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FREE VIDEO #2: HOW TO CREATE AND TARGET A FACEBOOK AD 
 
Hi. In the previous video of my free tutorial in how to use Facebook ads, we looked at 
how to use the Facebook Power Editor and the structure of Facebook ads. In this video, 
we're going to look at using the Power Editor to target our ad. Are you ready? Let's sell 
some books. Video 2 in our mini-course, Looking At Facebook Ads to Blow Up Your 
Mailing List, we're going to be looking at the good stuff. We're going to be creating a 
campaign. In this video, you're going to learn first of all how to use the Power Editor. 
Secondly, we're going to look at how to create an ad. Thirdly, we're going to look at how 
to target an ad. With that all said, let's get started. The first thing we're going to look at is 
the Facebook Power Editor.  
 
 We're going to get into the good stuff right now and look at the Power Editor. The 
Power Editor is the interface that I recommend authors use and all advertisers use, 
really, when creating and starting to run their Facebook ads. In order to find it, first of all, 
we need to get to our Facebook profile page. Here we are. Here's mine. We need to find 
the Ads Manager. In the UK, what we call the Adverts Manager. In the States, it will be 
called the Ads Manager. It will be on the left-hand side by probably in your Favorites, but 
it should be around here somewhere. When we find it, we just need to click it, and 
Facebook will then load the Ads Manager. The way to look at this is there are 2 
interfaces. We can run ads, create ads through either the Ads Manager or the Power 
Editor.  
 
 The Power Editor is probably slightly easier to use in order to run those ads, 
although it's not as powerful. It doesn't have quite as many functions as the Power 
Editor, so for that reason, I recommend that we always use the Power Editor. The way to 
look at the interface and the relationship between the 2 is that the Ads Manager or the 
Adverts Manager is online, and the Power Editor is an offline editor. When we get over to 
it and have a look at it, just imagine that it will be downloading all of your live Facebook 
ads information that you can then work on offline.  
 
 When you're finished, you just need to upload it, and all the information will come 
back into your main account here, and your ads will start to be served. We just have a 
quick glimpse of the Ads Manager. It's had a bit of a revamp in the last couple of months. 
This is where we will be returning in much greater detail in Video 3 when we look at how 
to monitor and optimize our ads. This is where we'll get all the information on how the 
ad's performing, the cost per click, the amount that we spent, all the financial stuff. We 
can amend our spends in here, plenty of stuff that we'll be using on a daily basis and 
much easier than it might look on first glance once we've got our heads around it.  
 
 We're not going to be looking at that right now. We are going to be looking at the 
Power Editor. The first thing you need to know is that the Power Editor is a Chrome 
plugin. I've already installed mine here. If you haven't got it, then you can get it through 
this Facebook page or you could do a Google search. First of all, get Chrome. Just do a 
Google search for Chrome, and that will be the first result that you see. Install Chrome as 
your browser. Open it, then use it to come to Facebook. Come to this page, and then 
you'll need to download the Power Editor. As I say, I've already got it. It's over here.  
 
 I'll just give it a click, and it'll open it in a new tab for me. It's associating it with my 
Facebook profile, and it's now just making those connections. Here we go. It has pulled 
in the information on the ads that I'm running, but remember what I said that this is an 
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offline editor. If we've made changes, say to the budget or we've run some new ads 
through the Ads Manager and not the Power Editor, then this data here will be out-of-
date. The first thing you need to do, and get into a habit of this every time, is to 
download the information from the Live Ads Manager to the Power Editor.  
 
 We just click that. This will be the account. You probably only have one, so you 
won't need to worry about this. This is the number for my Facebook profile, my account, 
and then you just hit Download. It's telling you that data will be erased if I haven't 
uploaded it, but I've got nothing to upload. I always get into the habit of uploading and 
downloading regularly. I'll just hit Continue, and Facebook will now pull in the current 
information on my running campaigns assets and ads. The Power Editor itself had a 
massive upgrade or not so much a back-end upgrade but a cosmetic upgrade that 
made it a little bit confusing to get your head around it, especially if you'd been using the 
old Power Editor for the last couple of years like I had.  
 
 If you have seen these videos before, you will have been used to the old editor, 
but I'm re-recording these so that we can go through the new editor, which is the one 
that most people, if not everyone, will be using now. As I said, this is the Power Editor, so 
let's just have a very quick glimpse at how we navigate through it. If you cast your mind 
back to the first video, when I told you all about campaigns, ad sets, and ads, kind of the 
3 stages of our Facebook campaign, we can get to them in a number of ways, but the 
easiest is by these tabs.  
 
