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THE PROJECT

Facebook Advertising
O Prospecting new audiences & customers
O Driving brand & event awareness

O Creating a conversion funnel to sell tickets




2019 RESULTS

2019 Reach:
O 1,959,649 Impressions
O 16,298 Link clicks

Business Impact:

O Return on advertising spend: 2,347%
O Total ROI (includes our fee): 1,679%
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Use of Facebook among older generations is
rising rapidly

B Millennials M Boomers MSilen
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Why Use Facebook Advertising?




Monthly Active Users (MAUSs)

In Millions

Rest of World
® Asia-Pacific
@ Europe

@ US & Canada
2,449

2,271 2,320 2,375 2414
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2,129 2,196
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::Mmbrhm::dunmhdm Instagram, WhatsApp, or Oculus users unless they would otherwise qualify as such users, respectively, based on their other

on
Baginning in Q3 2018, our MAL metrics reflact an update lo our calculation mathodology to exclude certain data signals that were previously misclassified as user account f k
activity. This updata resulted in the removal of a small percantage of accounts for Q3 2018. Excluding this updats, MALS in Q3 2018 would mmmzm uce oo
million; Rest of World: 738 million; Asia-Pacific: 821 million; Europe: 377 million; and US & Canada: 242 million. Periods prior to Q3 2018 have not been ad
this updated methodology because the change was immatarial. 3
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Use of different online platforms by demographic groups

% of U.S. adults who say they ever use the following c ns or messaging apps
YouTube F P Linkedin Snapchat Twitter WhatsApp Reddit
U.S. adults 73% 69% 37% 28% 27% 24% 22% 20% 11%
Men 78 63 31 15 29 24 24 21 15
Women 68 75 43 42 24 24 21 19 8
White 71 70 33 33 28 22 21 13 12
Black 77 70 40 27 24 28 24 24 4
Hispanic 78 69 51 22 16 29 25 42 14
w (M0 1 r ’
Ages 18-29 91 79 87 34 28 62 38 23 22 A Bt/ a2 W 3 . - o a - - - 4 al a ¥ o «
90 76 75 38 17 73 44 20 21 . 0 o T v y A § \ v > | & >
93 84 57 28 44 47 31 28 23 . '
30-49 87 79 47 35 37 25 26 31 14
50-64 70 68 23 27 24 9 17 16 6
65+ 38 46 8 15 11 3 7 3 1 v ) } y e~ Ny v
ol & P o & N a g r f A ;a a p ~ a ol <
- - | \ -
<$30,000 68 69 35 18 10 27 20 19 9 “ :‘) N | e - O >
$30,000-
$74.999 75 72 39 27 26 26 20 16 10
$75,000+ 83 74 42 41 49 22 31 25 15
High school or 64 61 33 19 9 22 13 18 6
Some college 79 75 37 32 26 29 24 14 14
College+ 80 74 43 38 51 20 32 28 15
Urban 77 73 46 30 33 29 26 24 11
Suburban 74 69 35 30 30 20 22 19 13
Rural 64 66 21 26 10 20 13 10 8
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Why Use Facebook Advertising?




Business Manager

Manage ad accounts, Pages, and the people who
work on them — all in one place. It’s free.
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Facebook Business Manager

FB Ad Account

Business Manager

Manage ad accounts, Pages, and the people who
work on them — all in one place. It’s free.

Host multiple pages
Team collaboration
Facebook Pixels
Audiences
Catalogues

Image / Videos storage

Analytics
Billing

O O OO O O O O 0O

Help Centre / Chat Support




Business Manager

Manage ad accounts, Pages, and the people who
work on them — all in one place. It’s free.

Buffer (10

Account: Buffer

$0.01 v " o
I o e

12130 1281 e n " Today

Campaign Results

. @ hlil

Suggested Groups

g Yorkshire Family Events &...
K can




Campaigns

o5 Ad sets

r Business Healthcheck

5y Monkey

al Marketing Manag

Digital Marketing Manager - Traffic

RT Marketing

Business Owners

MNew Clients 1st

igital - Traffic

per Search — Link Clicks

Wardpress Develope

Engagemeant

» Resultz from 12 campaigns @

Delivery

off

Off

Off

Off

Off

of

Off

Completed

Completed

Bid strategy

Lowest cosl

Lowest cost

Lowest cost

Lowest cosl

Lowest cost

Lowest cosi

Using ad set bi

Using ad setbi...

Using ad sel bi

Using ad set bi

Using ad set bi

Using ad set bi

Budget

Results

Using ad set

Using ad set...

