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YOUR PROFILE, PAGES & TOOLS

This may seem basic to some of you, but hang with me.  I don’t want to leave anyone behind here.  
From the top down.  Let’s look at how your business engages with Facebook starting with your per-
sonal Facebook Profile, and the tools that are given to you once you have a personal profile.

Now, having an ad account give you a couple of powerful marketing tools. Let’s take a look at what 
those are and then we’ll go in to detail on how to use them.

PERSONAL PROFILE

It all begins with your personal profile.  It is likely that each and every one 
of you has a personal profile on Facebook.

business/fan page

Having a personal profile allows you to  
create business pages also called a fan page.

FACEBOOK ADVERTISING ACCOUNT

A personal account also gives you one  
advertising account.
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THE ADS MANAGER

The first think you’ll need to know is how to actually get to the ads manager screen. You start by us-
ing the drop down menu in the upper right of your Facebook screen once logged in.

Click on the arrow in the top right of 
your facebook profile

From there you simplY select “Create Ad” 
or “Manage Ads.” 

*NOTE: If you’ve never created an 
ad before you may see “Advertise on 
Facebook” instead of “Manage Ads”

THE ADS MANAGER

Once you select Create Ads, you will 
be taken to this screen. *NOTE: At 
the time of this publication, this is 
the most recent layout of the ads 
manager screen. If you have an old 
ads account, you may see a slightly 
different layout but it accomplishes 
the same thing.
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ADS MANAGER SCREEN OVERVIEW

Let’s take a look at what you’ll see on the ads manager page, starting with the sidebar and what I call 
the Ad Creation Stages.

RED ARROW: YOUR AD ACCOUNT

To begin with… in the upper left corner 
you see your ad account id#  If you have 
access to business manager or access to 
other ad accounts you would see them 
listed here in the dropdown menu.

GREEN ARROW: CAMPAIGN

At the very top, and the beginning of the ad 
creation process is the Campaign level.  This 
is where you choose your Objective.  What 
do you want this ad to accomplish?

YELLOW ARROW: AD SET

Next you have the Ad Set Level.  This is the 
Who, Where, When, & How Much

PINK ARROW: AD SET

And at the lowest level of the ad process you 
have your creative.  This is what the target 
audience sees when you ad is displayed.  Im-
ages, text, links, and call to action.

BLUE ARROW: AD CREATION STAGES

The column on the left is the work flow 
for creating your ads.  Each step must be 
completed before you ad is ready to be 
published.
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CAMPAIGN OBJECTIVE

We’re going to get started on creating an ad, but let’s take a look at the campaign view and see what 
kind of ad we can and want to create

RED ARROW: CAMPAIGN VIEW

Choose ad objective in the campaign view

GREEN ARROW: AWARENESS OBJECTIVE

The first is to build awareness.  This 
would be if you want to build your audi-
ence on Facebook such as promoting 
your Facebook page.  Or engaging with 
your fans by boosting your posts.

YELLOW ARROW: CONSIDERATION OBJECTIVE

The 2nd is consideration or as I like to call it, 
invitation.  This is where you send traffic to 
your website, get video views, and create cam-
paigns that generate leads for your business 
with verified Facebook contact information.  

PINK ARROW: CHOOSE AD OBJECTIVE

You have three categories of objectives to 
choose from.

RED THUMBS UP: CHOOSE AD OBJECTIVE

There are 11 Objectives available across 
these three categories, you will likely only 
ever have use for these 6 

BLUE ARROW: CONVERSION OBJECTIVE

This last category is a bit more advanced 
than we will be covering here but it is where 
you make use of the Facebook Pixel to track 
conversions on your websites.

GREEN CHECK: SEND PEOPLE TO YOUR WEBSITE

Traffic to your website is the one that we 
are going to focus on here. If you are fol-
lowing along, select this and continue on...
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At this point, we are going to be starting to create an actual ad. If you are following along with this 
PDF to create an ad, then you just selected the ad objective of “Send people to your website.” You 
will be presented with this additional section where you simply give your campaign a name.  Name 
it something that will help you to remember the primary objective.  Perhaps clicks to the website or 
name of the page that they land on.

NAME YOUR CAMPAIGN

Once you have named your campaign, click Continue - You have just created your first campaign! 
Now let’s take care of the Ad Set Level - You should be taken there after creating your campaign, but 
if not, just click on Ad Set on the left hand side.

SET A LIMIT (OPTIONAL)

Now there is one other thing worth mentioning 
here.  There is an optional section where you 
can set a limit for the campaign.  How much you 
spend is usually managed in the next section at 
the Ad Set level.  However if you know with cer-
tainty that you have exactly $100 to spend on this 
campaign and you don’t want to spend any more.  
You can set that amount here.  To set a limit at 
the campaign level the minimum amount is $100

IMPORTANT NOTE!

If you have never created an ad before, you may be 
prompted to go through the “Create Ad Account” pro-
cess. It just takes a few clicks. Click on “Create Ad Ac-
count” and make sure the settings are correct. Click 
continue and you’ll be taken to the “Ad Set” screen 
which we’ll cover next. 

AD CREATION
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AD SET: SELECT THE AUDIENCE THAT WILL SEE YOUR AD

The ad set level.  This is where you select the FB audience that you want to see your ad.  As you can 
see this level has three sections that allow you to select WHO will see your ad.  Where they will see 
your ad, How much you would like to spend, and when you want your ad to be seen.

