Facebook and Instagram ads

Ad Campaign Structure

Facebook organizes ads in a structure with three levels: campaign, ad set and ad. In the API,

developers have access to a fourth level called creative.

Campaign

These objects contain your advertising objective and one or more ad sets. This helps you

optimize and measure results for each advertising objective.

Ad Sets

Ad sets have one or more ads. You define budget and schedule for each ad set. Create an ad set
for each target audience with your bid; ads in the set target the same audience with the same
bid. This helps control the amount you spend on each audience, determine when the audience
will see your ads, and provides metrics for each audience.


https://developers.facebook.com/docs/marketing-api/campaign-structure/#campaigns
https://developers.facebook.com/docs/marketing-api/campaign-structure/#sets
https://developers.facebook.com/docs/reference/ads-api/adgroup

Ads

Contains ad creative. Create multiple ads in each ad set to optimize ad delivery based different

images, links, video, text, or placements.

Ad creatives

Contain just the visual elements of the ad and you can't change them once they're created. Each

ad account has a creative library to store creatives for reuse in ads.

Audience and targeting

Audience and targeting is basically concerned with who you want to target and answers the
question: Who will see your ads? Audience refer to the pools of people you target when you

advertise on Facebook.

Who do you want to connect with during your next campaign?

1. New customers with specific interests or from a specific location.

This is the default selection for your ad set in Ads Manager. Attract new customers by refining
your new audience with categories such as location, demographics, interests and behaviours.
You can save this audience and when you save it for future use, it is referred to as saved

audience.

Saved audiences: Audiences that are built on including or excluding people on Facebook based
on shared demographics, interests or behavior. Saved audiences target users based on their age,
location, interests, gender, interests, etc. Instead of just advertising to everyone, you can place
your ads in front of the people most likely to convert. You create saved audience based on your

consumer persona.

For example, an Indian Beauty Product Company wants to target new users or raise awareness

among new prospects:
Here, you could create a saved audience to target:

e Women aged 18-35 living in metro cities like Mumbai, Delhi, Bangalore, and Chennai.


https://developers.facebook.com/docs/marketing-api/campaign-structure/#ads
https://developers.facebook.com/docs/reference/ads-api/adcreative
https://developers.facebook.com/docs/reference/ads-api/adcreative

e Users interested in beauty and skincare brands, makeup tutorials, and fashion
influencers.

e Women who have previously engaged with beauty-related content, followed pages
related to makeup and wellness, or are part of online communities focused on skincare

and cosmetics.
e Users who frequently shop online or have a history of purchasing beauty products.
e  Women who express interest in natural or organic beauty products.

e Behavioral traits like those interested in bridal makeup services.

2. People who have already shown an interest in your business (Custom audience)

Custom Audiences allow you to connect with and retarget people who have already shown
interest in your business, whether they're offline customers or people who have used your app
or visited your website. You can use these audiences to re-target previous website visitors and

people who have engaged with your content or app.
Mainly, custom audiences allow you to target users that:

e Visited your website
e Use your app
e On your customer list

e Engage with your profiles and content
You can create custom audiences from people who have already interacted with:

e Your website

e Customer lists

e Instant experiences (a type of meta-ad)
e Lead forms

e Facebook Page engagement

e Instagram account engagement

e Video engagement

For example, you could select Videos and re-target ads at people who have watched 50% of

one of your most popular videos. Since these people have already shown an interest in your



brand, it means that they will be more likely to want to try out a free promotion or learn about

your new products.

If you want to make custom audiences based on your own website data, you’ll need to install
a Meta pixel. The Meta pixel is a piece of code on your website that can help you better
understand the effectiveness of your advertising and the actions that people take on your site,
such as visiting a page or adding an item to their basket. You can retarget these website visitors
by using meta pixels. Similar to meta pixels, meta now allows to install conversions API in
our website, and when you use the Conversions API alongside the pixel, it creates a more

reliable connection that helps in better tracking.

3. People who are similar vour current customers in terms of persona, including

demographics, interests and behaviors (Lookalike Audience)

Lookalike audiences seek to find people similar to your existing users. Helps to increase your

reach by showing ads to more people who are similar to your existing users.
It works like this:

e Step 1: You create a custom audience based on the people who have interacted with
you.

e Step 2: After that, you create a lookalike audience that tells Facebook to find people
similar to the people in your custom audience.

e Step 3: You tell Facebook how similar you want these people to be to your custom
audience.

e Step 4: Target your completely new lookalike audience with ads to start bringing these

people to the top of your sales funnel.

