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 The role of Social Media advertising within the Social Media plan
* How to set up Facebook Ads Manager

* Demo of the kinds of ads available

e How to create custom, lookalike and saved audiences

* How to develop a Facebook and Instagram Ad

e What is Facebook Pixel and how to use it



Your Trainer Today

Emma Gribben | Owner, Digital by Emma

» Digital marketing consultant, mentor and

trainer

» Working with start-ups, SMEs, brands and

agencies across NI, ROI, UK and Europe,

» Offer solutions for digital strategy, social

media, content marketing, email marketing,

and influencer marketing.

» Training partner to Google and Facebook



Any Questions?

.
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The Role of Social Media Advertising



Why Use Social Media Ads

PLAN

Define your goals and strategy

 REACH |

oW your sudience us

ACT

OMpt Irteractions, sibscribens and leads

CONVERT

Achleve sales anline or offling

<
A& Ucht"":S

_faa:m-.pwngdia"“ﬁmm@.

Build an agile, strategic approach to digital marketing

Competition is fierce online. To win you need to Plan, Manage and Optimize
digital channels against defined targets, SMART KPIs and a focused
investment in content marketing, digital media and experiences. We believe
an integrated digital strategy is essential to define new Segmentation,
Targeting and Positioning for your enline value propositions.

KEY MEASURES

puverstace: EXPLORATION

Invest in always-on and campaign activity including organic and paid
search, social media, PR, display and influencer marketing

s Audiepcevolume
o Audience guality
o Audience value and cost

KEY MEASURES

suver stace: DECISION MAKING

Be worth finding using clear persona customer journeys and a
content hub that is relevant, inspirational, useful and creates leads

® |eads/lLead conversion rate
& Timeonsite
® Subscribers, Likes and Shares

KEY MEASURES

puver sTace: PURCHASE

Persuasion marketing using CRO, marketing automation and retargeting
to ensure contextual relevance, brand trust and value drives conversion

e Sales (on and offline-influence)
* Revenue/Profit
® Conversion and Order Value

KEY MEASURES

- ADVOCACY

Thrilled customers are key to sccial media marketing, social preof, repeat
sales and referral. Ensure you research your customer loyalty drivers!

BUYER STAG

(A

Repeat Purchase (Lifetime Value)
Brand satisfaction and Loyalty
Advocacy

. Smart”
& Insights



Social Media Landscape

ol SOCIAL MEDIA USE ) Ler

USE OF SOCIAL NETWORKS AND MESSENGER SERVICES, WITH DETAIL FOR MOBILE SOCIAL MEDIA USE Z l I g
A DATA ARE NOT COMPARABLE WITH PREVIOUS REPORTS DUE TO CHANGES IN DATA SOURCES. USER NUMBERS MAY NOT REPRESENT UNIQUE INDIVIDUALS. THE UNITED KINGDOM

TOTAL NUMBER OF SOCIAL MEDIA USERS ANNUAL CHANGE NUMBER OF SOCIAL PERCENTAGE OF TOTAL
ACTIVE SOCIAL AS A PERCENTAGE OF IN THE NUMBER OF MEDIA USERS ACCESSING SOCIAL MEDIA USERS
MEDIA USERS” THE TOTAL POPULATION SOCIAL MEDIA USERS VIA MOBILE PHONES ACCESSING VIA MOBILE

53.00 779%  +4.4% 51.68 97.5%

MILLION +2.3 MILLION MILLION

SOURCES: KEPIOS [JAN 3 TRAPOLATIONS OF DATA Ff “OMPANY EARNINGS ANNOUNCEMENTS AND MEDIA STATEMENTS; PLATFORMS' SELF-SERVICE ADVERTISING
(EDIASK BAZAAR: OCDH. *ADVISORY: AL MEDIA USERS MAY NOT REPRESENT UNIQUE INDIVIDUA \Y EXCEED INTERNET USER NUMBER CIre q HOOtSUlte
5 COMPARABILITY ADVISORY: SOURCE AN E CHANGES AN L RE NS. D/ \Y NOT CORRELATE | IGU - N PREVI PO social




Social Media Landscape

il SOCIAL MEDIA: ADVERTISING AUDIENCE PROFILE

SHARE OF THE AUDIENCE THAT MARKETERS CAN REACH WITH ADVERTS ON SOCIAL MEDIA BY AGE GROUP AND GENDER"

2.9%

. .

