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 How FB compares to other social media 

 Why small businesses may need FB ads 

 Results of Facebook’s “Pay to Play” 

 Benefits of FB advertising 

 The structure of Facebook’s ad program 

 Generational preferences 

 Targeting ads by generational information 
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 Using Facebook’s Ads Create tool 

 The difference between promoted posts 
and ads 

 Using Facebook’s Ads Manager tool 

 Building an ad campaign in real-time! 

 Analyzing campaign results 

 Promoting other Facebook activities 

 What to expect in the future 
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 Click-thru rate (CTR) on right column (0.36%) not as high 

as on other PPC (1.5% on Google) CTR on newsfeed ads 

is 1.8%; higher than other PPC platforms. 

 Facebook’s CTR is highest on mobile 

 Cost per click (CPC) and per conversion usually lower on 

Facebook than on Google, LinkedIn, Twitter 

 Offers excellent demographic, behavioral, & interest 

targeting 

 Conversion rate and ROI lower on Facebook 
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socialmediaexaminer.com/wp-content/uploads/2016/05/SocialMedia 

MarketingIndustryReport2016.pdf 
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 “Reach” for unpaid content has dropped to 2% of fans and 

has been declining since 2012 

 Pushed small businesses to boost posts or use paid ads 

 Summer 2016 Facebook announced started prioritizing 

posts from users’ friends and family over brands & 

companies  

 New program gives users more control over where, when, 

and how often they see ads. 



©  2016 Watermelon Mountain Web Marketing 
8 

1. Auto Sector: consumers were more likely to search for 

branded keywords versus non-branded keywords 

2. Financial Services: found a 19% lift in paid search 

conversion and a 10% improvement in CPA 

3. Retail Space: found a significant boost in search return 

on ad spend in markets that included Facebook ads 

exposure 

• Average order value grew from search conversions when 

paired with Facebook ads. 

• Searches for physical store locations grew. 13% more likely 

to buy online. 79% more likely to seek out the brand’s 

physical store 
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1. Consumers exposed to Facebook ads are more 

likely to conduct a new search on mobile 

2. Referral search traffic climbed to 12.8%  

3. 6% average lift for mobile search referral traffic  

4. Less than 1% average lift for desktop search 

referral traffic 

5. Small businesses see the largest variance in lift. 

 



 Integrate with other Facebook activities 

 Coordinate with other paid ad campaigns, 
offline and online 

 Coordinate with other online marketing 
activities 

 Coordinate with offline marketing goals 

 Coordinate with other mobile marketing 
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Facebook 

Campaign 

Structure 
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Organize Ads Into Campaigns 

Set up separate campaigns for 

Particular target markets 

Particular products 

Particular geographic regions 

Events 

Pages or Posts 

Facebook-engagement options 
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Make Campaign Level 

Decisions 
Determine goals and objectives 

Define a desired target market 

Allocate a budget 

Set a time frame 

Do A/B pre-testing if desired 

Schedule ad rotations and 

variations 
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 Right 

Column 

 News Feed 

(aka Wall/ 

Timeline) 

 Mobile 

Facebook 



Sample Right Hand Column Ads 
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Ads on Mobile Facebook 
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Tips for Writing Good Ads 
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 Eye-grabbing headlines 

 Write a good call to action 

 Don’t repeat yourself - make the best of 

limited space 

 Consider keywords 

 Emphasize benefits, not features 

 Second person, active voice 

 New 20% text rule guideline for images 

 



Tailor content to audience motivation: 

Maslow’s Hierarchy of Needs 
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Physiological 

Safety 

Social 

External/Internal  

Esteem 

Self-actualization 



 Audience demographics -  age/generational 

 Generational differences appear in platform 
choice 

 Generational differences appear in interests  

 Generational differences appear in behaviors 

 Evaluate results and modify 
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 Greatest Generation: born pre 1945 

 Boomers: born 1946-1964 

 Gen X: born 1965-1984 

 Gen Y/Millennials: born 1985-2004 

 To be named: born 2005 – 2024… 
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Generations Overview 
i.marketingprofs.com/assets/images/daily-chirp/160730-the-psychology-of-

marketing-to-millennials-infographic.jpg 
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Device Usage 

