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How This Session Will Play Out

Each of you has a notecard in front of you. To make the most of our
time I'm going to ask that you jot down your questions as we go.

We will collect your cards and use the last few minutes of our session
to answer as many as possible.

Be as concise as possible in your questions!



A Tip For This Session

| will be sharing a lot of info today.

Please don't try to write it all down at the cost of missing what I'm
showing you in the screen shots.

There’s no way to capture it all but you can totally capture enough to
do this on your own.



Want A Copy of These Slides?

At the end of the session I'll share a link where you can grab a copy of
these slides and a couple of extra worksheets that will help you with
ads.

This is an Equipped only bonus, so please don’t share the link!



Ready to grow an engaged FB page
packed with your ideal client?

This session will teach you how to grow your page through highly
targeted ads that won't break the bank.

You'll also learn how to choose graphics and write copy that converts!



Start With A Solid Foundation



What's The #1 Mistake | See?

People ask me this all the time, but it's probably not what you think.

Any guesses?



Before You Spend A Single Penny
On Facebook Ads...

Get 100% clear on what the end goal is for running ads.

If you don’t know how the ads fit into the greater plan for your
business, you may be wasting time and money.

Without the big picture, it's hard to know if you're sending people the
right direction.



What do | want them to
feel/see/understand when they see it?

What reaction are you going for?
Happiness? Fear? Desire? Longing?

Perhaps you just want people to feel like you know what they're going
through?



What action do | want people to take?

Clicks? Shares? Video Views?
Like your page?
Join your email list?
Buy something or attend an event?

(This is also how me measure whether or not the ad is working.)



How will | encourage them to do it?

If you don’t tell people what to do, they may not do it!

Be careful about click bait and anything that breaks FB’s terms of
service.

Yes, people cut corners all the time but it’s not worth the risk.



What is my budget and time frame
for this promotion?

How much do you want to spend?
When will this ad start?

When will it stop?



Will | Use An Existing Post Or Create A
New One?

Keep in mind FB’s text limits.
Page Like Ads have to be a new post.
Stock photos available in Ad Manager if you need them.

Images can be turned into a slide show in Ad Manager.



Now You Can Open Ad Manager!



Ad Manager Is Worth Learning

Boosting posts can be useful on the fly but it's also worth the time to
learn ad manager because there are tons of features and data that you
can’'t see in the “Boost This Post” feature.



Open Ad Manager
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Select The Category Of Ad

Create New Campaign © Use Existing Campaign @

Campaign: Choose your objective. Switch to Quick Creation

What's your marketing objective? Help: Choosing an Objective

Awareness Consideration Conversion W . | I

Brand awareness Traffic Conversions

B .— Engagement ads for
this example.

Video views

Lead generation

Messages

Hlimit &  Setalimi (ontiona



Select The Type Of Ad & Name It

X ReEngage Social v

lew Campaign v Campaign Choose your objective

Lead generation

Messages

Engagement

Get more people to see and engage with your post or Page. Engagement can
include comments, shares, likes, event responses and offer claims.

Postengagement  Page likes  Event responses

Campaign Name © | Sample For Equipped

Create Spiit Test @ () A/B test your creative, placement, audience,
and delivery optimization strategies

Campaign Budget Optimization (P Optimize budget across ad sefs

Campaign Spend Limit @ Seta Limi

Switch to Qu

.

We will use post
engagement ads for
this example.



Targeting:Who Do You Want To See It?

e — The more specific your
targeting, the better
chance you have of

Audience . Audience Size

N E reaching the right
people.
. e Country
= e Age
eeeeee o [ v
aaaaaaaaaa e Gender
e Language(s)



Targeting:Who Do You Want To See It?

Audience

eeeeee
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Add Locations in Bulk

EEEEEE
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Retargeting audiences are
something specific we
won't cover here but those
are under “Custom
Audience”

Select “Create New” to see
options.



Details Matter:No Random Buckets

1@ Us-18+ * sw

Know the difference
oy between the buckets and
Languages © 7 Wl 4 .
L7 = think about how they work

Detailed Targeting @ INCLUDE people who match at least ONE of the following @ Potential Reach:1,300,000 people ©

Interests > Additional Interests
Estimated Daily Results .

