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Designing	Your	Campaign	
 

Hello everyone and welcome to this section of Facebook advertising secrets. We're going to dive into 
how to design your campaign. Here's what you'll learn. We'll talk about the main considerations, longer 
campaigns and shorter campaigns and content sequencing, and then I'll give you some example designs. 
In all of this content, there's a lot of overlap and puzzle pieces that fit together. I'm going to be repeating 
myself in other sections, and we're going to have some other concepts that will overlap, including the 
strategy section, split testing area, and the budgeting. You're going to be able to use this as a high level 
view of how to approach your campaign, but definitely supplement everything that I'm talking about in 
this section with the other parts. 

First, let's dive into the main considerations for campaign design. The content is going to of course be 
one of the big things. What are you promoting, and we dive into that with the assets you have and 
things like that that we talked about. Whatever content you're promoting will also then influence the 
objective of your campaign. How are you going to optimize that, but you may try varying the objective. 
For example, if you're running an e-commerce campaign, you might try “add to cart optimization” or 
“purchase optimization”. The big considerations for campaign design I think are audiences and creative. 

That's where it comes into play that things you have to decide as far as the targeting and what assets 
you have to make lookalike audiences from, and the creative can get a little overwhelming because you 
might try testing a lot of different images or video, or a lot of different text variations. Typically, I try not 
to vary too many things, and we'll dive into that more in the split testing section as well, but you want to 
start out slow with a few key concepts, and you might then sequence your testing from there based on 
the results you get initially. Budget is also going to set limits for everything. For example, if your budget 
is $500 a month, we can't test 50 different things, or we won't get significant results. 

We'll talk more about that in the budgeting section. Let's talk about where you're sending the traffic and 
how that influences the type of objective you have. In this case, we have an ad that is promoting a 3-
video series, and we are going to select a conversion ad because they have a good website that gets opt-
in where people get that access, and then we have a thank you page. That pretty much informs what 
we're going to advertise and how we're going to optimize that. Now, in this case, we have a lead 
generation ad, and they did happen to have a website that had the lead generation form on it, but there 
was a little issue with how that was tracked. We decided to do a lead generation ad instead, and then 
we automated some of the connection into their system. 

We also were doing things like sending them an email and a text message when the lead gen would 
come in. In this case, we had something available, but decided to go with something slightly different, 
and we also had the free offer available. we knew that free offer was going to inform the type of ad we 
created in this case. For your audiences, that is going to depend a little bit on the assets, and you might 
have a blend of different keyword targeting, as well as lookalike audiences. If you have more lookalike 
audiences available, or the pixel has been on your site, or you have some decent assets with those pixel 
audiences, then you can use more lookalike testing, but you may have to start with more keyword 
testing. 
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If the pixel hasn't been on your site very long or you really know what your audience is like, you may just 
start out with those keywords. In this case, it was for this Cats Podcast that does an online fundraising 
day webinar, and we knew for sure that we wanted to target these particular kitten rescue and humane 
society type keywords. We also did retargeting because we did have an audience with that. Then in the 
bottom ad, we didn't have as much in the retargeting capabilities, but we tried a few things, and we 
found that the keyword targeting actually gave us the best cost per lead in that case. As they get more 
leads, this lookalike lead audience may improve, but we'll keep testing it. 

Then interestingly enough, we didn't get as good results with the retargeting audience. If you have more 
lookalike capability, you may focus mostly on lookalike audiences. You might have a lot of data based on 
if someone has initiated a checkout or spend a lot of time on your website, or you have a lot of video 
content built up, you may be focusing more of your test plan in those audiences. For local campaigns, 
you're typically going to have the same or probably pretty similar audience, and you're going to really 
just focus more on varying the creative. In this example for DAA locator, we were always targeting the 
Denver parents and parenting interests, and we were just varying the images. 

We tested a video, and we were looking at the results with that. In the other ad set, we were trying 
different images and seeing what worked best there. Usually using that same target and we actually 
varied a little bit by targeting just women, and then combination of women and men. You also have to 
consider if you have a good video available, then you can test video, and then you can pair that test 
against different images. In this case, we tested a more casual video, and that video you had already 
been performing for a while, so we knew that was doing well. We said let's test some different images in 
that case and see if we can get different results. 

Usually, I'm only testing three to four images under each ad set but dedicating the ad set budget to 
videos by themselves. If I'm testing a video, I'm not going to put the videos in with the images because 
the ad set is spreading the budget out between all of the assets underneath that ad set. I want to make 
sure that the video gets a dedicated budget in that case. I do find that when you put lots of images, like 
if you put 10 images under an ad set, a lot of times, those images won't get tested properly. We'll go 
into all of this more in the split testing section. You might also so consider varying the different text to 
test, and there's an interesting result here. 

We had this ad with some different texts and same images, and actually we had a different headline in 
there as well, but I thought the text on the right would do a little bit better, but right now, the text on 
the left is doing a little bit better. It's appealing to the recent events going on here. It's early in this test, 
but just thought I'd share that interesting result for you. I like to look at the ads library to see what the 
competitors, or the competitors for my clients might be doing with their ads, because you can see here, 
they have a lot of different types of images. They have image ads and video ads and different texts, and I 
like to see what they were doing in their texts. 