Lookalike audiences work so well because they let you reach people who are similar to your
existing customer database. The idea is, if something works for your existing customers, it

should work well for anyone similar.

How to create saved audience




Step 1: ads manager—> audiences

00 Meta
56377390453864) -

Ads Manager

. Dmark consultants -

Account overview ID Name
@ Campaigns simpletech website visitors
@ Ads reporting baby shower photography
ias Audiences
social media mkting audience

W
% Billing & payments

v dig marketing
"Er;;l Advertising settings -

— All tools v



2. Create audience=> saved audience

0o Audience dmark ad account (256377390453864) v

. Create Audience *

Custom Audience  |dience ID Name

[+]-)

ep Lookalike Audience simpletech website visitors

[ Saved Audience

& H e

Saved Audience X
e Filter Save your commaonly used targeting options for easy
=
reuse. Choose your demographics, interests and
Status behaviours, then save them to use again in future
ads.
? Type
Availability v
Source v

©
©
P

3. give a name for the audience

Create a saved audience

Audience Name

77 Potential reach is now

beauty brand new audience | estimated audience size

Estimated audience size is an
estimate of the range of people
who match your targeting
criteria. You can use this

Custom Audiences @ Createnew ¥

Q, Search existing audiences

estimate to better understand
how your targeting selections
can limit or expand your

Add exclusions

* Locations @

Reach people living in or recently in this location.

India

Q@ India

audience size. This estimate
may vary over time based on
availlzble data. You may see
improved performance with a
broader audience definition.

Learn more

Estimated audience size:
450,100,000 - 529,600,000 @

@ Include ~ Q Search locations Browse

Add locations in bulk 4 Estimates may vary significantly over

time hased on vour tarnetinn celectinns

Cancel Create Saved Audience




4. Add demographic details of vour consumer persona such as location, age, gender

and languages

Create a saved audience

India

Q India

@ Include v (Q Search locations

Add locations in bulk
Age ©

18

Gender @

Languages @

Hindi

English (All)

Browse

IMproved perrormance witn a
broader audience definition.

Learn more

Estimated audience size:
109,600,000 - 128,900,000 g

,‘pf Estimates may vary significantly over
time based on your targeting selections
and available data.

Audience details:
Location:

India

Age

18-55

Gender:

Female

Language:

English (All) or Hind

Cancel Create Saved Audience

5. Inside detailed targeting, give the areas of interests of your consumer persona.

Create a saved audience

Hindi
English (All)
Q, Search languages

Detailed targeting @
Include people who match @

Interests = Additional interests

Fashion accessories (accessories)

Health And Beauty

Q, Add demographics, interests or behaviours

Add exclusions Narrow audience

X Interests: Health And Beauty or Fashion A
accessories (accessories)

X

Suggestions Browse

Cancel Create Saved Audience




How to create a custom audience

Step 1

oQ Audience dmark ad account (256377390453864) v

H Create Audience

Custom Audience
S

— Custom Audience Pt
Qa

E= o Lookalike Audience 4 nact with the people who have already shown an

interest in your business or product with custom
@ [ Saved Audience audiences. You can create an audience from your

customer contacts, website traffic or mobile app.

28e Filter
social media mkting audience
Status hd
o)
: Type h dig marketing
@ Availability hd

Source ~

2. select the list of audience you want. Here, lam selecting the list of users who have

watched one of my videos in Instagram



Choose a custom audience source
Connect with people who have already shown an interest in your business or product.

Your sources

& Website & Customer list

O App activity &2 Offline activity
Cataloc

Create an audience of people who watched one of
your videos on Facebook or Instagram.