Joanna Gaines

Reach @

=4.2K

Suge

and MUST ALSO matgg at least ONE of the following @ X ™

Post Engagement @

79 - 365

Interests > Additional Interests

Christian music

e Multiple thingsin1
bucket means “or”
e “and Must Also Match”
e and “EXCLUDE”

Suggestions | Browse

Narrow Further

EXCLUDE peoplg who match at least ONE of the following @ x

Interests > Additional Interests B
Were these estimates helpful?

Mid-century modern

Browse

make exclusions, keep in mind that our Advertising Policies prohibi

Expand interests when it may increase post engagement at a lower cost per



Targeting Existing Connections

_ e me— This is where you target or
N = exclude people who like
Itrests » Adetonal nerests 7N sy
your page, events, etc.

Mid-century modern s

Browee Potential Reach:1,300,000 people &
You can exclude people to help refine your ntended audience. When you choose to
make exclusions, keep in mind that our Advertising Policies prohibit wrongful
discrimination. Learn more. Estimated Daily

Expand interests when it may increase post engagement at a lower cost per ©
engagement @ 1.1K-4.2K
=
Post Engagement @
Connections @ Add a connection type v 79-365
Facebook Pages —

People who like your Page
Friends of people who like your Page
Exclude people who like your Page

Apps

Placements
s ads to the right peopll  People who used your app Were these estimates helpful?

Friends of people who used your app
Exclude people who used your apj
o Automatic Placements (R oree

Fuents,

v ad s

Learn more.

Edit Placements



Placements:Where It Appears

Select “Edit Placement” to
see this list of all of the
places your ad may appear.

eeeeeeeeee
eeeeeeeeeeeeeee
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Based on your objective,

Reach @
1.1K - 4.2K
1

- ] B choose the ones that fit.
‘ & For our sample FB
B . engagement ad we will

remove all of them except
feed.



Choose Your Budget

Budget & Schedule Audience Size

= Be. ca reft.JI when you select
daily or lifetime budget!

Actual amount spent daily may vary. @ Potential Reach:1,300,000 people @
Schedule @ ' Runmy ad set continuously starting today

Set a start and end date Estimated Daily Results

You'll spend no more than $77.00 per week

Reach @ . .
It will drastically change
Optimization for Ad Delivery @ Post Engagement v
G Post Engagement @
o 79 - 365 d d
Bid Strategy @ Lowest cost - Gei the — yo u r a S p e n .

Seta bid cap

When You Get Charged @  Impression

Ad Scheduling ©

Were these estimates helpful?

Budget & Schedule
D

how

Audience Size

Delivery Type @  Standard - Get results th
More Options

Your audience
selection is fairly

Hide Advanced Options Budget @ broad.

Lifetime Budget w $350.00

Potential Reach:1,300,000 people @

Schedule @ start | 5/2/2019

End [Jun1,2019

o Estimated Daily Results
Your ad will run until Saturday, June 1, 2019 Reach @
You'll spend up to $350.00 total 1.2K - 4 4K



Now Choose Your Content

Select “Use Existing Post
here.

Switch to Quick Creation

AdName @  Post ™ - Engagement

Create Ad  Use Existing Post

Identity

Then “Select Post” here and
a pop up of recent posts will
appear.

Facebook Page
Your Facebook Page or Instagram account represents your business in ads. You can also Create a Facebook Page

© Angela J Herrington
instagram Account @

Select an Instagram account to represent your business in your Instagram ad. Instagram ad will use the Facebook Page name and profile
description and number of followers. Manage your available Instagram accounts in Business Manager.

35 well as detalls like the

= Use selected Page v

Creative AdPreview (3 10f1Ad
P Tearn more.
Mobile News Feed w 109 >
Select Post |+
(© You must select an object to promote that is related
o your objective, for example a Page post, website
URL, or app. Please add a promoted object and try
again.
Enter Post ID
e selecta F ow this type of ad

Hide Advanced Options «



Now Choose Your Content

Click on the post you want
| to use and select “Continue”

Don't see a post you're looking for? Some posts can't be used for ads. Learn more.
Keywords or post ID Q
v Published Posts Ads Posts. ‘Scheduled Posts

Facebook Post PostiD Date Created Likes Comments Shares

[
B4 Study Memories of music . 355045100205065 May1,2019 233 19 107
D@4 Justin case you wanted one mo.

