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FACEBOOK & INSTAGRAM 
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C A R D E L L  M E D I A 2



O
VE

RV
IE
W

I N S TA G R A M2

SEMINAR 3

C A R D E L L  M E D I A 3

A D VA N C E D  S T R AT E G I E S3

R E P O R T I N G - W H AT  T O  L O O K  
F O R  O N  T H E  FA C E B O O K  A D S  
D A S H B O A R D
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REPORTING.
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K SETTING UP YOUR REPORTING DASHBOARD – COLUMNS.



K BREAKING DOWN FACEBOOK ADS MANAGERS REPORTING & COLUMNS.

YOUR
CAMPAIGNS

FACEBOOK ADS MANAGER DASHBOARD

COLUMNS 
BUTTON (+)



K BREAKING DOWN FACEBOOK ADS MANAGERS REPORTING & COLUMNS.

FACEBOOK ADS MANAGER DASHBOARD

COLUMNS 
DROPDOWN

PRE-SELECT
DEFAULTS

CUSTOMISE 
COLUMNS



K BREAKING DOWN FACEBOOK ADS MANAGERS REPORTING & COLUMNS.

APPLY 
COLUMNS

SELECT 
COLUMNS



K DATE RANGE.



K REACH.

• The Reach section 
showcases the number 
of people who saw 
your ads at least once.

• Reach is different 
from impressions, 
which may include 
multiple views of your 
ads by the same 
people.



K IMPRESSIONS.

• Impressions measure 
how often your ads 
were on screen for 
your target audience.

• An impression is 
counted as the number 
of times an ad is 
shown.



K COST PER RESULT.

• Cost per Result is the 
average cost 
per result from your 
ads.

• The metric is 
calculated as the 
total amount spent, 
divided by the number 
of results.



K AMOUNT SPENT.

• Amount Spent is 
exactly that. How 
much you have spent 
on your campaigns.



K PERFORMANCE & CLICKS (ALL)

• Clicks (ALL) The 
number of clicks on 
your ads.

• This metric counts 
multiple types of clicks 
on your ad, including 
certain types of 
interactions with the 
ad container, links to 
other destinations, and 
links to expanded ad 
experiences.



K LINK CLICKS.

• Link Clicks is the 
number of clicks on 
links within the ad that 
led to advertiser-
specified destinations, 
on or off Facebook. 
This will nearly always 
be your website.



K FREQUENCY.

• Frequency is The 
average number of 
times each person saw 
your ad.

• You want to keep 
frequency as low as 
possible so you avoid 
showing the ads too 
many times to the 
same people- which 
can lead to ad fatigue 
and increased costs 
overtime (more on this 
later).



K CPC – COST PER CLICK.

• Cost Per Click is the 
average cost for 
each link click.

• CPC shows how much, 
on average, each link 
click costs you. CPC is a 
metric used in the 
online advertising 
industry for 
benchmarking ad 
efficiency and 
performance.



K CTR – CLICK THROUGH RATE.

• Click Through rate is 
the percentage of 
times people saw your 
ad and performed a 
link click.

• It's calculated by link 
clicks divided by 
impressions.



K RESULTS.

• Your Results section 
shows the number of 
times your ad achieved 
an outcome, based on 
the objective and 
settings you selected.



K WEBSITE CONVERSION VALUES – IN THIS CASE PURCHASES.

• Your Website Purchase 
Conversion is the total 
value of website 
purchase conversions.
Each conversion has 
it’s own conversion 
value.

• It's important to check 
& set up your 
conversion values to 
see the return your ads 
are bringing you.



K ROAS- RETURN ON AD SPEND.

• The total return on ad 
spend (ROAS) from 
purchases. 

• The metric is 
calculated as purchase 
conversion value 
divided by amount 
spent.

• A very helpful metric 
alongside conversions 
and website conversion 
values to track how 
valuable your ads are 
in terms of return.



K ROAS- RETURN ON AD SPEND.

INSPECT



K ROAS- RETURN ON AD SPEND.

FIRST TIME 
IMPRESSION 
SHARE



K ROAS- RETURN ON AD SPEND.

FREQUENCY



K ROAS- RETURN ON AD SPEND.

BREAKDOWN



K ROAS- RETURN ON AD SPEND.

BREAKDOWN
BY DELIVERY



K ROAS- RETURN ON AD SPEND.

BREAKDOWN
BY DELIVERY

AGE



K ROAS- RETURN ON AD SPEND.

AGE



K ROAS- RETURN ON AD SPEND.

BREAKDOWN
BY DELIVERY

GENDER



K ROAS- RETURN ON AD SPEND.

GENDER



K ROAS- RETURN ON AD SPEND.

BREAKDOWN
BY DELIVERY

PLACEMENT



K ROAS- RETURN ON AD SPEND.

