ad
format and provide the creative and
copy that people see on Facebook.
This includes your ad's headline,
content, photo or video assets, and
destination URL.
 


	112. Ads Format
  


	113. https://www.facebook.com/business/ads-guide
  





	117. • Brand awareness:  Select it to display your
ad to people most likely to be interested in
your product or service.
 



	119. Audience
Focus your ad's  delivery by specifying an
audience.
You can include or exclude people from your
audience based
on demographics, location, interests,
and behaviors. For example: display ads to
everyone who lives within 20 miles of a major
city, but exclude people who live in the city
itself.
 





	123. •Facebook ads can  appear in News
Feeds, Instant Articles, In-stream Video,
Stories, Suggested Videos, Marketplace,
and in the Right Column on desktop.
 


	124. •It can appear  in stories, sponsored
message and inbox.
 


	125. • Instagram ads  can appear in Feeds and
Stories.
 


	126. • Audience Network  extends your ads to
other app and website publishers, in a
range of placement types including native,
banner, interstitial, in-stream video, and
rewarded video.
 






	131. Control your budget
HOW  MANY
PEOPLE DO YOU
WANT YOUR AD
TO REACH?
HOW
MUCH DO
YOU WANT
TO SPEND?
 





	135. Instant Experience examples:
https://www.youtube.com/watch?v=fvUODDyrfag&list=PLfqytXLAA54U82npN9m_AEKDjkh0cpPgX
  



	137. • Traffic :drives  people to a website, app or
Messenger.
• Engagement: Intended to increase post
engagement, Page likes, or event responses.
• App installs: use it If you’d like people to install
your mobile or desktop app.
• Video views: shows your content to people who
are most likely to watch it.
• Lead generation: encourages people to share
their contact details via a mobile-friendly form.
• Messages: encourages people to have
conversations with your business in Messenger
to complete purchases, answer questions, or
offer support.
 






	142. About Dynamic Creative
https://www.facebook.com/business/help/170372403538781
  




	145. As an advertiser  on Facebook, you can add a call-to-action button to your
ad that will open in WhatsApp. Audiences can engage with you on
WhatsApp after clicking your ad.
Before you begin
•Download WhatsApp App.
•Connect your WhatsApp account to your Facebook page and be the
admin of your page.
 



	147. Create ads that  click to WhatsApp
To create ads that click to WhatsApp from Ads Manager:
1.Go to Ads Creation.
2.Choose your objective
3.In the “Message Destination” section, select WhatsApp.
4.Choose your audience, budget and campaign schedule.
5.In the Ad Setup section, choose the images, text and headline for your ad.
6.After you've reviewed your campaign's details, click Confirm to create your
ad
 





	151. ThruPlay
ThruPlay is an  optimization and billing option for video ads through the video
views objective. ThruPlay allows advertisers to optimize and choose to pay only
for ads that are played to completion, or for at least 15 seconds. This
optimization is available with Auction or Reach and Frequency campaigns.
The following placements are available:
•Facebook: Feed, In-Stream Video, Instant Articles, Suggested Video
•Instagram: Feed, Stories
•Audience Network
The following ad formats are available:
•Single Video
•Slideshow
•Instant Experience (Not supported by ThruPlay billing option)
 





	155. https://www.freeprivacypolicy.com/
  





	159. • Conversions: asks  people to do something in a
website or app. Install the Facebook pixel to a
website or SDK to an app to track actions
people take, and to create audiences and
optimize ad delivery based on those actions.
• The Catalog sales: is ideal for ecommerce,
travel, auto, and real estate companies: You can
link to images of every item you sell, and
Facebook will display different items to
different people, based on broad targeting
criteria or how they've engaged with ads in the
past.
• Messenger, Instagram and WhatsApp: Get
people to initiate a purchase through
Messenger, Instagram and WhatsApp.
• Calls: Get people who may be interested in your
business to call you.
 



	161. Facebook Pixel
The Facebook  pixel is an analytics tool that allows you to measure the
effectiveness of your advertising by understanding the actions people take
on your website.
Facebook SDK
It is the easiest way to integrate your app with Facebook.
About events
Events are actions that happen on your website (like when someone makes
a purchase). To track an event, you'll need to place a piece of code on your
website to help Facebook understand that someone has taken an action.
 


	162. Split Tests
  


	163. How Split Tests  work
Split tests let you test different variables of your ad campaigns so you
can see what works best, then build on the success of your campaigns
and improve future media plans. You can test things like creative
assets, audience and ad placements.
 




