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INTRODUCTION TO FACEBOOK MARKETING

• Digital Marketing Instructor at General Assembly 

• Digital Marketing Trainer & Consultant Brooklyn Digital 

Marketing

• Previously, Client Solutions Manager at Facebook and 

Search Engine Marketing Consultant at Adobe

• Nine years of Digital Marketing experience working with 

companies including, Dell Computers,1800Flowers, Home 

Depot, Best Buy, and Spartan Race

• Facebook Certified Advertising Professional

TERRY RICE



LESSON OUTCOMES

Today, we’ll cover the following topics:

• The Five Pillars for Successful Facebook Advertising

• A Deep Dive in Advanced Targeting

• The Facebook Pixel and Retargeting

• A/B Testing

• Multi-Channel Strategies

• Analyzing & Optimizing your results



The restrooms are on this floor.

The slide deck will be sent to you after class.

I’ll also pass along a supporting document with additional information. 

HOUSEKEEPING 4



Although this is an activity and 
discussion based Bootcamp, 
I want to make sure we get through 
all the planned material.

I may need to ‘park’ some questions or 
discussions in order to stay on pace. 
I’ll be sure to follow up either after class or via 
email. 



Let’s zip around the room and share:

• Your name
• The company you will be working on today, or an industry/company 

you’re interested in
• What you are hoping to learn 

OUR CLASS TODAY 6



THE FIVE PILLARS OF 
SUCCESS



THE FIVE PILLARS OF SUCCESS

Objective: What are we trying to accomplish?

Bidding: How much are we willing to pay, and what action are we 
paying for?

Audience: Who do we want to reach?

Creative: What experience do we want to deliver?

Optimization: What did we learn, and how can we do it better 
next time?



What would you like to 
accomplish?

How can Facebook 
Marketing help?



WE NEED MORE LIKES. 

SETTING GOALS 10

WE NEED LESS. 





DIGITAL MARKETING

OBJECTIVE-FIRST 
FRAMEWORK



THE OBJECTIVE-FIRST FRAMEWORK 

An extremely lean Marketing Plan used to 

Define, Develop, and Document campaign 

strategy. 



THE OBJECTIVE-FIRST FRAMEWORK



THE OBJECTIVE-FIRST FRAMEWORK 

OBJECTIVES 
Primary Objective: Our goal this quarter is to sell 50,000 pairs of the new Levi’s Athletic Fit 
style.



THE OBJECTIVE-FIRST FRAMEWORK 

DEFINE KPI’S
Key Performance Indicators

These are metrics, such as conversion rate or sales, that let you immediately know 

how you’re tracking towards your goals. 

You can think of KPIs as metrics that are “promoted” because of their importance. 

At the highest level, you should have no more than 4-6. 



THE OBJECTIVE 1ST FRAMEWORK 

DEFINE KPIS
Levi’s:

• Click through rate

• Cost per click

• Conversion rate

• Cost per Acquisition



THE OBJECTIVE 1ST FRAMEWORK 

DEFINE KPIS
Levi’s:

• Click through rate = Clicks/Impressions

• Cost per click = Ad Spend/Clicks

• Conversion rate = Conversions/Visits

• Cost per Acquisition = Ad Spend/Conversions



THE OBJECTIVE 1ST FRAMEWORK 

Our goal this quarter is to sell 50,000 pairs of the new Levi’s Athletic Fit style.

Ad Budget: $500,000

Cost per Acquisition (CPA) = Ad Cost/Acquisitions(orders)

Target Cost per Acquisition = ?

$500,000/50,000= $10 Target CPA



THE OBJECTIVE 1ST FRAMEWORK 

In looking at our KPIs, how could we get the CPA even lower?

• Click through rate

• Cost per click

• Conversion rate



THE OBJECTIVE 1ST FRAMEWORK 

DESIGN TACTICS



THE OBJECTIVE 1ST FRAMEWORK 

EXECUTE CAMPAIGN 
Platforms

• Facebook, Instagram, Audience Network

Duration

• How long are campaigns and/or ads running?