 The top level is Campaigns. This is the one that we're looking at right now. The 
middle level is Ad Sets. The lower level is Adverts. If we have a quick look, let's just open 
up Ad Sets. These are the ad sets that I'm running, and we'll get into exactly what these 
are in a minute. These are the adverts or the ads that I'm running. If I want to have a look 
at the particular information that is associated with one campaign, we can just go into 
the campaign we want. Let's look at Mailing List Sign Up Static. We click that.  
 
 You'll see the filter has added that campaign up to the filter bar up here, and then 
these ad sets are all associated with that particular campaign. The same can be said for 
the ads that sit below it. Just think of that hierarchy: campaign, ad sets or advert sets, and 
adverts or ads, and then if we want to see everything again, we just need to clear that 
filter bar, and when we come back, we've got everything that we want to be looking at.  
 
 Now, we get to the fun part, creating our ad. I absolutely love what Facebook lets 
you do when you're creating your ads and targeting your ads. We're going to have some 
fun now creating an ad, a live ad, for mailing list sign ups. We're going to make it live. I 
should think we could do it in about 10 to 15 minutes. Sit down. Take some notes. Away 
we go. First of all, we need to be in the Power Editor, so here we are again. I'll just make 
sure that I'm using the most up-to-date data. I think I am, but I like to check. There we go. 
The data has been refreshed. Here is the Power Editor showing us the active campaigns 
that I've got running.  
 
 Let's start right from scratch, a completely new campaign. To do that, we need to 
hover up here to Create Campaign. We'll hit that, and it's going to give us the chance to 
use an existing campaign, so one of these ones maybe, but no. We're going to be doing 
one ourselves. We are going to call it Mailing List Sign Ups. I like to be nice and obvious 
when I'm naming my campaign so it's easy to refer to them when I'm looking through 
the editor later and through the Ads Manager whether I'm monitoring their statistics, and 
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Dawson and Blake, too. I'm going to to explain that. Russell Blake is the writer of the Jet 
series and other things extremely prolific and a very good writer.  
 
 He and I got in touch. We write similar kinds of books. One of the things we're 
going to be doing is giving away the first book in our Jet and Milton series. I write Milton. 
He writes Jet. We're going to be giving that away as our reader magnets to tempt new 
readers to come onto our mailing list, and hopefully, of course, to buy more of our 
books. We'll look at the precise ads and that kind of good stuff in a minute, but first of all, 
let's go through these options one by one. We could have Facebook bid for us in an 
auction. What we're bidding for here is a thousand impressions, and an impression is one 
serve of an ad to a potential reader.  
 
 We can do it by way of auction, letting Facebook handle that for us, or we can bid 
by way of fixed price, telling them an amount that we're not prepared to go over when 
we're bidding on those thousand views. I definitely recommend that you use auction. It 
gets a bit complicated when you're using fixed price, and I've never really noticed any 
major difference between the two, so this is the easy way. We'll just click that. This is 
important stuff. The objective of the campaign is one of these ones here. We can choose 
any number of different ways to direct the campaign that we want to run.  
 
 We could choose to Send Clicks to Website. That's not relevant to us. Website 
conversions will be relevant in some instances. Page Post Engagement and Page Likes 
are not nearly as relevant as they were. A couple of years ago, we might well have run a 
campaign to try and get this in particular Page Likes. When you see authors, any authors 
especially with 50 or 60 thousand likes, it might have well been the case that a couple of 
years ago, they ran campaigns to build up the Likes to get people to click Like and join 
onto their author page.  
 
 2 years ago, that wasn't a bad idea because Facebook's reach was much wider 
than it is now. By reach, I mean if you were to say jump into a time machine, go back 2 
years, and send a Facebook update to your fans, it would have got to much, much, 
much more of them in those days than it will today. You'll probably get 1% or 2% reach 
these days, which is really not good. That's one of the consequences of Facebook going 
to a pay-to-play platform, rather than have free platform.  
 
 The good thing is that for all of us who are prepared to dig into this kind of good 
stuff about how to actually take advantage of the new platform, you stand to do much, 
much better than those who have basically given up on Facebook as a dead loss. Trust 
me. It is not a dead loss. We won't be looking at App Installs or App Engagements or any 
of these things. Video Views are relevant if we're running video ads and the full course 
has a module on video views and video ads and the ways we can use those to increase 
brand awareness for our books. We're not going to be looking at that today. The ones 
we're going to be considering are Website Conversions and Clicks to Website.  
 
