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Welcome to SCORE’s monthly Partners In Success
Newsletter

Dear Reader:

SCORE’s Partners In Success is a monthly newsletter dedicated to business
owners in any industry and market sector. Its purpose is to provide insight to
business owners/managers looking for a practical, innovative and a bottom line
approach on how to better manage their finances, access SBA loans, leverage
social media marketing, better manage human resources and access a variety of
digital resources. Each issue of the newsletter will address a different topic. In this issue
we’ll discuss the effectiveness of Facebook ads. But, how can you determine the worth of
something? Well, this happens when
you knsw the gdvantageshof Lhat ) WHY YOUR
something and answer whether those - e
advantages solve your prob- FACEBOOK ADS Inside this issue
lem. Similarly, to know whether Face- AREN'T . .

book Ads are worth it, you need to un- CO NVER'“ NG E ad;z‘::(swfr::i:ace-
derstand what they are offering.
Hence, let’s discuss how Facebook
Ads help businesses round the world.
As always, your feedback and input
are welcome and encouraged.

www.adluxmarketing.com

Facebook ads planning
process

Is Advertising on Facebook Really Worth it Facebook ads strategy

Facebook has an advertising platform that allows you to create, run, and track advertise-
ments on its broader audience network and its additional platforms like WhatsApp and In-

stagram.
To get a free and confidential

advice for your business, con-
tact SCORE SE Mass. at

Over the years, Facebook Ads have grown to beat the effectiveness of the mighty Google
Ads, making them the go-to advertising network whether you run them yourself or hire an
ads agency to manage the ads for you.

www.sema.score.orqg

With new social media and advertising platforms popping up all the time, it's reasonable to
wonder if Facebook ads will be effective in 2024. The short answer is YES. Many factors are
at play that determine whether you will get good returns from your ads.

Advertising on Facebook offers a powerful combination of:

Reach Targeting Affordability Analytics
The platform's sophisticated targeting options make it an incredibly effective tool for reach-
ing your audience. It offers: POWERED BY
Unmatched Reach and Targeting: Facebook boasts a massive user base, allowing you : .
to target a highly specific audience based on demographics, interests, behaviors, S A
and even purchase history. This precision ensures that your ads reach the right peo- —J

U.S. Small Business

ple who are most likely to engage with your content. Adminisration



Measuring the effectiveness

ROI Potential: Most marketers agree that Facebook consistently delivers a E DO

better return on investment (ROI) than any other social media platform.
However, success depends on having an effective ad strategy. It’s not
about whether to advertise on Facebook, but rather how to do it right to Conversion Rate Ranking

maximize your ROI. The conversion rate ranking helps to

Adding more capabilities: In 2024, Facebook plans to further expand its VR explain how exactly your ad’s
(Virtual Reality) and AR (Augmented Reality) offerings with new features “expected” conversion rate will
that will likely revolutionize the way people use Facebook. As AR and VR compare to other Facebook ads

with the same objectives and similar

become more prevalent, businesses need to consider how they can use S

these technologies to engage with followers and customers. . .
In other words, this metric helps you
However, you need an effective Facebook ad strategy to see results. So, consider tovisualize the overall likelihood

the following Facebook marketing strategies to help you drive engagement and that your ad will end with someone
conversions, along with insights from other marketing experts. Here we go: completing an action (such as mak-
ing a purchase).

Are Facebook ads worth pursu- The Benefit of using

N ing in 2024 Facebook Ads for Cost Per Click
Adver’gsmg on Facebook offgrs a powerful your Business. The CPC i the cost of an average
combination of reach, targeting, afforda- ‘ click from your Facebook ad to
bility, and analytics. To succeed, focus on o R CR AT 2 SR

o your website. If you’ve got a high
understanding your audience, crafting CPC and low CTR, then you’ll
compelling ads, and continuously optimiz- 7 Facebook’s targeting is unparalleled know that your ads aren’t sitting
ing your campaigns well with your audience and it’s

Robust analytics and insights 8 X
time to rethink your approach.

Initially, advertising on Facebook was
daunting. The landscape looked like a
frightening new frontier where no business |[[REEUI R tl E it

had gone before. However, 10 million busi- Click Through Rate
nesses are actively advertising on the platform to billions of active users.

Facebook ads are tailored to your goals

This is the percentage of individ-

“Wait ... isn't it oversaturated then? Shouldn't | look for alternatives?” uals that have clicked on your
website after they saw your ad.
Many companies advertise on Facebook because it works. Now, not all 10 million Higher CTRs will tell you that

advertisers succeed on the platform. You must realized that many marketers your Facebook advertising is
don’t understand their Facebook audience or how to target them with the working well and getting viewers
right ads. to your website.

