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H E L L O !
I'm Laura Moore!  I work with business 

owners to help them generate leads and 

increase sales with Facebook & Instagram 

Ads. 

 

Are you already using Facebook ads? If not 

then you could be leaving money on the 

table.   

 

But I know how tricky they are to get right, 

which is why I have invested a lot of time 

and money in learning how to use them 

well. 

 

And I am now ready to share that 

knowledge with you. 



No longer are brands relying on 

billboards & press ads to connect with 

their customers because Facebook ads 

are so laser targeted. 

   

But one of the things that makes 

Facebook & Instagram ads so difficult to 

get to grips with is the confusing jargon. 

 

This guide is aimed to help you 

understand some of that language so 

you can take the plunge and use 

Facebook & Instagram Ads to generate 

leads and increase sales within your 

business.



In this guide you'll find the most commonly used, technical terms in 

alphabetical order. 

 

Things change all the time so if you need more help, please get in touch.  I 

offer various levels of support and training to help your business benefit 

from Facevbook & Instagram ads. 

hello@laura-moore.co.uk

A-Z

http://laura-moore.co.uk/


 Algorithm
We  all  know  our  organic  content  is  affected  by  the  dreaded  algorithm  but  

did  you  realise  it  plays  a  huge  part  in  your  paid  posts  too? 

 

Facebook 's  algorithm  decides  what  shows  in  everyones  newsfeed  based  

on  various  factors .     

 

When  using  paid  ads ,  those  factors  include  things  such  as  your  budget ,  

audience  and  relevance .   There  is  only  so  much  space  on  our  newsfeeds  

so  it  will  not  feed  your  ads  out  to  everyone  in  your  audience .     

 

It  has  to  make  choices  based  on  everything  from  your  budget  to  your  

landing  page  and  it  will  then  serve  your  ad  to  the  people  who  are  most  

l ikely  to  take  the  action  you  determined  in  your  initial  campaign  choice .  



This is where 

you determine your audience, choos 

e your ad placements and set your 

daily or lifetime budget. 

 

You'll need one ad set per audience 

you wish to target. 

The ad itself is the image/video and 

caption that appears in the newsfeed. 

 

You can have several ads within each 

ad set, all feeding out to the same 

audience within the same budget

Ad Set Ad



 

The first thing you need to understand to set your budget is that by using Facebook ads 

you’re joining a huge, worldwide, auction.   

 

You’ll be competing with advertisers from all over the world to buy space in the news feed, 

on Facebook messenger and on other audience networks to display your advert. 

 

When setting your budget you can choose a daily or lifetime budget. Either way, make sure 

you are being realistic and giving yourself a good chance of winning in the auction process.   

 

A £1 budget isn't going to allow you to reach many people but increase it to £10 a day and 

you'll stand a much better chance. 

 

 

Budget



Campaign
There are currently 11 choices of 

campaigns to use when setting up your 

Facebook & Instagram ads.  So it's not 

surprising this is one of the things that 

confuses people the most. 

 

This post will help walk you through each 

campaign, bookmark it for the next time 

you are planning an ad campaign. 

http://www.laura-moore.co.uk/choose-campaign-objective-facebook-ads


CUSTOM 
AUDIENCE

A custom audience is your warmest 

audience and can be created from 

numerous data sources including those 

below. 

 

- People who have engaged with your 

business on Facebook or Instagram 

- People who have visited your website 

- People on your mailing list 

- People who have watched a video 

 



CPC
CPC = cost per click. 

 

How much it has cost you to get 

someone to click onto the link you 

were directing them to from your ad. 

 

Understanding this can help you to set 

your budget moving forwards.



D Y N A M I C  P R O D U C T  A D

This is a great form of advertising for businesses with a number of 

products. 

Using data from your pixel & catalogue your ads will dynamically 

change depending on who they are being shown to.   

DPA



The number of times your ad has been 

shown to each person. 

 

To avoid ad fatigue you should keep an eye 

on this figure.

An advertising 'journey' which shows your 

audience specific ads at specific times in 

order to warm them up, grow trust and 

eventually convert to a customer.

frequency

funnel



The headline shows in the grey box under your video or 

image in your advert and can be used to promote an offer 

or highlight a feature among other things.  

 

It can be a good idea to test different headlines & even 

use emojis to attract attention.

Headline



Impressions
THE  NUMBER  OF  T IMES  YOUR  AD  HAS  BEEN  

SHOWN  TO  YOUR  AUD IUENCE  I N  TOTAL



Using interest based targeting is one way of making sure you are getting your business in front 

of the right people.  Layering your audience to include certain characteristics and exclude 

others means you can get laser targeted.  

 

Interest based audiences can be used to target people who are interested in your competitors 

and they are the reason you'll see ads in your newsfeed when you've been searching for things 

online. 

 

If you've been looking at new mattresses online and then find your newsfeed full of mattress 

ads from businesses other than the brands you were looking at, then its likely you are part of an

interest based audience. 

 

An interest based audience will be a cold audience.

Interests



LOOK A LIKE AUDIENCE
A  look  a  l ike  audience  is  made  up  of  people  who  have  similar  characteristics  to  

a  custom  audience  based  on  their  online  activities .  

 

You  can  create  a  look  a  l ike  audience  from  any  custom  audience  and  while  they  

will  be  a  cold  audience ,  they  are  l ikely  to  be  the  most  relevant  audience  if  your  

custom  seed  audience  is  good .  