FACEBOOK -
NEWS FEED -
DESKTOP



INSTAGRAM.
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THE BASICS.



Y O U  C A N  R U N  A D S  O N  F A C E B O O K  
& I N S T A G R A M  B U T  A L T E R  T H E  
D E S I G N S  T O  O P T I M I S E  E A C H  
P L A C E M E N T

2
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Y O U  C A N  R U N  J U S T  I N S T A G R A M  
A D S  

1INSTAGRAM.
WHAT TO THINK 
ABOUT...

S O M E  B U S I N E S S E S  T H R I V E  O N  
I N S T A G R A M .  I T ’ S  W O R T H  T E S T I N G  
F O R  Y O U R  B U S I N E S S

3

Y O U  D O  N O T  N E E D  A  B U S I N E S S  
I N S T A G R A M  O R  A N  I N S T G R A M  
P A G E  T O  R U N  I N S T A G R A M  A D S .  
J U S T  A  F A C B O O K  P A G E

4

W I T H  M O R E  T H A N  1  B I L L I O N  
A C T I V E  U S E R S ,  I N S T A G R A M  I S  
A L E A D I N G  S O C I A L  P L A T F O R M .

5



INSTAGRAM.
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THE BASICS.



K SELECT PLACEMENTS TO EDIT CREATIVE FOR EACH PLACEMENT/SOCIAL CHANNEL.



K SELECT PLACEMENTS TO EDIT FOR CREATIVE ON EACH PLACEMENT/SOCIAL CHANNEL.



K INCLUDE OR EXCLUDE INSTAGRAM IN YOUR CAMPAIGNS.



D Y N A M I C  S H O P P I N G  A D S  &  
C A R O U S E L S A R E  A L S O  G R E A T  F O R  
T H I S  P L A T F O R M .

2
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I T ' S  A  V E R Y  C R E A T I V E  P L A T F O R M ,  
S O  D E S I G N E D ,  I N T E R A C T I V E  A D S  
C A N  W O R K  R E A L L Y  W E L L  -
E G G I F ' S  O R  S H O R T  V I D E O S .

1
TIPS FOR INSTAGRAM 
DESIGNS.



INSTAGRAM.
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THINK INTERACTIVE.
CREATIVES THAT WORK FOR US...



TELL YOUR STORY.

USE LANGUAGE YOUR 
CUSTOMERS RESONATE 
WITH.

USE U





Click to add text



K
AD DESIGN SETUP – STEP BY STEP. - RECAP.

P R I M A R Y  T E X T
W H A T  D O  Y O U  W A N T  T O  S A Y  A B O U T  
Y O U R  A D ?

6  M A I N  S T E P S :

H E A D L I N E  T E X T
W R I T E  A  C A T C H Y  H E A D L I N E  F O R  Y O U R  
A D S

D E S C R I P T I O N  T E X T
N O T  E S S E N T I A L . . . G I V E E X T R A  I N F O

W E B  A D D R E S S
A D D  Y O U R  L A N D I N G  P A G E  U R L

C A L L  T O  A C T I O N  B U T T O N
P I C K  T H E  M O S T  R E L E V A N T .

A D  D E S I G N
A D D  Y O U R  I M A G E S / V I D E O



ADVANCED 
STRATEGIES
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• T H E  L E A R N I N G  P H A S E  I S  A  P E R I O D  O F  
T I M E W H E N  FA C E B O O K ' S A I  I S  
E X P L O R I N G  T H E  B E S T  W AY  T O  
D E L I V E R  Y O U R  A D S .

• T H I S  M E A N S  Y O U R  P E R F O R M A N C E  I S  
L E S S  S TA B L E  A N D  Y O U R  C PA  I S  
G E N E R A L LY  W O R S E .

• Y O U  N O R M A L LY  N E E D  5 0  
C O N V E R S I O N S  T O  E X I T  T H E  L E A R N I N G  
P H A S E .

• D O N ’ T  C H A N G E  A N Y T H I N G  U N T I L  I T ' S  
O U T  O F  T H E  L E A R N I N G  P H A S E .

