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How to Advertise on Social Media Platforms!

Main topics of the lecture:

•Create an account with Facebook Ads Manager.

•Start creating an ad through Facebook Ads 
Manager.

•Choose an objective.

•Choose your audience.

•Set your budget.

•Choose your placement 



Why advertise on Facebook?

• Build brand awareness. Unlike Google ads which are all text, 
Facebook ads allow you to use images and video which can support 
your branding. And while purchase intent is not as high on Facebook 
as on Google, imagery gives you the power to stand out in users’ 
feeds through emotional marketing.

• Cost-effective. Because Facebook ads offer such specific targeting, 
you can rest assured that you’re making the most of your ad budget.

• Versatility. Between the wide range of ad formats and the different 
objectives available, you can use Facebook ads to target users at every 
stage of your marketing funnel.

• Gain audience insights. People spend a lot of time on Facebook and 
use it for a number of reasons in their day-to-day. The data you collect 
through Facebook ads provides invaluable customer insights you can 
use to inform your strategy elsewhere.

https://www.wordstream.com/blog/ws/2021/01/13/best-words-and-phrases-for-marketing
https://www.wordstream.com/blog/ws/2022/02/17/customer-insights


• More accurately target customers
Facebook has a lot of data on its users and allows marketers to use it 

when targeting their audiences.

When creating a Facebook Ad, you can specify demographics like 

gender, location, and age. Where Facebook really differentiates itself 

from other platforms with ads, though, is through lifestyle-based 

targeting options, like:

•Interests

•Behaviors (like recent purchases)

•Education and job history

•Income

•Political affiliation

•Major life events

•Spoken languages

Why advertise on Facebook?



Why advertise on Facebook?

• Get powerful results
Once you’ve mastered Facebook Ads Manager, setting up ads is easy, and 
results happen quickly.

A 2020 survey of US retailers showed that 41% see the greatest return on 
advertising spend (ROAS) from Facebook Ads. That’s huge compared to 
the average conversion rate across all industries of just 9.21%.

• Facebook and Instagram reach billions
Because Meta owns both Facebook and Instagram, their platforms are easily 
integrated. This means that ads can be run simultaneously on both platforms, 
giving you access to even more social users. The reach potential of advertising 
on Facebook and Instagram is unmatched.

https://cdn2.hubspot.net/hubfs/1570479/Ebooks/eTail 2020 Smartly Report 5.0-V1.pdf
https://www.wordstream.com/blog/ws/2017/02/28/facebook-advertising-benchmarks#:~:text=increase%20conversion%20rates%20over%20time!-,The%20average%20conversion%20rate%20for%20Facebook,CVR)%20for%20Facebook%20Ads%20by%20Industry,-Industry
https://about.facebook.com/
https://www.facebook.com/
https://www.instagram.com/


Why advertise on Facebook?

•Track ad performance in real-time

While Meta got rid of its full Facebook Analytics platform in 
2021, it still has great resources for understanding ad 
performance, including metrics for reach, engagement, 
conversions, and more. This data is updated in real-time so 
you can adjust your campaigns based on performance.

https://www.facebook.com/business/help/966883707418907


Why advertise on Facebook?

• You can filter who sees your ad. When building your 
advertisement, you can set parameters from demographics 
such as age, interests, and behaviors to increase the 
likelihood of clicks. With Facebook, your ad spend can be 
allocated to prospects who may derive the most value from 
your offering.

• Facebook has built-in ad analytics. Ad performance tracking 
is recorded and available in real-time. You can use these 
metrics to understand what’s working and how to improve 
your advertising strategy for future campaigns.



Here’s the breakdown

• Meta Business Suite (formerly Facebook Business Suite) is the 
umbrella account that encompasses everything. It’s a free account 
where you can manage your Facebook and Instagram accounts in 
one place. You can create and schedule posts, reply to messages, 
get insights and notifications, and more.