So, your question shouldn't be whether or not to advertise on Facebook. The
question should be, “How do | advertise properly so the ROl is worth my time and

money?” Cost Per Action
Pre-Planning Is Key The cost per action defines how
Understand who your customer is. wellyour ad is generating actions

and at what cost to

Before you run your Facebook ads, you must determine who your message is you. Facebook defines this met-

going to. This ensures it reaches the right people. ric as useful because marketers
As part of your pre-planning process, | always start by asking these questions can control how much they pay
about the customer: for specific actions, such as

o Who are they? what you pay on average for link
o Howmuch do they make? clicks instead of impressions.
¢ What does their family situation look like?

¢ Where do they live? (Both geographically and whether or not they rent or own).

¢ Where do they work?

¢ Howdo they spend their free time?

Once |l understand who they are, take it a step further and consider how they think. What
keeps them up at night? What problems are they looking to solve?



Determine your average customer journey

This step involves knowing your customers' next move. What steps do they take
as they:

Recognize they have a problem

Identify what that problem is

Discover potential solutions

Become aware of your solution as an option

Choose to purchase your product

* & & o o

Customer journeys are slightly different for each. However, most buyers gener-
ally fall into three categories:

¢ Awareness Phase (top of the funnel).

¢ Consideration Phase (middle of the funnel).

¢ Decision Phase (bottom of the funnel).

Why should it matter to you? Because you’ll be able to tweak your content, of-
fers, vocabulary, and call to action (CTA) based on the stage the customerisin.
Here is a real life example of running ads for a FITNESS TRACKER:

In the awareness phase, you can create a short, engaging video of the
everyday challenges of maintaining fitness — busy work schedules and
lack of motivation.

For the consideration phase, you could create carousel ads showcas-
ing the tracker's features and benefits — heart rate monitoring, step
tracking, sleep analysis, etc... you can also include testimonials and
quickiillustrations of how the product integrates into daily life.

Inthe decision phase, you can run a series of ads offering a limited-
time discount on the fitness tracker and highlight the ease of purchase.
You can also include a clear CTA to drive urgency and encourage imme-
diate action.

Once you have nailed down the customer journey, begin segmenting your audi-
ence.

Break your audience into segments.

Grouping customers based on where they are in the customer journey helps
in targeting people with the right offers at the right time. Here are a few exam-
ples of my potential audience segments:

¢ New customers. They enter the funnel as warm leads because
they're interested in the product.

¢ Lukewarm leads. Those who visited my website but didn’t engage.
You can use ads to remind them that you have the solution.

¢ Engaged blog readers. Those who like your content and keep com-
ing back for more. They’re more likely to share your posts.

¢ Landing page visitors. They typically come to a specific landing
page and are probably interested in a particular product.

¢ Shopping cart abandoners. They were close to buying an item, but
something stopped them. So, | may need to gently push them to fin-
ish their purchase.

¢ Return customers. They love my brand. They’ve already purchased
from me in the past and come back for more. They're brand advo-
cates who praise and recommend my product to their friends.

Segmenting audience on Facebook based on their interests is very effective be-
cause The algorithm allows Facebook users to find content according to
their interests. If they like a post or page, they will see similar posts or pag-
es on their Facebook timelines.

Let’s explore why adver-
tising on Facebook is
worth your investment

Unparalleled Reach
Facebook has over 2.8 billion
monthly active us-
ers worldwide. This massive au-
dience allows you to connect
with people across diverse de-
mographics, interests, and loca-
tions.

Precise Targeting
Facebook’s advanced targeting
options enable you to reach spe-
cific audiences. You can define
your audience based on factors
like age, gender, location, inter-
ests, behaviors, and even life
events. It ensures that your ads
are seen by the right people who
are more likely to engage.

Cost-Effective Adver-
tising
Compared to traditional advertis-
ing channels, Facebook Ads
are cost-effective. You can set
your budget, choose between
cost-per-click (CPC) or cost-per-
impression (CPM), and optimize
your spending. Plus, you can
start with a small budget and
scale up as you see results.

Diverse Ad Formats
Facebook offers a variety of ad
formats, including photo ads,
video ads, carousel ads,
slideshow ads, and more. You
can choose the format that best
suits your campaign goals.
Dynamic ads automatically
show the right products to peo-
ple who have expressed interest
in your website or app.

Remarketing

Facebook allows you
to remarket to users who have
interacted with your website, app,
or previous ads. This helps you re-
engage potential customers and
drive conversions.



