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Part 3: Facebook Advertising

Course Outline Today’s Agenda
* Introduction * Page Authorization
* Facebook Essentials * Ad Accounts
* Facebook Advertising * Tools
* Twitter Essentials * Anatomy of an Ad Campaign
* Content Essentials * Objectives
* Digital Toolbox * Audience
* Ad Types
* Strategies
* QRA

Join the Closed Facebook Group:
https://www.facebook.com/groups/digital.activism/
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Online Resources
The slide deck for this session is available online at www.libertydigital.net/digital-activism/

1. Click the “Level One” button in the “Access Your Classroom Materials” section.
2. Click on the module you wish to access from the list.
3. You will need to either log in or register:
a. If thisis your first time on the site, you will need to register. Begin by entering
your authorization code under the Digital Activism Registration section, click
“Apply” and then click “Next.” Complete the registration process by entering
your name, email, username, and password. You will be redirected to a login
screen.
b. If you are already registered, you may or may not be logged in. Simply enter your
username and password that you created in the registration step.

This content is only available to members. Please log in or register:

Username or Email Address %
Password &5
Remember Me
Log In

[ ———————————————————
If you have an authorization code, you can register for membership using the following form:

Digital Activism Registration

50%

Authorization Code *

Apply

Copyright 2019, Liberty Digital Marketing. All rights reserved. Do not duplicate or distribute without permission.



Ask Me Anything

The Digital Activism page contains a web
form that allows you to ask questions and
suggest topics. I'll use these questions to
customize upcoming training sessions

and/or online webinars and livestreams.

Want to subscribe?

Ves, let me know when new contentis available

Digital Activism Facebook Group

You are invited to join the Candidate Boot Camp Digital Activism closed group on Facebook. We
share news and content and there are other members available to share tips and answer
questions.

Note: This is a non-partisan group with members from around the world (mostly the U.S.).

1. Inthe Facebook search bar, type “digital activism”
2. Filter the results by clicking the “Groups” tab on the top
3. Click the “+ Join” button to request admission to the group

Closed Facebook Group: Digital Activism

Q

Al Posts o e Pages Places Apps Events Links

Filter Results

Z ) & Espatol - Portuguds (Brasi) |
L) Digital Activism pcked Frangais (France) - Deutsch
SHOW ONLY .- J) Member since Aprit
v

o Any group 4

Public Grasfs Facebook © 2018

Closed groups e i

ﬁh Active Music Digital +Join

MEMBERSHIP " —_— 15K members
« Any grown

Friends' groups

My groups Q Digital Islamic Studies, Activism, and Advocacy ~ + Join
11 members

Digital activism + Join
& members
Digital Activism for a Change (DAFAC) + Join
38 members

NTITLEL Untitled Digital Activism Forum + Join
61members

o Active Lifestyle Digital Marketers + Join
2 members
Digital activism + Join
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Page Authorization

Page  mhox  Notifcatons nsighis  Pubisving Toos Sewngs  Hop -

i Confirm Your Identity

% Gonera New plfical Ad Authoizaton i he U,

o wessaging

& eatoage .
R — Autherization or Poltcal Advertising o
@ otfcatons e o oo octon ot e P Mailing Address 1D and SSN

© Messenger laorm procss contas 2.4 ek oo

4 page Roles

Step 1: Confirm Yourdentity
pessle a3 Oter ages

prferad Page Augince —

. Authorizations

Step 2 Link vour Ad Accounts
& aons

 Partner Apps and Senvices e
& Brances Cotent Norsimnee
0 Facebook ventons

Sp— Wiy dohave o be suhorizedz

We'll send a letter to

e Crosposting i v o e

Page Suspert ibox Pl e i e s s s
Shop o oot e,
5 Payments st s e 4 e

 caendar sttings

You should receive the letter within 3 to 7 days, and you'll have until Jun 4, 2018 to
enter the code to confirm your mailing address.

D O come 2 sme
@ Linked pusications

= aetity Lo The information you provide is only used to confirm your identity. it won't be
e (&) voun v v y. Enter ID and SSN
e s e o o By ot s e visible in ads or on your profile. Learn more.