1 LEARNING PHASE
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1 LEARNING PHASE
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2 LARGE AUDIENCES • FA C E B O O K  L O V E S  B I G  A U D I E N C E S

• T H E  A R T I F I C I A L  I N T E L L I G E N C E  N E E D S  
‘ B I G  D ATA ’  T O  W O R K

• I T ’ S  H A R D  F O R  T H E  A I  T O  K I C K  I N  
W I T H  A U D I E N C E S  L E S S  T H A N  2  
M I L L I O N

• T H E  I D E A L  I S  8  M I L L I O N  P L U S

• T E S T  C O M B I N I N G  A D  S E T S .  E G  
M U LT I P L E  L O O K A L I K E S  I N T O  A  ‘ S U P E R  
A D  S E T ’

• C O U N T R I E S  – S E PA R AT E  O R  
C O M B I N E D ?
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3 THE CHOICE –
NARROW/FOCUSED 
OR LARGE

• F I R S T  O P T I O N  I S  M U LT I P L E  A D S  
S E T S / C A M PA I G N S .  Y O U  S C A L E  T H E  
O N E S  T H AT  W O R K  A N D  S T O P  T H E  
O N E S  T H AT  D O N ’ T  A N D  A C C E P T  T H AT  
T H E  A D  S E T S  M I G H T  N O T  E X I T  T H E  
L E A R N I N G  P H A S E

• S E C O N D  O P T I O N  I S  S M A L L  N U M B E R  
O F  A D  S E T S  – M AY B E  O N E  O R  T W O  
W I T H  V E R Y  L A R G E  A U D I E N C E S .  L E T  
FA C E B O O K ’ S  A I  F I G U R E  I T  O U T.
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4 CBO: CAMPAIGN 
BUDGET OPTIMISATION

• C A M PA I G N  B U D G E T  O P T I M I S AT I O N  I S  
O N E  O P T I O N  F O R  B I D D I N G  &  C O S T  
C O N T R O L  O N  Y O U R  A D S .Y O U  S E T  I T  
AT  C A M PA I G N  L E V E L  R AT H E R  T H A N  
A D  S E T  L E V E L .

• I T ’ S  A  W AY  O F  O P T I M I S I N G  
D I S T R I B U T I O N  O F  A  C A M PA I G N  
B U D G E T  A C R O S S  Y O U R  C A M PA I G N S  
A D  S E T S .

• Y O U  C A N  T H E N  S E T  A  D A I LY  O R  A  
L I F E T I M E  B U D G E T.

• T H I S  A L S O  M E A N S  I T  M AY  N O T  B E  
S P R E A D  E V E N LY  A M O N G  A D  S E T S  &  
A D S - T H E  W I N N E R S  W I L L  TA K E  A  
F R O N T  S E AT- W H I C H  M E A N S  Y O U R  
L O W  P E R F O R M I N G  A D S  M AY  N O T  B E  
A S  L O W  P E R F O R M I N G  G I V E N  E Q U A L  
B U D G E T.
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5 AD FATIGUE • A D  FAT I G U E  I S  W H E N  T H E  A U D I E N C E  
H A S  S E E N  Y O U R  A D  T O O M A N Y  
T I M E S ,  S O  T H E  A U D I E N C E ' S  
R E S P O N S E  R E D U C E S .

• T H I S  I S  I N D I C AT E D  B Y  T H E  
" F R E Q U E N C Y "  C O L U M N  I N  Y O U R  
FA C E B O O K A D S  M E T R I C S .  Y O U  W I L L  
A L S O  N O T I C E  I T  I N  Y O U R  R E S U LT S  
( L O W E R  P E R F O R M A N C E ) .

• I T  H A P P E N S  T O  E V E R Y O N E .  
FA C E B O O K / I N S TA G R A M  I S N ’ T  A  S E T  
I T  A N D  F O R G E T  I T  A D S  P L AT F O R M .

• A V O I D  A D  FAT I G U E  B Y  R O TAT I N G  
Y O U R  A D S ;  T E X T,  F O C U S  A N D  
D E S I G N , R E V E R S E T H E  C O L O U R ,  
C H A N G E  T H E  B A C K G R O U N D , W AT C H  
T H E  M E T R I C S ,  U S E  M U LT I P L E  
P L A C E M E N T S  E T C .
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6 TESTING ADS • I T ' S  I M P O R TA N T  T O  T E S T  Y O U R  A D S  
T O  S E E  W H I C H  Y O U R  A U D I E N C E  
R E S P O N D  B E S T  T O .

• T H E  S I M P L E S T  T E S T  I S  T O  P U T  T W O  
O R  T H R E E  A D S  I N  A N  A D  S E T  A N D  S E E  
W H I C H  P E R F O R M S  B E S T/ W H I C H  
FA C E B O O K FA V O U R S
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7 A/B TESTING • A / B  T E S T I N G  I S  T E S T I N G  1  A D  
A G A I N S T  T H E  O T H E R  F O R  
P E R F O R M A N C E .

• O N LY  T E S T  O N E  T H I N G  AT  A  T I M E

• T H I S  C O U L D  B E  A S  S M A L L  A S  
C O L O U R ,  O R  E M O J I ' S / N O  E M O J I ' S ,  
T H E  C O L O U R  O F  T H E  
B A C K G R O U N D O R  A S  B I G  A S  A S TAT I C  
I M A G E A G A I N S T  A  V I D E O / G I F.