Management

• Agency, Internal



THE OBJECTIVE 1ST FRAMEWORK 

MEASURE OUTCOMES 

It is vital that you track your campaigns and analyze the 

data to find where opportunities are.

There are several ways to do so, and it’s useful to use 

more than one source in order to validate the data. 



THE OBJECTIVE 1ST FRAMEWORK 

MEASURE OUTCOMES 

• 63,000 units sold

• Cost per Acquisition: $7

• Conversion Rate: 2.2%

• Click Through Rate: 2.5%

• Cost Per Click: $.55



THE OBJECTIVE 1ST FRAMEWORK 

OPTIMIZE RESULTS 
Once you have analyzed your data, refine or stop your campaigns 

based on results. 

Segment your results in order to determine the an optimal budget. 

For example:

• Age/Gender

• Device

• Location



FACEBOOK 
ADVERTISING: BASIC  



FACEBOOK ADVERTISING: BOOSTED POST



FACEBOOK ADVERTISING: BOOSTED POST

• Easiest to setup

• Recommended to 

increase 

engagement



FACEBOOK ADVERTISING: BOOSTED POST

How does 

Facebook 

identify 

people who 

are interested 

in Biking?









Notice the lack 

of glow sticks 

and EDM?







I’d also reference places that rent 

bikes, or put in a plug for Citi Bike.

Why?



FACEBOOK ADVERTISING
OBJECTIVES



| CHOOSING THE RIGHT OBJECTIVE

There are several objectives available, and you’ll often use a combination of 
different objectives to achieve your desired outcome.  



| BRAND AWARENESS

Reach people more likely to pay attention to your ads, and increase 
awareness for your brand.

Use this objective when your goal is  Ad Recall as opposed to a specific 
action. 



| REACH

Shows your add to the max 

amount of people possible 

and/or the max amount of 

times possible. 



| TRAFFIC

Send people to a destination off of Facebook, such as your website.

Individuals in this audience over-index for clicking links. However, that 
doesn’t necessarily mean they perform a conversion event.

This is useful for branding, awareness, and audience segmentation.



| CONVERSIONS

Optimize your ad delivery to get people to take specific actions on your 
website. For example signing up for a newsletter or buying a product.

Individuals in this audience are more likely to perform conversion events. 

You’ll need to have the Facebook pixel installed to use this objective. 



Understanding the difference between these two objectives is vital to the success 
of many advertisers, and it’s often misunderstood. 





Let’s say we’re Tago, and we’re looking for new customers. 

Website ClicksWebsite Conversions

• Has been researching child bike seats
• Frequently buys children’s apparel 

online
• Mother of two children

• Thinks bikes are neat!
• But also thinks everything is neat!
• Doesn’t even have a kid



| ENGAGEMENT

Get more people to see and engage with your post or Page. Engagement 
can include comments, shares, likes, event responses and offer claims.

Engagement doesn’t necessarily include clicks or conversions.

Great way to get user generated content. 



| APP INSTALLS

Encourage people to install your app based on your desired targeting 
criteria.

Registering your app with Facebook allows you to track conversions, and 
bid on a cost per conversion basis.



| VIDEO VIEWS

Use video ads to promote product launches or customer stories.

Video views are recorded after three seconds, you can optimize for 
views of ten seconds or more.

Be sure to include captions! Most people have the sound turned off. 



| LEAD GENERATION

Optimize your ad to capture leads from within the Facebook platform.

If they click the call to action, information such as their name and email 
address is pre-populated, and they can choose to send this information 
to you. 

Integrated with several CRM systems. 





| PRODUCT CATALOG SALES

Dynamically serve skus from your product catalog, and leverage 
Facebook optimization to promote additional products.