Using ad sel

Using ad set

Using ad set

Using ad set

Link click

Link click

Post engage

B] Ads

Reach Impressions Cost per result
Per messaging ¢
Cost per ThruPlay
Per link chck
Per Post Engag
in-Fac
Cost per ThruPlay
Cost per ThruPlay
Per link click

Per link

Amount spent

£0.00

o
=]
=

"
=1
=
=

£0.00

£0.00

£0.00

Ends

13 Apr 2020

28 Mar 2020

20 Nov 2019

Ongoing

Ongoing

Cngoing

Ongoing

Ongoing

Ongoing

Ongoing

Aay 2019

31 May 2019

View Setup

3-second video
plays

Ad Manager — Create a new

Video percentage
watched

Columns: Performance

Video average
play time

Breakdown w

Frequency

Unigue link clicks

Reports w

)




Quick creation

Facebook Ad Manager — Quick Creation




DA ;
Ground Up Digital (11710 Create new campaign

Campaign: Choose y Switch to Quick Creation

@

82 Adset What's your marketing objective? =

| -
!— Awareness Consideration Conversion

Facebook Ad Manager — Guided Creation




Awareness Consideration Conversion

- | = Traf e -
Brand Awareness raffic Conversions
- - - - o -
reach Engagement L-atalogue ->ales

App Installs Store Traffic
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Facebook Ad Manager — Ad Types




Facebook Ad Manager — Campaign / Ad Set / Ad




NOW LET’S MOVE TO THE REAL THING!




Campaign budget optimisation (| @)

Daily budget w £100 00

Daily budget b e s

Lifetime budget

L owest cost

Facebook Ad Manager — Campaign Budget




Traffic

Campaign budget optimisation

Facebook Ad Manager — Campaign




Campaign budget optimisation (| @)

Daily budget w £100 00

Daily budget b e s

Lifetime budget

L owest cost

Facebook Ad Manager — Campaign Budget




Traffic

Dynamic creative

Facebook Ad Manager — Ad Set




Audience

Create new audience Use saved

audience =

Locations People living in or recently in this location w
% United Kingdom
& Include - Browse
Age 18 + - Gh+ w
Gender n Men  Women
Languages

Facebook Ad Manager — Ad Set




Detailed targeting Include peopl
Suggestionz  Browse

ocial enterprise]
Social enterprize
Size: 9 851 260

social
Interests = Additional interests =
Social enterprize

social
Description: People who

expressed an interest in or like
Pages related o Social enferpiize

Connections

Report thiz as inappropriate

Facebook Ad Manager — Detailed Targeting




Audience size

/‘-\ Your audience
selection is fairly
f / broad.

Estimated daily results

Estimated daily resulis aren't available for this
campaign because it has a budget that is
optimi=ed across ad seis

Audience size

/—\ Your audience is
! l defined

Potential reach: 130,000 people

Estimated daily results

Eslimated daily resuliz aren't available for this
campaign because it has a budget that is
optimised across ad seis

Facebook Ad Manager — Ad Set

Audience size

/""\ Your audience is
too specific for
f —— your ads to be
shown. Try making
it broader
Potential reach: Fewer than 1.000 people

Estimated daily results

Estimated daily resultz aren't available for this
campaign because it has a budget that is
optimised across ad seis




Platforms

~ Facebook ~ Instagram

~ Audience Network ~ Messenger
Placements

¥ | Feeds o

Get high visibility for your business with ads in feeds

Facebook News Feed

§

Placements
Show your ads to the right people in the right places.

Instagram feed
Facebook Markeiplace

Facebook video feeds

& KRR

®  Automatic placements (recommended) Facebook right column

Use automatic placements to maximise your budget and help show your ads to more people. Facebook's

i i : R Instagram Explore
delivery system will allocate your ad sef's budget across mulliple placements based on where they're likely fo

L4

WRFTRI-MERAF T S0md

perform best. Leam more Messenger inbox kaguar's Markat 1 new epan dewniesn
DRO uhin e wd 73 clber I o

4

™ ) Commars o s

Manual placements Facebook groups feed e
m 2 8 & &8

Manually choose the places to show your ad. The more placements you select, the more opportunities you'll ¥ | Stories vy
have to reach your target audience and achieve your business goals. Leam more Tell a rich, visual story with immersive, full-screen Feeds

rertical ad
vereel s We recommend square (1:1) image

Facebook Stories v and vertical (4:5) videos.