FEMALE MALE

13-17
YEARS OLD

@B  SOURCE: EXTRAPOLATIONS OF DATA FROM SOCIA

12.8% 19.4%

FEMALE MALE FEMALE MALE FEMALE MALE

18 - 24 25 - 34 35 - 44
YEARS OLD YEARS OLD YEARS OLD

Al "ADVISORIES: L5I

FEMALE MALE

45 - 54
YEARS OLD

AN 2021), *NOTES: MOST SOCIAL MEDIA PLATFORMS DO NOT

FEMALE MALE

55 - 64
YEARS OLD

U | E we
are,
social

THE UNITED KINGDOM

FEMALE MALE

65+
YEARS OLD

Hootsuite'




Social Media Landscape

il MOST-USED SOCIAL MEDIA PLATFORMS

PERCENTAGE OF INTERNET USERS AGED 16 TO 64 THAT HAS USED EACH PLATFORM IN THE PAST MONTH

THE UNITED KINGDOM

YOUTUBE 79.9%
FACEBOOK
WHATSAPP

FACEBOOK MESSENGER

27.2%
DS 7.

VIBER 6.2%

SOURCE: GWI! (@3 2020). FIGURES REPRESENT THE FINDINGS OF A BROAD GLOBAL SURVEY OF INTERNET USERS AGED 16 TO 64, SEE GLOBAIWEBINDEX.COM FOR MORE DETAILS
NOTE: FIGURES O1 ) CHART REPRESENT INTERNET LS ELF-REPORTED SOCIAL MEDIA BEHAVIOURS, AND MAY NOT CORRELATE WITH URES ) ELSEWHERE IN THIS REPORT FOI are ‘ HOOtSU'te
EACH BLATFORM'S ADVERTISING AUDIENCE REACH OR THE ACTIVE USER FIGURES 2UBL ) BY INDIVIDUAL SOCIAL'MEDIA PLATFORM SOC|a|




Social Media Landscape

EVOLUTION OF DAILY TIME SPENT USING SOCIAL MEDIA

EVOLUTION IN THE AVERAGE AMOUNT OF TIME PER DAY THAT INTERNET USERS 4 SPEND USING SOCIAL MEDIA

2H 25M 2H 25M
oH 15M 2H 22M

2H 08M
]HSIM ' '
+14 8°/ +o 4%

Q3 2015 Q3 2016 Q3 2017 Q3 2018 Q3 2019 Q3 2020

we - .
Q 2070) FEURES REMESSNT THE FNOWNGS OF ABROAD GIOSA. BIRVEY OF INTERNET USESS AGED 140 64 56 GIOSAWERNDEX COMTORMOtEDEmas. @, (‘3”| Hootsuite

social




Social Media Landscape

FACEBOOK: AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE™ THAT MARKETERS CAN REACH USING ADVERTS ON FACEBOOK

POTENTIAL AUDIENCE™
THAT FACEBOOK REPORTS
CAN BE REACHED USING
ADVERTS ON FACEBOOK

38.00 66.0%

MILLION

SOURCE: FACEE
*ADVISORY:

FACEBOOK'S POTENTIAL
ADVERTISING AUDIENCE
COMPARED TO THE TOTAL
POPULATION AGED 13+

QUARTER-ON- PERCENTAGE OF

QUARTER CHANGE ITS AD AUDIENCE

IN FACEBOOK'S THAT FACEBOOK
ADVERTISING REACH REPORTS IS FEMALE™

0% 52.6%

[UNCHANGED]