Requires a product feed integration, typically used by more 
advanced advertisers.





| STORE VISITS

Promote in-store visits to people in a defined radius, and measure the 
number of visits attributed to your ad.

Reporting is more precise at a larger scale. For example, getting 100 visits 
per day would be more reliable than getting a lower amount. 



| TARGET KPIs HELP YOU DETERMINE YOUR OBJECTIVE

We could potentially use the Conversions or Lead Generation objective to 
capture a prospect’s contact information.

Having a KPI target makes it easier for us to determine which one is 
working best.



https://www.facebook.com/business/help/1082085278508457



FACEBOOK 
ADVERTISING: 
TARGETING



57TARGETING

Time to get creative with the targeting options available to you. Think about both 
the interests and lifestyle of the prospect you’d like to engage with.  

For example, let’s think about the lifestyle of someone who may buy a ClassPass 
membership.



58LIFESTYLE



595959TARGETING OPTIONS

• Country
• State
• City
• Zip Code
• Radius

If you’re a local business, advertise locally.

For other businesses, you may want to only target certain areas, or perhaps allocate a large 
budget to more profitable areas. 



60

Knowing they’ll have a large number of olive enthusiasts attending, consider geotargeting the radius 
around the location of the competition. 



616161TARGETING OPTIONS

• Mumford & Sons
• Buffalo Bills
• Tattoos
• Wearable Technology



626262TARGETING OPTIONS

• College Attended
• Parents
• Newly Engaged 





646464TARGETING OPTIONS

• iPhone 4 users
• Charitable Donations
• Likely to Move
• Photo Uploaders (Individuals 

who uploaded >50 photos in 
the last month)





666666TARGETING OPTIONS

Custom Audiences let you reach customers you 
already know with ads on Facebook.

• People on your email list
• Website visitors

• They do not have to come from a Facebook ad
• People who have interacted with you on Facebook





686868EMAIL CUSTOM AUDIENCES

This may be a great way to activate 
customers who typically don’t open their 
emails.

Segment your list the same way you would 
for an Email Marketing campaign. 

For example, customers who have a high 
average order value. 



696969WEBSITE CUSTOM AUDIENCES

Select high value web pages, such as 
someone who visited the ‘About Us’ 
section but didn’t submit.

If you have a high bounce rate, consider 
adding multiple pages.



707070VIDEO VIEW CUSTOM AUDIENCES

Create an audience of people who have 
viewed one of your videos, and encourage 
them to watch another. 

This provides you with an opportunity for 
storytelling. 



717171LEAD AD CUSTOM AUDIENCES

Retarget users who interacted with your 
Lead Ad, but did not submit their contact 
information. 

Provide additional content that will 
encourage them to submit. 



727272PAGE ENGAGEMENT CUSTOM AUDIENCE

Create an audience of people engaged 
with your page in variety of ways.

This provides you with an opportunity to 
target your most active page visitors. 



Once you’re able to connect with 
your target audience, another 
challenge can be scaling these 
results.

Fortunately, Custom Audiences 
can help solve that challenge as 
well.

How? Lookalike Audiences.



747474TARGETING OPTIONS

Lookalike audiences are based on a 
‘seed audience’, which are your 
custom audiences.

The algorithm will then find other 
users who are similar to this seed 
audience, based on numerous 
factors. 



59 years Old
Male

High Net Worth
Uses a Mac

51 Years Old
Male

High Net Worth
iPhone User

Your Customer Their Lookalike



767676TARGETING OPTIONS

For most Facebook Marketers, 
Lookalike Audiences are the best 
way to scale your budget in a 
profitable way.



ACTIVITY: CREATE A CUSTOM AND LOOKALIKE AUDIENCE

Let’s go ahead and walk through creating a Custom audience 

and Lookalike audience. You have two options on how you 

would like to do so:

• You can do this in your own account.

• Follow along with me. 



