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AGENDA

1. UNDERSTAND
ORGANIC 

2. UNDERSTAND 
ADS

3. UNDSERSTAND
METRICS



THE ORGANICS1.



Facebook Organic Reach





How the Algorithm Works For Facebook?



How the Algorithm Works For IG?



How to 
make 

coexist
Two so 

different 
platforms

?



THE ADS2.



SO, WHY FACEBOOK ADS?



WHICH ARE THE GOALS?



WHY FACEBOOK ADS?

ORGANIC REACH DECLINE 

USER BASE over 1B USERS (most on Mobile) 

PERSONAL TARGETING 

TIME SPENT ON FACEBOOK and IG

GOALS

GET KNOWN  & CONVERT



THE ADS MANAGER





ADS HIERARCHY  



1 - THE CAMPAIGN: THE ADS TYPES



2- TARGET, PLACE IT and BUDGET IT!



3- CREATE!



AD FORMATS



TARGETING  BASIC



TARGETING  ADVANCED

Remarketing



UNDERSTANDING FACEBOOK BIDDING

CPC        CPM / oCPM      CPA / CPL



1. Ad Settings 
2. max bid CPC/M/A 
3. CONTENT QUALITY 
4. PAGE QUALITY

FACEBOOK  
ADS 

AUCTION 
(bidding war)

A

B

C



ANALYZE3.



THE NEW AD REPORTING DASHBOARD 



1. Impressions: the total number of times your ad was shown.
2. Cost Per 1,000 Impressions (CPM): the average cost to show your ad 1,000 times.
3. Frequency: the average number of times each individual has seen your ad.
4. Amount Spent: how much you’ve spent running your ad so far.
5. Click-through Rate (CTR) Links, a.k.a. Website CTR: the percent of people who saw your ad and clicked over to your 

sales page.
6. Link Clicks: the number of people who clicked on your ad and were directed to your sales page.
7. CPC (Link): the average cost of each click from your ad over to your website.
8. Leads: the number of people who opted in for some free content on your site after clicking on your ad and landing on 

your blog post. (If you set up your conversion tracking pixel with the category Registrations instead of Leads, than you 
should be looking at Registrations, not Leads.)

9. Cost Related Metrics

1. Frequency: the average number of times each individual has seen your ad.
2. Amount Spent: how much you’ve spent running your ads so far.
3. Video Views: the number of times your video has been viewed for 3 seconds or more. Yes, I know I included this in my list of 

the metrics that DON’T matter, but you should include it here so you can get context for the rest of the numbers.
4. Average % of Video Viewed: what percent of your video was actually seen by all the people who “viewed” it.
5. Video Views to 75%: what percent of people who “viewed” your video actually watched it until the 75% mark. (That’s almost 

as good as watching it to the end, don’t you think?)
6. Link Clicks: the number of people who saw your video ad and clicked through to your site. They might have clicked on the 

link that you can add at the very end of the video, or the one you included somewhere in the post.
7. CPC (Link): The average cost of each of those clicks over to your site.
8. Leads: the number of people who opted in for some free content on your site after clicking from your video ad over to your 

site. (If you set up your conversion tracking pixel with the category Registrations instead of Leads, than you should be looking 
at Registrations, not Leads.)

9. Cost per Lead: how much each sign-up has cost you so far.

Awareness Campaign 

Video Campaign 



2018 INDUSTRY AVG BENCHMARKS

source salesforce



Benchmarks Q1 2019



FACEBOOK ADS GLOSSARY

https://www.facebook.com/business/help/447834205249495

https://www.facebook.com/policies/ads/

FACEBOOK POLICIES



WRAP UP & TAKE AWAY

• Stay Ahead, Plan you Strategy at least a month in Advance 
• Pivot, Pivot, Pivot 
• Be Up to Date 
• Be a Scientist and don’t fear to experiment new ways of 

communicate, report and create  
• On the same time as a scientist think like a mathematician as 

everything you are doing is judged by an algorithm 
• Repost High Engaging Contents and Remarket 
• Don’t think only about Targets but also about Individuals
• Monitor your ads at least daily, don’t over monitor  
• Focus on valuable KPIs and Benchmarks not volatile  
• Ads is similar to Chemistry, you have to find the right balance for 

achieve great results, if numbers are not slightly growing over time 
try to re check settings. 

• Beware of Facebook’s tight Policies



CREATE YOUR OWN  
TARGETED CAMPAIGN


