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VIDEO 2: CREATING AND TARGETING AN AD 
 
One of the most amazing things about the ads platform that we've got access to on Facebook is 
the incredible array of targeting options. Facebook has an enormous amount of data on its users, 
and it allows advertisers to tap into some of that knowledge, so you can serve ads to an audience 
that you can be pretty confident will be at least receptive to what you have to sell. I look at it like 
this, take a billboard ad in a subway station for a romance novel. It's going to waste at least half of 
its effect by advertising to men who, generally speaking, won't be interested. Of the fifty percent 
left, more views will be lost on people who don't read books, or those who don't read romance, or 
those who don't read that particular sub-genre of romance. The cost of the billboard is fixed. 
There's no discount for the scatter gun approach to all the lost views. That means that the effective 
value for money is questionable, at least when compared to the alternative that we're going to be 
looking at.  
 
 What Facebook does is allow you to show your ads only to people who are likely to be 
interested in them. For example, you could target the ad for your romance novel to women 
between the ages of forty-five to sixty-five, who've indicated that they enjoy the novels of Nora 
Roberts. You should be able to see how powerful that can be. That's what we're going to be 
looking at in the second free video today, creating an ad, and then targeting it. Let's dive in. Just to 
recap. In video two this is what we are going to be learning today, and this is the really, really good 
fun stuff, so I cannot wait to get into this. You'll probably be able to tell as I get very, very 
enthusiastic when we get into this. I just love making these ads. We're going to be looking at how 
to create our Facebook campaign. We'll look at the ads, the copy, the image, all of that kind of 
stuff. Then, the really, really interesting stuff, how we actually target our ads to make sure that they 
work as we want them to.  
 
 I definitely recommend you take notes for this, or at the very least, maybe just open this up 
in one browser window, and pause, go over to the power editor, have a look, and just replicate 
what I'm doing, go back, start the video again. You've got as long as you want to get this right. Just 
a little bit of concentration in the early days will make it so much easier when you're ready to start 
experimenting with your own variations on your ads and your targeting options, all of that kind of 
stuff. Let's jump straight into the screen flow.  
 
 Here we are back in the power editor again. Just to reiterate something that I said in the 
last video, if you've got this version of the power editor, then you first will need to just hit 
download to power editor to make sure your information, your data, is current. Most people won't 
have this older version of the power editor. If you don't see these two buttons here, don't worry. 
You're ready to start working right away. Assuming that we are ready to go, we need to motor over 
here. Just click create campaign. Then, we are going to give our campaign a name, first of all. Let's 
just call it something like lead generation ads.  
 
 For buying type, we can leave this at auction. What that basically means is that Facebook 
will bid for us, to make sure that we get the most competitively priced clicks. You can set a fixed 
price if you want, where Facebook won't bid above a certain level, but bearing in mind that we're 
going to be setting a top end for our budget, this is definitely the one that I recommend. I don't 
ever used fixed price. I don't think it's as efficient. You just need to ... If you're worried about the 
fact that you might spend too much money, don't worry about that. I'll show you exactly how to 
make sure that doesn't happen. We'll click auction.  
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 Then, the most important thing for this campaign level information is that we need to 
decide our objective. These are all of the objectives that we can get Facebook to optimize our ads 
for. Brand awareness is a new one. Clicks to website is something that we use extensively when 
we're selling books directly. Apps, not really of interest to authors. Event responses, perhaps 
you've got a launch. That's what we're going to be doing lead generation, get back to that. Local 
awareness, not really relevant to us. That's if you want to send ads and optimize them for a specific 
geographical area. Again, more apps, offers, page likes, and page post engagement. Reasonably 
useful. Not as useful as they were three years ago. I don't really recommend too much time to be 
spent on that kind of stuff. Video views, that's a really big one. Video ads are really popular right 
now, and I'll show you one a bit later on that I'm using to generate leads for my mailing list, just by 
using a video that I shot on my Iphone. That's really effective. Website conversions, that's another 
one that will be of much more interest and covered in much more detail in the main course itself.  
  