787878TARGETING EXAMPLE: HOW TO SELL A DRONE



797979TARGETING EXAMPLE: HOW TO SELL A DRONE

Facebook gives you the opportunity to do 
Lifestyle Marketing.

“Lifestyle Marketing is brand communication that 
focuses on the interests, attitudes, and opinions 
of a group or sub-culture.”



808080TARGETING EXAMPLE: HOW TO SELL A DRONE

• Radio control airplanes
• Gadgets
• Technology Early Adopter
• Income > $200k
• Suburban/Rural Area
• Male



ACTIVITY: LET’S SELL SOME FITBITS



ACTIVITY: BEGIN CREATING A FACEBOOK CAMPAIGN

• Go to Facebook Ads Manager: www.facebook.com/ads/manager

• Select ‘Create Ad’ in upper right hand corner

• Use Clicks to Website Objective

• Location: United States

• Age: 18 – 65+

• Gender: Female

• Language: Leave Blank

• Include people who match the interest: Fitbit

• Stop for now

http://www.facebook.com/ads/manager


TARGETING: EXCLUSION AND INCLUSION

DETAILED TARGETING:

• Lower Volume

• Higher Affinity

• Higher Conversion 

Percentage



ACTIVITY: SEARCH FOR INTERESTS BASED ON YOUR AUDIENCE

• Include people who match demos and interests aligned with one of your target 

audiences, write down the exact names of interests so you can find them again later. 

• Consider:

• Age

• Gender

• Location

• Media Consumption

• Activities

• Be sure to exclude audiences if you feel it will give you a more precise audience. For 

example, not everyone who likes Baseball would be a good match for selling Yankees 

tickets.

Timing:

10 Minutes



THE FACEBOOK PIXEL & 
CUSTOM CONVERSIONS



THE FACEBOOK PIXEL

The Facebook pixel tracks Visitors and Conversions from your website or app.

Once you have this installed, you can create a custom audience based on 
people who visited your website based that actions they took such as a 
conversion event or visiting specific pages.

You can now retarget users based on these actions. 

Beyond that, this custom audience can now be used to create a Lookalike 
Audience, who you can serve ads to as well. 



THE FACEBOOK PIXEL HELPER

The Facebook Helper allows you to verify and troubleshoot pixel 
implementation.

Let’s go ahead and install it to our Chrome browser now: bit.ly/1XVj3f4 



CHECK YOUR PIXEL IMPLEMENTATION

You may have more than one if you’re working with third parties. 
You should always verify why this is occurring. 



CHECK YOUR PIXEL IMPLEMENTATION



CHECK YOUR PIXEL IMPLEMENTATION



TRACKING CONVERSIONS



TRACKING CONVERSIONS

Custom Conversions:

No additional coding required, track conversions on a URL level.

Standard Events:

Require additional coding for your page, but acquire you to get more granular information, such as revenue generated.

Dynamic Events:

If your URL doesn’t change once a conversion event occurs, you’ll need to add coding to that specific action. For example, 
someone hits a ‘Submit’ button. 



CREATING CUSTOM CONVERSIONS



CREATING CUSTOM CONVERSIONS



OPTIMIZING FOR CONVERSIONS

You’ll see a green dot next to the conversion event if it’s currently active.
You may need to manually trigger a conversion event. 



OPTIMIZING FOR CONVERSIONS

PLEASE NOTE:

If you don’t have 15 -25 conversions per week you may have challenges getting 
delivery for your conversion campaign.

Reason being, the algorithm doesn’t have enough data to find other people who 
are likely to convert. 

Instead, consider optimizing for an event further up the funnel.

For example, instead of optimizing for people who have hit your ‘Checkout’ page, 
optimize for people who have hit your ‘Add to Cart’ page. 



https://www.facebook.com/business/help/1082085278508457



CONVERSION REPORTING



HOMEWORK: CONVERSION AUDIT

Audit the conversion events you would like to record:

• What kind of conversion tracking should you use?
• Do you need to create Dynamic Events?

