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Facebook Advertising 
Facebook has been a phenomenal success. In a relatively short period of time, it has 
become one of the largest businesses in the world. As at Q3 2017, Facebook had 
2.07 billion worldwide users (source statista.com). 

 
So the chances are, no matter where you’re based in the world, you have 

access to hundreds, thousands or even millions of potential customers. 
 

But creating, managing and updating a Facebook Fan Page is time-consuming 
and few people have the skill sets to turn ‘likes’ into customers. 

 
Remember, one of our goals with all the strategies we recommend in the 

Programme is to give you strategies that have almost universal appeal and are quick 
to implement. 

 
For example, our Facebook page (see below) takes time to manage and keep 

content fresh! 
 
 

 
 

But when we set the page up we worked really hard to ‘monetise’ the site and 
with the onset of Facebook Advertising (a pay-per-click model like Google AdWords) 
we sent hundreds of targeted visitors to the page and, combined with our marketing 
expertise, our Facebook Fan Page started to deliver results. 

 
But then we did something very simple that changed our results. You see, to 

begin with, the conventional wisdom was that it was best to send Facebook users to 
your Facebook pages – to keep them ‘in’ Facebook. In fact the screenshot on the 
next page shows the Facebook page we were sending people to... 
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Note, this is built like a landing page (see the ‘Creating A Website That Sells’ 
module). And remember, if you have a Facebook page and you’re looking to 
generate enquiries or sales from it (what’s the point of having one if you don’t?) 
then you need to build one of your Facebook pages like this. 

 
But we simply switched our advertising in Facebook over to our actual website 

and we improved results by an astonishing 78%. 
 

So although driving traffic to our Facebook page worked well, we were (and 
still are) getting 75% more members when we took visitors to our own website. 

 
So as long as you have set your website up as we have shown you in the 

‘Creating A Website That Sells’ module (in the ‘Creating Effective Marketing’ vault), 
your results should stand up well compared to sending people to your Facebook 
page. But like all these things, you need to test. 

 
However, what’s encouraging about this is that you DON’T need a Facebook 

Fan Page to get results. You don’t need to manage the page and keep posting. Just 
use Facebook’s advertising model and drive targeted traffic to your website. 

 
The choice is yours, but the steps we are about to take you through will apply 

whether you drive people to your Facebook page or your website. So let’s take a 
look at how you create a successful Facebook advertising campaign... 
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Step #1: Understanding Facebook 
Advertising 

• As we said earlier, Facebook advertising is a simple way for you to reach out 
to your potential customers using ads that show up when the people you’ve 
targeted are using Facebook. 

 
• Facebook gathers information about all its users and uses this information to 

build a profile of each user – their likes, dislikes, age, gender, etc. So it differs 
from Google AdWords and most other pay-per-click models because it uses 
demographic and psychographic information rather than keywords to help 
you target more accurately. 

 

 
 
For example, this screenshot shows the ads that appear when I sign into 
Facebook... 
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Facebook has used my profile, as well as taking information we post on our 
Facebook pages, and then determines what products or services I would be 
interested in. 

 
As you can see, the ads have an online marketing bias (which is good 
targeting). So it’s a very accurate way of targeting potential customers with 
your ads. 
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• When someone clicks on your ad, you pay Facebook an amount which 

depends on where your ad is positioned and what limit you’ve placed on 
your cost per click (see below). 

 
So as you can see, it’s a very good ad model that every business can use effectively. 
So now let’s get to the detail on how you set your campaign up... 

 
 

Step #2: Sign Up To Facebook 
Before you start, you will need to sign up to Facebook. It’s free and very easy. Simply 
go to www.Facebook.com... 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

If you haven’t done so already, it’s advisable to set your account up as a business (as 
we said above, you don’t need to be active to get results from Facebook advertising). 

 
Just follow the simple steps and create your account. 

 
 

Step #3: Create Your Campaign 
Facebook advertising works in a similar way to Google AdWords. Although you can 
set your account up to be billed on impressions (the number of times your ad is 
shown), we recommend you set your campaign up based on a cost per click. That 
means you only pay Facebook when someone clicks on your ad. 

