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Outcomes

‘Understanding of Google & Meta campaign types
-Understand why, how and when to use the right campaign to meet your goal
*Begin to understand targeting

Continue this learning in homework



Paid Media - Whatis it?

“any form of advertising and promotion that a
business pays for to reach its target audience”
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Social Media - Where do people play?

Average Session Duration Each Time A
User Opens Each Social Media App
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Social Media - Demographics

Facebook Trends Older, Instagram Younger, YouTube Provides Widest Demographic

Reach

Monthly

Users 2.5 Billion 3 Billion

Millennials, Millennials,
Age older adults Gen X, BB

Brand
awareness,

Long-form
driving traffic,

video
Content tutorials,
vliogs

Building brand ~ R§IChing @

awdareness, i
Best educating ﬁ#lﬂleeggg
for GUd|ences, mdrketing,

driving rraffic to :
; promoting
websites events

increasing sales

2 Billion

GenZ,
Millennials

Visual content,
fashion, beauty,
travel, lifestyle

Influencer
marketing,

brand building,

product
promotion

 J

13-17 | 32%
18-29 | 38%
30-49 | 26%
50-64 | 17%
65+ | 7%

P

18-29 | 34%
30-49 | 35%
50-64 | 27%
65+ 15%

¢

13-17 | 69%
18-29 | 62%
30-49 | 25%
50-64 ' 9%
65+ | 3%

?ﬁ'
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Ad Types

Selecting the right campaign/ad type to meet your advertising needs

Search

Display Video

Smart "y App
Google Ads

Performance

Shopping S

Smart

maverickdigital



The Marketing Funnel - Awareness

Reaching new audiences / spreading awareness about you & your product / service

Awareness:

Demand Gen / Display ads / YouTube ads
Awareness Meta First Touch

maverickdigital



The Marketing Funnel - Consideration

Connecting with warm leads / taking users on a journey through your website

Awareness:

Demand Gen / Display ads / YouTube ads
Awareness Meta First Touch

Consideration:
Consideration Demand Gen/Google Search Ads
Meta Remarketing

maverickdigital



The Marketing Funnel - Conversion

Getting people’s wallets out / filling forms and hitting payment screens

Awareness

Consideration

Conversion

Awareness:
Demand Gen / Display ads / YouTube ads
Meta First Touch

Consideration:
Demand Gen/Google Search Ads
Meta Remarketing

Conversion:
Google Search Ads / Display Retargeting
Meta Remarketing

maverickdigital



Display - Standard, Responsive, and HTML5

Easy to make in platform, with just an image, text and a landing page

maverickdigital



Display - Driving Relevance
Appear Where Your Users Hang Out

FAST FORWARD
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Display - Responsive Display

Easy to make in platform, with just an image, text and a landing page

Logn

P Chock your woather §

e ded
L Paniel house price
.0
* 1alls: No ond in sight

Pu m p S Starting From
j $1999, Installed
Hamilton

Goldstar Heat Pumps

Gt Bat -

The Best Prices & Advice
Includes a Very Tidy
SRTSLIEIEN  |nstallation. Contact Us N

S

Prices

i
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Display - HTML 5

Beautiful & engaging video style ads - best designed by an experienced designer
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Display - Inventory

Common Ad Sizes To Spec For

Mobile display ad sizes

300200, px 200 x 200 px
*300%x250, 336x280, 728x90, 300x600, Desktop display ad sizes
160x600, 970x90, 468x60

300x250 px B 500 x 200 px
*Full Display Spec Sheets 150
300 x 600 px
600 pX
H

970 x 90 px 728 x90 px

*Mobile:
*300%200, 300%x50, 300x100

*Desktop:

maverlckdlg\tal


https://support.google.com/google-ads/answer/13676244?hl=en#zippy=%2Cdisplay-campaigns

Video

Reach & engage users on YouTube & across the web

Key Formats

2 YouTube
O

* Skippable In stream

* Non Skippable In stream
Static In Feed Ads
Bumper Ads

All optimised to True View

|

|

|

|

|

|

|

|

|
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|
W —
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Video

Reach & engage users on YouTube & across the web

Uber Intercity

Uber Intercity

Go Anywhere ' A APy
Book now Video will play £
www.uber.com after ad e \
A 3

Sponsored - 3 DatibergemiEration only

> Pl O o0o01/015 o a @ OS5 o

maverickdigital




Demand Gen

Image, carousel, and video ads across Google platforms

All natural skin care. The key to a new
natural skin care routine.