K

A / B  T E S T I N G  I S  C H O S E N  A T  C A M P A I G N  L E V E L  I N  A D S  M A N A G E R  " G E T  S T A R T E D "

6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER



K 6 HOW TO A/B TEST IN ADS MANAGER
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8 SCALING UP 
(VERTICAL)
VS SCALING ACROSS 
(HORIZONTAL)

• T W O  S T R AT E G I E S  F O R  S C A L I N G  A N  
A C C O U N T.  I . E .  W AY S  T O I N C R E A S E  
Y O U R  C O N V E R S I O N S .

• S C A L I N G  U P  I S  P R I M A R I LY  
I N C R E A S I N G  T H E  B U D G E T  T O  T H E  
S A M E  A U D I E N C E  O N  W I N N I N G  
C A M PA I G N S  A N D  A D S E T S .  I N C R E A S E  
B Y  2 0 - 3 0 %  AT  A  T I M E .  A V O I D  L A R G E  
J U M P S .  D O N ’ T  I N C R E A S E  U N T I L  I T S  
O U T  O F  T H E  L E A R N I N G  P H A S E

• S C A L I N G  A C R O S S  F O C U S E S  O N  
E X PA N D I N G  T H E  A U D I E N C E  T O  N E W  
P E O P L E .  T H I S  W I L L  B E  T H R O U G H  N E W  
L O O K A L I K E S  A N D  I N T E R E S T  
TA R G E T I N G .
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9 COST CAP BIDDING • C O S T  C A P  I S  C O S T  P E R  A C T I O N  ( C PA )  
B I D D I N G .  Y O U  T E L L  FA C E B O O K  T H E  
A M O U N T  Y O U  A R E  W I L L I N G  T O  PAY  
F O R  A  C O N V E R S I O N  W O R T H  T E S T I N G  
O N C E  Y O U ’ V E  G O T  S O M E  I N I T I A L  
R E S U LT S .

• L O W E S T  C O S T  W I T H  B I D  C A P  W I L L  
G E T  Y O U  C O N V E R S I O N S  AT  Y O U R  C PA ,  
O R  L O W E R  I F  P O S S I B L E .  A L S O  W O R T H  
T E S T I N G .
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10 LEAD ADS.
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10 LEAD ADS.
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10 LEAD ADS.
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10 LEAD ADS.

LEAD 
GENERATION
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10 LEAD ADS.

ADSET 
TARGETING

SET TARGET / 
INTERESTS / 
PLACEMNETS
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10 LEAD ADS.

INSTANT 
FORM

NEW FORM
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10 LEAD ADS.
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11 VIDEO ADS. • T H I S  C A N  A L S O  B E  A  G I F - T H I N K  
A B O U T  B E I N G  M O R E  I N T E R A C T I V E  
A N D  C O N N E C T I N G  W I T H  Y O U R  
A U D I E N C E .

• C A N  A C H I E V E  G R E AT  R E S U LT S  I N  
E C O M M E R C E

• T E S T,  T E S T,  T E S T

• B E W A R E  W H AT  A N Y O N E  T E L L S  Y O U  
A B O U T  ‘ B E S T  P R A C T I C E ’
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11 VIDEO ADS.
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12 DYNAMIC ADS.
• D Y N A M I C  A D S  A L L O W  FA C E B O O K T O  

D E L I V E R  D Y N A M I C ,  R E L E VA N T  A D S  T O  
T H E  R I G H T  P E O P L E .

• T H I S  M E A N S  FA C E B O O K S H O W S  I T E M S  
F R O M  Y O U R  C ATA L O G U E  I T  T H I N K S  
A R E  T H E  M O S T  R E L E VA N T  T O  T H E  
V I E W E R  A N D  T H U S I N C R E A S I N G  T H E  
L I K E L I H O O D  O F  A  C O N V E R S I O N .

• T H I S  I S  S E T  U P  U S I N G  A  
C ATA L O G U E I N  Y O U R  FA C E B O O K A D S  
M A N A G E R - P E R F E C T  F O R  
E C O M M E R C E .

• I T ' S  A L S O  A  G R E AT  W AY  T O  
R O TAT E A D S A U T O M AT I C A L LY.
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12 DYNAMIC ADS.



WELCOME TO 30 DAYS TO 
FACEBOOK & INSTAGRAM 
PROFITS
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K



K

UPGRADE

TO UPGRADE TO BECOME A CARDELL 
MEDIA CLIENT.

CONTACT:
HOLLIE@CARDELLMEDIA.COM

C A R D E L L  M E D I A 76



3 0  D A Y S  T O  F A C E B O O K &  I N S T A G R A M  P R O F I T S