Let’s explore why adver-
tising on Facebook is
Install Meta pixel worth your investment
Meta Pixel (formerly Facebook Pixel) is a piece of code you embed into your web- (cont.)
site to track visitors' actions. It helps in a couple of ways:

¢ You can track what happens after someone clicks on your ad. This helps to Insights and Analytics
measure the effectiveness of campaigns and understand which ads drive

sales, leads, or other desired outcomes. Facebook provides de-

tailed analytics and insights about

¢ Also, the data the Meta Pixel collects allows you to optimize your ads and tar- your ad performance. You can
get audiences that are more likely to purchase. track metrics like reach, engage-
Check out Meta's step-by-step instructions to help you install Meta Pixel on your ment, clicks, and conversions.

Use this data to refine your strate-

website. Meta Pixel will help you make more informed decisions and improve the
gy and optimize your campaigns.

performance of your ad.

Integration with Insta-
gram

: Since Facebook owns Instagram,
How Consumers' Emotions Affect Brands you can easily run ads on both
platforms. Instagram’s visual ap-
peal and younger audience make it
a valuable addition to your market-
ing mix.

Custom Audience and Looka-

EMOTION Happiness Sadness Surprise Anger and Fetogniec i
likes

and fear passion and Special

Create custom audiences based on
ACTION Empathize Stay in our Be stubbomn Deepen your existing customer list or web-
and connect comfort zone connections site ViSitOI"S. You can aIso

build lookalike audiences that re-

AT Increased in.cTeased Increased brand  Viral content Ir?crc-eased semble your best customers.
brand giving loyalty and loyal virality/word-of-
ON BRAND awareness followers mouth marketing These features enhance your tar-

to like-minded geting precision.
customers

Mobile-First Approach

With the majority of users access-
ing Facebook via mobile devices,

Facebook Ads St rategy Tips your ads are optimized for mobile
viewing.

Combine FaCGbOOk adS With content ma I’keting. Mob”e-fnend]y ads ensure a seam-

Its not recommended to target warm leads with ads designed to turn them into less experience for users.

paying customers. Warm leads aren't ready to buy from yet, instead of turning

them off with straight sales offers, offer them helpful content that addresses Community Building and

their pain points. Brand Awareness

Here's how to combine Facebook ads with content marketing: Beyond direct sales, Facebook al-

¢ | create content based on where your audience is in the customer journey. lows you to build a communi-

ty around your brand. Engage with
followers, respond to comments,

¢ Share that content on Facebook.
¢ Askmyteam members/friends) to like and share the post. and foster brand loyalty.
¢

Boost your Facebook posts so you can reach a wider audience.



Incorporate video ads

Videos are a powerful tool for boosting conver-
sions and sales. Statistics show that 96% of
people watch explainer videos to learn more
about a product. Even better, 89% say these vid-

Facebook Ad Structure

Objective

80% of the time you'll want
to choose ‘conversions’

as your campaign objective

eos have convinced them to purchase.

Why not give your audience what they want? In-
corporate video ads in your Facebook cam-
paigns to boost your metrics.

Simplicity .
Don't overcomplicate your M s.ll M m 2
sets, Keep it simple.

—S
account with dozens of ad I
Creatives
Videos, carousels and
dynamic ads all work great
for ecommerce businesses.

Create Facebook and Google ads

While many marketers see Facebook and
Google as picking one or the other, consider
them as platforms that can complement each
other quite nicely.

Your strategy should always depends on your
campaign objectives and the audience segment you are targeting. So, choose different ad types and platform
that align with your customers’ current stage in the buyer’s journey.

Whereas promoting a new fitness tracker to warm leads, Facebook ads might be the better option. Google ads
would be more effective if you are marketing a new computer to a return customer. Plan accordingly.

Use giveaways and contests

Facebook contests don’t always need to focus on sales. Instead, you can offer high-value prizes to increase
brand awareness, which will pay off in the long run by bringing new leads into you conversion funnel.

Use Facebook mobile ads

When you think of Facebook ads, consider the immense potential of mobile ads. Most people on social media
prefer using their smartphones to desktops.

Statistics show that 62% of millennials and 80% of Gen Z use their phones primarily to search for products.

So, always ensure that your website is optimized for mobile viewing because you want to tap into this massive
audience that's constantly engaged with their phones.

Use Al strategically to create your Facebook ads

HobSpot Social Media Trends report shows that 48% of social media marketers use Al tools to generate text for
their copy, while another 41% use Al assistants like Microsoft Copilot to automate repetitive tasks and improve
productivity.

As a content developer, Al helps save hours on every piece of ad copy you create. Use Al to:
¢ Turn a single blog post into multiple content formats.

¢ Write engaging copy for your social media posts.

¢ Create consistent on-brand content.

That said, Al is still far from perfect. Use it to complement your creative efforts rather than relying on it en-
tirely.