TR ol s (el KR st Poruts (s Wy 8301 Devsch 9 iR | +

Confirm Your Identity

Confirm Your Identity
o——0
Maiing Address D and s o o

Mailing Address ID and SSN

Upload Photos of Both Sides of Your ID

The information on your ID must be clearly visible in both photos, otherwise you might
have to submit them again. See the photo requirements. photo requirements.

Thanks for Submitting Your Info, Jon
It should take around 3 to 7 days for the letter to arrive to your mailing address.
We usually review IDs and Social Security numbers within 5 minutes.

We'll let you know when we have an update, or you can visit www.facebook.com/id/ to
check progress.

JFD drivers license front jpeg

g The information you provide is only used to confirm your identity. It won't be

, The information you provide is only used to confirm your identity. It won't be visible in ads h
or on your profile. Learn more.

o — O Jon DiPietro

We're asking people who want to run political ads in the US to confirm their identity. This is part of our
efforts to make political ads more transparent.

The information you provide will only be used to confirm your identity, and will not be stored or saved once
the process is completed. You only need to confirm your identity once.

HiJon DiPietro,

‘Confirm Your Identity

Thanks,
Mailing Address.
“The Facebook Security Team » pencing SeeLess

We sent a letter with a code to the mailing address you entered.

Street Address city state 2IP Code

Enter Confirmation Code

1 1D and Social Security Number
| © Confirmed - about an hour ago
|

Request New Code. u
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Confirm Your Identity

-
US Mailing Address
(19 R

A 4

@ 1D and Social Security Number
© Confirmed - Apr 23,

Check out this article for more details and a video:
https://candidatebootcamp.com/blog/how-to-authorize-your-facebook-page-to-run-political-
ads/
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Ad Accounts

Accessing Ad Accounts

L Q

» -
.

|

» ‘ v

Create Page

Manage Pages.

Create Group

Manage Groups
Create Fundraiser

Create Ads

» vy Log s

News Feed Preferences

Settings

Settings

Settings: Pages

'Rl I BR B
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Settings: Payment

Settings: Notifications
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Tools

Accessing Tools

& setings

No Activity During Date Range No Activity Durng Date Range

Accessing Tools

Tools: Ad Manager
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Tools: Ad Manager

= Ads Manager

Jon DiPietro for School Board (71.. ¥ Updsted justnow )

Qsearchv YV Filters v + Jul 30, 2017 - Nov 6, 2017 ¥
©: Account Overview Campaigns 23 Adsets B ads
|
v coumms:patomance | | arotionn | | repers >
‘
Cost per 3-Second Video ;166 Average
© & Deliven - st el -Secon loo Average ¢
campaignamo ooty R St s Ve
FN— 0o ous s uegoss. oo onom - - -
Content ey -Comerions 0w e s viegsos. a0 omng = = =
Rosuts o campsigrs - mammmo - sas0zy wzs oo ’

Tools: Ad Manager

Bl = rosvanager posrrm—— 2

Jon DiPietro for School Board (71... ¥ Search Qa o > Ward >

Qsearcn  vrners+ | [F 3 v v .
| BETE
= B B 8 £ Performance Demographics Placement
2 Jon DiPietro For School - Video views —
Oz [ 5,640 5,640 Resuits: 3-Second Video Views  $0.02 Cost per Result  54.47% Result Rate
Rt 3-Second ,
i Video Views o
v AdName. 4,203 ®
Peapl Resched
<
% ‘Jon Diietro Fe $125.97
Vi tarts . Amount S .
oz s [ s s N7
custom - 0o
\\/A‘/ 002
w001

Tools: Pixel

et e — ==

Facebook Piels Lost700m BRI < ov oo - |

Create a Facebook Pixel

*

> ":@@3 + @
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Tools: Audiences

Tools: Custom Audiences (BYO) s CustomerFile & & &
ST o Voter contact (phone banks, doors)

o do et st i auctance? o Attendees

‘ o Volunteers
o Donors
o Voter lists?