• Business Manager is now one and the same with Business 
Suite. It used to be the backend where you manage 
permissions, payments, pixels, and more things that don’t begin 
with a P. All of these functions are now a part of Meta Business 
Suite, but if you really want to perform them out of the old 
Business Manager interface, you can go down to the help 
button and click Switch to Business Manager.



Here’s the breakdown

Ads Manager. This is where your ad account(s) live. If 
you’re an agency, you will have multiple ad accounts in 
one Ads Manager account. If you’re the only one 
managing your properties, you don’t need a Meta 
Business Suites/Business Manager account to use Ads 
Manager, but it is recommended (and it’s free, so it can’t 
hurt).
Ad account. This is what you create within Ads Manager. 
You should only have one ad account per business (or 
per Facebook business Page)



Here’s the breakdown

• Facebook Page. You need a Facebook Page in order to advertise on 
Facebook, but you don’t need to be advertising on Facebook in order 
to create a Page. In fact, this is a staple in any organic social media 
marketing strategy. You can create a Page entirely separate from all 
of the above, right from your Facebook profile. Or you can create 
one out of Business Suite.

• Ad campaign. This is where you choose an objective. You can (and 
should) have multiple campaign types within one ad account.

• Ad set. This is where you determine your ad budget/bidding, 
schedule, and audience targeting—such as by demographics, 
interests, age, and more. You can have multiple ad sets in one 
campaign.

• Ad. This is your actual copy and creative. You’ll want to have at least 
two ads per ad set. 

https://www.wordstream.com/social-media-marketing
https://www.wordstream.com/blog/ws/2022/10/31/facebook-ads-bidding-strategies


Understanding customer in 
digital markets 



How to advertise on Facebook

Here are the steps that we’ll be covering:
1. Create a Business Suite account
2. Connect or create your Facebook Page
3. Create your ad account
4. Create your Facebook ad campaign
5. Create your Facebook ad set
6. Create your ad
7. Publish

https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#suite
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#page
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#account
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#campaign
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#set
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#ad
https://www.wordstream.com/blog/ws/2022/05/03/how-to-advertise-on-facebook#publish


Create a Business Suite account

Business Manager and Business Suite are 
now merged into one. When you create a 
Business Manager Account, you will be 
brought into the Meta Business Suite 
interface. You can access the old Business 
Manager interface (by clicking Help > Switch 
to Business Suite) but your best bet is to get 
familiar with Business Suite since this is here 
to stay.
To create an account, go 
to business.facebook.com and click “Create 
account” on the upper right.

https://business.facebook.com/


Connect or create your Facebook Page

Head down to the 
bottom left and click on 
Settings.



Connect or create your Facebook Page

From there, click the second gear 
you see, or you might see a prompt 
to go to Business Settings. Both take 
you to the same place. Business 
settings is basically the legacy 
Business Manager.



Connect or create your Facebook Page

You need a Facebook Page in 
order to advertise. On the 
left window, select Pages and 
then click Add. Here you can 
either add an existing Page, 
create a new Page, or 
request access to a Page 
(such as if you’re running ads 
for another business).



Create your ad account

now navigate back to Ad 
accounts in that left-hand 
pane. You’ll see an option 
on the right to create a 
new ad account.



Create your ad account

Provide your Ad account 
name, time zone, and 
currency then click Next. 
Facebook will then ask you 
whether the ad account is 
going to be used to manage 
ads for the business account 
through which you’ve 
created this ad account or for 
another business or client.



Create your ad account

Next you’ll be asked to add 
people and permissions. Select 
your name and give yourself 
full control over everything.



Create your Facebook ad campaign



Choose your campaign objective

Facebook offers three 
categories of campaign 
objectives: Awareness, 
Consideration, and 
Conversion.



You have many different ways of approaching an ad campaign based on what you wish  

to achieve. These ways fall within three categories of benefits:

Awareness
• Increase brand awareness: Show your ads to people who are most likely to 

remember them.

