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Facebook Advertising For The Win

Instructor: Alex Sierra, CEO Sigma Ridge
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Agenda
Time Content Purpose

6:30 - 6:50pm Welcome/Intro Intros + overview of lesson

6:50 - 7:15pm Fundamentals of 
Facebook Advertising

Facebook advertising overview

7:15pm - 7:25pm Campaign Draft Brainstorm your Facebook campaign concept

7:30pm - 7:55pm Audience Overview + 
Partner Activity

Create a persona in Facebook

7:55pm - 8:10pm Advanced targeting 
concepts

Deeper dive into targeting capabilities

8:10pm - 8:30pm Creative Overview of ad basics + creative best practices

8:30pm - 9:00pm Tracking + User 
Experience

Understand other elements of advertising that allow 
you to track + optimize performance

9:00pm - 9:30pm Campaign work session 
+ Q&A!

Put your knowledge to the test!
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A Leader in Education
Today’s complex, global economy requires a skilled workforce that can leverage 

technology to fuel success. Since 2011, General Assembly has transformed careers and 

teams through pioneering, experiential education in today’s most in-demand skills.

GA’s robust suite of courses includes all the 

fundamental pillars of innovation to give individuals 

and teams options for growth and development. 

These skills — coding, data, design, digital marketing, 

and product management — foster innovation and 

drive the modern economy. 
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General Assembly 



CEO, Sigma Ridge

Alexander Sierra

Alexander Sierra has a diverse background. He has a bachelor’s degree in

Aerospace Engineering from the University of Florida, A master’s in Finance from

Harvard University, and an MBA from the University of Massachusetts. Over 23

years of experience as a leader in Consulting, Sales & Marketing. Alex has

managed teams of over 130 direct reports in 13 different countries and Marketing

budgets of over 25 million dollars a year. He has been able to achieve year-over-

year growth for his clients from 25% to 120%.

His consulting practice -Sigma Ridge- was a spinoff from the Harvard University

Consulting club where he works with companies like Cisco, Dell, and some of the

largest fashion companies in the US.
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Learning Objectives: 

● Be able to understand the fundamentals of Facebook Advertising in

professional practice

● Understand how Facebook Advertising fits into the digital landscape

● Create quality Facebook Ads that resonate with your target user

● Draft a Facebook Advertising campaign using a 5-pillared approach 



Tell us about yourself!

● Name

● Current professional work

● Why you are taking class + what you are 
hoping to get out of it?



General Assembly

Where does Facebook advertising fit in?
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For example:
Paid search ads

Banner ads
Native ads

TV ads

For example:
PR 
Social media (shares 
& mentions)
Review sites
Speaking at events
Word of mouth

For example:
Websites
Organic search 
(SEO) 
Organic social 
Email (opt-in)

PAID

OWNED

EARNED
Social media ads
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What does Facebook advertising include?
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What does Facebook advertising include?
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https://www.facebook.com/audiencenetwork

https://www.facebook.com/audiencenetwork
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Organic Paid

Where does Facebook Advertising fit in?



Discussion 
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Why is it difficult for businesses to get any 
real traction from Facebook + Instagram

without using paid advertising?
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Where does Facebook Advertising fit in?



Facebook Is The Newsfeed
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https://blog.bufferapp.com/understanding-facebook-news-feed-algorithm

https://boostlikes.com/blog/2017/03/reposting-facebook-content-reach

https://blog.bufferapp.com/understanding-facebook-news-feed-algorithm
https://boostlikes.com/blog/2017/03/reposting-facebook-content-reach
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The Fundamentals of
Facebook Advertising



Five Pillars of Success
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Objective Audience Creative

What are you 
trying to 
accomplish?

Who are you 
trying to reach?

What experience 
do you want to 
deliver?

What actions are 
the best use of 
your budget? 

Bidding Analysis

What did you 
learn, and how 
can you improve 
next time?



Facebook Ad Campaign Anatomy
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Objective

Targeting

Placement Budget

BiddingSchedule

Visual

CopyFormat

Campaign

Ad Set 2

Ads

Ad Set 1

Ads (many)



The Objective First Campaign Framework Is Here to Help
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The Objective First Campaign Framework Is Here to Help
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Execution

Launch

Review

CollectChangePlanning



Marketing objectives are typically rooted in the funnel. 

● Brand Marketing:

“I want to make people aware and 

excited about what we have to 

offer!”