Customer File
fleto matg

e Engagement &% &
o e  Website Traffic ¢%

App Activity
of peaple who launched your app or game, of took specific

o General
o Specific (issues, donate, volunteer)

Engagement (upoATED)
reate a it of people who engaged with your content on Facebook or
instagran.

e details about your customers will be kept privat

Turn small audience (minimum of 100) into
large audience
e Sources:
Find new people on Facebook who are similar to your existing audiences. Learn more. O Website ViSitOrS
Source 0 o Custom audiences
Create new w
o Page fans

Tools: Lookalike Audiences (LAA)

Create a Lookalike Audience

Location ¢ Browse

Audience
Size

1 6 7 8 9 10 % of countries

Audience size the total population in the countries you choose,

with 1% being t atch your source.

Show Advanced Options ~

Cancel
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Tools: Saved Audiences

Create a Saved Audience x

Potentil Audience:

Potental Reach 230,000,000 pecple &

Detaled Targeting @ INGLUDE people who match at least ONE of the ollowing &

Exlude People
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Build a Campaign

Anatomy of Ad Campaigns

Objective
) Audience
Impressions

Engagement Affinity
Follows Retargeting Text—|
Visits/Clicks Followers/Members Image
Conversions Lists Link
Lookalikes Video
Forms
Canvas (Facebook)
Why? Who? What?

Anatomy of Facebook Campaigns

Objective - Why?

Audience - Who?
Budget - How much?
Placements - Where?

Creative - What?
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Campaign Objective

Listen

Engage

Engage

Engage

Network

Sell

Sell

Read this article
Watch this video

Read this article
Watch this video

Like, Share, Comment

Join Me

Subscribe

Sign Up

Learn More

Tell Me What You Think

Vote for me
Donate
Volunteer

Share my message
Host a house party or event

campigr oot

Reach
Traffic/Video Views

Traffic/Video Views
Engagement
Messages

Engagement
Messages

Reach
Traffic
Lead Generation

Reach
Engagement

Traffic
Lead Generation
Messages

Engagement
Traffic

o)
I\

Traffic

Copyright 2019, Liberty Digital Marketing. All rights reserved. Do not duplicate or distribute without permission.




Ad Set: Audience

TR, J—

i -

Ad Set: Audience

Detailed Targeting © INCLUDE people who match at least ONE of the following @

Demographics > Parents > Moms
Moms of grade school kids
Moms of high school kids

Moms of preschool kids
Suggestions | Browse

Parents with teenagers (13-18 years)
9 suewosean

Parents with preschoolers (03-05 years)

Demographics > Parents > All
Stay-at-home parent Parents > Parents with teenagers

(13-18 years)
Parents with early school-age children (06-08 years) Description: Parents with
children 13-18 years old
Connections @ Stay-at-home moms

Parents with toddlers (01-02 years)
Trendy moms
New Moms

Report this as inappropriate

Audience Size

/\ Your audience is
I ‘ defined.

Specific Broad

Potential Reach: 5,700 people @

Estimated Daily Results

Reach

520 - 1,200 (i}
I

Link Clicks

5-33 (i ]

1

The accuracy of estimates is based on
factors like past campaign data, the
budget you entered and market data
Numbers are provided to give you an idea
of performance for your budget, but are
only estimates and don't guarantee
results.

Were these estimates helpful?

Ad Set: Audience

Detailed Targeting @ |NCLUDE people who match at least ONE of the following @

Demographics > Parents > Moms
Moms of grade school kids
Moms of high school kids

Moms of preschool kids
Suggestions Browse

Exclude People or Narrow Audience

Narrougfucence

Expand interests when it may increase link clicks at a lower cost per link
click.

Detailed Targeting © INCLUDE people who match at least ONE of the following ©

Demographics > Parents > Moms.

Moms of grade school kids

Moms of high school kids

Moms of preschool kids
Suggestions | Browse
and MUST ALSO match at least ONE of the following @ x

Demographics > Politics (US)
US politics (conservative)
US politics (moderate)

US politics (very conservative)
Suggestions | Browse

US politics (conservative) g ©
size: 34,585,603

US politics (liberal)

" Demographics > Poltics (US) >

US politios (moderate)  UShpolitics (conservative)
Description: People in the USA

US politics (very conservative) 71 who have a somewhat

consenvative political affliation

Connections @ US politics (very liberal)

> Relationship
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Audience Types