© COMPARABILITY ADVISORY: BASI

| L=
2N N

THE UNITED KINGDOM

PERCENTAGE OF
ITS AD AUDIENCE
THAT FACEBOOK
REPORTS IS MALE™

47.4%

S.'S%al * Hootsuite’




Social Media Landscape

INSTAGRAM: AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE™ THAT MARKETERS CAN REACH USING ADVERTS ON INSTAGRAM

| L=
2N N

THE UNITED KINGDOM

POTENTIAL AUDIENCE™ INSTAGRAM'S POTENTIAL
THAT FACEBOOK REPORTS ADVERTISING AUDIENCE

CAN BE REACHED USING ~ COMPARED TO THE TOTAL
ADVERTS ON INSTAGRAM  POPULATION AGED 13+

QUARTER-ON- PERCENTAGE OF
QUARTER CHANGE ITS AD AUDIENCE

IN INSTAGRAM'S THAT INSTAGRAM
ADVERTISING REACH REPORTS IS FEMALE™

PERCENTAGE OF
ITS AD AUDIENCE
THAT INSTAGRAM
REPORTS IS MALE™

31.00 53.8% +10.7% 58.6% 41.4%

MILLION +3.0 MILLION

SOURCE: FACEE
*ADVISORY:

COMPAR/‘BIUTYADVISORV et ggglal q HOOtSUlte



Social Media Landscape

LINKEDIN: AUDIENCE OVERVIEW e

THE POTENTIAL AUDIENCE™ THAT MARKETERS CAN REACH USING ADVERTS ON LINKEDIN 7/ l I g

THE UNITED KINGDOM

POTENTIAL AUDIENCE™ LINKEDIN'S POTENTIAL QUARTER-ON- PERCENTAGE OF PERCENTAGE OF
THAT LINKEDIN REPORTS ADVERTISING AUDIENCE QUARTER CHANGE ITS AD AUDIENCE ITS AD AUDIENCE
CAN BE REACHED WITH COMPARED TO THE TOTAL IN LINKEDIN'S THAT LINKEDIN THAT LINKEDIN

ADVERTS ON LINKEDIN POPULATION AGED 18+ ADVERTISING REACH REPORTS IS FEMALE™ REPORTS IS MALE™

30.00 55.8% +3.4% 429% 57.1%

MILLION +1.0 MILLION

SOURCE: LINKEDI!

are. * Hootsuite’

*ADVISORY: El IGURES MAY N R ; NDIVIDL/ QR M \CTIV R BA © COMPARABILITY ADVISORY: BASI SOC|QI
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ook & Instagram AdSs

s  s~tf)

Social Media especially
Facebook has become a

pay to play platform
Pisitg '\ A\ a0 v

N ~




F %2 "B
Facebook & Instagram Ads

USERS: LAST 7 DAYS USING MEDIAN v

2 OPTIONS

100 %

80 %

60 %

40 %

i It .
3 1 a |
N 1
|
)
i N |
\ | L W
J‘
i
il
liyny
< X
.

| b=
4/ | -
AL

20 %

Facebook holds a o
phenomenal amount of

data about its users

40.6%

500K 100%

———————

- &

START RENDER VS BOUNCE RATE 8 OPTIONS
40K , 100 %

| Median Start Render (LUX): 1.031s

|

|
32K : 80 %

|
24K 60 %
16K 40 %

0 1 2 3 4 S
@ Start Render (LUX) == Bounce Rate

SESSIONS

Sessions (LUX) Session Length (LUX) PVs Per Session (LUX)

479K 17min 2pvs

4 pvs 100K 40 min




Facebook & Instagram Ads

About me Hometown Relationship details
Actions Interests Relationships
Activities Likes Religion

