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1) Campaign vs. Ad Set vs. Ads
a) Campaigns are defined by the Objective you choose. These tell your Ad Sets what the goal of your budget is for this campaign (whether traffic to your site, sales, event rsvps or leads).
b) Ad Sets tell Facebook who to show your ads to. This is for targeting.
c) Ads are what will be seen by your customers and your creative should be tailored for the people you intend to show them to. If you’re showing them to people who stayed in luxury hotels. You don’t want your ads to show your budget properties.
2) Campaign Bid Optimization basically takes your various ad sets and says, we’ll optimize for whichever ads and/or ad sets are best at accomplishing the campaign’s goal.
3) Goals Pro Tip: Clicks vs. Landing Page View
a) Clicks will show your ads to users that click on everything, but that doesn’t necessarily translate to new business. So if you have your Facebook pixel installed on your landing pages, optimize for landing page views.
4) Click Trackers: If you have any sort of 3rd party click tracking or analytics tool, be sure to use it on Facebook. Although they can’t track impressions, you can at least track everyone who clicks on your ad.
5) Custom Audiences will be covered later, but this is how you take advantage of Facebook’s best feature. 
6) Facebook Ad Placements: 
a) Instagram is great if you have good targeting.
b) Facebook’s Audience Network is actually pretty compelling now. Their new offsite placements often trick me into buying something because their ads are so compelling and relevant. 
c) Newsfeed is still King IMO, but I haven’t mastered the other mediums for tourism.
7) Campaign Nomenclature: Figure it out. It’ll help you. Recommendation: User | Campaign Name | Goal/Data Used | Medium | Season/Dates
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Focus on data that really matters:
1) Does it matter that a user “likes” a page? 
a) Probing Questions: 
i) How many business pages do you “like” that you haven’t made a purchase from? 
ii) How many do you “like” that your mobile device hasn’t actually visited?
iii) How many family members and old highschool/college classmate pages have you “liked” just to show support, even though you aren’t really a prospect or perhaps aren’t even in the same state?
b) These scenarios highlight the need for better data/targeting.
2) With that said, if your industry or the vertical you’re marketing for is niche enough, targeting fans of competing businesses can help hone in your targeting. 
a) For Example: 
i) We promote our annual Savannah River Bridge Run and target fans of other regional bridge runs with copy that differentiates us and offers a special discount code if they’ll convert. 
ii) We can then track the success of this campaign and code and upload customer data to Facebook for use in the next year. 
iii) We can also exclude anyone that converts to maximize our spend. 
3) Identity, Identity, Identity.
a) One of the great mysteries of the internet is that of identity. In a country where homes have 10+ devices on average, how do you know who is who?
i) I could multiply examples of this problem, but I don’t want to freak you out, so I’ll just highlight one and then offer some solutions:
(1) Some of our media partners have told us they have access to 700 million internet users in the US. The problem is, the US population is closer to 328 million and not all of them are consumers or have a device. So where do they get 700 million internet users? 700 million internet devices. 
(2) You see, because Zeek has an iPad, iPhone, work computer, apple tv (OTT) and sometimes uses the PC at the library (embarrassing), most internet companies view those devices as individual persons...and none of them (individually) are actually “Zeek.”
(3) Individually, they are “Zeek" in phases: "Distracted Zeek”. "Work Zeek." "Researching Zeek." "Leisure Zeek.” And because Facebook is probably logged into all of my devices, they can tie all those devices and activities together to know “Zeek, Zeek.”
(4) When I pay my bills on my phone, their system communicates back to them and says, “it’s Zeek.” When I order my groceries online from my iPad, they say, "it’s Zeek again.” When I forget my wife’s birthday while at work and need to express order some flowers from my work computer, they say, “haha, Zeek forgot.”
(5) But all of those instances are uniquely “Zeek”, even though most companies see them as separate persons.  So if you only show me a flower ad on my work computer, you’d miss an opportunity to show it, the same time every year on my iPhone, iPad and other devices, because I’m the same forgetful “Zeek”, every year. 
(6) And hitting me at work is only 1/3 of my day. Whereas Facebook can match any one of my devices to my entire online profile and show me ads on Facebook or all over the web. I just need some good data to help them find my customers.
b) So what kinds of data can you upload to help you find your customers?
i) Customer lists (Email, Phone numbers, addresses). Obviously, make sure you follow privacy compliance, but typically enough of your customers will share the same email or phone number that they use for Facebook. So if you have customers, you can build out lists by what sort of purchase they made with you and then target them accordingly there.
ii) Purchase data (Credit card data, lists of segments of customers that index highly for certain purchases, etc). 
iii) 3rd party search & booking data. You can work with companies that can take their data and you simply need to add their account to your business manager so they can push data segments to you securely. Ask for this!
iv) Location data...the secret sauce. If you’re a destination, location data is life. CEL is the common evening location and CDL is common daytime location. With these 2, you can target people who live and work in other cities, but stayed for a vacation in your city. You can even narrow them down to the type of businesses they visited and how long they stayed, but ultimately, this is a very powerful way to identify good customers. There’s a difference between those that spend time at your luxury hotels and those who stay at your cheaper ones.
v) Look-a-like audiences: All 4 of these data sets can be used to retarget past users, which is low-hanging fruit, but it’s even better to use these groups as seed data for new customers. In other words, if facebook knows who every really is, then they also know who looks exactly like your actual customers and their look-a-like is probably some of the best in the world. 
(1) The genesis of this technology was supposedly used to identify prospective terrorists. If you know real terrorists search for bombs, then the next time you see someone doing that sort of thing, you can identify them before they are too far gone. 
(2) Similarly (albeit, not as dark), you can identify people who might be future customers, long before they even know it. And instead of stopping them, you can help them realize your product is exactly what they’re looking for.
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c) Upload the data to build custom audiences yourself. It’s really easy, takes a few seconds and can be done by anyone. 
d) Also be sure to build a look-a-like of your audiences after you’ve built them out. I also pick the smallest look-a-like volume to start, since Facebook will use the audience that is most like your customers. 
e) Once you’ve uploaded your audience and built a look-a-like audience, select them as you’re building your campaign.
f) I’d recommend separating them into different ad sets. Past customers often have a few disgruntled ones, whereas your look-a-likes are almost always positive. This keeps your comment section clean while talking to new customers. 
g) Be sure to keep an eye on Facebook’s Engagement scoring while it’s ramping up. This can tell you if your creative isn’t resonating with the targeting. Often, you’ll have to tweak the messaging to get this right.
i) For Example, if you’re retargeting past customers, asking them to “try something out” won’t perform as well as, “we’d love to see you again!”
h) An easy way: If you have an agency, just make them set this up for you.
i) An easy, more affordable way: If you have a vendor that you’re buying data from, they usually have someone on staff that knows how to do this. Depending on the size of your buy, they’ll usually help you out for free. 