All Natural Skin Care

Wher it comes fo your shen, never seftie

3 <° YouTube in-stream O YouTube Feeds m

maverickdigital



Search

Meeting Intent From Users

book christchurch accommodation X & @ Q
Sponsored
Booking com

hitp:/Awww.booking.com 3

Accommodation Christchurch Central | Central Christchurch Hotels
Choose from a wide range of properties which Booking.com offers. Search now! Book a Hotel in
Downtown Christchurch.

Homes, Apartments & More N
A Home Away From Home Choose Your Perfect Stay

Hotels at Great Prices N
Mo Hidden Fees Price Match Guarantee

Top Reviewed Hotels N
Compare Accomodation Now Quick & Easy to Book

Book Now N
Quick, Simple, Easy to Use No Reservation Costs. Great rates

Sponsored

z Expedia
hitps /fwvww expedia conz  §

Hotel Rooms in Christchurch | Stays from NZ$70

Compare Hotel Rooms in Christchurch, New Zealand. View Deals and Reserve Now on Expedia.

Sponsored

Wotif

hitps:fiwww.wolif.co.nz » accommodation » christchurch E
Accommodation in Christchurch
Real value Tfor Money — Compare Accommodation in Christchurch, New Zealand. Browse
Reviews from Aussie Travellers.

maverickdigital



Performance Max

It seems great, but beware the caveats

Search Search Gmail YouTube Discover Display
(Text Ads)

= Google ® Seantered < @ O % O
@y ParkPlace ;
hittps.//www.parkplace.com i
Q. mercedes benz for sale X Park Place | New & Used
Park Place | New & Used Luxury Luxury Cars | Dallas/Fort
Al Images Maps News Videos Shoppin Cars | Dallas/Fort Worth Worth

The Park Place luxury dealerships
are second to none. Our world

Sponsored @ Park Place Mercedes-Benz "
» 4 gravitates around the client to me A
VelERE T Sl ) Speriance. Gel whatyou deserve L B Find an extensive inventory of
Park i
q StESK Ploce tooey Elegance That Fits Any Lifestyle : Mercedes-Benz models, new & used,
Find an extensive inventory of Mercedes-Benz models, new located conveniently in Fort Worth.
& used, located conveniently in Fort Worth :
Sponsored - Park Piace Mercedes-Benz Sponsored o @
& Park Place Mercedes-Benz ° A N Y |_ I F E STY I_ E
2022 Mercedes- 2019 Mercedes- 201
Benz SLCS0 Eonz SEES00 Ber} Find an extensive inventory
$44,829 $a7.991 $71 of Mercedes-Benz models,
Used - 15k mi Used - 45k mi Use 5 2
Park Place Moto...  Park Place Moto...  Parl Elegance That Fits Any Lifestyle located convement|y n
9 Dallas @ Fort Worth 9 FC Fort Worth. Get what you
Find an extensive inventory of
Additional disclosures are on the landing page. Tax, title, Mercedes-Benz models, new & used, deserve at Park Place.
#nd pmceesing fess may.apply. located conveniently in Fort Worth.
-
) Mercedes-Benz USA

> hitps://www.mbusa.com

Marradac-Rana® (NFHnial) - Nicrnuar
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Homework

Scenario: Launching a new product

* You're launching a new product. Outline the campaign types you use to best achieve the following?

1. Getin front on New Zealand Herald readers in Auckland looking to travel in summer

2. Be found by local currently travelling people searching for things to do

3. Showcase the latest video content of your new product

maverickdigital



Campaign Tips



Campaign Goals

Choose your campaign focus and optimisation

Campaign goal ~
o Q@ 2
Conversions Clicks Conversion value
Get more sales or other Get more traffic, engagement Get more sales or other
conversion actions with your or leads with your ads using a conversion actions to get the
audiences by using a cost per click based bid most value or at a value that
conversion based bid strategy strategy you set

~

Budget and dates

Enter budget type and amount

NZ$

‘ Daily -

100.00

@ Your budget is now set to an amount that can help improve your

campaign's performance.