• Increase your reach: Show your ads to the maximum number of people.

Consideration
You might want to choose this category if you want people to start thinking about your business 
or looking for more information about it. Actions in this category include:
• Send people to a destination on or off Facebook
• Get more Page likes, event responses, or post reactions, comments, or shares
• Promote installs of your app
• Get more video views
• Improve lead generation
• Drive engagement on Messenger, WhatsApp, and Instagram Direct

Choose your campaign objective



Choose your campaign objective

Conversion
The objectives in this category are designed to 
get people to purchase or use your product or 
service. You may opt to:
• Increase engagements on your website
• Get people to claim your offer
• Increase product or catalog sales
• Get people to visit your shops



Once you’ve selected your 
marketing objective, you’ll be 
asked to name your campaign. 
Make sure to make your campaign 
name something recognizable to 
everyone working on the ads.



Campaign settings

Once you select your objective, 
you’ll see something like this:
• Campaign name: Use whatever you 

want, as long as it makes sense to you.
• Special Ad Categories: If you fall into 

any of those special categories, declare 
that here so you can take care of any 
further documentation you may need to 
provide, depending on Facebook 
advertising policies.



Campaign settings

• Campaign details: Here you can change 
your objective if you need to, and you can 
also select a campaign spending limit (if 
you go with a daily budget—more on 
budgets in a bit).

• A/B test: We’re going to skip this for now, 
but you can learn more in our guide 
to Facebook A/B testing.

• Campaign Budget Optimization: With this 
setting turned on, instead of choosing your 
budget separately for each ad set within a 
campaign, Facebook will decide which ad 
sets should receive a higher percentage of 
the spend based on performance.

https://www.wordstream.com/blog/ws/2021/05/11/facebook-ab-testing


Create your Facebook ad set

• Traffic: Choose where you want to drive traffic. 
This is because I chose a traffic campaign for my 
objective, but this window may look different for 
different objectives.

• Dynamic creative. Facebook dynamic 
ads operate similar to responsive search ads, 
where you provide the assets (images, videos, 
headlines, descriptions, etc.) and Facebook will 
mix and match them into different combinations. 
For simplicity’s sake, I will not opt into this 
setting.

• Optimization & delivery. This is where you tell 
the algorithm what you see as success for your 
ad set so that Facebook can further refine who it 
shows your ads to.

https://www.wordstream.com/blog/ws/2021/04/20/facebook-dynamic-ads
https://www.wordstream.com/blog/ws/2018/07/10/responsive-search-ads


Campaign settings

The options here will vary depending on your 
campaign objective, but here is a quick guide 
on how to choose:



Set your campaign budget

Now it’s time to choose how much you’d like to spend on your ad. When 
you set a budget, it’s important to remember that this figure represents 
the maximum amount of money you want to spend. You can set your 
budget per day or as a total amount for the campaign.

• Daily: A daily budget sets a limit on what you spend each day on your 
ads. Facebook will use the criteria you set to find the right place and 
time to show your ad to your target audience. Once your budget is 
reached, the ads stop running for the day. The cycle starts again on the 
next day.

Choose daily budgets when:
Your campaign will be evergreen
You want to maximize strong performance
You expect to change your budget regularly



Set your campaign budget

Lifetime: A lifetime budget is the 
maximum that you’ll spend during the 
entire time you run your ad campaign. 
You give Facebook a number and an end 
date, and it will spend the money based 
on ad performance. Once your budget is 
reached, the campaign ends.

Choose lifetime budgets when:
You need to run your ads on a schedule
Your campaign has a set budget and end 
date



Schedule

Choose whether or not you want your campaign to run immediately and
continuously, or if you want to customize the start and end dates.
You can also set parameters so that your ads only run during specific
hours and days of the week.
You also have the option here to set up your ad scheduling which is fairly
easy on Facebook.
You can tell Facebook to only run your ads when it makes sense for your
business (such as only during your operating hours) or audience (such as
only running your breakfast cafe ads in the morning).

https://www.wordstream.com/blog/ws/2021/05/13/how-to-set-up-ad-scheduling


Optimization and Pricing

• Choose whether or not you want to bid for your objective, clicks, or 
impressions (This will alter how your ad is displayed and paid for.)