Cold i

* Retargeting
Wa rm e Fans/Followers
* Volunteers

H Ot * Donors

¢ \oter Contact

Ad Set: Audience

Listen Read this article Reach Affinity/Saved
Watch this video Traffic/Video Views Lookalike
Engage Read this article Traffic/Video Views Affinity/Saved
Watch this video Engagement Lookalike
Messages
Engage Like, Share, Comment Engagement Affinity/Saved, Lookalike
Messages Retargeting
Fans
Engage Join Me Reach Custom
Subscribe Traffic Retargeting
Sign Up Lead Generation Fans
Network Learn More Reach Custom
Tell Me What You Think Engagement Retargeting
Fans
Sell Vote for me Traffic Custom
Donate Lead Generation Retargeting
Volunteer Messages
Sell Share my message Engagement Custom
Host a house party or event Traffic Retargeting

Ad Set: Placements
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Ad Sets: Budget Budget
o Daily

udgot & Shoctle
Define how much you'd ke to spend, and when you'd like your ads to appea o) Llfetlme
e o | o e Optimization
Aottt ot oty i © o Link Clicks
o Landing Page Views
Youtl 01 o more tan $140.0 per ek, o Impressions

Schedule @ = Runmy ad set continuously starting today

Optimization for AdDelery ik cicks « ° Daily Unique Reach
o
Bid Strategy @ Lowest cost - Get the most link clicks for your budget @
Set a bid cap

When You Get Charged @  Impression
More Options

Ad Scheduling 6

Delivery Type @  Standard - Get results throughout your selected schedule
More Options

Hide Advanced Options »

Ad: Formats

Copyright 2019, Liberty Digital Marketing. All rights reserved. Do not duplicate or distribute without permission.



Ad: Image Text

@ Jasper's Market - Like Page

We offer local produce fro

Image Text: Ok

Your ad's image contains little or no text.
This is the preferred image style.

@ Jasper's Market & Like Page

Image Text: Low

n any weskend for 20% off on 4 fresh produ

Your ad's reach may be slightly lower

You may reach fewer people because
there's too much text in the ad image. Ad
images with little or no text are preferred.
Try an image with less text, a smaller font
size or without text-based logos.

Bl Jasper's Market o Like Poge

Image Text: Medium
Your ad's reach may be much lower

You may reach fewer people because
there's too much text in the ad image. Ad
images with little or no text are preferred.
Try an image with less text, a smaller font
size or without text-based logos.

[?] Jasper's Market «were | | Image Text: High
Your ad may not run

You may not reach your audience because
'20% OFF PRODUCE' there's too much text in the ad image. Ad
Thxs Weekend- images with little or no text are preferred.
Unless you qualify for an exception, try an
image with less text, a smaller font size or
without text-based logos.
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Ad: Text Overlay Tool

Text Overlay Tool:
https://www.facebook.com/ads/tools/text_over
lay
Exceptions:

o Book/Album covers

o Productimage

o Games

Event posters

Ad Set: Link Formatting

..... armien €©

Paste Website URL
Customize ad copy

o Text

o Headline

o Newsfeed link description
Add URL Parameters
Use Campaign URL Builder
https://ga-dev-tools.appspot.com/campaign-url-
builder/
Select Facebook pixel
Review placements

e  Campaign Name:
Description — Objective

e Ad Set Name:
Audience — Budget

e Ad Name:
Description - Version
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Ad Strategies

Summary
1. Createaplan
a. Map out timeline and allocate budget
b. Build on previous campaigns
2. Choose the right objective (Why?)
a. Eyeballs: Reach, Brand Awareness, Engagement
b. Build Audiences: Engagement, Traffic, Conversions
c. Goal Completions: Traffic, Landing Page Views, Conversions
3. Care and feeding of your audiences (Who?)
a. Cold: Use demographics and affinities
b.  Warm: BYOA — Build Your Own Audiences
c. Hot: Retarget and ascend
4. Utilize effective content (What?)
a. Choose format wisely (images, videos, events, messenger, canvas)
b. Choose message wisely: “Who cares?”