Meta sources
@ [> Video @ Instagram account
Lead form ¥ Events

Instant Experience Facebook Page

Shopping On-Facebook listings

Cancel Next

3. I want to target users who have watched at least 10 seconds of my video

Create a video engagement custom audience

Engagement @

People who have viewed at least 10 seconds of your video Select videos X

People who have viewed at least 10 seconds of your video

People who have viewed at least 3 seconds of your video

~ People who have viewed at least 10 seconds of your video

People who either completed or viewed at least 15 seconds of your video (ThruPlay)

People who have viewed at least 25% of your video
People who have viewed at least 50% of your video
People who have viewed at least 75% of your video

People who have viewed at least 95% of your video

4. select videos for which you want to create the custom audience



Select videos X

Video sources Instagram professional account @ Selected videos (1)
Instagram professional account v ‘ peppergreenwedding > X
Pagel B
Videos
Thumbnail Video details 3.second video views @ Last used Bhow:Sources v

Anjali & Prashanth Foll s
e

)
@t f e nak .,Fc?‘iow s Fphp m 17 Aug 2024
L 0:40 - Uploaded: Aug 2024 5

6. Give a name for the audience and also select the number of days retention period. If I
select 90 as the retention period, meta will create a list of users who watched atleast 10

seconds of this video for the last 90 days.

Create a video engagement custom audience

Engagement @

People who have viewed at least 10 seconds of your video Edit videos

Peaple who have viewed at least 10 seconds of your video

Audience retention @

50|

Audience name

users who watched 10 seconds
Description - Optional

-

7. Now your audience is created



MM Columns =

Availability

users who watched 10 seconds « Populating [

Kerala Reach . L
nsta Engage . R L
nsta Visit ® o

Creating a lookalike audience

example: I want to create an audience similar to users who have watched my video

for at least 10 seconds. (the custom audience I created)

1. Inside create audience, select lookalike audience

Audience Pepper Green - Ad Account (517656104, w

(D) Changes to location targeting

@8 3

Understand changes to location targeting

One or more of your saved audiences contains a location targeting option that has been removed. You need to edit these saved audiences before you can use then

Learn more

&5 e

Create Audience ¥

e
-
Custom Audience dience 1D Name Availability
2] &2 Lookalike Audience « Populating
Lookalike Audience X
@ 0 Saved Audience Reach new Accounts Centre accounts who are similar » Ready
Ready
to audiences that you already care about. You can
@ Filter create a Lookalik ience based on people who
@ like your Page, conversion pixels or any of your * R
Status existing Custom Audiences. 4/07/2024
Q Type e Insta Visit .
i Auailahility ~ h h

2.select the custom audience for which you want to create the lokkalike audience. If I
select value based sources, I can create a lookalike audience based on my pixels. You

can use a mobile app, Meta pixel, catalogue or list with lifetime value as the source for



your value-based lookalike.

Create a lookalike audience

Select your lookalike source

Select an existing audience or data source

Value-based sources  Other sources

® pepper green dataset
ID: 451753054480733

& pepper green pixel
|D: 906831531202899

Cancel

2. Here iam selecting other sources—> users who watched more than 10 seconds of my

video.



Create a lookalike audience

Select your lookalike source

[Select an existing audience or data source

Value-based sources  Other sources
@& Management Research Consultants

® Video View 3 Sec

® Website

@ account engagement audience

@ account visitors

# users who watched 10 seconds Engagement Custom Audience
—

19‘0

3.

Select location where you want meta to find similar audience. Here iam selecting india

Create a lookalike audience *

Select your lookalike source

users who watched 10 seconds X

Create new source w»

Select audience location

Countries > Asia

India

Q, Search for regions or countries Browse

Select audience size
Number of Lookalike Audiences @

1 w

6.2M e




5. Select the level of similarity you need. If you choose 1%, meta creates the audience

very similar to the custom audience you gave. Click on create audience.

Create a lookalike audience

India

Q, Search for regions or countries Browse

Select audience size
Number of Lookalike Audiences @

® A 1% lookalike consists of the people who are most similar to your Lookalike Audience source.
Increasing the percentage creates 2 bigger, broader audience.

New Lookalike Audiences @ Estimated reach
1% of IN — users who watched 10 seconds 6,180,000 people

-

Creating a lead generation Instagram ad using instant lead form

1. Campaigns—> create

(X)) Campaigns dmarkadaccount (256377390453864) = Updated 39 minutesago () Discard Drafts Review and publish (36)
. Search and filter & Thismonth: 1 Aug 2024 - 17 Aug 2024 ~
23 Ad sets for 1 Campaign [T Ads for 1 Campaign
@ - £ Edit - More w View Setup @ m - = &) Reports w 3 Export =
—
[@ OfffOn Campaign ~ Delivery T ~ Actions Bid strategy Budget ?:g;:;tmn Rest
. New Leads campaign O In draft = Highest volume 3800.00  —
8 =
® New Awareness campaign O Indraft = Using ad set bid ... = Using ad setbud...  —
v ® New Awareness campaign O In draft = Bid cap 3200.00 —
> Daily
) ® objective test O Indraft = Using ad set bid ... = Using ad set bud...  —
. pret helt O Indraft = Using ad set bid ...  Using ad set bud...  —
e il View Charts #* Edit (B Duplicate  # Pin
‘@ . fitness and wellness campaign O In draft & Draft error Using ad set bid ... = Using ad set bud...  —
Q Results from 12 campaigns @ —
=