For your very first ads shoot for an ad set with a reach of between 500K and 1.3M people and nar-
row it from there based on who is responding.

The only way to know which targeting options will work best for your market is to test.

AUDIENCE SELECTION

Organize ads sets by audience 
segment. This may be by interest, 
location, gender, age or other de-
mographic.  Don’t group too many 
interests into a single ad set or you 
will not be able to determine which 
interests are performing best.  

Choosing a small or highly tar-
geted audience:  The more targeted 
your audience in your ad set, the 
more likely the right people will en-
gage your ad.  However if you target 
too specific, then only a few people 
will see your ad.

Choosing a large or broad targeted 
audience:  A broad audience opens 
up your reach however you may be 
showing your ad to people less inter-
ested in what you have to offer. 
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AD PLACEMENTS

After you’ve determined your audience for 
your ad, it’s then time to select where your ad 
will be placed. Now your placement is going 
to be highly dependent on your overall goal. 

If your goals is audience growth such as page 
likes, or engagement such as to read a post 
or watch a video, or even clicks to website 
(the type of ad we’ve been creating here), as 
long as the content is consumable on mobile, 
Mobile News Feed is typically your best bet. 
(It’s also typically the cheapest) 

This changes if your goal is to get the visitor 
to fill out a form or pull out their credit card. In this case you may want to consider using the Desk-
top News Feed. 

NOTE: From my experience, Desktop Right Column should only be used for advertising to people 
that know you.

AD BUDGET

Once you have your audience and your 
placement options selected, you now have 
to choose a budget. Obviously, this option is 
going to be completely up to you. $5 per day 
is the lowest amount you can spend. 

Personally, I would not recommend starting 
any higher than $25-50 for the first day.  Let 
it run to at least 1000 impressions, see how 
it performs, and make your adjustments at 
that point. 

IF YOU ARE INTERESTED IN LEARNING MORE ABOUT THE POWER OF  
FACEBOOK’S MOBILE ADS, YOU CAN CHECK OUT MY COURSE CALLED  
MOBILE LEADS PRO at mymobileleadspro.com!

http://www.mymobileleadspro.com
http://www.mymobileleadspro.com
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AD LEVEL: WHAT YOUR AUDIENCE WILL SEE

At this point, you’ve created your campaign and you’ve completed the Ad Set level of your ad (Audi-
ence, Placement & Budgets). Now, it’s time to decide what your audience will see. This section has a 
lot of options. For ease of use, we’re going to keep this simple and for our format, we’ll select a single 
image. 

In order to cover the final 2 sections here (Media and Page & Links), let’s take a look at an existing ad 
and see what exactly you are laying out. There are 6 elements to the facebook ad creative. The Im-
age, call to action, headline, description, text and URL caption.

FORMAT

Choose your ad format. At the time of this 
publication, you have an option of a single 
image or video, or multiple images in one 
ad. We’re going to use the single image op-
tion.

MEDIA/IMAGE

In the media section you’ll decide on the 
image that you want to use in your ad. 
The recommended size for this image 
is 1200 pixels by 628 pixels. The image 
MUST contain LESS THAN 20% text! 

Now I’ve done some pretty extensive split 
testing and here is what I’ve found. 

LOGO: If you are going to use a logo in 
your image, make it small. The results 
were fairly close between small and no 
logo, and both outperformed a large logo.

TEXT OVERLAY: In this split test we found 
that no text performed better than over-
laid text on the image. It also had a con-
sistently lower cost per click by 6 - 7%.
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CALL TO ACTIOn

Found under the Page 
& Links Section, the 
call to action is the 
button that you see at 
the bottom of the ad. 
There are many op-
tions to select from.

The most commonly 
used button is the 
Learn More.  Followed 
by sign up, and shop 
now.

HEADLINE & DESCRIPTION

The headline and description settings are 
also found under the Page & Links sec-
tion.

HEADLINE: Short and sweet is all I can 
say here. Shoot for between 4 and 9 
words.

DESCRIPTION: The Average used by sea-
soned marketers is 18 words or less

I did want to mention a recent test that I did where in addition to the call to action be-
low, I placed a link in the text area above the image.  The result out of 5000 clicks? Only 
5% of the clicks came from the link up top.  95% of the clicks came from the call to action 
below.  I believe that people are becoming conditioned to engage that section of an ad.
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TEXT

The text option is filled out under the 
Page & Links section. Obviously this is go-
ing to be based on what your ad is about. 
I can tell  you that the average text length 
used by seasoned marketers is 14 words

WEBSITE URL

Finally we have the website URL - this is 
where the user will be send when they 
click on the Call to Action button, and is 
also set under the Page & Links section. 

ALL SET!

You should now see your ad in all it’s glory just waiting to be put in front of your chosen audience. At 
this point, all you need to do is click Place Order and you are good to go. Note that if this is your first 
ad, once you click on place order you’ll be asked to provide your credit card information in order to 
pay for the advertising. 

HELPFUL TIP: Through split testing I’ve found a number of words that typically help to 
illicit a response from your audience. These are, up, more, now, you, instantly, free, new 
and because. 