 I've just explained what they are. If we run a campaign optimizing for Clicks to 
Website, Facebook will start to serve those ads to people it thinks are likely to do the 
thing that we want them to do. If we want Clicks to Website, that's what we'll be clicking. 
If we want Website Conversions, that's what we'll be clicking. A conversion is slightly 
more complicated than Click to Website because we would install a little tiny piece of 
code on our landing page, or on our thank you page, more likely, and when that little 
piece of code is triggered by a visitor coming from Facebook to that page, that will 
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register as a conversion. It does enable us to keep really clear ideas of how many new 
subscribers that we've added to our mailing list. It is a bit more complicated than the 
method I'm going to show you right now.  
 
 This Clicks to Website is a much simpler way of doing things. It involves one extra 
step in terms of monitoring, but it's really, really simple. Trust me. I think you'll have less 
headaches if you do it this way than Website Conversions, which is a touch more 
advanced. We'll click that. Next thing it's going to ask us to do is to choose an ad set, so, 
again, we could use an existing one, but we're not going to be doing that. We're going to 
be creating a new ad set. The ad set we're going to be using is we're going to be serving 
this ad to the fans of Lee Child, who is an author that's in the same kind of genre that 
both Russell and I write in.  
 
 Again, I like to use a very simple nomenclature that means I can always refer 
back to the ad set that I want if I'm looking for it later. We'll just create that now. We 
could create the advert, but I just want to show you what it looks like to have the 
campaign and the ad set set up. Facebook is showing us the campaign level. It's Clicks 
to Website, Auction. That's all what we want. If we want to view the ad set, we can just 
hover over there. You'll see the 2 filters have been applied. Let me just show you that a 
bit closer. Campaign and Ad Set have been applied, which is removing all the other ones 
on the left-hand side. That's our campaign. That's our ad set. Now, we need to actually 
work on the ad set, which is where we do our targeting.  
 
 Let's go through it one by one. At the moment, Facebook is telling us it will serve 
these ads to United Kingdom and its maximum audience of 36 million people. We're 
going to be narrowing that down quite a lot. First of all, let's start with the budget. 
Facebook allows us to, let me zoom up there, set a daily budget or a lifetime budget. 
There isn't too much difference between them. If we had a lifetime budget of, let's say, a 
hundred dollars and we set the campaign to run from day 1 until day 10, what Facebook 
will do is divide the budget by the days that we want to run the campaign on a 
reasonably even basis, so we'd probably spend about 10 bucks a day.  
 
 If we use a lifetime budget, it opens up scheduling, which is an advanced or 
slightly more advanced technique, which just means that we can schedule our ads to 
run at times when we think the people who are most interested in seeing the ad will be 
on Facebook. You might say that scheduling for the evening might be better. That's just 
one of the things that we can experiment with when we get into this, but I'm not going to 
do that right now. I'm going to leave a daily budget of $10.00 a day, so Facebook will not 
spend more than $10.00 per day on this ad. Here's the stuff on scheduling, so the actual 
scheduling option is in here, but we can only access that when we're running a lifetime 
budget. 
 
 We're going to schedule our stuff pretty much as soon as we click Go. This here 
is giving us the chance to tell Facebook when to end the ad. If we wanted to run a 
campaign for 5 days at $10.00 a day, we'd just enter the relevant information in here. 
We're not going to do that. We're going to run this as an ongoing ad. The only thing that 
I'd say is if you're going to be running an ongoing ad, just remember to keep checking in 
with the ad to make sure that it's doing what you want it to do. When you're ready to 
switch it off, it's very easy. Just pop into the Ads Manager or in the Power Editor. Just 
click the button, and it will immediately be switched off.  



MARK DAWSON’s FREE VIDEO COURSE: 
How to EXPLODE YOUR MAILING LIST 

 

©2015 The Self Publishing Formula Ltd. All rights reserved. 

	
5	

 Here we go. This is where we get into the really cool stuff and the targeting that 
Facebook allows us to do. We'll edit the audience, first of all, and bring this pop up on 
screen. Custom Audience is something that we will look at a bit later. Masses and 
masses of detail in Custom Audiences and Look-alike Audiences in the full course. What 
we're going to be doing now is kind of the entry-level targeting. We're going to be using 
Interests. We'll get down to that, which is here, in just a minute. If we go from top to 
bottom, again, here we go, Facebook is telling us that it's 36 million people in the United 
Kingdom between the ages of 18 to 65, and placement will be in the news feed on the 
right-hand column, a little ad column that you'll see on your Facebook desktop and on 
my bar. We'll be narrowing that down again in a little bit.   
 