We want to start with lead generation. Just look at that tool tip to the right. Collect lead 
information from people who are interested in your business. We give that a click. Lead generation 
is set as the objective, and then we just hit create. Facebook is now just confirming this is our 
campaign. We can just click that away. Click lead generation ads in the campaign just to drill down. 
Now, of course we don't have anything to drill down to, because we haven't made our ad set, and 
we haven't made our ads yet. Let's do the next step, and create our ad set, which is up here. Now, 
you can use whatever kind of nomenclature you like when you are naming your ad sets, or your 
campaigns, or your ads. Whatever you want. I tend to use language that I'll will understand when 
I'm looking to monitor them through the ads manager. Targeting is the most relevant thing for me 
here in the ad set level. I'll typically describe exactly how I'm targeting the ad that will be below the 
ad set.  
 
 I'm going to be using interest targeting. Don't worry, we'll get into all of this in just a 
minute when we get into targeting. I'm going to be targeting the fans of Lee Child. They're going 
to be seeing the ad on mobile. They are going to be male and female, and they're going to be forty 
and up. I might just add in there as well, they're just going to be in the USA. Okay. When we're 
ready, we just click create. Then, Facebook will bring up the ad set for us to fill in. This is where 
most of the work gets done. First of all, Facebook is telling us that we need to associate this ad 
with a page that we administer. You get personal here. These are the ones that I can send ads to. 
I'm going to be doing Self Publishing Formula. That's one that you may have seen and add, "This 
may be the end of the journey for you, as you've seen an ad on Facebook, and you've come 
through to us." I would've served those ads through this particular page, but we're going be using 
my author page here, Mark Dawson, so I'll click that.  
 
 Now, budget. I told you I would try an alleviate any fears you might have on the subject of 
money, and this is where I'm going to do that. You can set either a lifetime or a daily budget. You 
just click that, and the two options will come up. If you set a daily budget, the amount that you 
enter here is the maximum that you will be charged for that day. You can test these ads as much as 
you want just spending five dollars a day, if that's all you want to spend. Some ads I run at the 
moment at a hundred, a hundred and twenty dollars a day, but you can get enough data to see 
whether an ad is likely to work at just that low five dollars a day level. You can do it the other way, 
of course, by setting a lifetime budget. Facebook is rather cheekily suggesting three hundred and 
fifty, but lets say we put in a hundred dollars there, and then we schedule a start and an end date. 
Facebook will then split that hundred dollars, as well as it can, so that it's supposed to be spent 
and distributed evenly throughout that period.  
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 One thing that you can do with lifetime budgeting, that you cannot do with daily 
budgeting, is run your ads on a schedule. If you look here, you might decide your ideal reader is 
only going to be on Facebook between the hours of six and midnight on weekdays, maybe, or a 
bit more on the weekends. You can do that if you want, but you can only do that on a lifetime 
budget. I don't know why that is that way, but that's just the way it is. I don't use lifetime budgets. I 
only use daily budget, so I don't tend to schedule my ads, although I've got plenty of students who 
are scheduling ads, and report good success by doing that. Again, mileage may vary. 
 
 Let's drop down to the audience now. We're going to be editing that, so lets open the edit 
box. As I said, we're going to be sending these to the United States. Just keep an eye on this over 
here, the top right. Facebook will give us an idea of the size of our potential audience. With no 
other filtering enabled, just having United States, male and female, no age demographics set, we 
could reach nearly a hundred and seventy million people. Now, I don't recommend that you do 
that, because your niche is hidden in there somewhere, and those odds of you hitting it with such 
a broad focus, well they're pretty long. We're going to be narrowing down quite a lot. I tend to 
serve my ads to men and women, no younger than 30. I survey my readers quite extensively, and 
the kind of median age bracket is about forty-five to fifty-five, but I like to catch a little below that 
as well. You can set to men, or women, or both. You can set the language that they speak. If, say, 
you've got a book that's written in Spanish, you could set Spanish as your language there, and 
then Facebook would only serve those ads to people it thought had Spanish as their main 
language.  
 