Start date: 22/07/2024
End date: None

Edit

For the month, you won't pay more
than your daily budget times the
average number of days in a momth.
Some days you might spend less than
your daily budget, and on others you
might spend up to twice as much.
Learn more

maverickdigital



Targeting

Targeting vs Observation

Google Ads Audience Strategy:
Targeting vs. Observation

¢

9

* Targeting — prescriptive (who you’d like to be in front of)
* Lower reach, but more relevant
* Potential to miss additional impressions
* Generally more cost effective
e Use when you know your audience
* Observation — broader focus using targeting above as a guide
* Higher, but more diluted reach
* Impressions for
e Use for testing and if you aren’t sure who your audience is

maverickdigital

* Signals (Al) — similar to Observation — focused around Demand Gen



Detailed Demographic Targeting

Targeting based on life and career stages, ie married, parents, milestone upcoming

Search Browse

& Who they are

Parental Status '
Marital Status '
Education '
Homeownership Status N
Employment A4

maverickdigital



Affinity Segment Targeting

Broad iinterests, hobbies, and habits, ie Luxury Travellers

Search Browse

€ What their interests and habits are

Affinity segments Fal
D Banking & Finance A4
[[] Beauty & Wellness v
[[] Food&Dining v
[[] Home & Garden v
D Lifestyles & Hobbies W
D Media & Entertainment "4

maverickdigital



Interest Based Targeting

Actively researching or ready to purchase - high intent, ie travel to New zealand

Search Browse

€~ What they are actively researching or planning

In-market segments N
|:| Apparel & Accessories v
[[] Arts & Crafts Supplies
[[] Autos & Vehicles A
D Baby & Children's Products '
I:l Beauty & Personal Care '
|:| Business & Industrial Products

maverickdigital



Custom Segments Examples

Using search intent and user behaviour to meet the highest intent active users

New custom audience

Include people with following interests or behaviors @

O People with any of these interests or purchase intentions @ X

People who searched for any of these terms on Google @
Only on campaigns running on Google properties. On other campaigns, terms will be used as interests or purchase intentions

running shoes for women € J mens running shoes € ] black nike tennis shoes women € N running shoes €
best shoe stores nearme € | womens sneakers € J mens sneakers € J athletic shoes €

Add Google search terms

or people who visited these places @ X
Shoe Stores € J Sporting Goods Stores € J Sports & Fitness Venues €
Add places

maverickdigital



Bonus: Custom Segments In Depth

How To Use Most Effectively

* Use cases
* Target customer base of competitors
e Can’t competitively bid on competitor key search terms
* Focus in on high intent users outside of search
* Wider awareness of specific user types, ie those searching for a location

* Tactics
e 2 high intent keywords, 1 competitor website, 3 apps;
* 1 high intent keyword, 1 competitor website, no apps;
* 1 high intent keyword, all competitor websites, no apps;
* 4 high intent keywords, all competitor websites, no apps;
* 1 high intent keyword, dominant competitor in the market (website), 1 app.

maverickdigital



Homework Task

Targetting Users With An Interest In Christchurch Travel

e Fill in the below custom segments to target users with travel, activities and accommodation in Christchurch
e 3-5 high intent keywords
e 2-3 stakeholder key websites
« 2-3 stakeholder key apps (can be the same, or similar to websites)

* Bring them together to define a key audience based on

* 2 high intent keywords, 1 competitor website or app

* Time — 10 minutes

maverickdigital



Bonus: Keyword Planner

Find new ideas for keywords for your next campaign

Keyword ideas Q, digital tourism, tourism marketing agency @ NewZealand ¥4 English = Google [ Jun2020-May2021 = ¥ DOWNLOAD KEYWORD IDEAS
Use different keywords for more results Edit
Forecast
~ Keyword plan Broaden your search:  + marketing agency + tourism marketing + tourism + travel + travel media —+ travel publications + marketing
Saved keywords
~ )
e Refine keywords 5™ X
Negative
keywords = Total == Mabile EXPAND ALL
80
Brand or Non-Brand v
Non-Brands
40

0_____—--'“"—_'__'_“‘—'—\//_\ _‘__,__.._---""""‘---..._____‘__h

lun 2020 Jul Aug Sep Oct MNov Dec Jan 2021 Feb Mar Apr May

Y Excludeadultideas ADDFILTER 15 keyword ideas available Keyword view ¥ ‘ ~
COLUMNS
. Ad impression Top of page Top 9‘ page
D Keyword (by relevance) Avg. monthly searches =~ Competition share | bid (low range) bu?a[:;il; Account Status