Ad Set: Link Formatting

50% - 65% 35% - 50%
of Budget of Budget
Pre-announcement Announcement Primary General
Get prepared Name recognition Supporters GOTV Supporters GOTV
Build audiences Donations Donations
Collect data Volunteers Volunteers
Template #1: Short Time (60 days), Small Budget (< $S500)
Phase 1 (65% budget): Phase 2 (35% budget):
Exposure and BYO audience GOTV
¢ Campaign 1: Name and Office ¢ Campaign 3: GOTV
*  Objective - Engagement *  Objective: Conversions
*  Audience - Cold (demographics) ¢ AdSetl
«  Creative - Image (name, office, face) *  Budget 50%
* Add to CA “Campaign Engaged” ¢  Audience - Cold (demographics & affinity)
*  Campaign 2: Video Intro ¢ Creative - Event (Vote for Me)
*  Objective: Engagement ¢ AdSet2
¢ Audience - Cold (demographics) *  Budget 50%
¢  Creative - Video (30-second captioned slideshow) *  Audience - “Campaign Engaged”
¢ Addto CA “Campaign Engaged” *  Creative - Event (Vote for Me)
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Template #2: Medium Time (90 days), Medium Budget ($500 - $1,000)

Phase 1 (35% budget): Phase 2 (35% budget): Phase 3 (30% budget):
Exposure and BYO audience Recruit Support GOTV
¢ Campaign 1: Name and Office ¢ Campaign 3: Lawn Signs e Campaign 5: GOTV
*  Objective - Engagement *  Objective - Conversions *  Objective: Conversions
¢  Audience - Cold (demographics) ¢ Audience - “Campaign Engaged” ¢ AdSetl
*  Creative - Image (name, office, face) *  Creative - Messenger (request sign) *  Budget 50%
¢ Add to CA “Campaign Engaged” *  Add to CA “Campaign Supporter” ¢ Audience - Cold (demographics
¢ Campaign 2: Video Intro ¢ Campaign 4: Donations & affinity) or LAA
¢ Objective: Engagement *  Objective - Traffic e Creative - Event (Vote for Me)
*  Audience - Cold (demographics) *  Audience - “Campaign Engaged” ¢ AdSet2
¢ Creative - Video (30-second *  Creative - URL (donate landing page) *  Budget 50%
captioned slideshow) ¢ Add to CA “Campaign Donor” ¢ Audience - “Campaign

¢ Addto CA “Campaign Engaged”

Engaged, Supporter, Donor”
Creative - Event (Vote for Me)

Template #3: Max Time (120+ days), Max Budget (> $1,000)

Phase 1 (25% budget):
Exposure and BYO audience

Phase 2 (25% budget):
Segment Audience

Phase 3 (25% budget):
Recruit Support

Phase 4 (25% budget):

. Campalgn 1: Name and Office . Campaign 3: Issues For each campaign, create separate ad  For each campaign, create separate ad
Objective - Engagement . Objective: Engagement sets targeting CA for engaged and/or sets targeting CA for engaged and/or
. Audience - Cold . Ad Set 1 specific issues... specific issues...
(demographics) . Audience - Cold
. Creative - Image (name, (demographics) . Campalgn 4: Lawn Signs . Campaign 6: GOTV
office, face) . Creative - Issue #1 Objective - Conversions . Objective: Conversions
. Add to CA “Campaign Video (30-second . Audience - CA or LAA . Ad Set 1
Engaged” slideshow) . Creative - Messenger . Budget 50%
. Campalgn 2: Video Intro . Add to CA “Issue #1” (request sign) . Audience - Cold
Objective: Engagement . Ad Set 2 . Add to CA “Campaign (demographics &
. Audience - Cold . Audience - Cold Supporter” affinity)
(demographics) (demographics) . Campaign 5: Donations . Creative - Event
. Creative - Video (30- . Creative - Issue #2 . Objective - Traffic (Vote for Me)
second captioned Video (30-second 0 Audience - CA or LAA 0 Ad Set 2
slideshow) slideshow) . Creative - URL (donate . Budget 50%
. Add to CA “Campaign . Add to CA “Issue #2” landing page) . Audience - CA
Engaged” . Ad Set 3 . Add to CA “Campaign . Creative - Event
. Audience - Cold Donor” (Vote for Me)
(demographics)
0 Creative - Issue #3
Video (30-second
slideshow)

*  Addto CA “Issue #3”
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Next Class: Mastering Twitter

*  Overview

* Building Your Audience
* Analytics

* Advertising on Twitter
* Periscope
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