Birthday Location Politics

Check-ins Notes Status

Education history Online presence Subscriptions
Events Photo tags Website

Games activity = Photos Work history

Groups Questions



Facebook & Instagram Ads

HELLO, I'M DAN JENSEN

Davide Malnesi

| love redaxed, peaceful walks: | Itve working with people who
Want 1O protect the crecks i much a4 | o even more, |t gives
my life a grester purpose that cannot be found anywhere elsp *

Roberta Carpi

Exttoven
o
I'hinking

¢ : PERSONALITY TRAITS

MY TYPICAL DAY

w8 T 510t K 10 b C

Extrovert Introvert Saftware

Thinking Fueling Mabile Apps

Judaing Percaiviog Social Networking

TASKS AT THE HATCHERY MY MOTIVATIONS FRUSTRATIONS AGE 26

i

Twasm WIS the WCwy

MY GOALS

hD COMS LI GOALY

CXPIRIENCE CoMmN

© 60%

40%

RELATIONSHIP WITH SOCIETY

S 5= eSS

|- i Ev’ ./:w‘/y/,‘ 4-5

= L Mt UWEL

Marketin

Single

Warsaw, Pol

alist

Convenience of usage!

Modern visual style;

- System Imegration

Professionsl growth

- To be vetter arganised
- Spend more Ume with fiends

More automated Process

To keep track of evarything

Inconsistancy,

- Deadlines

vons are not clear;

Too many processual steps

'\“ SONY
Adobe



Facebook & Instagram Ads

Boosted Posts
Vs
Facebook Ads Manager



Facebook & Instagram Ads

m P With Boosted Posts:

Published by kouturekidst February 26 at 2:11 PM - )

» NOW AVAILABLE IN WHITE!! » »

For everyone asking for this hairband in white, we got it in! We will be in

- You are taking a post from your page and
T8, S 58,4165 il e e N T paying to reach many of those who have
said they like your page already
- You are using the post already in existence
- You can use some limited targeting
- You are not customising messages by
customer type
- You do not have as much control over ad

00 type; Reach, Traffic, Message, Conversion etc
Y Like () comment &> Share O~

893 49
People Reached Engagements




Facebook & Instagram Ads

With Facebook Ads Manager:

Facebook Ads

- You can easily set up and run ad campaigns to
many different audiences at once,

- You have full control over the Ad Objective,

- You can target your audiences very
specifically,

- You can easily target your custom audiences,

- You can develop multiple versions of the ad
and tweak messages,

- Your ad does not show up on your Facebook

page




Facebook & Instagram Ads

streamlined Integrated Search
Navigation and Filter Ba




Facebook & Instagram Ads

Facebook and Instagram Ads are set up
within the Facebook Ads Manager
Platform (Facebook own Instagram).

You can set up, make changes and see
results for all your Instagram campaigns,
ad sets and ads in one place.

Ads Manager is available on desktop and
mobile.

“ — Ads Manager

AD: Select media, text and links to create one or multiple ads
Campaign _Pag_e &'qut |
FPraview the image and text from your Page post. Learn more.
|— Objective
Connect Facebook Page
Your business is represented in ads by its Facebook Page or
an Instagram account.
858 Ad Set
w Tlasty Creamery v +
— Audience
— Placements
—— Budget & Schedule Instagram Account
This Facebook Page will represent your business in Instagram
ads, or you can add an Instagram account.
« Tasty Creamery (Page) v 0OR
B Ad

B () Add an Account
Page & Post

Select a Page Post

E Timeline Photos - Flavor of the day: s...

Enter Post ID

Hide Advanced Options -

URL Parameters (optional)




Facebook & Instagram Ads

TO r u n I n Sta g ra m Ad S : Page Inbox Appointments Notifications Insights Publishing Tools Settings Help ~

General
Manage Instagram on Facebook

Link your Instagram account to your ‘Q’

Facebook page

Notifications

Missanger Platform Add your Instagram Ifo get .gtarted

You only need to this once.

m« Videos

Page Roles

Visit the Settings for your Facebook
page and click on “Instagram.”