Keywaords that you provided

[ digital tourism 10 Low - - -

Keyword ideas

[0  tourism marketing agency 10 w—/ Low - NZ$4.07 NZS7.64

D destination marketing agency 10 High - — -
[J destination marketing company 0 — - - - -
D travel marketing companies 00— - - - -
D travel and tourism marketing agency 0 - - - - i

maverickdigital



Bonus: How To Write Great Ads

Best practices to take a customer from viewing to converting

1. What makes you unique?
 What makes you stand out?
* What is your USP?
e Outline the product key features
* What is the motivating factor for your customer persona?

2. Use a call to action (CTA)
e OQOutline what you want people to do —i.e., Book now
* Make sure landing page is relevant & they can act

3. Use Sales Terminology
» Display prices, promotions or exclusives in ad copy/sitelinks
e Prequalify traffic by adding pricing information

maverickdigital



Bonus: How To Write Great Ads (Part 2)

Best practices to take a customer from viewing to converting

4. Match keywords to ads
* Include keywords you are targeting in headlines and descriptions
* Demonstrate ad relevance
* Bolding on SERP

5. Match your ad to your landing page
* Make it easy for customers to find what they are looking for
* |f using an offer, display it clearly on the page

6. Experiment
e 2-3 ads for each group
* Google displays the best combination of RTAs

maverickdigital



Bonus: Not A Creative Writer?

ChatGPT to the rescue

act as my copy writer to help me come up with some search ad copy.
Here is the website I'll be using as a landing page
https://www.maverickdigital.nz/services/. Can you give me 15
headlines based on our services of digital marketing to the tourism
industry.

@ P Memory updated

Here are 15 headlines based on Maverick Digital's services tailored for the tourism industry:

1. "Boost Your Tourism Business with Expert Digital Marketing” ° Itls mUCh eaS|er to reﬂne tha n create from ScratCh !

2. "Unlock Your Tourism Potential with Maverick Digital”

* There is a lot of work that could go into this prompt

3. "Tourism Marketing That Drives Results — Discover How!"

4. “Transform Your Tourism Brand with Digital Excellence” ° G |Ve me some ca “ to actlons
5. "Get More Tourists with Our Proven Digital Strategies”
6. “Increase Bookings with Targeted Tourism Marketing” b Keep them bEIOW d 30 Cha ra Cter cou ntS

7. “Elevate Your Tourism Business Online with Maverick Digital” " " . . .

8. “Expert Digital Marketing for Thriving Tourism Brands” ¢ Use XYZ as Inspl ratlon
9. "Tourism Marketing Solutions That Attract More Visitors”

10. "Maximize Your Tourism Reach with Digital Innovation”

11. “Skyrocket Your Tourism Growth with Our Marketing Services”

12. "Tailored Digital Marketing for the Tourism Industry”

13. "Reach More Tourists with Our Custom Marketing Strategies”

14. “Effective Digital Marketing for Successful E\urism Businesses”

15. "Grow Your Tourism Business with Maverick Digital's Expertise” maverickdigital



Meta Ads



Paid Media

Meta Ads and the Traveller

Meeting consumers in the right place

s G

REI
Sponsorad - @

Every action matters. Let's reduce our impact by
donating and using extra reusable shopping bags at
participating REI stores. #OptOutside

e

Leave@.’l‘-bfe,
Take a Tote

OPTTOACT | | coverset [ shop Now Tufted Cottf
$179.99 $92.99
#CPTOUTSIDE | S
oY Like ) comment @ Share
WWV.RELCOM Suggested for You

Vernon Hills, Donate Your Reusable [ Loarn More
Bag

13 Comments 12 Shares b

®@ & o =

Wayfair

Sponsored - @
Looking to update your style? Shop top picks for
every space and budget and enjoy FREE SHIPPING on
orders over $49!