	166. Audience targeting
Lookalike
audience
Custom
audience
Core
audience
  


	167. Core Audience
  


	168. Building a Core  Audience on Facebook lets marketers calibrate ad
delivery around demographics, locations, interests, behaviors, and
connections.
When building Core Audiences, you can opt to include or exclude
people from your target audience based on any of these attributes
listed below. You can save Core Audiences for future use, and can
modify Saved Audiences to test and optimize your targeting.
Demographic targeting draws from information that people share
publicly on Facebook about their education, political views,
family/relationship status, life events, career, and more.
Location targeting allows marketers to target ads by postal code,
city, region, or country — or worldwide — and to deliver ads based
on where people are, whether they live in a location, are new
arrivals, or just visiting.
Interest targeting focuses on consumer and lifestyle categories
such as fitness, fashion, or hobbies.
Connections targeting is based on audience engagement with your
Facebook Page, Facebook Events, or app.
 


	169. Location-based audiences
There are  four different ways to define your audience based on location.
You can request that your ads be delivered to:
Everyone in a location
•Locals: Only people who identify that location as their home
•New residents: Only people who recently updated their location
•Visitors: People who have checked into or been tagged in a place that
isn’t their primary location
 


	170. Geographic Audiences
Use the  Browse feature to target
your ads worldwide, by
geographic area, country, city, or
postal code.
 


	171. Type in an  address to deliver your
ads to people who live within a 1 to
50 mile radius of this location.
Note: only people who've included an
address in their profile or have
location services turned on will be
reached.
 


	172. Demographic audiences
Targeting ad  delivery by demographic traits—such as age
and gender—is a time-honored marketing strategy.
 


	173. Interests and Behaviors
Facebook  can provide ad delivery around people’s interests and behaviors.
•Interest targeting lets you advertise to specific audiences by reaching people based
on their interests, activities, Pages and posts they like, posts and comments they
make, and closely related topics.
•Behavior targeting lets you reach people based on device usage and other activities
 



	175. Writing
Reading
  


	176. Writing
Reading
  


	177. Reading
Writing
  


	178. Target by Device
Device  usage is another important targetable behavior. You can create ads to include or
exclude people by desktop browser and operating system under Digital Activities, or by
mobile device under Mobile Device User.
 


	179. Target by Connections
You  can include or exclude people from Core Audiences based on whether
they engage with your Facebook Page, your apps, or your Facebook Events.
You can also target or exclude friends and connections of people who have
engaged with your content.
 


	180. Custom Audience
  


	181. First what about  Facebook Pixel???
The Facebook pixel is an analytics tool that allows you to measure the
effectiveness of your advertising by understanding the actions people
take on your website. You can use pixel data to:
•Make sure your ads are being shown to the right people
•Build advertising audiences
•Unlock additional Facebook advertising tools
 


	182. Set up the  Facebook pixel by placing pixel code on the header of
your website. When someone visits your website and takes an
action (like completing a purchase), the Facebook pixel is
triggered and reports this action. This way, you'll know when a
customer takes an action, and will be able to reach that customer
again through future Facebook ads.
 


	183. BENEFITS
There are several  ways you can use data collected from the Facebook
pixel tracking to refine your Facebook advertising strategy.
With the Facebook pixel, you can:
•Reach the right people: Find new customers, or people who have
visited a specific page or taken a desired action on your website. Plus,
create Lookalike Audiences to reach more people who are similar to
your best customers.
•Drive more sales: Set up automatic bidding to target people who are
more likely to take an action you care about, like making a purchase.
•Measure the results of your ads: Understand how successful your ad
is by seeing what happened as a direct result. You can view
information like your conversions and sales.
 


	184. Facebook’s software development  kit (SDK) is the equivalent of
the Facebook pixel, for mobile apps. Shopping app developers
can use it to respond to events such as “item added to wishlist”
or “completed registration” to increase engagement and
conversions. Game developers can likewise follow events like
“completed tutorial” or “achieved level” to reward players, and
drive in-app purchases. You can use the SDK to seed Custom
Audiences and focus on customized messages to app users.
The Facebook SDK
 


	185. https://developers.facebook.com/
  




	188. Make sure that  your pixel is working correctly:
• The Facebook Pixel Helper is a troubleshooting tool that helps you find out if
your pixel is working correctly. It's a Chrome plugin you can use to see if
there's a Facebook pixel installed on a website, check for errors and
understand the data that's coming from a pixel.
• Install the Pixel Helper Before you start, you'll need to have the Chrome web
browser. If you don't have it yet, install the Chrome browser then follow
these steps:
• Go to the Chrome web store and search for the Facebook Pixel Helper.
• Click + Add to Chrome.
• Click Add extension.
• Once you have successfully installed the extension, you'll see a notification
that the plugin has been added to Chrome and a small icon will show in your
address bar.
 