Instagram Stories
Messenger Stories

* | In-stream o

Quickly caplure people's attention while they're
walching videos

Facebook in-stream videos vy

w | Search R

Get visibility for your business as people search on
Facebook

Facebook search resulis vy

Facebook Ad Manager — Ad Set |

Messenger sponsored messages

¥ | In-article o

Engage with people who are reading content from
publishers




Optimisation and spending controls

Optimigation for ad delivery Link clicks w

Cost control The lowest cost bid strategy doesn't have a cost control.
Schedule R 5E | da
Ad =zet spend limits

When you are charged

ook Ad Manager — Ad Set




skl Single image or video Collection

Facebook Ad Manager — Ad




skl Single image or video Collection

Facebook Ad Manager — Ad




INenTir

Select post

E] Facebook Page (O

All posts w Q |
_reate Ac Use existing post Jse mockup o | i
" ) 8l

Cancel

Facebook Ad Manager — Ad




Media

Iﬁ Add media * Create slideshow Create video

p Mobile

Facebook Ad Manager — Ad




Text & links > Mobile News Feed &

» & Website é

Facebook event

[

Learn More =

Facebook Ad Manager — Ad




Tracking

g Ground Up Digital Pixel =
App events
Ciffline e

Facebook will use the following offline event set for tracking and data upload

@ Default Offline Event Set For Ground Up Digita

e s e
dfcge O 2 eNe PELS
B a URL paramete

Facebook Ad Manager — Ad




We found 1 error,

- e ] P I ] - - "] P - . - o -
Required field is missing: The link field required. Fiease complicste the flien 1o co =

Eal:k QEI-IiEIIII‘I m

Facebook Ad Manager — Ad




E  Ground Up Digital's pixel &

Overview Test events

Diagnostics

Histary

All activity

Events
PageView
8 2

Contact

(90 iy
Advanced matching activity

100% of y

Parameters @

= Lead

Facebook Ad M

 Last28days =

Settings
A~ Active
H Pixel
] - _ . & Websites
+2
(,\ All events -
a Used by Connection method Total events J.
Browse! 615 .
Browser ! A
Active

Last received 6

Export Data Manage event See Recent Activity

anager — Facebook Pixel




Audience

Name Type Size  Availability Date Created

traducing GUD Video 10sVV 1Y Custom Audience Below 1,000 @ ® Ready 19/06/2019
All Audiences

Filter GUD FB All Engaged 2019 Custom Audience Below 1,000 ® Ready 19/06/2019

Status v
Pool In W 3sVV 1Y Custom Audience Below 1,000 @ ® Ready 19,/06/2019
Type w =

; s
Availability w o 2 ioads & = ; o iR
£ Roundhay Group Audience 3sVV 1Y Custom Audience Below 1,000 @ ® Ready 9/06/2019

Source v

Introducing GUD Video - 75 Custom Audience Below 1,000 @ ® Ready 19/06/2019

Traffic 6M Custom Audience Below 1,000 ® Ready 19/06/2019

Facebook Ad Manager — Audiences




Create a Custom Audience

Use your sources

=~ Customer list

-
m ~ i P - o [Py | +
acClivily Line actvity

= Instagram business
[ [&]] e,
— profile
PIonHic

=] te
L] Lead form | Events

nstant Experience Facebook Page

Cancel

Facebook Ad Manager — Custom Audiences




nyp=

RETFX P QNG

Vl Create a website Custom Audience

Add People to Your Audience =

nclude people who meet = ANY <  of the following crit

1]
=1
]

Ground Up Digital Pixel w

5]

@

All webszite vizitors = nthe past 30 day

Name Your Audience

Cancel Back

Facebook Ad Manager — Custom Audiences




Create a website Custom Audience

(<) Sh tips

Add People to Your Audience
nclude people who meet = ANY = | of the following criteria:

Ground Up Digital Pixel w

3
People who visited specific web pages + n the past 30 days
contains w
blog

+Ar 50

Further refine |

Name Your Audience

Cancel Back

Facebook Ad Manager — Custom Audiences
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COPYWRITING N\
TECHNIQUES




Do this: The Facebook algorithm loves ...