 First of all, I don't want to serve these to the United Kingdom. I want to serve 
these to the United States. We click that off, and then we type in United States. There it 
is. Facebook recalculates our potential audience, and now you'll see it's 184 million 
people. That's a bit on the big side, so we'll be narrowing that down. I find that most of 
my readers are over 30, over 35, perhaps, so serving the ad to the 18 to 35-year-old is 
probably not the most efficient way for me to be spending my money. I will tend to limit 
that to about 35. My gender balance, I serve on my readers every year, and I know that 
it's 75/25 male to female, but that's not enough for me to consider just serving an ad just 
to men or just to women. I'm happy for that to go to everyone.  
 
 We've got some more demographic information down here. Let me just show 
you some of these. I don't use any of them. You could serve ads just to people who are 
single or at a certain level of education, etc., etc., etc. I don't bother with any of that. 
Connection enables you to serve your ad to people who are connected to your profile or 
your fan page in a certain way, but, again, I don't bother with that either. Languages, you 
could if you wanted, if you're writing in Spanish, you could just restrict your ad to be sent 
to people in the United States who spoke Spanish.  Again, I don't bother to use that as a 
filter. I think you could put English in there if you wanted to, if you write in English, but it's 
not something I usually bother with.  
 
 Interests, now this is the good bit. We are going to be serving our ads to readers 
who've indicated by liking Lee Child's Facebook fan page that they like his writing. They 
like Jack Reacher. They like those kinds of books because Russell and I know that 
people who like Lee Child's will probably also like our books. If we just type in Lee Child, 
and Facebook will kind of give us some suggestions as to what we might be looking for. 
There's Lee Child, and, as we can see here, 387,890 people have indicated that they like 
him, so we'll click that. Of course, you'll remember that there were other variations in 
there that we would also like to pick up, so using the noncapitalized version, we'll add 
another 200,000. We'll add that.  
 
 Jack Reacher series will add another 32,800 and Change.  Lee Child is often 
misspelled with that S there, so we'll add that in, too, and want to add in Jack Reacher, 
too. Let's have a look and see what we've got. Novels or Reacher? Let's put in Reacher 
there for 153. I don't usually target people who've indicated that they like a film because 
watching a film and reading a book are different activities, and there's no guarantee that 
people who watch the Jack Reacher film will also read the Jack Reacher books. They 
might do, but there's no guarantee of that. I'd much rather target my ads to people who 
I'm more confident are into reading. There we go. 
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 Let me show you what it's done to our audience size. We've now limited that to 
280,000 people in the United States, and that's a much more sensible size that we want 
to be aiming at. If we're using Look-alike audiences, again, we'll get onto this in a bit 
more detail in the full course, then you can have a much bigger audience of 1-1/2, 2, 3 
million people, and leave Facebook to optimize and serve the ads to the people who are 
most likely to like them. For our purposes, for a simple mailing list ad, I'm quite happy 
with that as an audience size. Behaviors, again, it allows you to filter on certain behaviors 
that the people have indicated that they're into, so you could, if you wanted to, serve ads 
to people who like Lee Child and Canvas Gaming, whatever that is, but we're not going 
to be doing that. We're going to be hitting Save to close that down. That will bring us 
back to this pop up, so that's just confirming everything that we've just done. We know 
what our audience is now, the size just short of 300,000.  
 
 Now, let's get to Placement. Placement is where Facebook will be sending the 
ads to, the device it will be serving them on. My recommendation for an ad like this is to 
leave Mobile on, switch Audience Network off, and switch Desktop Right Column off. I 
don't find people click on the right column very much, and I've never had much success 
with Audience Network. Mobile feed is great for these kinds of subscription ads. Desktop 
is great, too. Desktop is also slightly better, in my experience, for actual sales. 
Remember, there's a massive module on how we actually use ads to drive sales in the 
main course. We won't be looking at that now, but as a kind of a free tip, if you're looking 
at sales ads, then just try running ads just to desktop and just to see what your success 
rate is like. My bet is that it'll be quite good.  
 
