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Facebmk Mvertising Process:
Creating a Facebwk Campaign

(aka: how to Create our campaign, your audience, and how to create the indidual ads)

Step 5 of the Facebook Ads Process: Creating a Facebook Campaign
(Previous Step: Facebook Testing Protocol)

Now that you've finished the foundational steps (creating a Business
Manager, creating and installing your Facebook Pixel, creating a Retargeting
Audience, and understanding the Facebook Testing Protocol), you can create
your Facebook Ad Campaign. Before we dive in, let's talk about the naming
convention - naming your campaigns, ad sets, and ads will help you stay
organized, especially as you start running more campaigns.

NAMING CONVENTION

e The is where you choose your ad objective. Along with the
objective, choose a descriptive name for what you're promoting.
o (E.g.. Webinar Signups 6/11/2020 | Traffic)
e The is where you create your audience. Name the ad set who
you are targeting.
o (E.g.. Retargeting Website Visitors)
e Name the based on your testing protocol.
o (E.g.Ad Copy 1, Image/Video 1; Ad Copy 2, Image/Video 1; Ad
Copy 3, Image/Video 1)

HOW T0 SET uP I FACEB00C CAMPMAN

1. Log into your Facebook account. Then, go to business.facebook.com.
2. Inthe upper left-hand corner, click “Business Manager” next to the
Facebook icon. Click “Ads Manager.”
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3. Click the green “+ Create” button on the left-hand side below the

“Account Overview" tab.
4. Choose “Traffic” in the Consideration column, which is the default

option.
a. See below for more information on choosing the right
objective.
5. Name your campaign, ad set, and ad (see naming guidelines above).
6. Scroll to and set your daily or lifetime

budget. Click Next to proceed to the Ad Set.
a. Pro Tip: If you're using a Retargeting Audience, you can use a
small budget (e.g., $3-4/day) because you're reaching a smaller
audience. If you're targeting a brand new audience, start with

$7-10/day).
7. Inthe section, optionally choose to set an end date
for the campaign.
8. Inthe section, you have a few targeting options:

Facebook Ads Process: Facebook Campaigns | Last Updated: June 2020 Page 2



a. Retarget website visitors with your new Retargeting Audience.
Click in the search bar under “Custom Audiences” and select your
Retargeting Audience. Edit the Locations, Age, Gender, and
Detailed Targeting as needed. Be careful to not use too many
detailed targeting options (or any at all) to avoid shrinking your
audience size. OR...

b. Target a brand new audience with the Locations, Age, Gender,
and Detailed Targeting options.

Audience
Create New Audience Use Saved Audience =

Custom Audiences Create New #
Q| Search Existing Audiences

Exclude

Locations
People living in or recently in this location v

@ Include ~ Q, Search Locations Browse

Age

25 hd 50 A4
Gender
All genders

Detailed Targeting
All demographics, interests and behaviors

Detailed Targeting Expansion:
« Off

9. Inthe section, select “Landing Page Views"
from the dropdown to optimize your ads for people who click on your
ad and wait for your landing page to load. Click Next to proceed to the
Ad creation.

10. In the section, select the correct Facebook page, and
optionally, choose your Instagram account.

1. Select your Ad Format: IS most common.
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Ad Name Create Name Ternplate

Ad Copy 1, Image 1

Identity

Facebook Page

@ Amber Swenor -

Instagram Account @

@ impactacademycommunity b4
Ad Setup
Create Ad -

@  Dynamic Formats and Creative

our ad. See how

Format

@ Single Image or Video
Carousel

Collection

12. Add (Image or Video).
13. Add the remaining assets to your ad:
a. Primary text (your main ad copy - appears above your video or
graphic)
b. Headline (40 characters max)
c. Description (30 characters max, the description appears below
the headline)
d. Destination (your landing page URL)
Display Link (the link that appears in your ad)
f. Call to Action

®
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Primary Text

This is a Facebook ad!

‘::\J Add Another Option
Headline - Optional

Compelling Headline

Facebook Feeds
Feeds

@ Amber Swenor

This is a Facebook ad!

O Add Another Option

Description - Optional

@ 8= n

O Add Another Option

HTTPS/WWWIMPACTACADEM.
Destination Compelling Headline [ LEARN MORE ]

Experience & fully aligned brand b Stories
® & Website " ® | =

If‘J Like L_J Commant £ Share T
Facebook Event ? K
Website URL
https://www.impactacademy.com/ [4 Preview URL ki
s @
Build a URL Parameter
Display Link - Optional
14. In the section, check the box next to Facebook Pixel and

confirm that the correct Facebook Pixel populates.

15. When you're ready to publish your campaign, click the green
button in the bottom right-hand corner. Facebook will review your ad
before publishing it.

PRO TIPS / COMMON FACEROOY RULES TO FOLLOW

e Createa”“ "in your Ads Manager to view the stats
that are meaningful to you by scrolling to the far right and clicking on
the blue + button on the dashboard.

o Include stats like your particular conversion action (what event
you installed on your thank you/confirmation page (lead,
purchase, complete registration, etc.), Cost Per Click, Click
Through Rate, Unique Clicks, Landing Page Views, Cost per 1,000
Impressions, Cost per Conversion, etc.

o Save the Custom Dashboard by clicking the checkbox next to
“Save as preset” at the bottom of the window and give your
Dashboard a name. To view your Custom Dashboard again in the
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future, click the “Columns: Performance” dropdown on your main
dashboard and select your Custom Dashboard name.

o Click here to learn more about how to customize columns and
create a Custom Dashboard.