● Customer Acquisition:

“I want to grow my bottom line by 

gaining new customers.” 

● Retention and Loyalty:

“I want to engage my customers and 

get them to buy more!”
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Primary Objective:

Our goal this quarter is to sell 50,000 pairs of the new women’s denim styles for 
Levi’s. We also have a marketing budget of $500,000 

25 | © 2018 General Assembly



Primary Objective:
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Primary Objective:

27 | © 2018 General Assembly



Define KPI’s

What is a KPI? A Key Performance Indicator is a metric that helps you understand 
actual performance against pre-set business objectives.
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Choose 1 primary KPI and 1-3 secondary KPI’s



Define KPI’s

Levi’s Facebook Ad KPIs:

‣Click-through Rate (CTR)

‣Cost Per Click (CPC)

‣Conversion Rate (CR)

‣Cost Per Acquisition (CPA)
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What can we measure?



Define KPI’s
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Define KPI’s
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Define KPI’s
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Ad Budget: $500,000

Cost per Acquisition (CPA) = Amount Spent (ad budget) / Acquisitions (orders)

Target Cost per Acquisition = $500,000 (ad budget) / 50,000 (orders)

Target Cost per Acquisition = $10 (or less)

Our goal this quarter is to sell 50,000 pairs of the new Levi’s Athletic Fit style.



Define KPI’s

Referring back to our target CPA of $10 - how could 
we get this even lower?
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• Click-through Rate (CTR)

• Cost per Click (CPC)

• Conversion Rate (CVR)

• Cost per 1,000 impressions *or a million (CPM)



Define KPI’s

Referring back to our target CPA of $10 - how could 
we get this even lower?
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• Cost per 1,000 impressions 

*or a million (CPM)



Design Tactics

How should be design this campaign?
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Bidding strategy

Audience Targeting

Devices

Platform

Creative



Campaign Execution

How is the campaign actually going live?
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When is launching and how long is it running for?

Who is setting up the campaign? 

What processes do you have as you execute? 



Measure Outcomes

How did the campaign perform?
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Primary KPI: CPA = ?

63,000 units sold, spent $500,000

Secondary KPIs:
-CTR = 2.5%
-CPC = $0.56
-CVR = 2.2%



Optimize Results

What should we look at when analyzing performance?
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Geographic

Demographic (Age/Gender)

Platform/Device

Time Period
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Activity:
Putting Your Facebook Ad 
Knowledge To The Test!



Guided Walk-Through: Drafting a Campaign in Facebook

Let’s create a Facebook campaign shell!

https://www.facebook.com/adsmanager/creation/
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3 min

40

https://www.facebook.com/adsmanager/creation/


Solo Exercise: 
5 minutes

41

Defining Your Business Objectives + KPIs

Directions: Take 5 min and brainstorm the following for a potential Facebook ad 

campaign you would run for your company. 

1. Overall business objective

1. Primary KPI (1) and Secondary KPI’s (1-3)

1. Facebook Ad Campaign Objective
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Audience Targeting Basics
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Facebook Targeting Capabilities

Facebook targeting is some of the best in the industry: 

● Detailed targeting: demographics, behaviors, interests
● Age

● Gender

● Language

● Connections



General Targeting Possibilities
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Contextual

Based on what’s being 
viewed 

Demographic

I.e., gender, age, 
education

Geographic

Through IP location or 
beacons

Customer 
Relationship

Through first-party 
data 

Time/Event

Time of day-, week-, or 
event-driven

Interest

I.e., Shopping & 
Fashion, Outdoor 
Sports

Behavioral

I.e., purchase 
behaviors 

Device

I.e., mobile, web, 
iPhone

Thanks, Cambridge Analytica.



Example Customer Persona: 

● Female

● Age 25-40

● Lives in Los Angeles, New York, Chicago, 

Seattle, Boston, Austin

● College educated

● Business Traveler

● Interested in: Tech blogs, travel, dining out

● iOS user
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https://buffer.com/library/marketing-personas-beginners-guide

https://buffer.com/library/marketing-personas-beginners-guide


Example Customer Persona: 
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https://buffer.com/library/marketing-personas-beginners-guide

https://buffer.com/library/marketing-personas-beginners-guide


Guided Walk-Through: Targeting a Persona on Facebook

Let’s target a persona on Facebook!

https://www.facebook.com/adsmanager/creation/
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5 min

47

https://www.facebook.com/adsmanager/creation/


Partner Exercise: Target a Persona on Facebook

● We run a travel business that wants to sell an upcoming trip to London to young singles.