Please note any conversions that need custom configuration, you’ll want to connect with your 
site developer. 



RETARGETING 
STRATEGIES









104104RETARGETING

STEPS:

1. Decided what retargeting campaigns you 
will run

2. Create campaign 
3. Select custom audience
4. Add creative/content versions
5. RUN!



105105RETARGETING

Know when to stop!

After a while, it’s just annoying, and a waste of money. 

Based on your goal, we can leverage Google Analytics to 
determine how many times or how long you should 
retarget a prospect. 





FACEBOOK 
ADVERTISING:
BIDDING



BIDDING

Your bid, along with the historic and expected performance of 
your ads, influences how your ads will appear.

Facebook wants to deliver the best possible experience to it’s 
users, so you can’t bid your way out of a poorly designed 
experience  

https://www.facebook.com/business/help/430291176997542



BIDDING

Optimized for Actions:
• This type of bidding allows Facebook to use your data to target the people in your 

defined audience most likely to complete the action you’ve identified.

Optimized for Clicks:
• This option will make Facebook show your ads to those most likely to click through. If 

you’re looking to optimize engagement, this is your best option.

https://www.facebook.com/business/help/430291176997542



BIDDING

Optimized for Impressions:
• This will make your campaign seen by as many people in your audience as many 

times as possible. This is typically only recommended if you’re doing a branding 
campaign, where impressions are the main goal. Be careful with this option, spend 
can get out of control quickly.

Optimized for Daily Unique Reach: 
• This will show your ads to as many people as possible in your audience, but only once 

per day. This is a good option if you’ve got a highly targeted audience that you want 
to get an offer in front of, but don’t want the person to see it multiple times.

https://www.facebook.com/business/help/430291176997542



BIDDING

Automatic Bidding:
This let’s Facebook set the bid that helps you get your desired action, at the ‘best’ price.

Manual Bidding:
This allows you to choose how much an action is worth to you. 

Average Cost Bidding:
This allows you to set the average cost for an action, which may fluctuate day to day.

I typically start with Automatic bidding and monitor the results. However, you’ll want to 
consider your audience and competition. If you know your KPI, you can input these 
manually. 

https://www.facebook.com/business/help/430291176997542



AVERAGE COST BIDDING

This allows you to set the average cost for an action, which may fluctuate day to day.

In the case below, imagine you have a budget of $50, and set your average cost bid at $10.

In this scenario, you would have spend $48 of your budget for 6 results at an average of $8 each.



ACTIVITY: SET UP PLACEMENT, BUDGET AND DELIVERY

• Select ‘Edit Placements’

• Choose ‘Facebook Feeds’ and ‘Right Column’

• Change the budget to $10.00 (Notice how estimated daily reach changes)

• Select ‘Set a start and end date’ change it to 7 days from now. 

• Optimize ad delivery for ‘Daily Unique Reach’

• Leave bidding as automatic ( . . . for now)

• Name your Ad Set ‘NYC Women – Fitbit’

• Hit continue

• Stop for now



FACEBOOK CREATIVE 
BEST PRACTICES



AD CREATIVE BEST PRACTICES

Ad Creative

• 90% of information transmitted to the brain is visual, and visuals are processed 60,000X 
faster in the brain than text. 

• Facebook provides some okish stock images, but if you’re investing in ads, you need to 
invest in great creative too.

• “Great” is subjective, so you’ll want to test out different versions of your copy, and see 
what works best. (More on this later)

• A good test to run is Product vs Lifestyle creative

Source: http://www.billiondollargraphics.com/infographics.html



AD CREATIVE BEST PRACTICES

Carousel Link Ads

Include up to 10 different images or videos in one ad 
unit, with a unique URL for each image.