2. Select objective as leads



Create new campaign Mew ad set or ad

Auction

Choose a campaign objective

=]  Awareness

Traffic

Engagement

Leads
Collect leads for your business or brand.

Good for:

Leads

App promotion Instant Forms

Messenger, Instagram and WhatsA
Sales - = —

About campaign cbjectives Cancel

-




3. Choose manual leads campaign

Choose a campaign setup
Create your leads campaign using a recommended setup to maximise performance,

or manually build your campaign. Suggestions may vary based on your recent ad
account activity.

4 Streamlined W Best practices

Recommended settings
Use preset campaign optimizations to help meet your goals.
Preset settings include Advantage+ audience, Advantage+ placements and mare.

@ 'n' Manual leads campaign
Create a leads campaign from scratch using the standard setup.

4. Give a name for your campaign



-] I8 health and wellness lead gen campaign 281 Ad set [[171 Ad

() Campaign name

health and wellness lead gen campaign Template . op recommendation

Advantage+ creati

() Special ad categories Apply View

Declare if your ads are related to credit, employment, housing, social issues, elections or
politics. Requirements differ by country. Learn mere about special ad categories
Benefits of declaring special ad categories

Accurately declaring your ad categories helps you run ads which are compliant with our
advertising standards and helps prevent potential ad rejections.

Categorise your ads

Categories

Select the categories that best describe what this campaign will advertise

Declare category if applicable -

As our ad does not fall under any special ad category such as Financial products
and services, we will skip this section. Also meta needs advertisers to declare if
your ads are related to credit, employment, housing, social issues, elections or

politics.
5. Choose buying type as auction.

The default ad buying type in Meta is Auction. Every single time, since ad space is
limited, the system runs an auction for those advertisers that want to reach the user
group they are targeting. While deciding who wins the auction, it takes into
consideration their budget, the bid type they’ve selected, ad quality and estimated
action rates, which basically means the probability that a person will engage with

your ad.
Reservation

If you are promoting a new brand, you may try reservation to build your brand
recognition. minimum reservation is at 200 thousand people; reservation is available
only for two advertising goals: Brand Recognition and Engagement. One benefit of

Reservation is the ability to lock in fixed costs at a specific CPM. This is unlike Auction,

Campaign opportu

You could get a 3% lower cost




where costs are variable and unpredictable. However, the campaign may reach low

quality audience.

You may also set a campaign spending limit for your overall campaign.

[ el B L e =

() Campaign details

Buying type

Auction

Campaign objective @
Leads

Hide options &

Campaign spending limit @
MNone added

6. If you switch on Advantage campaign budget, meta will automatically allocate the
total campaign budget across different ad sets inside your campaign. Here, we are
not turning it on. You may also do an A/B test of two different variables for your
campaign. For example, experiment between audience target 1 and audience
target 2, or one type of placement vs. the other, or even one type of headline vs.

other type.

Click on next to continue to ad set level.



Advantage campaign budget 4+ Off @

Advantage campaign budget will distribute your budget across currently delivering ad
sets to get more results depending on your performance goal choices and bid strategy.
You can control spending on each ad set. Learn more

A/B test Create A/B test ()

To help improve ad performance, test versions with different images, text, audiences or
placements. For accuracy, each one will be shown to separate groups of your audience,

Give the ad set a name and conversion location as instant forms. While using instant
forms, the lead form will appear inside Instagram itself when users click on the ad.
If I give the conversion location as website, I can use my pixel to track the website

visitors.

) Ad set name

new Users Create Template

() Conversion
Conversion location

Choose where you want to generate leads.
About conversion locations

Multiple b rk
~—h
Website ¢ —
@ Instant Forms — ® _
C—
Messenger 9 —

Close « Al edits saved



8. Give the performance goal as “maximise conversions” as my objective here is to
get maximum number of leads. I am asking meta to find people who are highly

likely to fill out the lead form.