       Millennials            Gen X            Boomers        Greatest Gen 
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Social Media Usage  

by Generation 
marketingprofs.com/charts/2016/30615/marketing-to-millennials-

social-media-privacy-and-email-trends 
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Social Media: Millennial Use by 

Age and Gender 
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Shopping Preferences by 

Device 
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Millennials’Digital Involvement 
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Targeting by Product 

Adoption Cycle 
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Targeting by Life Cycle 

Single Stage 
Young, Not 

Living at 
Home 

Newlyweds 
Young, No 
Children 

Full Nest 1 
Youngest 

Child Under 
Six 

Full Nest 2 
Youngest 

Child Over Six 

Full Nest 3 
Older Married 

Couples 

Empty Nest 
No Children In 

Home 
Not Retired 

Retired  Solitary 
Survivor 

Few Financial 
Obligations 

Better off 
financially 
than they will 
be in near 
future. 

Dissatisfied 
with financial 
position and 
savings 

Financial 
position 
improving. 

Financial 
position 
improved. 

Most satisfied 
with financial 
position and 
savings. 

Drastic cut in 
income, 
concerned 
about wealth 
preservation. 

Limited 
income, sell 
home. 

Fashion 
Opinion 
Leaders 

Highest 
purchase rate 
& highest 
average 
purchase of 
durable 
goods. 

Home 
purchasing 
peak, liquid 
assets low. 

Less 
influenced by 
advertising.  
Buy large 
sized 
packaging. 

Hard to 
influence with 
advertising. 

Home 
ownership at 
peak.  Not 
interested in 
new products. 
 

 Special need 
for attention, 
affection and 
security. 

Recreation 
Oriented 

Recreation 
Oriented 

Interested in 
new products. 

Time limited.  Interested in 
travel, 
recreation, 
health, self- 
education. 

  

Buy Basic 
Furniture, 
Cars, 
Entertainment, 
Clothes 

Buy Basic 
Furniture, 
Cars, 
Entertainment, 
Clothes 

Buy durable 
goods and 
childrens toys. 

Buy many 
foods, 
cleaning 
materials, 
home 
supplies. 

Upgrade 
home, 
furniture, 
appliances, 
cars 

Buy vacations, 
luxury home 
improvements. 

Buy medical 
supplies and 
health aids. 

Buy medical 
supplies and 
healthcare. 

 

    Millennials                   Gen X                             Boomers  
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Spending Preferences 
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Best Practices for Millennials 
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Targeting by 

Psychographics 
 Grouping people according to attitudes, 

values, or lifestyles 

  

 Porsche example 
 Top Guns (27%): Ambition, power, control  

 Elitists (24%): Old money, car is just a car 

 Proud Patrons (23%): Car is reward for hard work 

 Bon Vivants (17%): Car is for excitement, adventure 

 Fantasists (9%): Car is form of escape 

www.strategicbusinessinsights.com/vals/presurvey.shtml 
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Stanford Research Institute 

Consulting  
strategicbusinessinsights.com/vals/presurvey.shtml 

“VALS™ places U.S. adult 

consumers into 8 segments…. 

The main dimensions are  

primary motivation (the 

horizontal dimension) and 

resources (the vertical 

dimension).” 

 

Let’s all try it now! 



Let’s Take a Break 
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Start with Ads Create Tool 
facebook.com/ads 



Select Objective   
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Internal vs. External Objectives 

 Internal Marketing 

 Page Post Engagement 

 Page Likes 

 Event Response 

 Offer Claims 

 External Marketing 

 Clicks to Website 

 Website Conversions 

 App Installs 
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Ways to Target FB Audiences  
 

 Location 

 Demographics 

 Age  

 Gender 

 Languages 

 Relationship 

 Education 

 Work 

 Home 

 Ethnic Affinity 

 Generation 

 Parents 

 Politics (U.S.) 