 Now, we're going to be going down to the detailed targeting. This is the particularly 
interesting area. Now, there are lots, and lots, and lots of ways that we can target our ads, but what 
I want you to remember is that Facebook has an enormous amount of data on everyone who's on 
the platform. For me, for example, I may have told Facebook that I like the novels of Graham 
Greene or Charles Dickens. Facebook knows that, and Facebook will provide that information to an 
advertiser. If I was ... Let me try and think of an example off the top of my head. If I was selling a 
new leather bound compendium of the novels of Charles Dickens, and I only wanted to serve 
those ads to people in the UK who indicated that they liked Charles Dickens, that would be 
possible. Facebook, because it knows all that information, if basically matching up likely customers 
with advertisers that might have a product that would be of interest.  
 
 Let's reverse that around. Now, in this occasion, of course, I am the advertiser. I know that a 
lot of my readers also like reading books of Lee Child. If I type in Lee Child there in the detailed 
targeting box, Facebook is going to tell me that it thinks four hundred and forty-four thousand, 
five hundred and seventy people on the platform, that's worldwide, like Lee Child. I can click that, 
and you might have seen, just down below there, that there were other Lee Child interests. He's 
often called Lee Childs, which I'm sure annoys him immensely. We could also add in Jack Reacher, 
although bare in mind, I don't think it's a great idea to target films, because people who like films 
might not like reading books. It makes more sense to go after novels. That one is probably quite a 
good one. Et cetera, et cetera. You get the idea.  
 
 Let's just scroll up here, and have a look. Now, that a hundred and seventy million strong 
audience has now been whittle down to just over two hundred thousand. That's not a bad 
number. I would say, if you can get up to that kind of level, it's going to work reasonably well, 
probably. Saying that, I have had audiences of ten to fifteen thousand that I've been able to serve 
ads to reasonable efficiently, and I've had big ones of one point nine two million, big look-a-like 
audiences, which we get into in the full course, that have been really fantastic for sales ads, for me. 
The reason they're fantastic is that ...  
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 Slight divergence here. What Facebook allows you to do is to generate audiences of 
people it thinks are like another audience that you provide. For example, you could take your 
mailing list, put it into Facebook. Facebook will then match your mailing list with a big pool of 
people that it thinks are like the people on your mailing list. Of course, what you're hoping for is 
that they like the same kinds of books. If you can get that big one point nine or two million strong 
look-a-like audience, that means that you've got an awful lot of people who might be interested in 
your books, and an audience that ... you won't be running that dry anytime soon. Anyway, that's a 
bit of a divergence. What we need to concentrate on now is that we are serving these ads to the 
US, to people who like Lee Child and Reacher, and we've got two hundred and ten thousand 
people, which I think is good. Hit save. 
 
 Then, we come down here to placement. [inaudible 00:14:13] ads can be served to mobile 
or desktop. They were optimized for mobile. They've only added in the possibility of serving them 
to desktop reasonably recently. In my experience, I find that desktop clicks tend to be a bit more 
expensive, and people are quite likely to subscribe to these kinds of mailing lists when we go for 
serving them on the mobile. That's what we're going to do. Don't worry here about optimization 
and pricing. That's not important for this particular example. This is quickly review. There's our 
budget, five bucks, United States, people who like Lee Child, between the ages of thirty and sixty-
five, plus on their mobiles. We click the pencil, drill down into it, and then we create our ad or our 
advert.  
 