	189. Check that your  pixel is working
• After you've installed the Pixel Helper, click the Pixel Helper icon in
the address bar.
• Check the popup to see any pixels found on that page, and whether
they've been set up successfully.
 


	190. Custom Audience sources
You  can generate Custom Audiences from a variety of sources.
• customer lists: Customer lists are an audience who have already shown an
interest in your business or product. But the source doesn’t come from
Facebook engagement or Meta Pixel.
Instead, you tell Facebook “identifiers” you’ve collected from your audience.
Examples include the email address of a newsletter subscriber or past
customers who have shared their phone numbers with you.
 


	191. • Website: Once  you install the Meta Pixel on your website, it can
match your website visitors to their Facebook profiles.
You can use this information to create Custom Audiences that target:
1. All website visitors
2. People who have visited a specific product page or product
category.
3. Recent website visitors by choosing a timeframe for how far back
you want to go
 


	192. The Facebook pixel  is a segment of code that you can copy and paste into
your existing website. Pixel allows Facebook’s ad servers to recognize users
across multiple devices — as long as they’re signed into Facebook. You can
specify which pages of your site — and which actions people take on your
site — will trigger the pixel.
When someone visits your website and takes an action (like completing a
purchase), the pixel is triggered and reports this information. This way,
you'll know when a customer takes an action and will be able to reach that
customer again through future Facebook ads.
 


	193. Then, create Custom  Audiences and specified ad sets based on these
actions to reach people based on where they are in their customer
journeys. For example, you could choose to take note of events such as
“add item to shopping cart,” and then reach cart abandoners with
messages encouraging them to complete their purchase or to add more
items for a discount.
 


	194. • Mobile App:
This  type of Custom Audience can be a great basis for app engagement
campaigns. Some targets include:
1. People who have downloaded your app but may not be using it yet
2. People who have made in-app purchases
3. People who have achieved a certain level in your game
 


	195. • Engagement Custom  Audiences:
An Engagement Custom Audience is made up of people who have interacted
with your content across Meta technologies like Facebook or Instagram.
These people have done specific actions like:
1. Viewed a video
2. Followed a Facebook page
3. Clicked on an ad
4. Responded to an event as “Interested”
While Facebook keeps track of these actions, you can also create a setting to
refresh the audience, say, every 30 days.
 


	196. You can also  create custom audience from offline activity, your
catalogue, AR experience, on Facebook listing and shopping
 




	199. Lookalike Audience
  


	200. Lookalike Audiences: can  help you find — and deliver ads to — people who
share demographics and behaviors with your current customers.
You can use Lookalike Audiences to reach people who are similar to:
•Existing customers
•People who like your Facebook Page
•Visitors to your website
•People who engage with your mobile app
 



	202. Lookalike Audience size
You  can choose the size of a Lookalike Audience during the creation
process. This size is expressed in a scale of 1-10, which is the
percentage of the population of a particular country that you are
asking Facebook's system to match with your seed audience.
 


	203. We generally recommend  a source audience with between 1,000 to 50,000
people. The quality of the source audience matters too. If a seed audience
is made up of your best customers rather than all your customers, that
could lead to better results. We'll cover this more in detail in the next
module.
• Smaller audience (1-5):
More closely match your source audience
• Larger audience (6-10):
Increases your potential reach, but reduces the level of similarity between
the Lookalike Audience and source audience
 


	204. Regardless of who  is creating the Lookalike Audience, you'll need
one very important thing before you begin: a seed audience.
.
A seed audience is a group of people who are
important to the success of your business,
such as those who make high-value purchases
or who are deeply engaged with your
Facebook Page or mobile app
 


	205. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
 


	206. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
If you have an existing Custom
Audience that has proven to be
a good source of customers,
you can use it as the seed for a
Lookalike Audience that
resembles these existing
customers and clients.
 


	207. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
You can create a value-based
Lookalike Audience from a file you
upload that contains data about
your best customers, which our
system then uses to find similar
people. This data is hashed —
anonymized to protect the privacy
of your customers.
This hashed data is securely held
on Facebook's servers only long
enough to create the Audience,
then deleted.
 