This is an excellent opportunity for storytelling, or 
showing a group of products your audience may be 
interested in. 

https://www.facebook.com/business/a/online-sales/carousel-link-ads



AD CREATIVE BEST PRACTICES

Carousel Link Ads

These cost the same as a single ad, and allow 
you to get more creative.

https://www.facebook.com/carouselformat



What’s your dream vacation?





You just told me exactly what 

you’re interested in. 

Now, it’s my job to continue 

providing you with great content. 

How? Website Custom Audiences.





OPTIMIZE THE EXPERIENCE FOR MOBILE

Just because it looks good when you’re 
making it on your desktop/laptop, 
doesn’t mean it’s going to look good on 
mobile. 

Be sure to use the ad preview option.

View this ad on your phone now:

bit.ly/2hYlqeb



AD CREATIVE BEST PRACTICES

Call to action

• If you use a promo code, make sure it’s 
visible on the landing page as well.

• Have a clear call to action, and back it up 
with a value proposition.

• “Learn More” often works better than 
“Shop Now” for products/services that 
people are unfamiliar with. 



AD CREATIVE BEST PRACTICES

• Call to action buttons limit the amount of text displayed on a Mobile ad
• About 75% of Facebook traffic is Mobile
• Consider testing ads with, and without a call to action button and measure performance



TEXT ON IMAGES

Up until a few months ago, you weren’t 
allowed to have more than 20% text on any of 
your images. 

Although this has changed, the reach for your 
ads may be reduced if you have a large 
amount of text. 



CREATIVE BEST PRACTICES

https://www.facebook.com/ads/tools/text_overlay

126



TEXT ON IMAGES

If you know the amount of text you have on 
images will reduce your paid reach, it’s safe to 
assume this will reduce your organic reach as well. 

Be sure to use this tool before posting any 
creative. 



ACTIVITY: CREATE AN AD

• Select a single image ad

• Upload an image that aligns with creative guidelines

• Use copy that will resonate with your audience an reinforce your campaign 

objective

• Decide if you want to add a ‘Call to Action’, and which one you would select



A/B TESTING

DESIGN A 
FACEBOOK AD 
TEST



A/B TESTING

This is the most common form of testing, and easiest to implement.

You’ll compare two versions of an experience that differ in one way, and then 

determine what performs better.

It’s important to run these at the same time, and keep all other factors equal. 

For example, the same bid and audience.

If your testing targeting, run ads sets in the same campaign.

If you’re testing ads, run ads in the same ad set. 



EXPERIMENT DESIGN: TEST YOUR HYPOTHESIS



EXPERIMENT DESIGN: ANALYZE YOUR RESULTS

Clicks: 245

Conversions: 17

CVR: 7%

Clicks: 317

Conversions: 15

CVR: 5%



EXPERIMENT DESIGN: ANALYZE THE RESULTS

• Our goal is 95% confidence in order to reach statistical significance.
• If we’re below 95%, we’ll need more data before declaring a winner. 

http://getdatadriven.com/ab-significance-test





OPTIMIZATION AND 
REPORTING



FACEBOOK REPORTING AND OPTIMIZATION

Once you’ve defined your expected outcome, you need to measure the 

results of your ad.

Be sure to determine KPIs that are aligned with your overall goal, such 

as cost per conversion. 

You’ll then need to segment your audiences based on these results, and 

continue investing in the most lucrative segments. 

Utilize Facebook Ads Manager Reporting ‘Customize Columns’ option for 

bespoke reports.

https://www.facebook.com/business/help/510910008975690



FACEBOOK REPORTING AND OPTIMIZATION

(Live Demo)



FACEBOOK MARKETING 
STRATEGY



FACEBOOK MARKETING STRATEGY

People don’t like being sold to. 

Instead, provide value first, and 

then follow up with a call to 

action such as an email sign up 

or purchase. 

https://www.facebook.com/business/help/510910008975690



FACEBOOK MARKETING STRATEGY 140

These companies had to earn people’s trust before they would even 
consider using their service. 