Posts with lots of likes, comments and shares

Posts that receive a high volume of likes, comments or
shares in a short time

Posts that are liked, commented on or shared by one’s
friends

Link posts

Post types that one interacts with often

Post types that users seem to prefer more than others
(e.g. photo, video or status update)

Videos uploaded to Facebook that receive a large number
of views or extended viewing duration

Posts that are timely or reference a trending topic
Posts from Pages that one interacts with often

Posts from Pages with complete profile information
Posts from Pages where the fan base overlaps with the
fan base of other known high-quality Pages

Watch out for: The Facebook algorithm is not too keen on ...
Clickbait

Like-baiting

Posts that include spammy links

Frequently circulated content and repeated posts
Text-only status updates from Pages

Posts that are frequently hidden or reported (a sign of low
quality)

Posts that ask for likes, comments or shares

Posts with unusual engagement patterns (a like-baiting
signal)

Overly promotional content from Pages—pushing people
to buy an app or service, pushing people to enter a
contest or sweepstake, posts that reuse the same text
from ads

Facebook Algorithm: Loves and Hates




When you sit down to write your ads,
think of the user and what they want to  Use Facebook Targeting to narrow your
accomplish--then phrase your ads in a audience, then write to it

way that directly appeals to this desire. \ \
* Write to ONE PERSON not to an audience

* Focus on that person and their needs
oogle | sellyourcar * Nobody clicks on an ad because they think it is
really cool
e They click for a purpose or to solve a problem

» We'll Buy Your Car - carmax.com they have
www.carmax.com/sell-my-car ~
Even If You Don't Buy Ours. Visit Your Local CarMax® Today ) TH I N K ABO UT WHAT A U SE R WANTS TO
I v mtotanmmmomy < ek Same Day ACCOMPLISH
All Makes & Models Welcome. Call Mow \ , A
* Phrase your ads in a way that will meet their
Sell Your Car for Cash}:_ﬂCarCEis_h.com \
SR

Set An Instant Appraisal Online Now
Veek - Get Paid Same Da




Help: Editing Ads

AD PREVIEW AND PLACEMENTS

+ Desktop News Feed Remove

H Capterra s Like Page

Do you want to go to see Taytay but can't afford to? Click here for free
fickets.

g

&

Free Taylor Swift Tickets




Most prospects know how much they’re
willing to pay for something long
before they click on an ad, so including
figures Iin your ads helps them decide
between your ad and a competitor’'s.

Generating clicks is just wasting money if the audience are
never going to convert

Including pricing can save wasted budget (most people know
what they want to pay for a product or service before clicking
on the ad)

Including facts and figures can increase clicks

Leading with numbers is always a good copy writing strategy

Pal Ball Honda ifr Like Page

HOMNI

Lease a 2016 CRV LX 4Dr For Only $193 Per Month Plus Tax

Ball Honda

$3,200 due at lease signing when financed through AHFS for 36 months, on
approved credit, 12,000 miles per year, 5.15 excess mileage fee. No security
deposit. Residual value at end of lease term: $12, 773.25. Offer expires 7/5/2016

Shop Now

$29 Cheap Car Insurance - USAutolnsuranceNow.com
riusautoinsurancenow.com/ «

Cheap Rhode Island Car Insurance. Lowest Rates From $28.99 / Month

Rate comparisons - Free quotes online - Liability coverage - Get quotes 24/7

All Driving Records - Affordable Monthly Rates - Cheapest Monthly Rates

319 Car Insurance in Rl - Insure.com
car.insure_com/Rhodelsland =

Live Reps to Assist - Save on Average $540 - Personalized Rates
Auto & Home Bundling - Young & Teen Drivers - Non-Chwners Insurance




can provoke an incredibly powerful

! Emotions like anger, disgust, and fear §¥  Slack shared a link il Like Page
response, as can affirmation and humor.

?Jﬂﬂ! Real Estate in Long Beach and Lakewood-Van Wig

aponsore

Did you know home value's are up 20%7? Find Out Your Home's Value, \ : - a -
e ) ¢ What it feels like to sit
' in 25% fewer meetings.

Slack: Make Work Better

Slack brings all your communication together in one place.

Learn More

Our Home is Worth What?



Society6

We have you - and your phone - covered. Shop Society6 for concrete phc

cases.
" . r\ 7 =
fi kol N1 A g
L\ L
.l-"r‘;\::"“ .\:"\ II!.f;.- \ f 5
P\ ;1},- iy
2 4l
I'n Fi ¥
Shattered Concrete by Elisabeth Sea on Concrete by Cafe

Fredriksson Shop Now




j Post Planner link ,_j Post Planner link

Did you know Facebook's Graph Search changes the
meaning of a LIKE?

Beware of what you Like, my friends.

Graph Search has changed the meaning of a Like. Here's

how:
‘.
WARNING: Facebook's Graph 5earch
Changes the Meaning of a "Like"
e
8-

Here's how:

- WARNING: Facebook's Graph 5earch
Changes the Meaning of a "Like"
e
4.

It you're not sure.... Test it....
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