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§ The current landscape of Facebook advertising

§ How to build a targeted audience  

§ How to create boosted post campaigns

§ How to create promoted page campaigns 

§ Monitoring & optimisation of ads to maximise conversions

§ Reading results 

WORKSHOP TAKEAWAYS 
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AD A GO YET?



It’s an Ad, Ad, Ad World…

Myth busted: Without paid Facebook advertising, you are reaching only 2%-10% 

of your current page fans on average 
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Myth: Social media is free to use so I shouldn’t spend money on it!



In the fourth 
quarter of 

2016, 
Facebook’s 
ad revenue 

was $8.81bn, 
up from $2.96 

billion in 
2015
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Facebook desktop ads 
have 8.1x higher click-

through rates and mobile 
ads have 9.1x higher 

click-through rates than 
normal web ads

Over 70% of 
marketers spent 
more on social 

media ads in 2016 
than in 2015

The average Facebook 
user follows 19 business 

pages & over a third 
engage with brands on a 

regular basis



Myth Busting

Likes and followers are what truly matter
Reaching the right audience is what truly matters

You can’t measure and track accurate results
Analytics can track the exact number of people who saw or interacted with your content

Social media is a separate strategy

Social media should slot in seamlessly with the rest of your business’ 

marketing strategy
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LAPTOPS AT THE READY



Facebook Advertising Objectives
Engagement = (likes, comments, shares, and clicks)

Reach = people who viewed your content 

Impressions count too…

99% of people who saw a Facebook 

advert and then bought a product in 

the shop didn’t click on the advert.
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At what cost?

A recommended starting budget of £5-£10 

per day to identify what does and doesn’t work 

before scaling up.

Recent findings show that customers require 8 touchpoints before buying a product or service. 

Social advertising provides the opportunity to provide many of these touchpoints in a targeted, more 

granular way over any other form of advertising.

Likes = (news fans to your page)



Audience Building Questions

ü Who are my audience(s)? (personas)

ü What are my target audience interested in?

ü Do I have high quality materials to support advertising campaigns?

ü Is there a call-to-action?
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THE TEN COMMADMENTS 
1. Who is the perfect demographic for your offer? (e.g. age, gender, location, income)

2. Who are the thought leaders, experts, or celebrities in your niche that your people might follow?

3. What are the most popular books (authors) or magazines in your niche?

4. Who are the most popular bloggers and podcasters in your niche?

5. Where do your people shop, what retailers do your people buy from? 

6. What are the most popular professional organisations in your niche that they might belong to?

7. What Facebook pages are liked by your people?

8. What Facebook groups do your perfect people belong to?

9. What are the most popular online discussion forums in your niche?

10.What are the most popular LinkedIn groups in your niche?



Promoted Post Campaign (Boosted Posts)

ü Use ads manager (do not boost natively) www.facebook.com/ads/manager

ü Ensure high quality of posts e.g. high quality imagery, no grammar or spelling mistakes

ü Check for relevancy/timeliness

ü Optimise for desired action e.g. video views, engagements

ü Monitor at least once per day 
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Promoted Posts
1.	Select	Objective 2.	Build	audience	(fans	or	non	fans) 3.	Select	budget	or	duration

4.	Build	schedule 5.	Choose	existing	content/create	new
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Facebook Advertising: Promoted Page
1.	Select	Objective 2.	Build	audience 3.	Choose	placements

4.	Select	budget	&	duration	 5.	Choose	creatives	(imagery	&	creatives)
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Copy Guidelines
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§ Short & concise – be aware of character limitations

§ Clear, uncomplicated copy, using simple language

§ Don’t use hashtags 

§ Showcase deals and offers without being overtly salesy

§ Use call to action buttons 



The Good…

Showcases hero products in non-
salesy way

Striking image draws attention –
copy is concise and to the point

Showcases product application, 
uses words relevant to targeting 
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The Bad…

Too long, need to click ‘see more’ Hashtags detract from engagement Overtly desperate for engagements 
– uses will call brands out for this.
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…And Those Beyond Help

Targeting served ads to vegans and 
vegetarians. As expected, huge 

backlash occurred.

Tenuous (and tasteless!) link into 
trending conversation. 

There’s being concise, and the 
there’s saying nothing at all…
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Common Mistakes 

X Not acting quickly enough

X Ignoring new features and ad types

X Not testing EVERY aspect of a campaign

X Only using a single advert

X Leaving campaigns alone (not monitoring performance daily)

X Only thinking short-term
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Facebook	Advertising	– Custom	Audiences
1.	Create	new	audience 2.	Select	which	type	of	people	you	wish	to	retarget

3.	Track	Recent	Website	Visitors	

4.	Select	audience	from	custom	audience	dropdown	on	your	next	ad
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Facebook	Advertising	– Custom	Audiences
1. Visit the audiences tab in ads manager and select from drop-down menu

2. Select your page and specific country of those you wish to target
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Measuring Success

ü Number of people reached

ü Total engagements/video views 

ü Volume of new followers

ü Relevancy score 

ü Audience reaction



Measuring Success
Volume of likes/engagements/views Reach (individual people) Cost per action

Relevancy score should be at 
least 7 (out of 10)

‘Breakdown’ dropdown allows additional filters 
e.g. age, gender, location.



Industry Benchmarks 
Avg. £0.27 per like in food & drink 

industry
Avg. £0.17 per click 

(engagements)
Avg. £0.35 per impression



Next Steps…

§ Build up a database of high quality assets

§ Decide which campaigns are most suitable for your business

§ Build audience personas by pinpointing criteria including: age, 

location, interests, purchase behaviour, income 

§ Plan and budget social media advertising spend 

§ Monitor daily

§ Measure results 

§ Have a very fruitful 2017! 



GO FORTH!



Find out more about what we do at www.getlux.co.uk

Alice Will: alice@getlux.co.uk

Laura Blackhurst: laura@getlux.co.uk