Holli Zollinger Duvet

India Today Tech
Shrs-Q@

Kennesaw 3

ft B @ & O




Paid Media

Meta Ads and the Traveller

When to use and why

Targeting the traveller using Meta Ads

v'Understand your audience
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Paid Media

Meta Ads and the Traveller

When to use and why

Targeting the traveller using Meta Ads

v'Understand your audience
v" Know your assets / what you have available to use
v Define your objectives

v" Create your strategy
v" Awareness
v" Remarketing
v" Price led conversion
v Lead Gen



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

First touch / awareness:

e X
Speasored

HIE\T . » Choose video over static images

OPEN
Yy o'uUk

- (~
EYES

!
.
|
Live every story with Oculus Go. Open your

eyes with Standalone VR and 1,000+ apps,
games, and experiences. Available now




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

First touch / awareness:
» Choose video over static images

« Are you speaking directly to a target audience
— be as specific with your targeting as possible

Live every story with Oculus Go. Open your
eyes with Standalone VR and 1,000+ apps,
games, and experiences. Available now.




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

First touch / awareness:
» Choose video over static images

« Are you speaking directly to a target audience
— be as specific with your targeting as possible

« What are the things the target audience
values/responds to the best?




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

First touch / awareness:
» Choose video over static images

« Are you speaking directly to a target audience
— be as specific with your targeting as possible

« What are the things the target audience
values/responds to the best?

« High funnel, dreaming — the first time they‘ve
seen your brand offering




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

Second touch / remarketing:
« Showecase your offerings




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

Second touch / remarketing:
« Showecase your offerings
« Qutline your USPs

Fall asleep Always a story
naturally and easily to match your mood
Can’t Sleep? ¥

Choose your sleep story

o

ITUNES APPLE.COM
Live mindfully.




Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

Second touch / remarketing:

« Showecase your offerings

« Qutline your USPs

 Tell the story - Define your why

Arprw veme v b - S Fet



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best?

Second touch / remarketing:
« Showecase your offerings
« Qutline your USPs

Fall asleep Always a story

C S| 2 naturally and easily to match your mood * Deflne YOUI' Why
an’t Sleep? }

Choose your sleep story

« They already know you — launch a strong CTA
or offer

» Specific product / experience that they
have viewed already

« Discount if required — possibly towards
end of programme



Paid Media
Homework: What's your Meta ads

strategy going to be?

Think about a key product of yours.
Decide on whether you want to:

1. Create awareness, drive demand
(gaining NEW website visitors)

OR

2. Re-engage people who have not
converted (talking to PREVIOUS
website visitors)

Outline why you want to do this.



Create Campaigns

Ads Manager is a unified ad creation tool for everyone who wants to advertise on Facebook, Instagram
and Messenger.

There are three steps to creating your Meta campaign:

1. Campaign
Buying Type, Objective, A/B Testing and Campaign Budget
2. Ad Set

Conversion Location, Bid Strategy, Dynamic Creative, Budget &
Schedule, Audience and Placements

3. Ad

Page Identity, Ad Format, Copy, Creative, CTA, Destination and =  Grow With Us - Coov
Tracking

I3 Campaigns

+ Create N - 2 Edit

Off / On Campaign



Optimisation and Budgets

Buying type
ying typ A/B test Create A/B test @
Auction - To help improve ad performance, test versions with different images, text, audiences or
placements. For accuracy, each one will be shown to separate groups of your audience.
. . P Advantage campaign budget + on
Choose a campaign objective ° g€ campaign budg ®

Advantage campaign budget will distribute your budget across currently delivering ad
sets to get more results depending on your performance goal choices and bid strategy.
You can control spending on each ad set. Learn more

.q Awareness Campaign budget @

Daily budget v $100.00 NZD

You'll spend an average of 3100 per day. Your maximum daily spend is $125 and your maximum weekly
spend is $700. Learn more

& Traffic

Campaign bid strategy

Highest volume
®) Engagement Hide options

Budget scheduling @
Traffic

Leads . ! . 9 Budget scheduling M| x
7 Send people to a destination, like your
You can now schedule budget increases in advance based on certain days or

'.-"."EbSIT.E', app or Facebook event. Learn times when you anticipate higher sales opportunities, peak traffic periods or

m App prom otion more other promotional time periods.
Good for: Try budget scheduling
Link clicks €
! Sales Increase your budget during specific time periods View w
Landing page views €
Ad scheduling @
Messenger, Instagram and WhatsApp o Run ads all the time Advantage campaign budget + off @@

Advantage campaign budget will distribute your budget across currently delivering ad
Calls ﬂ sets to get more results depending on your performance goal choices and bid strategy.
You can control spending on each ad set. Learn more