Edit your Instagram profile from Facebook

Pariner Anes:and Services Manage Instagram comments from the Pages Manager app

Branded Content

(@ Instagram Create Instagram ads from Facebook

@OC

Featured

W« Crossposting



Facebook & Instagram Ads

After you’ve linked your Instagram account to your Facebook page, it’s time to head over

to the Ads Manager and create your first campaign. If you already create Facebook ads,
much of this process will be familiar to you.

In the Ads Manager, click on the “Campaigns” tab and then “+ Create” near the top left
corner of the screen.

() Search = Y Filters = +

& Account Overview P2 Campaigns




Facebook & Instagram Ads

Create New Campaign Use Existing Campaign

Choose a Campaign Objective
Learn More

Consideration Conversion
Brand awareness Traffic Conversions
Reach Engagement Catalog sales

App installs Store traffic

Video views
Lead generation

Messages

Cancel




Facebook & Instagram Ads

Prospect Doesn't Know You Exist )3

Prospect has heard about you, but
doesn 't Care about YO yet

AWARENESS

Prospect bus heord abowt you and & shiginly
rdavested In whiat you hawe 1o sy

MOSDECT COMPares you
LD COMpPaLiton

CONSIDERATION

M DSOeCt Inlm Wi

FACEBOOK

— ((\\ EUNNEL
' % P BUYER'S JOURNE

'CONVERSION



Facebook & Instagram Ads

FACEBOOK AD ACCOUNT

CAMPAIGN - PROMOTION 1 CAMPAIGN - PROMOTION 2
(OBJECTIVE) (OBJECTIVE)

- ooy i |’: o —--:
AD SET1 AD SET 2 AD SET1 "AD SET ©
R e R o h - 0‘.9_._;.‘, QR el
ARGETING ARGETING TARAETINGS A Rk R e
“ ) “ G ) l.'-'.. .‘_.\' _;"‘le,‘ "."" { _".,'_4:'.‘.." 14 f,.,', \ .A;" '




Facebook & Instagram Ads




Facebook & Instagram Ads

Use the Pixel for:

* Retargeting: building audiences of people who have visited your website
* Optimisation: creating higher converting Facebook campaigns focused on a

specific action
* Tracking: Track the performance of ads back to your website



Facebook & Instagram Ads

FACEBOOK for Business ' Ads Help Centre Support

Home Ads Pages Billing Optimisation Management Instagram

Hi Niamh, how can we help? Q

OPTIMISATI ON

Facebook pixel

Create and install a Facebook pixel
More help for you

In this article, we'll cover how to create and install a pixel on your website. To learn more
about the pixel before getting started, take a look at the benefits of installing a Facebook
pixel.

Set Up Facebook Pixel Events

Manually Using Code on Your Before you begin

Website
41,481 views
e You need a website for your business.
Install and Uninstall the Facebook e You must be able to update your website's code.
Pixel Helper

3,744 views {) Create a Facebook pixel



Facebook & Instagram Ads

Audience Targeting



Facebook

gram AdS

)

5 O O

Audience

Shortcuts

|

Catalog Manager

=

Commerce
Manager

Manage Business

Billing

Brand Safety

o ¢ & O M @

0o

Business Settings

®

Ads Manager

Account Quality

Business Settings

Collaboration Center

Events Manager

Audiences

3o

Events Manager

vner / Interested in Biz Portavogie 7 mile

akfast Nl & border counties Nature

Jeakfast

iB, 1%) - Engaged With DBE In Last Year

th DBE In Last Year

ile Female N Ire and Ire 21-50

lower Lovers

nma Test Audience

Build Your Digital Plan Ad Set 2 Audience

Build Yeour Digital Plan Ad Set 1 Audience

Ad Set 2 Digital Marketing Plan

Digital By Emma - SEO Training Audience

Google Digital Garage

- copy

Type

Saved Audience
Saved Audience
Saved Audience

Lookalike Audience

Custom Audience

Saved Audience
Saved Audience
Saved Audience
Saved Audience
Saved Audience
Saved Audience
Saved Audience