. Amen sisterlll So excited to spe.. | 2366899336877318 May 1,2019

. Hey sisters._ Grab abucket Let . 2366679813565937

& When we spend al our energy o g Apr30, 2019
o

0 are a Christian and a busi... | 2366481660252419 Apr 30,2019

' Kansas Ciy here we comellll C... | 2366370373596881 Apr 30,2019

§2d 1 am a woman's woman

Cancel




Now Choose Your Content

e

Post

~ - Engagement

Creative

rom your Page post. Lear more.

{3 Facebook.
Hey sisters....Grab a bucket. Let'...

Change Post ~ +

| (2 Tnis post can't be used for ads on Instagram.
Enter Post 1D
Call To Action (Recommended) @

Add a Button

Hide Advanced Options

URL Parameters (optional) @

Build a URL Parameter

Conversion Tracking

Select one or more options for conversion tracking. You'l see the
results in Ads Manager along vith ad performance data

@ Facebook Pixel @

@ Angela Herrington's Pixel
1D:154¢ 47

‘Mobile News Feed v

Angela J Herrington
onsored -

Hey sisters....Grab a bucket. Let's do this.

BrightVibes ¢
Shout out to those awesome people.

© O Malinda Koonce and 293 others
6 Comments 59 Shares

oY Like (D Comment @ Share

Your post should
autopopulate.

Add a button here if you'd
like and hit continue on the
bottom right corner of the
screen.



Review & Publish Your Ad!

e

Post

= - Engagement *

AdPreview (3
st Learn more.

Mobile News Feed v

Change Post ~ +

| (2 Tnis post can't be used for ads on Instagram.

Enter Post ID

Call To Action (Recommended) @

Add a Button

Hide Advanced Options

Build a URL Parameter

Conversion Tracking

Select one or more options for conversion tracking. You'l see the
results in Ads Manager along with ad performance data

@ Fecebookpixel ©

@ Angela Herrington's Pixel

Angela J Herrington
Sponsored

Hey sisters....Grab a bucket. Let's do this.

BrightVibes
Shout out to those awesome people.

© O Malinda Koonce and 293 others
6 Comments 59 Shares

gy like (O Comment /> Share

Your post should
autopopulate.

Add a button here if you'd
like and hit “Review” on the
bottom right corner of the
screen.

If you're happy with the
settings, hit “Confirm”



Creating A New Post To Promote



Create A New Post

R , Select “Create Ad”here.

7 Quick Creation

creation?ac

AdName @  Post ™ - Engagement

Create Ad = Existing Post

Identity
Choose ho

Facebook Page
Your Facebook Page or Instagram account represents your business in ads. You can also Create a Facebook Page

@ Angela J Herrington v

Instagram Account @
Select an Instagram account to represent your business in your Instagram ad. Instagram ad will use the Facebook Page name and profile picture, as well as details ke the
description and number of followers. Manage your available Instagram accounts in Business Manager.

= Use selected Page v

single Image or Video

ideo, ora ow with multiple ima




e®  Post ™-Engagement

Media
Choose one or more

o Image Video!

/Slideshow

Boost Performance With Video Templates

Use the Video Creation Kit o create video ads from your images, which may perform better tha

single image ads. You can always find templates for these ads if

View Case Study

Use Templates

Browse Library

Links.
Preview the image a

Free Stock Images

m your Page post. Leam more.

Create A New Post

ReEngage Social |

Ad Preview (3

you select Video/Slidesiy

"~ Size: 1,080 x 1,080 pixels.
+ Crop: 1:1
« File type: jpg or .png,

or no overlaid text. Leam more.

10f1Ad

Then “Upload Image”,
“Browse Library” or “Free
Stock Image” here.

Select up to 6 images to test
within the same copy and
budget.



A Word About Stock Images

The key is to stop the scroll
so look for high contrast,
fresh images that catch
people's’ eyes.

If you've seen them on
promos or graphics, don’t
use them.




rite Your Copy

Write your post copy.

3 Post - Engagement *

Ad Previews (3 10f3 Ads

Enter a url and which button
you want to appear on your

Links
Pre

st Leam more.

Text

This s the text for your post
Be sure to read it aloud to check the flow and ook for
typos|

Website URL @

hitps://angelajherrington. com/ x

Build a URL Parameter

Call To Action @

Leam More v

Triple check it for typos.

Hide Advanced Options +

URL Param

Angela ] Herrington [ Leammore |

: o Select “Review” and

oY Like (D Comment /> Share

Build a URL Parameter

Conversion Tracking

Select one or more options for conversion tracking. You'll see the
resuits in Ads Manager along with ad performance data.

