
FACEBOOK ADVERTISING 
DAVE NEUDECK – ELECTRONIC MARKETING DIRECTOR 
@DAVENEUDECK  DNEUDECK@VIRGINIA.ORG  

Virginia Tourism Corporation 



Promote your business with Ads 

• Step 1: Identify Your Goals 

• Step 2: Target the Right People 

• Step 3: Design an Engaging Ad 

• Step 4: Manage Your Budget 

• Step 5: Review and Improve 
 

 

https://www.facebook.com/business/#!/business/ads/ 

Presenter
Presentation Notes
Ads Optimization Guide: Get tips on how to improve your ad performance 
http://ads.ak.facebook.com/ads/FacebookAds/Optimization_Guide_FINAL.pdf 

Facebook Insights Guide: Understand your campaign performance 
http://ads.ak.facebook.com/ads/FacebookAds/Pages_Insights_Guide_Updated.pdf 

Ads Manager Upgrade Guide: See what your new Ads Manager offers
http://ads.ak.facebook.com/ads/FacebookAds/TheNewAdsManager_May2011v2.pdf 



Presenter
Presentation Notes
Click on Advertising in the bottom of the page.

Next – Create an Ad



Presenter
Presentation Notes
You may choose to run ads that direct Facebook users to your own website.  This does not work well and is not generally recommended.  CPC costs tend to be higher and you are taking a Facebook user away from Facebook and they just may very well close your website and not be engaged.   

Instead choose the destination of you Facebook Page.  You must be an administrator of the Facebook page in order to run ads for it.



Presenter
Presentation Notes
Changed Destination to Facebook Page and not external website.   Type and Story Type options are presented.

First time advertisers use Facebook Ads for type.   Either will work for Story Type.

Page Post Ad will present an advertise your posts.





Presenter
Presentation Notes
Facebook Ads you can run ads that will be directed to your Facebook page.



Presenter
Presentation Notes
If you have Apps/Tabs on your Facebook page,  you can direct ads to go right to your tabbed content by changing the destination tab.

Use multiple images – set up several ads with same text but different images.   3 ads is typically good to start with.  Then add more images and pause ads to keep campaign fresh.  Also test with different text but don’t be too wordy.






Presenter
Presentation Notes
One the Ad is built – Target your ad to the location , demos, interests, connections, etc that match your campaign goals and marketing targets.  

Do not run an ad that targets the entire US.  As you make changes – monitor the reach changes that show up. See next slide for example.



Presenter
Presentation Notes
Notice Reach in upper right

#3  - Set up your campaign and budget.   Set start and end date.  Typically use CPC unless you are doing a branding campaign.  Set bid within the suggested range.  Typically CPC’s will be below the range but do monitor daily.  Often CPCs are high to start but then settle in and decrease as campaign progresses.





Campaign:  Fan Acquisition 
 
Reach:  2,551,009 
Frequency: 3.8 
Social Reach: 2,131,869 
Connections: 6,958 
Click: 11,693 
CTR: 0.121% 
Spent:  $3,900 



Campaign:  
Sponsored Stories 

Impressions   1,102,928 
Connections:  131 
Clicks:            1,009 
Spent:            $800 
 



Reach: 1,951,313 
Frequency: 2.1 
Social Reach: 764,024 
 

Connections: 1,168 
Clicks: 2,724 
Spent:  $2,300 

Campaign: Clicks to Fall Tab  



Ad Performance Glossary 

Social %: The percentage of impressions where the ad was shown with a "social story" about one 
or more friends who were associated with the content you're advertising (i.e. liked your Page, 
RSVPed to your Event, or used your App).  
 
Clicks: The number of times users have clicked on your ad on the site. 
 
CTR (%): The click-through rate for your ad, calculated as the number of clicks received divided by 
the number of impressions. 
 
Avg. CPC: The average cost per click for this ad, calculated as the amount spent divided by the the 
number of clicks received. 
 
Avg. CPM: The average cost per thousand impressions on this ad, calculated as the amount spent 
divided by the the number of impressions received. 
 
 

http://www.facebook.com/help/search/?q=glossary+of+advertising+terms 

Presenter
Presentation Notes
Ads Optimization Guide: Get tips on how to improve your ad performance 
http://ads.ak.facebook.com/ads/FacebookAds/Optimization_Guide_FINAL.pdf 

Facebook Insights Guide: Understand your campaign performance 
http://ads.ak.facebook.com/ads/FacebookAds/Pages_Insights_Guide_Updated.pdf 

Ads Manager Upgrade Guide: See what your new Ads Manager offers
http://ads.ak.facebook.com/ads/FacebookAds/TheNewAdsManager_May2011v2.pdf 



Campaign Performance Glossary 

Reach: The number of individual people who saw this Sponsored Story or ad during the dates 
selected. This is different than impressions, which includes people seeing them multiple times. 
 
Frequency: The average number of times each person saw your Sponsored Story or ad. 
 
Social Reach: People who saw your Sponsored Story or ad with the names of their friends who 
liked your Page, RSVPed to your event, or used your app. If you’re not using Sponsored Stories or 
advertising a Page, event, or app, you won’t have social reach. 
 
Connections: The number of people who liked your Facebook Page, RSVPed to your event, or 
installed your app within 24 hours of seeing this Sponsored Story or ad. If you’re not promoting a 
Page, event, or app, you won’t see Connections data. 
 
Clicks: The number of clicks your Sponsored Story or ad have received. If you’re promoting a 
Page, Event, or app, Clicks also include Page likes, event RSVPs, or app installs directly from the 
Sponsored Story or ad. 
 
      http://www.facebook.com/help/search/?q=glossary+of+advertising+terms 

Presenter
Presentation Notes
Ads Optimization Guide: Get tips on how to improve your ad performance 
http://ads.ak.facebook.com/ads/FacebookAds/Optimization_Guide_FINAL.pdf 

Facebook Insights Guide: Understand your campaign performance 
http://ads.ak.facebook.com/ads/FacebookAds/Pages_Insights_Guide_Updated.pdf 

Ads Manager Upgrade Guide: See what your new Ads Manager offers
http://ads.ak.facebook.com/ads/FacebookAds/TheNewAdsManager_May2011v2.pdf 
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