 Life Events 

 Interests 

 Behaviors 

 Connections 
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Audience Demographics 1 
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Audience Demographics 2 
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Audience Interests & Behaviors 
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Watch the Dial! 
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Audience Connections Options 
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Placement Options 
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Account & Campaign Settings 

 
Establish currency, country, and 

time zone 

Name your ad set 

Set budget 

Establish schedule 

Choose bid option 

Set pricing option 
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Set Budget, Pricing, Schedule 
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Create Your Ad 
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Choose a 
single image 

or up to 5 
image 

carousel 



Selecting Images is Critical 
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• Simple 

• Eye-

catching 

• Bright 

colors 

• Related to 

text 

• Right size 



Editing Text, Links, Where Shown 
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Review Your Bid 
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Remember 
 Facebook approves all ads; may take 24 hours 

 You can’t advertise: 

 Anything that infringes others’ intellectual property 

 Multi-level marketing 

 Malware or spyware 

 Sites with domain forwarding 

 Pages with popup windows 

 Restricted items (tobacco, gambling, porn, alcohol, 

pharmaceuticals, guns) 

 Adult content 

 Hate content 
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Boosted Posts 

Paid service that pushes a post into 

more of your fans’ News Feeds 

Can create Boosted Posts  

 directly from the Facebook Timeline 

(shortcut) on your Page  

 from Insights 

©  2016 Watermelon Mountain Web Marketing 
51 



Promote from Timeline 
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Boost Post Options 
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Boost Posts from Insights 
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facebook.com/business/a/lookalike-audiences 

 Custom Audiences: upload a list of your 
existing customers  to find people that 
resemble that audience. 

 Website Visitors: create audience based 
visitors on your website using a Facebook 
pixel. 

 Page Fans: create an audience based on 
people that like your page. 
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Get Ideas from Success Stories 
facebook.com/business/success 
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Exercise: Create a 

Facebook Ad Campaign 
  Log into the account you want to use 

 Be sure that you are an Admin or team up 

with someone who is 

 Go to Create Ads in the left column or in 

the dropdown under arrow in upper right  

 Use your own SBDC or pick a sample 

advertising problem 

 Make campaign level decisions 

 Create one or more ads 
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Let’s Take a Break 
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How to Assess Success 
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 Set up Google 

Analytics to include 

local and social 

media 

 Take advantage of 

Facebook Insights 

 Facebook’s Ads 

Manager for detailed 

reports  
 



Measuring FB on Google 

Analytics 
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Getting to Insights 
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Facebook Insights 
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What Ads Manager Does 

 Customizes reports for desired data 

 Specifies date ranges 

 Allows you to organize column format 

 Lets you view and manage multiple ad 

sets and campaigns 

 Lets you set and modify bids and 

spending limits for multiple campaigns 

 Lets you copy ads 
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How to Access Ads Manager 
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Ads Manager Dashboard 
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Ads Manager Campaign Report 
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Metrics to Watch 

 Reach 

 Frequency 

 Impressions 

 Clicks & Unique 

Clicks 

 CTR & Unique 

CTR 

 Page Likes 

 Delivery & Spend 

 CPM 

 CPC 

 Actions 

 People Taking 

Action 

 Revenue 

 Cost per Action 
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Customize Detailed Report 
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Export Detailed Report 
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Split Testing with Ads Manager 

 Try different titles with same body, 

image & target audience 

 Keep all copy the same, but change 

image 

 Run similar ad different weeks with 

different calls to action 

 Test landing pages 

 For validity, run ads for at least 1 

week and 50 clicks 
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Facebook Marketing 

Opportunities 
facebook.com/socialmediaonlineclasses 
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Fans 

Events 

Contests 

Ads 

Share 

QR Codes  

Collaboration 

Ongoing 



Integrating Paid Ads with 

Other Activities 

Engagement with Likes, Comments & 

Shares (promote page or post) 

Contests (promote post) 

Events (promote event)  

Custom apps (promote engagement) 

Facebook Offers 

Expand Exposure with Retargeting 
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Create an Event 
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Running a 

Contest 
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Facebook Offers 
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Expand Exposure with 

Retargeting Ads 

©  2016 Watermelon Mountain Web Marketing 
77 



What the FB Future Holds 

 Businesses can send users 

automated messages from “chatbots” 

 Make purchases from Facebook 

Messenger 

 New feature in Facebook Messenger 

to share video while chatting 

 Video and Slideshow Ads 

   facebook.com/GabaldonMortuary 
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Resources 
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Jan Zimmerman 

Watermelon Mountain Web Marketing 

info@watermelonweb.com 

(505) 344-4230 

watermelonweb.com/resources 
 



Don’t forget to rate this workshop in 

the Conference APP 
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• In the mobile app, select the 

workshop you attended.  

• Scroll Down and Select 

Workshop Survey.  

• Enter your ratings and 

comments 

• Select Finish. 