Saved Audience

Size

4,500 ©

59,000 ©

130,000 @

Mot available @

Below 1000

120,000 ©

38009

49009

45,000 ©

36,000 O

270,000 @

55000 @

72009

Availability

® Ready

® Ready

® Ready

® REE-E}'.
® Ready
® Heady
!

® Ready

® Ready

® Heady

Date Created

06/11/2020

4:18 PM

05/27 /2020

1215 PM

05/27/2020

1775 AM

05/27/2020
17:15 AM

05/27/2020

O | ARA
| A

b=

05/18/2020

615 PM

11/26/2019
754 PM

04,/26/2018

715 PM

02/06/2018

1227 PM

02/06/2018

1:26 PM

02/06/2018

128 PM

09/21/2017

12:06 PM

06/13/2017

4:02 PM




Facebook & Instagram Ads

Emma Gribben (10155881761...

Choose a Custom Audience Source

Creats ALKEnCE W Connect with people who have already shown an interest in your business or product.

Custom Audience - Your Sources

28 |Lookalike Audience & Website *  Customer list

ﬁ Special Ad Audience C1 App activity Offline activity

[ Saved Audience Facebook Sources

[> Video ) Instagram account
— Lead form Events
Instant Experience Facebook Page

Shopping On-Facebook Listings




Facebook & Instagram Ads

Choose a Custom Audience Source X Create a Website Custom Audience
Connect with people who have already shown an interest in your business or product
Include people whomeet ANY <=  of the following criteria:
Your Sources
Source
£ i Us % :
& Website s Customer list Digital By Emma's Pixel
O App activity & Offline activity Events
All website visitors
Facebook Sources
Retention ©
[> Video (@) Instagram account
30 days
Lead form (> Events
¢ Instant Experience '@ Facebook Page @ Include More People @ Exclude People
& Shopping ¥ On-Facebook Listings
Audience Name
©) Cancel
Description - Optional

Q) Back




Facebook & Instagram Ads

Lookalike Audience

0o ®
Y,
Lookalike
Audience




Facebook & Instagram Ads

Saved Audience

. Location:Target people based in specific locations such as counties, regions,
cities or countries.

. Demographics: Narrow your audience based on information such as age,
gender and languages.

. Interests: Reach people based on interests such as the apps they use, ads
they click on and accounts they follow.

. Behaviours: Define your audience by activities they do on and off Instagram
and Facebook.




Facebook & Instagram Ads

Exclude | Create New w
Locations @ People living in or recently in this location w

@ Omagh, Northern Ireland + 25m w

@ Include w , Browse

,?-_ L Nortthern™ —
| Ireland « @
koJ

Armaah

| ‘ 1 ' @ Drop Pin
Add Locations in Bulk
Age ©® 18-65+
Gender @ All genders

Detailed Targeting @ All demographics, interests and behaviors

Audience Size

/‘\ Your audience is
I ‘ defined.

Potential Reach: 210,000 people @

Estimated Daily Results
Reach ©

3.9K- 11K

Link Clicks ©

31-88

1 1 V14

Were these estimates helpful?

Swi



Facebook & Instagram Ads

Choose your Placement:

Platforms
Facebook Instagram
Audience Network Messenger

Asset customisation ©

Select all placements that support asset customisation

Placements

¥  Feeds

Get high visibility for your business with ads in

feeds

Facebook News Feed
Instagram feed
Facebook Marketplace
Facebook video feeds
Facebook right column
Instagram Explore

Messenger inbox

v  Stories

Tell a rich, visual story with immersive, full-screen

{

vertical ads
Facebook Stories
Instagram Stories

Messenger Stories

had In-stream

Quickly capture people's attention while they're

ok o

rnne T 204

@ Jasper's Market
i o

Jaspor's Markat is now open downtown

OO John s

Feeds

For most feed placements: We
recommend square (1:1) images
and vertical (4:5) videos.