You can also set a cost per result goal which is the average cost per lead in this context.

However, in order to accurately set this, we need historical data.

@ Dmark Consultants hd
You've accepted Meta's Lead Ads Terms for this Page. H] .
View Terms

Performance goal @

Maximise number of leads v

Cost per result goal - Optional
THXK INR

Meta will aim to spend your entire budget and get the most leads using the highest-
volume bid strategy. If keeping the average cost per result around a certain amount is
important, enter a cost per result goal.

Show more options »



F EuIL NIV NEWVITYY

@ Dmark Consultants Set a goal if you're aiming for a certain cost v
per result. To set your goal, use cost per result
You've accepted Mets datq f.rnm.prewcvus n:.-ampm.gns.wnh thg same 5
optimisation event and attribution settings. If
View Terms you don't set a cost per result goal, Meta will
focus on spending your entire budget and
getting the most results.
Performance goal @ Cost per result goal is only available with
some performance goal selections.
Maximise number of leads hd
Learn more about cost per result goal.
Cost per result goal - Optional @
THHX INR

9. If you switch on dynamic creative, meta will automatically create combinations of
creatives such as images and headlines. Also you can Set a daily budget and the
schedule of your start date and end time as well as the timings during which your

ad should run.

Dynamic creative off @

Frovide creative elements, such as images and headlines, and we'll automatically
generate combinations optimised for your audience. Variations may include different
formats, templates or audio based on one or more elements. Learn more

) Budget & schedule

Budget ©

Daily budget =  800.00 INR

You'll spend an average of 800 per day. Your maximum daily spend is 1400 and your maximum
weekly spend is 5600, Learn more,

Targeting options



You can rely on Meta's Al to find your audience, or add specific information about the people
you want to reach as an Audience suggestion. Meta prioritises audiences matching your

suggestions, before searching more broadly.

You can still limit where ads should be delivered, e.g. excluding ages or locations, by setting

Audience controls.

Advantage+ audience creates the broadest possible audience to search within, giving Meta's Al

lots of flexibility.

() Audience controls @
Set criteria for where ads for this campaign can be delivered. Learn more

@ You can set audience controls for this ad account to apply to all campaigns.

See gudience controls in Advertising settings

* Locations @

Location:
» [ndia

Hide options &

Minimum age @
18

Exclude these custom audiences @

Q) Search existing audiences

Languages ©

All languages



In advantage + audience, we have the option to provide the interests and behaviours of

our target audience.

() Advantage+ audience #

Our ad technology automatically finds your audience. If you share an audience suggestion,
we'll prioritise audiences matching this profile before searching more widely. Learn more

Custom Audiences @ Createnew +
Q) Search existing audiences

Age O

18 - 65+

Gender @
All genders

Detailed targeting
Include people who match €

Interests = Additional interests
Health and wellness (personal care)
Interests = Fitness and wellness (fithess)

Physical fitness (fitness)

1 Add demoqgraphics, interests or behaviours Suqagestions Browse

Note: Here, you may also retarget your existing audience by making use of custom
audience. Usually, lead form campaigns are not used for very fresh audience. Lead gen
ads are more beneficial while you are retargeting a specific set of audience such as
Instagram page visitors. However, for the sake of the example, we are using detailed

targeting instead of custom audience.

10. Inside placements, click on edit to choose manual placements. So that we can
decide where to place our ads, such as in facebook and Instagram or only

Instagram and so on.




i) Placements
Choose where your ad appears across Meta technologies. Leam more
Advantage+ placements (Recommended) +

Use Advantage+ placements to maximise your budget and help show youwr ads to more people.
Facebook's delivery system will allocate your ad set's budget across muktiple placements based on

where they'rs likely to perform best
4 You could get better results with Advantage+ placements
Including maore placements often helps you find a wider audience. The more places

wour ad is displayed, the more chances your target audience has to see it. About
Advariage+ placements

Apply

@ Manual placements

Manually choose the places to show your ad. The more placerments you select. the more
opportunities you'll have to reach your target audience and achisve your business goals

& Run a 4-day A/B test to compare manual against Advantage+ placemeants

11. Here, I decided only to advertise on Instagram. Thereby unchecking the

other
options.