Define Audience

@ Audience
a Audience controls @ Define who you want to see your ads. Learn more

Set criteria for where ads for this campaign can be delivered. Learn more

i e, Improve performance with Advantage+ audience m
* Locations
. Let our advanced ad technology automatically find the audience for this
Location: campaign to help improve performance. You can still set limits to control who

« New Zealand

@ Advantage+ audience +

Our ad technology automatically finds your audience. If you share an audience

Detailed targeting
Include people who match @

Interests = Additional interests

can and can't see your ads. Learn more about Advantage+ audience
Potential outcome

Up to 33% lower cost per result

@
Less
g suggestion, we'll prioritize audiences matching this profile before searching more widely. Based on our experiment @
3ase u
- Minimum age Learn more W
-g 18 L] Use Advantage+ audience
o Custom audiences Create new = 5
[ 1 I the&e 1. o . B
; Q, Search existing audiences _g Create new audience Use saved audience =
i)
Q, Search existing audiences -_—
Age o]
18-65+ ,E Custom audiences Create new v
_E Languages o
= Q, Search existing audiences
L8 All languages Gender Q
E All genders ﬁ Add exclusions
=

* Locations

Location:
= Mew Zealand

Christchurch (place) :‘:"65
- 65+
New Zealand (place) Gender
All genders

Q, Add demographics, interests or behaviors

Define further

Switch to original audience options

Suggestions Browse

Detailed targeting
Include people who match @

Interests = Additional interests

Christchurch (place)

Mew Zealand (place)

Q Add demographics, interests or behaviors Suggestions Browse



Define Audience

ENTERTAINMENT

=

8 B

GAMES LIVE EVENTS MOVIES Music READING ™

FAMILY & RELATIONSHIPS

© & i

DATING FAMILY FATHERHOOD FRIENDSHIP MARRIAGE MOTHERHOOD PARENTING

d & M &

WEDDINGS

FITNESS & WELLNESS

W o F SN © &

BODYBUILDING MEDITATION PHYSICALEXERCISE ~ RUNNING  PHYSICAL FITNESS YoGa WEIGHT TRAINING

FOOD & DRINK

¥y ¥§E 8 A @ W

ALCOHOLIC BEVERAGES BEVERAGES COOKING CUISINE FOOD RESTAURANT

EDUCATION

© Education level:

» Assoniate degrer » Magter's degres

» College prad » Profeviions degree
» Doctorate degroe » Some college
» Wigh school gead » Soone grad whool
* Incolege » ene hagh schock
* Inpad whook » Urnpecifed

® Jnbagh school

© Fields of study

LIFE EVENTS

© Anniversary
» Wkin 30 davy
» Win 3340 don

@ Friends of

O Newjob

@ New relationship

O Birthday
* Buthday month
* Upcomeng birthd
[wo ooe week)

@ Away from fami

@ Away from hom

© Recently movec

& Long distance relationship

© Schools
© Undergrad years

© Divoeced

© Engaged

© InaRelaticrndip

%

© Domestic Pacineribiy & Single

RELATIONSHIP STATUS
© Gl Usion © Martied
© Conplcsted @ Opent Relatiorabip

G Sepueated

© Uoapecited

@ Widowed

PARENTS

© All parents © Parents With Early
School-age Children
8 @ New parents (& B yeans)
b o daoncn © Parents with Preteens
WORK (812 years)
@ Parerts With

Toddlers (1-2 yeaex) © Parents with Teenagers

© Employers (13 10 yeary)

i @ Parents With © Parents with Adult
© Job Titles Preschoolers (35 years)  Children |18 26 years)
© Industries:

* Production

* Arts, [ ndertarenent
oot el Medis

* 1T s Techracal Servies
* Installation and Repak
Servieet

¢ Admienls slive Services

» Computation sed
Mattempicy

0 [ducation and Lite sy

* Cloaning ot
Manterance Services

» Farming Fieving and
Forestry

* Veterana (US)

§ Constrction wnd
Cxtraction

* Saley

» Life. Pharsical anvd
Soial Scences

* Archtectre avd
I nginecering

% R

POLITICS (U.S.)