 Now, I'm going to call this one twin image, for a reason that you'll see in a minute. Okay. 
You will remember that we are doing a lead form. What the lead form is, it's something that 
Facebook will provide to potential subscribers, that means that they don't need to fill out anything 
in order to subscribe to the mailing list. The reason why this was developed is because Facebook 
knew that it was getting lots and lots of people viewing on their mobiles, and it's not the most 
hospitable environment for entering email addresses, details like that, doing it on a phone. They 
thought it would be much better, given that Facebook has our email addresses, to be able to 
enable Facebook's users to just tap the ad a couple of times, and then subscribe automatically to 
the mailing list. Of course, when these came out I was doing back flips, because I could 
immediately see how powerful that they were going to be, and that did turn out to be the case. 
They're very, very powerful, very, very convenient.  
 
 Let's quickly create the new form. We're going to call the form, let's call it Lee Child demo. 
Language, yeah, we're using English as out language. Click next. Facebook is telling us now, what 
information would you like to ask the potential subscriber for? You can ask for lots and lots of 
information. I don't recommend any of that. I also don't recommend you even ask for the name. 
You don't really need the name for a mailing list. You can ask it if you want to. It's automatic. I think 
the less you ask for, the more likely it is that someone is going to be minded to subscribe. Email is 
the one you definitely do need, as you need to make sure that's clicked. We click next. We need to 
enter a privacy policy. This is the only reason you would need a website, because you need 
somewhere where you host your privacy policies. You can get those policies for free. There's 
plenty of policies with creative commons licenses. Mine is at this address here. I just pop that it.  
 
 Then, you can enter in an optional legal disclaimer if you want. I just tend to put in here a 
message that tells people not to worry about spam. Something like this, "Subscribe with 
confidence. No spam ever. Guaranteed." Something like that would be absolutely fine. Then, click 
next. Now, when people have subscribed, you can send them to your website if you want to. Really 
good tip here, something that I've been doing quite effectively is I'm sending them to a page on 
my website where they can buy something. There's links through to Amazon, and to Barnes and 
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Noble, and to Kobo. The thinking behind that is, if they've come here they've seen the ad, they've 
been interested enough to subscribed, you'd be surprised perhaps that people in that mindset, 
once they've actually gone through and subscribed to something, even though they're going to 
be getting free books, they'll often be minded to buy something else.  
 
 That's called, in kind of advertising language, that's known as an up sale. If you're going to 
McDonald's, and you're buying a happy meal, they'll probably try and up sell you large fries, or 
something along those lines. What we're doing is we're trying to up sell them something like a box 
set at a reduced price, something like that. I found, since I've been doing that, that it's actually 
been possible to pay for the cost of the advertising campaign from the royalties of the up sell. In 
other words, I'm getting subscribers, and I'm sometimes even being paid to get the subscribers. 
That's the dream. Even if it just defrays the costs of the ads a bit, that's something worth doing. 
Have a think about that. Definitely worth a little bit of thought.  
 
 We click next. Facebook will preview what it will look like. This black box here, this grey 
box will be our page picture and have details of the page here. It will tell the subscriber this is the 
email that's going to be passed to the advertiser. Nothing you share will be posted on Facebook. 
This information is sent to Mark Dawson, et cetera, et cetera. If we're happy with that, and we are, 
we just click create form. Now, we're going to get into the fun stuff, the actual creative part of the 
ad. There are a few things that we need to do. We need to put in the text, the headline, news link 
description, and an image.  
 
 Let's start with the text. I'm going to grab some text that I've got off screen, and just pop 
that in here. Let me read that to you. "Limited time offer. Mark Dawson and Russell Blake have 
entertained hundreds of thousands of readers with their high octane thrillers, and they're giving 
you a free novel each. You don't need to leave Facebook, and there are no awkward form to fill. 
Just tap subscribe." Now, just a quick note on the copy. You'll have noticed that I said tap 
subscribe, rather than click subscribe. Just remember that these ads, at least the way that I'm 
serving them, are just going to people on their mobile devices. It wouldn't be the best use of 
language to tell them to click subscribe when they're on their mobiles. Tap is better. That might 
seem like a really small point to you, but I have seen in testing, that those small points, when 
they're all added together, can make quite a big difference. Just think about that when you're 
crafting your copy.  
 