 We could, if we wanted to, we could limit mobile devices just to when they're 
connected to Wi-fi, but we don't need to worry about that. Down here, we've got to the 
optimization level, so remember we're optimizing for Clicks to Website. We have these 
other options here as well. Let me zoom out for you. This is the one that's optimizing, so 
it's optimizing, which means it will serve the ads just to people Facebook thinks are most 
likely to click. That's the behavior that we want them to undertake, and Facebook is 
going to serve the ads to people it thinks will do that. If we wanted to ignore that and just 
send it more widely, we could choose Impressions, but that's, again, not something that I 
recommend. It's a bit more advanced when you start getting into things like that.  
 
 Optimizing works perfectly well for subscriptions, campaigns, and also for sales, 
so that's what we will do. When we're happy, we'll just check that everything is good. I 
think it is. Everything looks good to me. That's the ad set taken care of. Now, we can get 
to the actual nuts and bolts of what it is to create an ad, or if you're in the U.K., an advert. 
We'll go over here to that button, and we'll give it a click. Facebook is asking us to tell it 
what we want to call the ad. I like to make it obvious as to what kind of ad it is. Is it a 
video ad? No. Is it a static ad with an image? A standard ad, the kind of thing that you'd 
expect to see in your Facebook feed, so that's what we will be using. When we're ready, 
we just click Create.  
 
 Facebook then gives us this pop up, which is where we're going to be inputting 
all of our information on the actual ad, what it looks like, the image we use, all of that 
kind of really useful stuff, the stuff that comprises the ad that our potential readers will 
be seeing. First of all, we need to tell Facebook which Facebook page we want the ad to 
be associated with. We can hit the drop down, and you'll see some authors that I've 
been working with. The one that I'm going to be using here is my own page, Mark 
Dawson page, and Facebook will in real time present us with an updated version of what 
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the ad will look like. At the moment, it knows that it's my page, so it's pulling that in. The 
sponsor bit tells people that it's an ad. That's a useful button.  
 
 Every ad these days gets a Like page which is a really good reason why you don't 
want to bother with a campaign just for Likes because you can run another campaign for 
a more useful benefit, and you'll get Likes as kind of a side benefit attached to it, which is 
excellent. We will pop down. We're going to be creating an ad with an image or video, 
image in this case. Carousel ads are quite fun, but we're not going to be looking at that 
quite yet. That's a little bit more advanced. We're just going to be using the typical ad 
with an image. The page we want to be using is a landing page that I've set up for this, 
and we will look at that landing page in the next video.  
 
 That's the URL. If we didn't want to ... If we think this kind of extension is a bit 
messy, and we don't want to go into that much detail, we can just use a display link, and 
this is what we will be shown. That looks a little bit neater as far as I'm concerned. That's 
what I'm going to be using. Instead of this long extension, we're just going to have this 
much neater, much smaller URL. This is the one that traffic will be sent to if they click.  
Now, we'll get into the text itself. If I just hover off screen and grab something that I have 
prepared earlier.  
 
 I'll just read that to you. Best selling authors Mark Dawson and Russell Blake have 
given hours of pleasure to hundreds of thousands of readers all around the world. And 
now, for a limited time, they are giving you the first full-length novels in their John Milton 
and Jet series. No strings. No cost.  No hesitation.  Just 800 pages of high octane 
adventure featuring two heroes you'll want to meet again and again and again. Sit back, 
relax, and let them take you on a wild ride.  
 
 I think that's a fairly compelling piece of ad copy. It's telling people exactly what 
I'm going to be giving them or what Russell and I are going to be giving them. It's 2 
novels, 800 pages. You're setting the stage here, telling people that there's great value 
in this offer, lots of social proof, and we've sold between us, I don't know, 5, 6, 7 hundred 
thousand copies of these books. They've done really, really well. We want people to 
think that this is an offer that they really shouldn't be thinking twice about. They just 
need to be getting across and hitting Download. The headline that we want to be using ... 
Let me just grab this. Here we go. Pop that in there. Let me just show you what's 
happening over here.  
 
 Here is the text that I just read out. Here's the headline that I've just popped in. 
This bit down here, Facebook is grabbing that off my website. It's not what I want it to 
say, so if I just pop down to the Link Description, hit Paste. There we go. Facebook has 
updated that, so hit Download for your free copy. We're getting there with the ad. The 
text is ready. I'm happy with that. Of course, the one thing that's missing is the image. 
When we're ready to do that, just remember that the recommended size for a Facebook 
ad image is 1,200 pixels on the long side and 620 pixels top to bottom. We will select an 
image. I've got a few that I've prepared earlier. Some of these, you may have even seen 
if you've come into the course through a Facebook ad. These ones might be familiar to 
you.  
 