© Very Conservative

* Daniness and Fance
* Legal Services

» Tranmpotation snd
Moine

» Maragemert
¥ F'ood and Restaurants

© Liberal

@ Very Liberal @ Likely to engage in
politics: Eberal,

» Gavertment

Cmpioyees Kicbsl) " at )
» Meathoae anet ® Moderate moderate, conservative
Medicsl Services © Conservative

» Comemuntty and Socin

Services

» MRty Kiotal)
* Proseciive Senvices

https://www.wordstream.com/blog/ws/2021/09/13/facebook-ad-targeting-privacy-first-world



https://www.wordstream.com/blog/ws/2021/09/13/facebook-ad-targeting-privacy-first-world

Ing - Interest Options

Detailed Targeting
Include people who match @

C, olympicq Suggestions Browse
Olympics Employers
Special Olympics Interests
nbe olympics Interests
2022 Winter Olympics Interests
2016 Summer Olympics Interests
2020 Summer Olympics Interests
2012 Summer Olympies Interests
1964 Summer Olympics Interests

20714 Winter Olympics Interests



Targetting — The And / Or

Detailed Targeting @ Include people who match ©@

Interests > Additional Interests

Golf Magazine

Add demographics, interests or behaviors Suggestions Browse

and must also match @ X

Interests > Additional Interests

Titleist
Add demographics, interests or behaviors Suggestions Browse
and must also match @ X

Interests > Additional Interests

Bubba Watson

Add demographics, interests or behaviors Suggestions Browse

Exclude People or Narrow Further



Targetting — Exclusion Audiences

Detailed Targeting
Include people who match @

Behaviors > Travel
Commuters

Demographics > Education > Schools
Harvard University

Interests > Food and drink > Beverages

Coffee

l Q, Add demographics, interests or behaviors Suggestions Browse J

Narrow Audience
Exclude people who match ©
Interests > Additional Interests

Teacher



etting - Website/Remarketing

Choese a Custom Audience Source
Connect with people who have already shown an interest in your business or product.

Your Sources

% Woebsite F Customer list
L] App activity Offline activity
Facebook Sources
[> Video Instagram account
Lead form Events
Instant Experience o Facebook Page

Shopping On-Facebook Listings




etting - Website/Remarketing

EXCLUDE people who are in at least ONE of the fellowing

/. Some people using i0S 14.5 or later devices may not be excluded from your
audience. Read more about how i0S 14 may affect your ads.

Leam More

Website

Leads < 180 Days
' Page Visits - 30 Days
2age Visits - 30 Days

Purchase < 180 Days

Customer List

Customer List - Updated 4-21-2021

Facebook Generated Leads - started Aug17, 2020

Q, Search existing audiences



Audience

TARGETING
TYPE

heat Shee

DATA
SOURCE

PRIVACY
CHALLENGES

STRATEGIES

DEMO-
GRAPHIC

Self-reported
profile
information

Not impacted

» Stick with
lifestyle
demographics.

BEHAVIORS &
INTERESTS

Behavior on
Facebook's
properties

Smaller & less
specific
audiences

» Use while you
can, interest
stacking.

CUSTOM

Behavior on
your FB/non-
FB properties

Less accurate
"Your Source"
audiences

Broad targeting
Audience Expansion
Customer lists
Facebook Sources

LOOKALIKE

Existing custom
audiences.

Only as strong as
your custom
audiences

Build strong custom
audiences

Try Page like
lookalike audience




Paid Media
Homework Task part 2: Target

Your Audience

Think about your campaign from
earlier.

How will you go about targeting these
users?




Bonus: Facebook Ads Library

Link - Look at competitor ads

Ad Library

Search all the ads currently running across Meta

technologies, as well as:

s Ads about social issues, elections or politics that
have run in the past seven years

» Ads that have run anywhere in the EU in the past
year

To find an ad, search for keywords or an advertiser.

See what's new

Search ads

Set your location and choose an ad category to start your search. View search tips.

New Zeala.. w Ad category w Q, Choose an ad category

A Saved searches


https://www.facebook.com/ads/library/?active_status=all&ad_type=political_and_issue_ads&country=NZ&media_type=all

Key Takeaways

- Who are your ideal users and where do they spend time / find information
- This will define your platforms
- What is your product and what assets do you have / can you get?
- This will define your campaign types
- Define your target audiences and segment them using tools, ie
- Ages
- Interests
- Internet activity and usage
- Build your campaign plan out thinking about how you want users to interact
- Ensure you have covered all 3 levels of the funnel, awareness, consideration and conversion
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