 Now, the headline, again I'm just going to grab this from off screen. We're going to say, 
"You're thrillers are waiting." Just look over there on the right hand side. You'll see Facebook is 
building our ad for us and giving us a preview as we add new bits and pieces of information into it. 
Now, the news feed link description. Let's just grab this. Put in, "Just tap subscribe." You'll see in a 
minute. Then, we'll grab our image. Let's see if I can find it. This one here. Remember I called it split 
image? The reason for that is because I got my designer to take Russell's Blake cover. Sorry. Say 
that again. Russell's Jet cover, and merge that with my cover for The Cleaner, the first Milton book. 
Those are the books that we're giving away as part of this offer. You'll see here that everything 
coming together quite nicely. Your thrillers are waiting. Just tap subscribe, with arrows pointing to 
the sign up button that's here. If we wanted to we could use these different buttons. We could say 
subscribe. I think sign up is better. A little less formal than subscribe. Learn more is not a bad one. 
I've used that before. It works quite well, but we're going to leave that at subscribe.  
 
 Let's just double check that again. This is our Facebook page. Taking the picture from that. 
It's noted in the news feed as a sponsored story, which means it's an ad. This will give people the 
ability to like our page at the same time as they might subscribe, so you get double for your 
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money, potentially. There's the text. There's the image, and the call to action, "Your thriller is 
waiting. Just tap subscribe." There's the button that we want them to tap. That is pretty much that. 
What I would usually do now is just go from top to bottom. Just check that everything is as I 
expect, so campaign lead generation ads. Click into that. Drop down to the ad set level. This is 
where we've got, you remember, our targeting, our placement, and our budget. All is fine. Then, 
we go down here to the actual ad itself. Just check it one more time. Here we go. That all looks 
great. The lead generation form is created and correctly assigned. Creative is done. Everything 
looks really good.  
 
 If your on this version of the power editor, you just need to click upload changes now. If 
your on the new version, then you just need to click review. Then, it would be a question of 
clicking continue, and you'll be good to go. The ad goes up to Facebook for an automated 
approval process. Provided that you're in line with Facebook's compliance policies, and you can 
find those ... I think it's Facebook ... just do a Google search for Facebook ads and compliance. 
Provided you're in compliance with all of those reasonable limited sets of content guidelines that 
they have, you will be good to go. 
 
 One quick thing before I finish, just on the ad image. I forgot to mention this previously. 
You're not allowed to have more than twenty percent of the image taken up by text. It's usually 
pretty obvious when you're going to be over that, but if you're not sure, sometimes it can be a 
little bit on the borderline, just take your image, do a search for Facebook ads and grid tool. You'll 
have the opportunity to upload your image onto a grid, which you then click to indicate where the 
text is. It will tell you how much of the image is text. Provided you're under twenty percent, the 
image should be fine. Yes. When you're ready just click upload changes or review, and the 
information will go up, and your ad will very quickly start to be served, and you should start 
getting subscribers.  
 
 I love Facebook ad targeting, and I'll argue with anyone who says that they've got a more 
effective advertising platform at the moment. I've just touched on the subject in this video, but 
there's more than enough information here for you to start advertising to build your email list right 
now. If you'd like to be part of The Secret Self Publishing Formula Facebook group, just drop me a 
line at support@selfpublishingformula.com. You can ask questions about the content in this video, 
and soak up the accumulated knowledge of around two thousand authors who've taken this free 
course before you have. I pop in there everyday too, and I'll be happy to help if I can. Next up 
comes reader magnets and optimization. The email will be with you soon, so keep an eye on your 
inbox. Until then, good bye.  
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