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FACEBOOK	ADVERTISING	STRATEGIES	
THE	7	STEPS	TO	BUILDING	YOUR	EMAIL	LIST	USING	FACEBOOK		

Facebook	is	s-ll	an	extremely	powerful	way	to	build	an	email	list	for	your	
organiza-on.		While	organic	reach	has	drama-cally	decreased	over	the	last	12	
months	making	tradi-onal	Facebook	marke-ng	efforts	ex-nct,	Facebook	
adver-sing	is	s-ll	easy	to	use	when	we	have	a	reliable	system	that	you	can	scale.		
We	will	outline	those	steps	below.	

THE	BASIC	BLUEPRINT	

Task	 What	You	Need	 How	to	Execute	 Addi6onal	Resource	

Iden6fy	Your	Client	Avatar	(also	
known	as	the	Target	Audience)	

Research	-	What	are	
the	problems	for	
this	group	of	
people?		

Profile	exis-ng	email	
subscribers	–	Why	
did	they	join?	What	
are	the	benefits	of	
being	on	your	email	
list?	

Use	Sta-s-cs	or	
Google	to	further	
understand	your	
Client	Avatar	

Choose	Your	Emo6onal	Hooks	 Why	do	people	need	
what	you	are	
offering?	

Explain	the	
benefits/value	of	
your	offer	

Review	Facebook	
Ads	in	your	
newsfeed	for	
examples	

Write	Your	Copy	 Use	a	par-cular	
hook	that	will	
appeal	to	the	
chosen	Client	Avatar	

Use	simple	language	
to	communicate	to	
your	Client	Avatar	
what	you	are	
offering	

Forums	comments	
from	past	Facebook	
posts	to	find	out	
how	your	Client	
Avatar	feels	or	
wants	

Develop	Your	Crea6ve	 Sobware	that	will	
allow	you	create	
images	or	video	that	
convey	your	
emo-onal	hook	to	
your	avatar	

Use	images	from	
previous	posts	that	
have	done	well,	
outsource	to	a	
graphic	ar-st	or	use	
Canva,	Adobe	or	
Lumen5	

Other	sobware	is	
Photoshop,	
Picmonkey,	
Pagemodo	or	
Woobox	

Setup	Your	Test	Campaign	 Once	you	have	
completed	the	
previous	steps,	you	
will	test	your	
campaign	

Choose	the	best	
metric	to	judge	your	
success	by.		Example	
-	Cost	per	Click			

Facebook	Ad	
Manager	for	
Analy-c	Reports	

Scale	Your	Campaign	 Commit	to	a	
monthly	budget		

Con-nue	to	run	1-2	
ads	every	month	

Facebook	Analy-cs	–	
Relevant	Score	
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SELECTING	YOUR	CLIENT	AVATARS	

The	crea-on	of	your	client	avatars	for	your	adver-sing	campaign	is	the	most	
important	step.		If	you	do	not	know	the	problem	or	pain	points,	desires	or	
interests	of	your	target	audience,	your	ads	will	not	convert	well.		Do	your	
research	on	who	your	ideal	client	avatars	(i.e.	email	subscribers)	are.		Think	
about	their	interests	such	as	What	they	watch	on	television,	where	they	spend	
their	-me	online,	where	do	they	like	to	shop	etc.	You	can	discover	some	of	this	
informa-on	using	Audience	Insights,	found	in	the	Facebook	Adver-sing	Manager.		
If	you	are	challenged	by	this	step,	consider	reaching	out	to	people	that	are	
already	on	your	email	list	or	consistently	comment	on	your	Facebook	posts.		
Remember,	this	element	is	cri-cal	to	your	Facebook	adver-sing	success.	

Iden-fy	different	client	avatars	for	each	one	of	your	ad	offers.		For	example,	the	
client	avatar	for	your	email	subscriber	offer	would	be	different	from	the	client	
avatar	used	in	your	dona-on	adver-sing	campaign.	

HOW	TO	CONDUCT	RESEARCH	ON	CLIENT	AVATARS	

• Google	

• Amazon	

• News	Forums	

• Audience	Insights	in	Facebook	

	

TRACK	YOUR	CLIENT	AVATARS	USING	THESE	RESOURCES:	

-CREATING	YOUR	IDEAL	CLIENT	AVATAR	WORKSHEET	

HTTPS://DOCS.GOOGLE.COM/DOCUMENT/D/11I3A4DAKNA3XICF77TUTN32YLYA
TZSNWGX2JPT6U0E0/EDIT	

-FACEBOOK	TARGETING	PLANNER	

hQps://docs.google.com/document/d/1VGUFXr4V0v8_8kEbC6kt88mRAUXW0
91kZuP9CS46v-w/edit	

	
DEVELOP	YOUR	EMOTIONAL	HOOKS	

Each	one	your	Facebook	ads	should	have	an	emo-onal	hook.		Give	your	target	audience	a	reason	to	
click	through	to	your	landing	page	from	your	ad.		Tell	them	what	your	offer	is	going	to	do	for	them.		If	
your	Facebook	ad	campaign	is	to	offer	people	the	opportunity	to	subscribe	to	your	email	newslejer,	
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then	share	with	them	if	it’s	going	to	save	them	-me,	keep	them	in	the	know,	or	
deliver	a	summary	of	the	local	breaking	news.			

