Step 1: Choose Your Campaign Objective
Ad Campaign Objectives: 

‘Awareness’ Stage of Customer Journey (Top of the Sales Funnel)
· Brand Awareness: Increase awareness for your brand by reaching people who are more likely to be interested in it. 

· Reach: Show your ad to the maximum number of people. 

‘Consideration’ Stage of Customer Journey (Middle of the Sales Funnel)
· Traffic: Send more people to a destination on or off Facebook. 

· Engagement: Get more people to see and engage with your post or page. Engagement can include comments, shares, likes, event responses, and offer claims. You can choose post, page, or event responses. 

· App Installs: Get more people to install your app. 

· Video Views: Get more people to view your video content. 

· Messages: Get more people to have conversations with your business in Messenger to complete purchases, answer questions, or offer support.

· Lead Generation: Drive more sales leads, such as email addresses, from people interested in your brand or business. 

‘Conversion’ Stage of Customer Journey (Bottom of the Sales Funnel)
· Conversions: Drive valuable actions on your website or app. 

· Catalog Sales: Create ads that automatically show products from your product catalog based on your target audience. 

· Store Visits: Get more people nearby to visit your brick-and-mortar locations.

What is your ad campaign objective?
Click & type  


How will you *measure your campaign’s success? 
Click & type  

*Based on your campaign objective and call-to-action used, such as the number of new people reached; or the number of people who visited to your blog or landing page; showed up for an event; made an appointment; or made a purchase).


RESOURCES:

· Facebook Beginner’s Guide to Ads: https://www.facebook.com/business/help/175741192481247 
· Choosing the Right Advertising Objectives:  https://www.facebook.com/business/help/1438417719786914
· Ads Coaching:  https://www.facebook.com/business/help/816236948423533
Step 2: Choose Your Target Audience
Campaign ads should target people most likely to view your ads and take action. 

While the ad platform will often guide you through selecting your target audience based on the campaign objective, it’s worth thinking ahead about a few things before you get started:

· Age: Is there an age range of people you want to target? 

· Gender: Are you interested in targeting men, women, or both? 

· Location: Do you want to reach folks in your community or in other parts of the city, state, or country? 

· Demographics: Will you target people by education level, income, or other information?

Using the ad campaign objective, think about your buyer/target persona, and consider each of the ways you can target the best audience for your ad campaign:
Location:
Click & type



Age:

Click & type



Gender:
Click & type



Language:
Click & type
Demographic Considerations:


 Click & type

Click & type

Click & type

Click & type



Behaviors:
Click & type



Interests:
Click & type


Click & type





Click & type


Click & type





Click & type


Click & type





Click & type


Click & type





Click & type
RESOURCES:

· Facebook Ad Targeting Tutorial [Video]: https://www.facebook.com/marketing/videos/ad-targeting-a-facebook-ads-tutorial/10152677808451337/
· Advertisement Guide to Audience Targeting: https://www.advertisemint.com/complete-guide-facebook-ad-targeting/ 
Step 3: Choose Your Ad Placements
Running ads across platforms and devices is easy: Build an ad once, then select your Placements – without resizing or reformatting.

While you can select placements manually, Facebook recommends using their ‘Automatic Placement’ option, which tells their system to find the most relevant people and cost-effective results available across all of these placements – including Messenger. 

· Advertising objectives impact the placement of your ads. Consider your campaign objectives when choosing your placements. If you choose the ‘Automatic Placement’ option, your ads will appear on different Facebook placement platforms (such as Instagram, Audience Network, Facebook, or Messenger) depending on what objective you choose.