For right column: We recommend
horizontal (1.91:1) images or
videos.

Audience size

/‘\ Your audience
/ selection is fairly
I broad.

Potential reach: 22,000,000 people €

Estimated daily results

Reach &

2.5K-7.1K

Link clicks ©

18-59

s is based on

The accuracy of estimate

2
Numbers are nrovided to aive vou an idesa
NUMDEers are proviaea 1o give you an idea
of performance for your budget, but are
only estimates and don't guarantee

results.

Were these estimates helpful?



Facebook & Instagram Ads

Set Your Budget and Schedule

Budget & Schedule

T = | o'
¥l IS LAY 3R]

Optimization for Ad Delivery

Cost Control (optional) €

Budget and Schedule )

When You Get Charged £)

Ad Scheduling €%

Link Clicks =

K average cost per link click

Facebook will aim to spend your entire budget and get the most link
clicks using the lowest cost bid strategy. if you want to set a cost
control, enter an amount.

Show Additional Bid Strategies «

Lifetime Budget w £100.00

| G000 GEP

Start [ Oct7,2019 7:00 AM

:00PM

on

End g Oct 25,2019

Your ad will run until Friday, October 25, 2019.
You'll spend up to £100.00 total

Impression
More Options

® Run ads all the time

Run ads on a schedule




Facebook & Instagram Ads

Set Your Budget and Schedule Ad Scheduling Run ads all the time

® Run ads on a schedule

Use viewer's time zone «

We'll schedule your ads based on the time zone of the person seeing it.
For example, if you select 8am to 5pm, we'll only show your ads to people
from 8am to 5pm in their local time.

12am  3am B6am 9am 12pm  3pm 6pm Spm

Monday
Tuesday
Wednesday
Thursday
Friday

Saturday

Sunday

- Scheduled hours

Delivery Type Standard - Show your ads throughout your selected schedule
(recommended)

More Options



Facebook & Instagram Ads

Develop YOur Ad Creative Ad Name Create Name Template Switch to Quick Creation

Default name - Traffic

Identity
~hoose how you want your business io be represen ;|
Facebook Page

Your Facebook Page or instagram account represents your busingss in ads. You can also Creale a Facebook Page
@ Digital By Emma w

instagram Account ©

Select an Instagram account to represent vour buginess in your Instagram ad. Instagram ad will uzse the Facebook Page name and profile picture, az well ac details fike the
description and number of followers. Manage your available Instagram accounts in Business Manager

@ digital_by emma ©

Create Ad Use Existing Post Lise Mockup

Format

=1 wi'd like t

Carousel Single Image or Video Collection

ma3ga 0 ien  or a slidesh th mutiinla T




Facebook & Instagram Ads

facebook business Overview Learn Insights Resources News Support Q

T | 4 <

mr

7

-~ FaCEDOOK AdS gul

set the creative Specs a . equirements fo dsion the
’ Fa .".“}'. v 'OT ;‘!“‘”'7); ;‘:;-’ = .
s 4 :
e _

About Video Image Carousel Collection
|mage Choose your ad placement
Facebook Feed Facebook Feed Vv
ORO
®
Design Recommendations ¢ =mmm

» File type: jpg or png
« Image ratio: 9:16 to 16:9
» Recommended resolution: Upload the highest resolution image
available
Crown Lexus
* Images that consist of more than 20% text may experience ' 0 sponzored + @
Crown Lexus, Your Premier Lexus Dealer

reduced delivery. Leam mare about text in images

« Text: 125 characters




Any Questions?

.