141

http://www.jonloomer.com/2016/05/05/facebook-ads-funnel/



142



143



144

Using the Traffic objective, create an ad that drives people to the URL associated with blog post.



145



146

Let’s continue to 

provide value while 

leading them closer to 

making purchase. 



147

Again, using the Traffic objective, target blog visitors with more information specific to Fitbit.

https://blog.fitbit.com/the-beauty-of-keeping-

fitness-simple/



148

Finally, let’s go ahead 

and ask for a 

conversion.



149

Finally, using the Conversion objective, target past website visitors with a direct sales approach.

https://blog.fitbit.com/the-beauty-of-keeping-

fitness-simple/



150

What kind of ad would you use? What would you say? Any additional targeting?

https://blog.fitbit.com/the-beauty-of-keeping-

fitness-simple/





RECAP



153NEXT STEPS

RECAP

• We covered a LOT of material today.
• Start with a goal and associated KPIs
• Be sure to install the Facebook pixel
• Utilize best practices such as Video Ads and Retargeting to get the most out 

of your advertising budget. 
• Continue testing your approach, and identify additional areas of opportunity



154NEXT STEPS

Facebook Live Session:

March 30th 3-4pm EST

• Product Updates
• Q&A



155NEXT STEPS

www.brooklyndm.com/facebook-marketing-resources

http://www.brooklyndm.com/facebook-marketing-resources?utm_source=Deck&utm_campaign=FBFTW


156NEXT STEPS

www.facebook.com/blueprint



157NEXT STEPS

www.facebook.com/blueprint



Q&A
Keep in touch!

terry@brooklyndm.com
www.brooklyndm.com

mailto:terry@brooklyndm.com
http://www.brooklyndm.com/?utm_source=Deck&utm_campaign=FBFTW


KEEP IN TOUCH!

Upcoming Classes and Bootcamps:

More information here.

TERRY@BROOKLYNDM.COM

Also available for agency or team 
training and consulting.



FACEBOOK 
AUDIENCE INSIGHTS



161161AUDIENCE INSIGHTS

A tool designed to help marketers learn more about their 
target audiences, including aggregate information about 
geography, demographics, purchase behavior and more.



162162AUDIENCE INSIGHTS

• Demographics — Age and gender, lifestyle, education, relationship status, job role and 
household size

• Page likes — The top Pages people like in different categories, like women’s apparel or 
sports

• Location and language — Where do people live, and what languages do they speak

• Facebook usage — How frequently are people in your target audience logging onto 
Facebook and what device(s) they are using when they log on

• Purchases activity — Past purchase behavior (i.e. heavy buyers of women’s apparel) 
and purchase methods (i.e., in-store, online)



163163AUDIENCE INSIGHTS

You can view data for the following sources:

•People on Facebook (the general Facebook audience)

•People connected to your Page or event

•People in Custom Audiences you’ve already created (an audience made up of your 
current customers)

https://www.facebook.com/business/news/audience-insights



FACEBOOK 
AUDIENCE OVERLAP 
TOOL



165165AUDIENCE OVERLAP TOOL

The Audience Overlap tool allows advertisers to take two or more audiences (up to five) 
and find the percentage of overlap between them. 

In other words, how many users who are in Audience A are also in Audience B?

This is a great way to discover whether or not you’re bidding against yourself.

http://www.jonloomer.com/2016/01/14/facebook-audience-overlap/
https://www.facebook.com/business/help/1679591828938781

http://www.jonloomer.com/2016/01/14/facebook-audience-overlap/


166166AUDIENCE INSIGHTS

You can view data for the following sources:

• Custom Audiences

• Lookalike Audiences

• Saved Audiences

If I save an audience that I’ve determined to be highly lucrative, I can then determine if 
my Custom or Lookalike Audiences have these attributes. 

For example, let’s say I determine people who make over $200k are more likely to 
convert. If I notice only 10% of these people match that behavior, it may not be worth 
targeting this audience. 