 
• To start the process, click on the ‘Home’ tab 
• Click on the ellipse next to the “Share” icon in the middle of the page and 

select ‘Create Ad’. 
 

• Next, you need to enter the type of awareness you are after. Simply follow the 
prompt for the type of advert you are wanting to create. 

 

http://www.facebook.com./
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If you want people to go to your Facebook page, enter this (but remember, 
there’s no point in just sending people to your main Facebook page – you need 
to set up a landing page in Facebook – otherwise you’ll just get lots of ‘likes’). 

 
 

• HEADLINE: As you will see, you have 25 characters to play with for your 
headline. Once again, the headline rules apply (see the ‘Transforming Your 
Words Into Riches’ module in the ‘Creating Effective Marketing’ vault). A 
good strategy to use here is to go to your Google AdWords campaign and use 
the headlines that work best in your ads. If they work well in Google, they will 
work well in Facebook. 

 
• TEXT: One advantage Facebook has over Google is it provides more ‘selling’ 

space in the description. Your goal here is to make it irresistible for people to 
click on your ad. 

 
• IMAGE: With Facebook ads you also have to include an image. And yes, like 

the headline and the text, different images will result in higher or lower click- 
throughs. So you will need to test different images. 
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You can select from hundreds of thousands of images (over 9 million) at iStockphoto. 

 
So here’s what my ad looks like... 

 

 
 

• TARGETING: Okay, this is when it gets interesting (and exciting). What you now need to 
do is tell Facebook who you want to target. Refer to your Target Market that you 
should have created already (if not, please review the ‘Defining Your Target Market’ 
module in the ‘Creating Effective Marketing’). Here’s an introduction to the key 
elements... 

 
− Location: You can target countrywide, by county or region or by town or city. So 

if you operate a local business, then clearly you only select the area that you 
want customers to come from. 

 
− Age & Gender: Enter the age range you want to target as well as the gender 

(male or female or both). 
 

− Precise Interests: Now you can target people based on the interests 
entered on their personal timeline in Facebook. So for us, we would 
start typing ‘accounting’ and we’d get options to choose various 
interests around accounting such as ‘Accountancy’, ‘Accountant’, etc. 
(see next page). 

 
Notice some of the interests have ‘#’ next to them. This signifies that 
Facebook will target people who are also interested in something 
closely related. For example, #Cooking will also reach people who are 
interested in ‘cooking tips’. 
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From my example below, I would choose ‘#Finance’ and Tamworth as 
the location. This results in an estimated daily reach on between 
530-1400. 

 

 
 

− Broad Categories: This allows you to reach out to groups of people 
who share similar interests or traits. For example, ‘Food & Dining’. 

 
− Campaign Budget: Enter the amount you are willing to spend each day. 

 
− Pricing: Make sure you select ‘Cost Per Click’ (CPC). Facebook will then 

give you a suggested bid range. Our advice here is to initially select a 
higher amount, so your ads get shown frequently, enabling you to test 
them over a shorter period of time (learn and improve quickly and it 
will translate into more sales/enquires). 

 
− And then you’re all set up to go! 
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Step #4: Testing 

Okay, now you’re live. What we suggest you do first is create another 5 ads. 
Facebook allows you to create as many ads as you want for each campaign and, just 
like Google, it split-tests them (rotates your ads evenly so you can see which ones 
perform better). It is important you monitor results very closely – twice a day to 
begin with. 

 
What we would say at this stage is that you will see a huge difference between the 
click-throughs of your Facebook ads compared to your Google AdWords click- 
throughs. Don’t be alarmed at this. Because Facebook uses demographics and 
psychographics to show your ads, they show up thousands of times more 
frequently than they do in Google. So results of less than 0.05% are common. Your 
goal is to improve your results. 

 
To do this, change your headlines, your text and your images. Pause poorly 
performing ads and create new ones. Monitor your campaign targeting to make sure 
it’s as focused as possible. Stay close to your campaign, especially in the early weeks, 
and you will see a huge improvement in results! 

 
Good luck! 
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