They were using a lot of testimonial type language there, and that also can help get around some of the 
issues that people have with making health claims and things like that. Looking at the ads library is 
always a good way to get new ideas. Now let's talk about longer campaigns and shorter campaigns, and 
what it might mean to do content sequencing. With a particular event or a certain special, these 
campaigns might be short. There may be not a lot that you're doing with them. You might be just testing 
some different audiences, and perhaps some different images. It's a really focused result. For example, 
webinars or an event or a special promotion, that is going to be just a short campaign. 
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You may not have a lot of runway time to even test a lot of different things, depending on how much 
promotional time you have, but if you are doing a longer campaign where you might have multiple 
promotions, you might be building up your email list in order to get to a certain big event. In this case, 
we were running some video ads, and we were also doing ebook ads to start growing their audience, so 
that they could promote their big event of this summit. Then after the summit happened, we were able 
to sell the recordings to that, and so there were several sequences in this campaign. I want to just talk a 
little bit about what I see in terms of timing and testing for promotion. 

This is really an idea for you to be able to say, how long should we expect to see a good response, where 
we can really make some decisions. These aren't like the limit of what you should be testing. It's really 
what I would suggest in order to see what the baseline is for the cost per conversion, for example, or 
what kind of response you're getting to that ad. For eBooks or checklists or easily downloadable things, I 
usually need at least five to seven days to be able to say, "Okay, here's where I think we're going to land. 
I think we can improve our cost per conversion in this case, but this gives me an idea of how the 
audience is responding. For webinar ads, I usually recommend at least 10 days, especially for the brand 
new promotion. 

I like to have at least 10 days to be able to ramp up that ad and be able to get better results. For client 
ads where I know their audience, we may just be able to do a webinar ad for five days or seven days, but 
I've already got the audiences that have been vetted for that, and I know that I can just promote to 
those audiences and get good response. For big online events, summits, or virtual events, I definitely 
suggest at least 15 days to be able to ramp those up and get results. In-person events depend a little bit 
on if travel is involved. Obviously, currently there's no travel, but this is what I typically say for in-person 
events, and that sometimes people come to me and say, "I have an event next week. Can I run an ad?" 

I'm like, "Well, you can run an ad, but we're not going to be able to really optimize it that well, unless it's 
like a hyper-local event that people just have to travel five miles for not a lot of planning is involved." 
For purchases in e-commerce, it really depends on the price point and how much data people have, or 
how long they've been offering that product in order to optimize that. Sometimes you can get good 
results right away. Other times, I have clients where it takes a month or two to really sort out the type of 
response we're getting, and then optimize from there. 

Let's talk about sequencing your ads, and there can be a sequence of ads depending on the content 
you're promoting, but I also like to talk about video ads and sequencing that we might be boosting 
several ads, or maybe we're even having add number one and ad number two and ad number three for 
the videos that we're promoting to one audience. Then only the people who've watched the one ad can 
see the second ad and things like that. There are different ways you can sequence your content in this 
way, but maybe it's just a series of videos that all then go into a custom audience that you can either 
read, target, or build a lookalike audience from. 

Maybe you then just offer that custom audience something special, like a special offer, or it could even 
just be all the people who saw that series of videos, then get invited to the next thing you've got. There's 
lots of possibilities with this, and you can do some really cool things with custom audiences. Let's talk 
about some example designs for campaigns. If you just have a small campaign with a certain freebie, and 
then you're going to offer something for sale, you might do something like this. You might have the 
things going to an opt-in page, where you've got retargeting and you're also testing lookalike leads, and 
then maybe some relevant keywords. 
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You've got like a couple different audiences you're testing and some retargeting, and this may depend a 
little bit obviously on your budget. If you have a bigger budget, you could possibly test more ads in that 
first sequence for the freebie, and then you're retargeting for the sales page. For that, maybe you're just 
doing two different types of ads. Maybe the product is available only for a week, and you do retargeting 
ads and then you do two days of closing soon ads to really emphasize that urgency. If you've got a larger 
campaign with more assets, you might be testing different types of things. You might be testing 
optimization differences. You might be testing videos versus images. 

You might have a lot of lookalike audiences available to you. Maybe you start with testing lookalike, and 
then also test keywords. If you've got a bigger budget of like $20,000, you may be testing a lot of things 
and then really refining what works from there. If you have multiple pieces of content, you might have 
some early ads where you're warming up the audience with some videos, but you're still trying to get 
email opt-ins, for example, then you might do a second wave of ads where you've got images and 
maybe a different ebook for example. 

Then you've got the big event that you're really promoting, so you've got a lot more budget and a lot 
more ads for that, because that's where you might do some selling, or that's where the actual sales 
might come in from that, and then you might do some retargeting sales at the end. It depends again on 
what you're really promoting, and here's just an example of a larger campaign where you're scaling 
wider. This is an example from an e-commerce campaign that was performing well, and we were just 
trying to find lots of different audiences in this case. We were trying many, many different types of 
lookalike audiences, and that can go on further. You might do 45-day purchases, 90-day purchases, and 
you're really just trying to ramp up the sales with lots of different scaling options. 

Here's what you learned. We talked about main considerations. We talked about the longer campaigns 
and shorter campaigns, and some example designs, and of course go visit the other sections to really 
reinforce this and dive a little deeper into a lot of these concepts. All right, thanks everyone. Talk to you 
later. 

 

 