● Our business is headquartered in NYC but we have trips leaving from San Francisco, 

Seattle, and Austin, TX as well.

● The vacation package is not cheap so not everyone can necessarily afford it.

● Based on these criteria try to come up with a Potential Reach of 50,000 Facebook users.

● Remember, in order to get close to the goal you can make your own changes and 

assumptions BUT ultimately the audience profile should closely match people who would 

possibly be interested in taking this trip.

● Take a screenshot of your targeting parameters and be prepared to share how you 

targeted and why.
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15 min
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Advanced Facebook Audiences



Creating A Custom Audience In Facebook
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Creating A Custom Audience In Facebook
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Creating A Custom Audience In Facebook
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Creating Look-a-like Audiences
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Ad Creative Basics



Components of a Facebook Ad
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Ad Format Ad Visual Ad Copy

Video 

Image

Carousel

Slideshow

Video 

Images

Learn more

Sign up

Call to Action

Text 

Link

Headline

News feed 
description



Ad Format
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Ad Creative: Visual & Copy & CTA
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Facebook Ad-natomy

Text

Visual

Link URL

News Feed Link 
Description

Headline CTA



Discussion 
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59

What Do 
You Think 

Of This Ad?



Discussion 
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What Do 
You Think 

Of This Ad?



Discussion 
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What Do 
You Think 

Of This Ad?



Guided Walk-Through: Create a Facebook Ad
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5 min

62

Let’s do this! 

We’ll walk through creating a Facebook ad: 

● Format

● Creative

● Text 

● CTA
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Tracking Fundmentals



First Things First...
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Do you have the 
Facebook pixel?



Facebook Pixel Tracking
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What can you track?

● Website Visitors

● Site Actions

● Online Conversions



Facebook Pixel Tracking
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What does that mean 
when it comes to 
targeting?

● You can retarget users 
that have browsed or 
bought on site



Facebook Pixel Set-Up
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● First, download Facebook Pixel Helper add-on to see on your site

○ If yes, look at the pixel ID # and confirm that you have access to that pixel # in your 

Facebook Business Manager!

● If no pixel, set one up in Business Manager and add the code to your site.
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UTM Codes



Link Tracking
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HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-M

HTTP://WWW.WARBYPARKER.COM/MEN/OPTICAL/LINWOOD-REVOLVER-BLACK-

M?utm_source=facebook&utm_medium=facebook-right-hand-rail&utm_campaign=facebook-product-feed-

retargeting

VS



Guided Walk-Through: Google URL Builder
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5 minutes

70

Link: https://ga-dev-tools.appspot.com/campaign-url-builder/



UTM Codes – How to Create Your Own

You need the following to create your tagged URL:
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Your website URL

Three UTM elements:

- Campaign source

- Campaign medium

- Campaign name



UTM Code Principles

● Before you deploy any campaign, creative, email, or link, make sure you are adding 

tracking.

● UTM codes are only helpful if people are actually looking at the reports after you deploy 

them.

● Any UTM code you add to a URL will override the “source” in Google Analytics. For example, 

without a UTM code, traffic from Reddit would appear as “reddit.com.” However, if you added 

“source=reddit_blog,” Reddit would then show as “reddit_blog” in Google Analytics.
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Landing Page Experience



Conversion Funnels Are Made of Micro- and Macro-Goals 
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Conversion Funnels Are Made of Micro- and Macro-Goals 
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100%
750,000

10%
75,000

5%
3,750

40%
1,500
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Test Your Knowledge



Solo Exercise: 
20 minutes

77

Create an Ad Campaign

Directions: Take 20 min and create a full ad campaign in Facebook Ads Manager: 

● Create Campaign

○ Choose objective + set spending limit

● Create Ad Set

○ Input targeting (audience)

○ Choose flight dates

○ Determine budget (daily or lifetime)

○ Choose placements (FB, IG, Messenger, Audience Network)

○ Choose optimization

● Create an Ad

○ Choose an image

○ Choose a CTA + ad copy

○ Choose a landing page

○ Choose your tracking parameters
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Key Takeaways:

● 5 pillars of Facebook advertising 

(Objective, Audience, Bid, 

Creative, Analysis)

● Audience targeting capabilities

● The components of a Facebook 

ad + best practices

● How to measure success
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