	208. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
Pixel helps Facebook’s ad servers
recognize website visitors across
devices. Since you can specify
page visits and actions that trigger
the pixel, this can then be used to
create a seed based on customer
behavior.
For example, monitoring the action
“complete a purchase” enables you
to generate a Custom Audience
based on people who’ve bought
from your website. Seeding a
Lookalike Audience with that
Custom Audience may surface
potential customers.
 


	209. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
Seed a Lookalike Audience using
a Custom Audience of people
who engage with your mobile
apps. Then, you can develop
brand awareness campaigns
targeted to new prospects who
resemble people who’ve triggered
in-app events such as “completed
registration.” Game developers
can track events such as
“achieved level.”
To seed a Custom Audience with
mobile event data, you have to be
an Administrator or Developer on
the app, and there must be active
SDK event tracking in place.
 


	210. Create a Seed
Audience
Custom
audience
Your  customer
information
Facebook
pixel
Mobile App
Facebook
page fans
People who Like your Page
have already shown an
interest in your business.
Create a Lookalike Audience
of Page fans to drive
awareness of your business
and find more people who
are likely interested in your
products or services.
 



	212. How To Manage
Audience
  


	213. Audience Overlap
When you  have two or more audiences selected, you can check the
overlap between them using the Actions dropdown. Overlap
means the percentage of people that are in both audiences.
 




	216. How To Measure  &
Manage ??
 



	218. Our estimated ad  recall lift (people) metric is available for ads using
the Page Post Engagement objective, the Video Views objective and
the ad recall lift optimization within the Brand Awareness objective.
The estimated ad recall lift (people) metric shows how many people
we estimate would remember seeing your ad if we asked them within
two days.
 







	224. Duplicate existing content
  


	225. Start and stop  delivery
Keep in mind the following to avoid disruption to your ads:
•If you turn off a campaign, it'll also stop all ads and ad sets in that campaign.
•If you turn off an ad set, it will stop all the ads in that ad set.
•To turn ad delivery back on, you may need to turn on the parent ad set and campaign, too.
 








	232. Import and export
  



	234. Split testing lets  you test different variables of your ad campaigns so you can see what
works best, then keep building on success and improve future media plans.
Ads Manager lets you split audiences at the ad set level to better understand how your
delivery selections affect campaign performance — for example, to test how your ad
performs when you target specific ages or genders. You can split an audience as many
times as you like.
With the ad set selected, choose Split Audiences from the Duplicate dropdown.
Split testing
 


	235. Establish automated rules
You  can create rules at the campaign, ad set, or ad level. Rules update ad
delivery or notify you of changes to your campaigns, ad sets or ads. Some of
the things that rules can do include:
•Turn off your ad if it doesn't perform well.
•Increase the budget of an ad set when more people click on those ads.
•Send a notification to your email address when the overall number of
people who view your ad decreases past a certain number
 





	239. Facebook Ads Best
Practices
  


	240. 1. Create educational  and inspirational videos
2. Integrate call-to-action
3. Choose the right target audience
4. Encourage engagement by asking questions in the ad title.
5. Choose images and colors that look vivid against Facebook’s blue and white.
6. Remember to test
 


	241. 7. Effective Value  Proposition
8. Monitor your messages.
9. Find your voice
10. Engage with your audience
11. Don’t spam
12. Publish posts when your audience is online.
13. Stop Selling
14. Set Up a Funnel
15. Measure Results
 



	243. • Grab attention  early
 


	244. • Keep it  short
 


	245. • Optimize your  ad title and description
 


	246. • Focus on  sound-off views
 


	247. • Check your  Facebook video specs
• Get vertical or go square
• Stick your CTAs in the middle
• Pick the right Facebook advertising objective
• Understand your KPIs
• Keep your mobile videos short
 


	248. • Nail your  thumbnail
• Think mobile first
 


	249. • Match your  objective to your Facebook video ad types
If you want to spread brand awareness and ensure that viewers actually remember your ad, video
carousel ads and in-stream video ads are great options.
If your goal is to generate engagement and discussion around your video ad, a longer and more
immersive format like a sponsored live or 360 video will attract highly engaged viewers who are likely
to comment on and react to your content.
Finally, if you’re creating a Facebook video ad campaign to drive conversions or rack up sales, we
recommend collection video ads as you can display a video highlighting your products or services
while showing off clickable images of your offerings below.
 


	250. • Analyze how  your videos are performing.
• Go native
 


	251. https://www.facebook.com/ads/library
  


	252. Let’s Talk
Lamiaaasayed@gmail.com
Thanks
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