 

For  example .  You  sell  online  courses  to  entrepreneurs  and  want  to  sell  more .  

 Using  a  look  a  l ike  audience  of  your  website  purchasers ,  will  find  other  people  

who  are  similar  to  the  people  already  working  with  you .     

 

LAL  audiences  save  you  trying  to  work  out  what  your  customers  have  in  

common  as  Facebook  does  all  the  work  for  you !  

 



LANDING 
PAGE 

VIEWS

Your landing page is the destination url 

you are sending people to via your ad. 

 

Landing page views is the number of 

people who have clicked the link & waited 

for the page to load, thus viewing the 

landing page.



by layering your audience you can create super 

laser focused targeting and find exactly the 

right people to show your ads to.

Layering



D O N ' T  F O R G E T  T O

Setting an ad up and just letting it run is a bad idea! 

 

Facebook’s Ads Manager gives you so much data on your active campaigns. If you find 

your ad isn’t performing the way you’d like, you may need to adjust your audience, 

increase your budget or edit your copy. 

 

Remember that Facebook ads are all about testing to find out what works for your 

business.

monitor



offline 
conversions

If you have a physical business location (eg.

a shop or restaurant) offline conversions 

can track when transactions occur in  after 

people see or engage with your Facebook 

ads. 

 

This requires you to upload certain data to 

your ads manager. 



O P T I M I S E
There are a number of ways you can optimise your ads, to get the 

best results.... here are just 2. 

 

 

Facebook will automatically optimise for a particular 

action depending on the campaign objective you choose. 

 

You can then optimise your results by tightening your audience 

after initial testing to use your budget more effectively.



PIXEL
The Facebook pixel is a piece of code 

which sits on your website to collect 

data from your website visitors.  Anytime 

someone lands on your site while logged 

into Facebook they are feeding your 

pixel with valuable data. 

 

You can use this data to create 

audiences, build funnels and optimise 

your ads.



Facebook’s measure of the quality and 

engagement level of your ads. Your 

Relevance Score is important because it 

determines both your cost per click on 

Facebook and how frequently Facebook 

will show your ad. 

 

It's their way of telling you if your ad is 

kicking arse, with a score of 10, or it 

sucks with a score of 1! ) 

relevance
All your advert components must be 

relevant and appropriate to the product 

or service being offered and the audience 

viewing the advert. 

 

This means everything, including the 

text, images or video, and even the 

landing page, must make sense to the 

audience. 

 relevance



 

Eg. you might retarget viewers of a video with 

an ad encouraging them to download a lead 

magnet. 

 

Or you may be trying to encourage website 

visitors to make a purchase by retargeting 

them with a DPA.

retarget
 

Retargeting allows you to reach out to 

people who you already have a 

relationship with and try to get them to 

engage with your business in other ways.   

reach
The number of individual 

people who have been shown 

your advert.



SAVED 
AUDIENCE
Any audience you create manually can 

be saved to use at a later date to save 

you from adding all the interests etc in 

each time.



SOCIAL PROOF
SOC IA L  PROOF  PLAYS  A  HUGE  PART  I N  OUR  BUY ING  DEC I S IONS .    I F  

WE  ARE  CONS IDER ING  BUY ING  SOMETH ING  AND  WE  NOT ICE  A  

FACEBOOK  POST  WITH  HUNDREDS  OF  POS I T I VE  COMMENTS ,  I T  I S  

L I KE LY  TO  I N F LUENCE  US  I N TO  MAK ING  THE  PURCHASE .  

 

CREAT ING  SOC IA L  PROOF  COMES  FROM  RUNN ING  ENGAGEMENT  

ADS  TO  GROW  L I KES ,  COMMENTS  AND  SHARES ,  BEFORE  US ING  THE  

SAME  AD  I N  OTHER  WAYS  TO  DR IVE  TRAFF IC  OR  GET  CONVERS IONS .  

 

AGGREGAT ING  SOC IA L  PROOF  I S  S IMPLE  ONCE  YOU  KNOW  HOW ,  

AND  I S  SOMETH ING  I  CAN  HELP  YOU  WITH .  



TEST
As with all aspects of social media 

marketing, Facebook & Instagram 

advertising is all about testing. 

 

If you are going into it expecting 

immediate results then you may be 

disappointed. 

 

Get ready to test all aspects, from your 

audience to your copy, image against 

video.  You can even test your ad 

placements. 

 



video views
A  V IDEO  V I EWS  CAMPA IGN  I S  A  GREAT  WAY  TO  WARM  

UP  YOUR  AUD IENCE .    FACEBOOK  WIL L  OPT IM I SE  TO  

SHOW  YOUR  V IDEO  CONTENT  TO  PEOPLE  WHO  ARE  

MOST  L I KE LY  TO  WATCH  I T .  

 

REMEMBER  THE  BEST  V IDEOS  ARE  SHORT ,  EYE  

CATCH ING  AND  I NCLUDE  CAPT IONS .  



Laura x

I hope you found this guide useful.  You'll

find more useful advice about social 

media marketing on my website 

laura-moore.co.uk  

Click here to join my FREE Facebook 

group to get more advice and tips to help

you with your social media marketing. 

http://laura-moore.co.uk/
https://www.facebook.com/groups/238478993452142/


T H A N K  Y O U
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http://laura-moore.co.uk/