Last 7 days: Jun 15, 2020 — Jun 21, 2020 -
Note: Does not le today's data

ENEEED 58 Adsets for 1 Campaign ] Ads for 1 Campaign
P Rules w View Setup @ Il Columns: Performance w “S Breakdown = Reports =
. ; Video Video - Cost per
cy Unlqugll_.lnk Link Clicks _3-Second Percentage Average Play Landing Page Landing | ©
- s Watched Time s Page View

e Avoid using more than 20% text within a Facebook Ad image. Check
your image's text rating, here. We recommend avoiding using an
image with a low, medium, or high image text warning.

e Avoid using the word ‘YOU' too much, especially in a ‘negative’ context
(E.g. “Are you tired of getting denied due to bad credit?").

e Ads promoting employment, housing, or credit opportunities are
considered “Special Ad Categories” and must be specified as such
when creating your campaign (if your ad falls into one of these three
categories, you can check the “Special Ad Category” box on the first
Campaign creation page).

o If you don't check the Special Ad Category box when creating
your campaign, but you use words like “job, work, house, credit”
etc. in your ad copy, headlines, or visual elements, your ad may be
rejected, even if your ad doesn't promote one of the three Special
Ad Categories. Facebook ads go through an automated approval
process, and these words trigger the automated system and
reject your ad.

o Certain targeting options are not available for ads in special
categories, including Lookalike Audiences. However, you can
create a Special Ad Audience, which will create an audience
based on similarities in online behavior and activity (similar to a
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Lookalike audience) but does not use certain categories,
including age, gender, ZIP code, or other similar categories.

o Learn more about Special Ad Categories and Special Ad
Audiences, here.

e When you publish your campaign, your ads will enter a Learning
Phase, which is an important part of Facebook's ad set optimization
process (during this time, Facebook is learning who to target to reach
your optimization event (i.e., Landing Page Views). It usually lasts until
50 optimization events have been generated (E.g., 50 Landing Page
Views) and is reset when significant edits are made to an ad set or the
ads within it.

o Click here to see what Facebook considers Significant Edits.

o We highly recommend not making any significant edits to your
ad until the learning process is finished, unless the change is
absolutely necessary.

e Review Facebook’s Advertising Guidelines to ensure you're abiding by
their strict rules/guidelines.

o Your ads will be disapproved, and in some cases, your ad account
will be shut down if you do not adhere to the rules/guidelines.

CHOOSING Kk CAMPNGN 0BJECTIVE:

° Brand new people you've reached through interest-based
targeting.

° Target previous website visitors or people who've engaged
with your brand on Facebook (e.g. liking one of your posts) in order to bring
them back and show them lead magnet offers.

) Custom audiences of people who've visited your website or
already downloaded a lead magnet previously. These people already know of
you and your business and are the farthest down the “digital funnel” (l.e., the
people who are the most likely to take action).

When starting a Facebook Campaign in which you want to track conversions, you
may instinctively want to choose the “Conversion” Objective. However, Facebook
hasn't had a chance to ‘learn’ your target audience and optimize for those
conversion events. See more below.
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e Ifthere aren't enough people visiting your website (as indicated by fewer than
500 monthly pixel events occurring on it - including page views, leads, viewing
content, purchases, etc.), you'll need to drive people to your website before
driving sales.

e Start running ads that use the traffic marketing objective and are optimized
for Landing Page Views (just like how we set up the campaign in the above
steps). This can drive people to your website, which will generate pixel data
and build up a customer base so that Facebook has more information to
better optimize your ads.

e \When optimizing for rarer results (like leads, purchases, complete
registrations), Facebook recommends getting about 50 conversions per week.
These 50 have to be attributable to your ads. Conversions that don't result
from someone seeing/clicking one of your ads don't count towards the 50.

e To help you choose the right conversion, check your pixel events before you
set up your ad set.

(meaning you
will need to receive at least 100 webinar sign-ups, form submissions,
purchases, etc. in a month without the help of Facebook Ads.) If your website
doesn't get at least that many conversions without ads, it's very unlikely that
Facebook will be able to find enough people through ads for your ad set to be
successful. If you're not seeing enough of any single pixel event (page views,
view content, leads, complete registrations, purchases, etc), you may want to
spend more time building up website traffic and a customer base.

o You can view your pixel data and events in your Events Manager
dashboard. In your Business Manager, in the upper left-hand corner,
click “Business Manager"” next to the Facebook icon. Click “Events
Manager.”

o Change the date range, and view your pixel data in the “Total Events”
column for that particular date range.
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All Intellectual Property (“IP”) created by the Impact Academy team, Coach and/or Team of Experts is for Client’s individual use only to apply the
learnings in the client’s business. All IP shall remain the sole property of Coach, and Client agrees to not reproduce, duplicate, copy, share, sell,
distribute, trade, or otherwise disseminate or exploit for any commercial purposes any portion of the IP provided in connection therewith.

The coach does not make any representation or warranties as to the accuracy, applicability, or completeness of materials.

The coach shall not, under any circumstances, be held liable for any loss or other damages of any kind by use of these materials. As always,
please seek the advice of a competent legal, tax, accounting, or other professional when needed. All links are for informational purposes and are

not warranted for content, accuracy, or any other implied or explicit purpose. This manual contains material protected under International and
Federal Copyright Laws and Treaties.
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