€ e “Confirm” to publish your ad!




How To See What's Working



Remember Your Objective?

Ads Manager earch by

70530185 -

ReEngage Social

Whatever the goal for your
ad is, that’'s how you measure

AR O
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il We've Removed Some Detailed Targeting Options
.
 SeoAtcndss
Quscacn+ | ¥ itrs (AUt Do) i Wil e, Curanty Aecidorot Do X [+ S (G | LewTomssrae -
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+ Create Duplicate v L) Rules v View Setup Columns: Performance v Breakdown v Reports »
G C
.
Campaign Name ~ A Dpelivery - Budget Results. Reach Impressions  Cdeg per Result Amount Spent Ends  Website Leads ©
v ot © Inactive Using ad set 3245 3850 10 $27.47 Ongoing -
— vorpatse R - B E < " -
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16151016 A o acs frr ow oo

H O Type here to search 3 a e ®

Select the “Ads” tab



Compare The Results Of Each Image

Ads Manager

Q

nes -

We've Removed Some Detailed Targeting Options.

The changes we've made to detalled targeting have affected some of your ad sefs. You should ched

u afected adset, since soms of tem may have been tumed oft
£ See Afiected Ad Sets

Updated justnow ()

srch+ ¥ Fiters~ | Audence Daivery Change: Wil Ba Afected, Curenty Afiectador NotDelvring X | | +
Account Overview 3 Campaigns 22 Ad Sets for 1 Campaign [ Ads for 1 Campaign
[~] Rules v View Setup (I
aname o A N [ — o svateny Budget LS SOOGEG
Bt e vt cve - image 1 Us- 18+ cve Lowest cost 5250 Aug20,2018,1253PA 2
0 acive ac ok cicks Daiy Btdmsao | LikCidks
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U
Results fiom 5 ads »

Save Fiter

Reach

7

152

249

3

Clear

ReEngage Social v

Columns: Performance v

Impressions

891

157

Lifetime: Mar 27, 2010 - May 1, v

Breakdown v

Costper
Result

Per Link Cick
Per Link Click
Per Link Clck
Per Link Clck

5071
Per Link Clck

5064

“Cost Per Result” is a quick
look at your objective.

You can’t break anything by
looking at the data so explore
the different columns.




Charts Are Our Friend

Ads Manager

nes -

Updated justnow ) *

We've Removed Some Detaled Targeting Options il

The changes we've made to detailed targeting have affected some of your ad sets. You should check your affected ad sefs, since some of them may have been tumed of.

Selectthis button and a menu

e — R e T m— WII Ssilidge ou | Wi | more
[~] Rules v View Setup () | Columns: Performance w | | Breakdown v | | Reports v
.
& 3 Link Clicks Daily 254 days ago Link Cick. Per Link Click
DA 5113 varic cve - image 2 US- 18+ CVC Lowest cost 5250  Aug 20,2018, 1253 PA 2 "3 19 071

Results from 5 ads % 1,191 1530

5064




Results, Demographics, Placement

70530185 -

£ We've Removed Some Detailed Targating Options.

The chang

£ See Aflected Ad Sets

Qsearchv | Vitersv | [Au

2= ®m £ B8

Ad Name

@ #13 fraffc CVC - Image 1
813 afic CVC - mage 5

m 813 afic CVC - mage 3.
i

813 trafic CVC - Image 4.

e

>

813 trafic CVC - Image 2

=

Results from 5 ads

@ve made 1o detaied targeting have affected some of your ad ses. You should

Wil Be Aflected, Currenty Afected

26 Results: Link Click v

Al Women

Performance

Iy

88%(23)
7% (917)

058

ors%2Cdelivery%2Ccamp:

[ Demographics Placement

1,191 Reach v

L
AllMen

12%(3)
21% (252)

$103

Another quick way to

evaluate how
doing.

your ad is



Questions...

Please pass your cards to the left for questions.



Helpful Links

20% Checker:
https://www.facebook.com/ads/tools/text ove

rlay

FB ad policies:
https://www.facebook.com/policies/ads/

Next Week I'll upload the power point
to this URL:
https://angelajherrington.com/equipped-bonu
ses the password is Equipped

Find me at:
Facebook.com/AngelalHerrington
AngelaJHerrington.com
BrokenBeautifulBOLD.com
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