 This is the one that I'm going to be using today. It's one that my cover designer 
knocked up for us, taking Russell's cover and my cover and merging them together. 
Here we go. Facebook is now showing us what that will look like. I think that looks pretty 
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good.  Then, finally, we're going to look at the buttons. If we look up here again, the 
button will be down here, but we just need to look at what we want the button to say. 
The ones that I'm developing for us ... Let me just zoom up for you. No Button's not 
relevant, obviously. That would be useless. Book Now, not relevant to us. It's not a 
theater or a cinema. Contact Us, no. Download, might be. Learn More, might be. Shop 
Now, might not be, isn't in this case. Sign Up, could be. Watch More, isn't.  
 
 In my tests, I would suggest that Download is the one that we should go for. That 
typically works quite well. There we go. There's our button. Our ad is pretty much ready 
to go. This bit down here is where we use our tracking pixels, but remember we're not 
optimizing for conversions, which means we don't need a tracking pixel. Tracking pixels 
are a little bit more complicated. We go into that in loads and loads of detail in the 
course itself. For the purposes of a simple, mainly sign up campaign, it's a little bit more 
than we need to be worrying about right now. I'm happy with that. If we wanted to check, 
we can just run through here, and this is the Edit button. It will bring up the details of, in 
this case, the ad set or the ad. I'm happy with that. I think that's pretty good. 
 
 If we wanted to test what it would look like on mobile, just click the Mobile tab, 
and Facebook will generate a pretty good facsimile of what that will look like when it's 
on mobile. Again, I think that looks pretty good. I know we're cropped here, but I'm pretty 
confident that we've got enough information in there that if people don't hit More, they 
still will get the impression of what I want them to know. That is that. When we're ready, 
and our ad is done, and we're happy our type of thing, and we're happy with our budget, 
all of that good stuff, we're happy with our image and our copy, we just need to get it 
live. To do that, we go to Upload Changes, and we give it a click. Facebook is telling me 
that this image includes too much text, which reminds me that I need to tell you about 
that.  
 
 Let me just show you why, in this case, Facebook is wrong, and what they mean 
by it. Facebook has a rule that you're not allowed to have more than 20% of text on each 
of your images. Of course, the evil-eyed viewers among you would have noticed that 
there is no text on the image. Facebook, for whatever reason, just thinks that there is. I'm 
not worried about that, so I know that when I upload that, that will be approved. What 
you don't want to have is an image that has a big chunk of text. Book covers don't count, 
so if you have an image of your book cover in your ad image, it doesn't matter that it's 
technically more than 20% of the image as your name or your title.  
 
 There's a specific exemption for book covers, and if you get a rejection when you 
try to upload your ad, just reply to the e-mail and tell them that it's a book, and, normally, 
it will be sorted out for you. If you're not sure how much text is on your image, Facebook 
has something called the Grid Tool. If you do a search for Facebook and Grid Tool, you 
can upload your image and tick the boxes on the grid that contain text, and Facebook 
will tell you if you've got too much text in the image.  I'm going to tell Zuckerburg that 
he's wrong. That doesn't have any text in it. I'm going to hit Try to Upload Items with 
Errors. When I'm ready, and I am, I'm going to hit Upload. Facebook will then upload 
those campaigns, or that campaign in this case, onto the live platform. It's gone up.  
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                  If we come back to the Ads Manager and just refresh it ... I'm just going to have 
a drink while I'm waiting. There we go. Here it is. It's on the live platform, order placed, in 
review. When this is approved, and I'm pretty confident that this will be, an e-mail will 
come from Facebook telling me that the ad is live. There you have it. That's all you need 
to know for creating your ad. What we'll be looking at next is how we measure the 
performance of the ad. Is it working? If it is working, great. How can we make it better? If 
it isn't working, don't panic. How can we make improvements so that it does what we 
want it to do?  
 
 That's the end of Video 2 that's Targeting and the Structure of Ads on Facebook. I 
hope you found it interesting and useful. I'll be back again in Video 3, which you'll get in a 
couple of day's time. We'll be looking at how we monitor our Facebook ads and how we 
calibrate them to be as effective as they can and give you the most bang for your buck. I 
hope you found it interesting. Keep an eye on your Inbox. I'll be back again soon. Bye-
bye.   
 