· Ad placement options are the places where you can run ads to reach the right audience. You can also choose to reach the audience across different devices, such as desktop computers, tablets, and mobile phones. Ad Placement Options:
Facebook 

· Feeds 

· Instant Articles 

· In-Stream Videos 

· Right Column 

· Suggested Videos 

· Marketplace

Instagram 

· Feed 

· Stories

Audience Network (lets brands extend their Facebook ad campaigns off of Facebook, using the same targeting data)
· Native, Banner, and Interstitial 

· In-Stream Videos 

· Rewarded Videos

Messenger 

· Home 

· Sponsored Messages
Based on your Target Audience, what are the top two manual choices for the platforms and devices you believe your audience spends time and would most likely see your ads?
Placement Platform(s):
Choice 1
Click & type
Choice 2
Click & type

Devices for Ads to Display:
Choice 1
 Click & type
Choice 2
Click & type



RESOURCES: 

· About the Delivery System – Placements: https://www.facebook.com/business/help/965529646866485 

· AdEspresso’s Complete Guide to Audience Network: https://adespresso.com/blog/facebook-audience-network/ 

Step 4: Set Your Budget and Schedule
Think about what budget you have for advertising and for advertising on Facebook or Facebook products. 
Consider your campaign objectives and how you plan to measure those objectives. For example, ask what would be a reasonable spend if the Return on Investment (ROI) is 50 people showing up to your event; or for 200 people becoming aware of and “liking” your page? If your objective is conversion, also consider the Customer Lifetime Value (LTV).
When you buy ads on Facebook, there are two ways to set your budget: 

· Daily Budget – Your ad runs until your maximum budget is met each day, for a pre-specified number of days. A daily budget gives you the most control, since you know exactly how much you’re spending each day.

· Lifetime Budget – Your ad runs continuously until a maximum amount is reached, or the advertising end date arrives. With a lifetime budget, your spending will vary from day to day. 

Both models can be adjusted or terminated at any time, so as long as you’re keeping a close eye, you don’t have to worry about unexpected charges.  If you’re new to Facebook ads, keep your budget low and consider testing different things. You can do this with a pretty small budget—sometimes as low as $15.
Determine how you will set your budget and choose the figure that represents the MAXIMUM amount of money you want to spend:
Daily Budget Amount:
Click & type

OR
Lifetime Budget Amount:
 Click & type


RESOURCES:

· AdEspresso, Understanding Facebook Ad Costs: https://adespresso.com/blog/facebook-ads-cost/ 
· Understanding Facebook Ad Delivery and Auction System Basics: https://www.facebook.com/business/help/430291176997542 

Step 5: Choose Your Ad Creative Format

Different ad formats can be used across Facebook platforms.

1. The types of formats that are available to you depend on your selected advertising objective. It's important to select an advertising objective that aligns with your business goals.

2. After you select your advertising objective, you can choose the right format for your ad for your business goal.

Ad Formats Options:

· Image Ads: Learn more about Advertising with Images.
· Video Ads: Learn more about Advertising with Video. 

· Carousel Ads: Learn more about Advertising with Carousel.
· Collection Ads: Learn more about Advertising with Collection.
· Slideshow Ads: Learn more about slideshow.
· *Instant Experience Ads: Learn more about Advertising with Instant Experience.
*Instant Experience can be used with all Facebook ad formats – carousel, single image, single video, slideshow or collection. Instant Experience is a mobile only experience that can be used on iOS and Android. The format is optimized to showcase your products, highlight your brand or inspire mobile shopping.
Based on your Objective and your Target Audience identified, which two creative formats do you think would be best for each of the top two placements platforms chosen?

Placement Platform 1 Click & type:

Creative Format 
1: Click & type

2: Click & type

Placement Platform 2 Click & type:

Creative Format 
1: Click & type

2: Click & type

RESOURCES: 

Types of Ad Formats: https://www.facebook.com/business/help/1263626780415224 
Facebook Campaign ‘Success Stories’: https://www.facebook.com/business/success 
· Sheetz Campaign:  https://www.facebook.com/business/success/sheetz 
· Hub City Ford Campaign: https://www.facebook.com/business/success/hub-city-ford
· Boston Interiors: https://www.facebook.com/business/success/boston-interiors
· StoreHub: https://www.facebook.com/business/success/2-storehub
Facebook Create Mock-ups: https://www.facebook.com/ads/creativehub/ 

Facebook Creative Tools:  https://www.facebook.com/business/a/creative-tools 
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