• By doing so, you’ll pay for your ad to be shown to people within 
your target audience that are more likely to complete your desired 
action, but Facebook will control what your maximum bid is.

• If you don’t want Facebook to set optimal bids for you, you’ll want 
to opt for manual bidding. This option awards you full control over 
how much you’re willing to pay per action completed. However, 
Facebook will provide a suggested bid based on other advertisers’ 
behavior to give you a sense of what you should shoot for.



Delivery

Delivery type falls under two categories: standard 
and accelerated. Standard delivery will show your 
ads throughout the day, while accelerated delivery 
helps you reach an audience quickly for time-
sensitive ads.
Note: this option requires manual bid pricing.



Choose your audience

Your next step is to configure your target audience. 
You can do this for each ad set that belongs to the same 
campaign.
Because it determines who Facebook will show your ad to, a 
strategically defined audience is crucial for the success of 
your Facebook Ads campaigns.

As mentioned earlier, the audience for your ad can be 
customized based on all the following demographics:

• Location
• Age
• Gender
• Languages
• Interests
• Behaviors



Choose your audience

• Facebook’s targeting is still among the 
most powerful out there since users 
provide such detailed information about 
themselves on this platform—their age, 
marital status, job, interests, and more. 

• In addition, with the Connections setting,
you can choose advanced targeting,
which lets you include or exclude people
who are connected to certain pages,
apps, or events. You can also further
customize your targeting using custom
audiences for retargeting people who
have already interacted with your
business.

https://www.facebook.com/help/341425252616329


Choose your audience

There are three types of audiences you can 
target in Facebook ads.

Core audiences: target users based on their 
demographics, interests, and behaviors.
Custom audiences: target and retarget 
customers and leads. 
Lookalike audiences: target people similar to 
your existing customers and leads.



Choose your audience

• For detailed targeting, you can create rules so that the 
ad targets users with one OR another or one AND 
another interest. Either way, it’s best to stick to just one 
or two interests or demographics per ad set. Otherwise 
you won’t know what audiences are working for you. If 
you have more interests to target, you can always 
create new ad sets.

• On the right, Audience definition will tell you how large 
or small your audience will be based on the criteria 
chosen, and Estimated daily results will tell you how 
many people you’re estimated to reach based on your 
daily spend. Keep in mind that these are just estimates 
and aren’t always 100% reliable, so take them with a 
grain of salt.



Ad placements

Ad placement defines where your ad appears for your target audience. Based 
on your objective, you may choose to show your ad on Facebook, Instagram, 
Messenger, or the Audience Network.



Ad placements

Facebook recommends using automatic placements for the objective you chose, 
which enables Facebook to optimize placements for you in order to get the best 
possible results at the lowest overall average cost.

However, if you want to select your own placements, Facebook has several options:
• Feeds: Get high visibility for your business with ads in feeds
• Stories and Reels: Tell a rich, visual story with immersive, full-screen vertical ads
• In-stream: Quickly capture people’s attention while they’re watching videos
• Reels overlay: Reach people with sticker or banner ads as they watch short-form 

content
• Search: Get visibility for your business as people search on Facebook
• Messages: Send offers or updates to people who are already connected to your 

business
• In-article: Engage with people reading Instant Articles in the Facebook mobile app
• Apps and sites: Expand your reach with ads in external apps and websites

https://www.facebook.com/business/help/105716439776307


To Sum up…

Main topics explained:

•How to create an account with Facebook Ads Manager.

•Learned how to  create an ad through Facebook Ads 
Manager.

•How to choose an objective.

•How to choose your target audience.

•Setting your budget and optimization

•Choose your ad placement