Platforms

Facebook

D Audience Network

Asset customisation @

Placements

for your business with @"""’f"‘

Facebook right column

Instagram Explore v

Ingtagram Explore home

Feeds

Meszenger inbox

'mend square (1:1) images

Click on next and we will be taken to the ad level.

12. Give a name for your ad



=) Ad name
video ad Create Template
@ 2dpreview
Partnership ad off

Run ads with creators, brands and other businesses, These ads
will feature both identities in the header. Leam mare

.; Campaign opportunities
Potential to lower your cost per result.

«" Advanced Preview P 4

o 0 -]

-

17 You can now see more variations of your ad in previews  ~

@ Identity Instagram
@ Feed
* Facebook Page @
@ Dmark Consultants -

@ Any form submitted from your ad will go to Dmark

Consultants.
digimedems
Instagram account & presr
@ digimarkme -
=) Ad setup
Sign up
Create Ad -
[ Nah-J

Bl ol ol W KTt s e e Pl B T e B W e T L e o

@ Instagram
Stories

13. In ad setup, choose create ad as we keep the format as single image or video as we

are doing a video ad.

=) Ad setup

Create Ad -

Format

Chioose how you'd like to structure your ad.

@ Single image or video
Ome image or video, or a sideshow with multiple images

Carouse
Twnz or more scrollable images or videos

+* | Multi-advertiser ads
‘four ads can appear alongside other ads in the same ad wnit to help
people dizcover products and senvices from busineszes that are
personalized to them. Your ad creative may be resized or cropped to
fit the ad wnit. Learn about multi-advertizer ads

= Ad creative

Select the media and text for your ad. You can also customise
wour media and text for each placement. Learn maore



14. Come to ad creative. This is where we upload our ad creative. Click on media and

upload your ad

ersonalized to them. Your ad oeative may be resized or cropped o
it the ad unit. Learn about multi-advertizar ads

L=l

Campaign opportunities
Potential to lower your cost per result.

=) Ad creative
Select the media and text for your ad. You can also customise

Fiomann
your media and text for each placement. Learn mare . Ad preview

* Media @ =
Gd Add media -
1"y ¥ou can now see more variations.
& Add image

. Instagram
D Add Video 9 Feed

Headline i

'1utu|3num
Link description @ igmeems
Fpanred
This field is not applicable for some of the  [9 x
selected ads. Change your selection to
edit this field.
Call to action @
Sign up - B b
DS [

Click on upload and choose your media.



Set up your media Select media X

(D Addmedia
® & Account Business [5) Video URL [E Page

=5 Filters1 = ~+ Upload

<« > o~ 4 B videos » v O Search Videos ¥l

Organize v New folder

(u]
4
=
©

i Downloads

§ that match your search. Try adjusting your filters or searching for something else.

= Documents
P9 Pictures
== MANU (D)
& Music

3 Videos

Captures

* % % % W

I

previous OPs

Cancel

File name: ‘ v‘ Custom Files i

Set up your media Select media
(P Add media

& Trim

Q crop

= Filters1 «

Conce m

«
E Uploading video wellness course.mpd




Set up your media Select media crop for placements

Media that fill the crops of different placements may perform better. You can edit these crops or upload new media for each one.
These crops are refated to placements, not specific devices.

@ Add media

@ Trim
() Crop Stories and Reels Feeds, Search results
@ Original ® Origina

1:1 (recommended)

2 Replace

Add headlines, descriptions and primary text and CTA

Primary text (5 of 5) @
Campaign opportunities

live & happy and healthy life Potential 3% iower cost per result, =
Health and wellness course X
@
@ ~doreview «" Advanced Preview Pl 4
Feel better s X
ta O O a1
Change your habits , change your life X

{7 You can now see more variations of your ad in previews v

live & mindful life X
=]
Instagram Instagram
Headline @ 208 Feed Stories
personalised Wellness course
@
fitness and wellness course X
@
WORK WITH ME &
(® Addheadlineoption v
: Unlock
Link description @ 10f5 [HOCK
Live & heppy Iife by enrolling to our course s
(® Adddescriptionoption =
Call to action @
Sign up -

By clicking "Publish”, you agree to Facebook’s Terms and Advertising Guidelines,

Clocs «/ Al adite cavad Rark Dyihbch

Click on create a form



(@) Destination @ 0O O Xa
Tell us where to send people immediately after they've tapped

-
or clicked on your ad. Learn more {"7 You can now see more variations of your ad in previews v
Instant form @ Instagram instagram

Make connections with people by letting them send contact Feed Stories

information and other details to you through a form. Learn

more

2gmee:
B

Use a template Customisable
frustg Save time with a fiexible template.
. WORK WITHME &

Unlo€k
Create a form

@
+ Build your own unique form. \

Form title Creation date
[ ] lead form instagram 2024-08-02
weliness course form 2024-07-31
skn nav lead form 2024-07-28
Untitled 06/12/2023 2023-12-06

Choose more volume and enter details that follows such as introduction, questions and ending.