Examples	of	Emo-onal	Hooks:	

-Proof	of	Results	

-Happiness	

-Solu-on	to	a	Problem	

-Time	Savings	
WRITE	YOUR	COPY	

DEVELOP	AD	COPY	FOR	EACH	AVATAR	AND	CORRESPONDING	EMOTIONAL	HOOK	

• The	length	and	tone	of	your	ad	copy	will	vary	depending	upon	the	avatar	
and	emo-onal	hook	that	you	are	using.	

• Consider	reviewing	examples	of	other	Facebook	ads	you	see	in	your	
newsfeed.	

• Give	the	emo-onal	hook	in	the	very	first	sentence	of	your	ad	copy.		For	
example,	if	you	are	targe-ng	a	busy	professional	with	the	offer	of	
subscribing	to	your	email	newslejer	with	the	emo-onal	hook	of	saving	
-me	then	you	could	start	your	ad	with	“Are	you	a	busy	working	
professional	who	wants	‘Geographic	Loca-on’	news	delivered	straight	to	
your	inbox	four	-mes	a	week.”	

• Wri-ng	copy	can	be	-me	consuming	but	once	you	see	your	audience	
rela-ng	to	your	ad,	it	will	be	worth	the	investment	of	-me.	

DEVELOP	YOUR	CREATIVE	

Your	crea-ve	(image,	video	or	graphic)	conveys	your	marke-ng	message	to	your	target	audience.		The	
sugges-on	is	to	design	a	crea-ve	for	each	hook	and	for	each	avatar.		You	do	not	need	a	Hollywood	style	
video	or	a	flashy	image.			

General	-ps	for	Facebook	adver-sing	images:	

-Pictures	with	smiling	people	in	them	tend	to	have	higher	conversions	

-Colors	such	as	blue,	black	and	purple	have	been	reported	to	have	higher	click	through	rates	according	
to	Facebook	adver-sers	

-Videos	less	than	30	seconds	tend	maintain	engagement	with	viewers	

-Ensure	your	emo-onal	hook	is	clearly	evident	in	your	image	or	video.	
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TOOLS	TO	ASSIST	IN	THE	DEVELOPMENT	OF	YOUR	CREATIVE	

The	following	table	lists	some	of	the	easiest	to	use	tools	to	create	your	images	and	videos	for	your	
Facebook	ads.	

Tool	 Type	of	Crea6ve	 Find	It	Here	

Canva	 Develop	FB	&	Instagram	ad	images	
and	cover	photos	

hjp://www.canva.com	

Adobe	Spark	Note	 Descrip-on	 hjps://spark.adobe.com	

Lumen5	

	

Descrip-on	 hjps://lumen5.com/	

ANALYZING	YOUR	FACEBOOK	AD	CAMPAIGNS	

You	will	want	to	analyze	the	performance	of	your	Facebook	ads	before	scaling.		The	first	thing	is	review	
how	many	leads/subscribers/dona-ons	per	click	on	your	Facebook	ad.		Your	Facebook	ad	should	give	
you	a	range	of	cost	under	budget.		The	bejer	your	ad	converts,	the	less	money	each	click	will	cost.		In	
addi-on,	a	video	ad	costs	significantly	less	than	an	image-based	ad.	

Another	considera-on	is	relevant	score.		A	great	Facebook	ad	campaign	will	have	a	relevant	score	of	7+	
on	a	scale	of	1-10.		What	does	“relevant	score”	mean?		It	relates	to	how	well	your	Facebook	ad	
matches	to	your	target	audience.			

HERE	IS	A	FACEBOOK	AD	BLUEPRINT	IMAGE	TO	SUMMARIZE	OUR	INSTRUCTIONS:	
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Once	you	have	tested	your	Facebook	adver-sing	campaigns,	it’s	-me	to	scale!		Remember,	you	will	
have	to	keep	a	close	eye	on	your	ads	during	this	phase.		However,	once	you	have	your	target	audience,	
crea-ve	and	ad	copy	developed	you	should	see	some	amazing	results.	

	

To	keep	learning,	subscribe	to	our	YouTube	channel	at	hjp://bit.ly/2rcXniM.	