Also add the URL to your website privacy policy.

Create form £ Settings X
° Form type 'We've prefilled this form using information sourced from your Facebook Page, . ~ -
previcus lead forms and similar advertisers, A T . =2
O Intro
O Questions Clear auto form x
O Privacy Policy
Form name
O Ending The name that you choose will only be seen in Ads Manager.

Generated untitled 17/08/2024, 21:32

Contact information @

Form type Please answer the below questions
Customise your form depending on the goal of your Lead Generation campaign. The eptions
you select may affect the volume of submissions and cost per lead.

Ema

Entter your answer.
@ More volume
o Entter your answer.
Higher intent

Rich creative

™ Save Draft * What's new m

URL paramters help to track where your visitors are coming from. As we are not using website

for this example, we don’t need that.

Click on Publish. Now your ads are ready to be published within a few hours.

https://fb.me/2¢clg7Yqi90yn2zu
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Improving your ads

=

Obijective
Budget

1) Objective:

Awareness campaign is the cheapest. It is used:

o To find potential customers.

o To make them aware about the brand.

o To bring more audience into the TOFU (Top of Funnel).
Best thing to do is use video awareness because we can retarget using a custom
audience based on video views.
Use traffic or engagement to get data and retarget.
Awareness campaigns will generate useful data only when we use video views as the
performance goal.

o Bestis to use video + traffic/engagement.

TOFU (Top of Funnel) Ads objective = awareness/traffic/engagement + video views.

Consideration Stage:

How my product/service can overcome their problem?

Help them evaluate/compare.

Highlight USP.

Goal Objectives = Leads, Engagement, Traffic.

If selecting traffic objective, make sure your performance goal is maximized landing
page views.

Conversion Stage:

Obijectives: Leads, Sales.

2) Budget

How you’re charged?
The pricing of Meta ads is based on an auction system where ads compete for
impressions based on bid and performance.

Ad auctions:

Used to determine the best ad to show at a given point in time.
Winning ad maximizes value for both businesses and audience.



When does an auction take place? Who competes in an auction?

e When there are 2 or more competitors bidding for the same target audience, a
competitive auction takes place.

Example:

o Advertiser "X" targets women interested in fashion, living in India.

o Advertiser "Y" targets all women in India within the age group 20-35.

o If user "A" falls in both these categories, then an auction will take place.
Whenever there is an opportunity to show an ad, there will always be multiple ads waiting to
be shown to the same person. Hence, every time there is an opportunity to show an ad, an
auction takes place.

How the winner of the auction is determined?

e On the basis of ads with the highest value.
o Highest value is the combination of 3 factors:

=

Bid: What the advertiser is willing to pay.
2. Estimated action rate: How likely someone is to take an action based on:
1. Video ad,
2. Retarget ad,
3. Landing page,
4. Bounce rate,
5. Dwell time.
3. Ad gquality: Quality based on views or hiding the ad, interactions, creatives, etc.

Ad relevance = Estimated action rate and ad quality.
Ad relevance & bid determine who wins the auction.

Bid Types

Highest volume: Best for reach.

Highest value: Best for increasing highest value purchases.

Cost per result goal: Best to use if we have historical data of cost per conversion.
ROAS (Return on Ad Spend).

Bid Cap: Set a maximum bid for cost per impression or cost per goal.

Cost per result goal, bid cap and ROAS: better to do this if we have historical data, Or have a
clear idea about how much to bid.

o Bid cap is only available if we use advantage + budget.
« Bid cap reflects how much you are willing to pay for an action such as impressions,
clicks, conversion, etc.



e A low bid can prevent or limit delivery or spending of full budget.
e Cost per result goal: Average cost you are willing to pay for results.
e Bid cap: Maximum you are willing to pay.



