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1. The Organisation - Loving Islands

Founded in 2016, this social enterprise specialises in undertaking sustainable community development
projects in the Fiji Islands, developing organic farming communities, promoting environmental
conservation, manufacturing and retailing a range of organic, natural products to support local
businesses and rural communities.

Mission/Aims & Visions

Support remote and rural community development that is environmentally sustainable and inclusive.
Continue building a network of community-based organic farming entrepreneurs and businesses,
building infrastructure and expertise for community training and education.

Action Project/ Aim of the Guide

A Facebook Guide to help local Fijians develop their own social media platforms, and to promote their

businesses.

4+ Provide insightful and specific information/tips/strategies for entrepreneurs to start promoting
their businesses

4+ Help to develop an understanding of using social media platforms - in this case Facebook - for
advertising purposes

+ Highlight key aspects/points of social media usage and general marketing that is applicable
through various platforms


mailto:contact@lovingislands.com
http://www.lovingislands.com/
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2. Marketing basics & tips

Social Media Marketing

Increases brand awareness
Advertises products/services to target audience

Helps engaging with communities and providing social customer service

Getting to know your audience

Create audience/buyer personas

> Define age, location, job title, average income, interests etc.

> Helps to reach out to different demographics

|__BUYERPERSONA |
l BUYER PERSONA ‘

~ Starter Questions =

PERSONAL INFO:
-Age

- Bender - Ing
- Children - Education  [(ISSES R o0 it
- Marital Status

WHERE ARE THEY?

- How do they get information?

- How do they communicate?

- What media do they consume?

- Do they belong to any associations?

- What social media do they use?

- Do they attend events or conferences?
- Where do they spend their days?

- Do they have relevant hobbies?

VALUES AND FEARS:
- What do they value in their personal NEGATIVE INFO:
or professional life?

- What is important to them when S0 Sk Suomars Yo dont wer)

considering a product like yours?
- What objections might they have?
- What drives their decision making
process?

- Too expensive to support?
- Not enough budget?
- Wrong industry?

BUYER'S PERSONA PROFILE

DEMOGRAPHICS
Male, Age - 40, lives in Toronto, married with kids. His
business currently generates revenue of $25,000 monthly.

GOALS AND MOTIVATION:
Wants to grow his business so he can give his family a
decent life and feel like a responsible father and

husband. Also wants to save up and invest enough

JAKE, 40 money to retire before turning 60.

PAIN POINTS:

Struggling to attract steady traffic
to his website, Ranks poorly on
search engine results pages.

COMMON OBJECTION:
Thinks content marketing cannot
attract the kind of traffic he wants.

INTERESTS:
Loves to spend time on Facebook catching up with old friends. Enjoys taking his
kids out to the park on weekends.

Remain active on the social media platforms as much as possible and interact with the target
audience even after posting; use comments, likes, reposting/re-sharing content
Set a schedule for posting — create a bigger impact by timing your posts across different social

media platforms

The schedule should include day-to-day posting and content sharing for other social media

campaigns/events

Every content should be paced out as evenly as possible and posted during “peak times”

Posting frequency recommendations:

Facebook: 1-2 times/day
Instagram: 3-5 times/week
Twitter: 1-3 tweets/day
Youtube: 1-3 videos/week
LinkedIn: 1-5 times/day

Best times to post on social media in 2023:

Weekdays: 1pm-3pm and 5pm-6pm
Weekends: 9am-2pm and 8pm-11pm (Saturday)

These are general guidelines but the best times to post on various platforms vary depending on the
social media channel and audience you are targeting. For more about the best times to post on
Facebook, see section 3.2 on Getting started with Facebook - Posting.



Decide on the type of content to post:

» There are various ways to break down the types of contents you want to share with your audience
= If you are starting from scratch, try the 80-20 rule:
» 80% of your content should inform, educate, entertain your audience that will drive traffic back
to your website (includes: content from other sources - shared links, videos, posts)
» 20% of your content will directly promote your business/brand (company history, creation
process, product advertisement)
= The other way of content strategy is the social media content marketing rule of thirds:
» 1/3 of your content promotes your business, converts readers, and generates profit
» 1/3 of your content shares ideas and stories from thought leaders in your industry or like-
minded businesses
» 1/3 of your content is personal interactions with your audience

The Fijian Context

Digital marketing strategies in Fiji include the wide usage of various social media platforms to reach

local as well as international audiences across different age groups, genders, locations, and

occupations. The most used platforms (other than the official websites) for marketing purposes are:

Facebook, Instagram and Youtube. Effective advertising techniques that proved to attract a wider

range of audience, successfully promote events, campaigns and raise awareness were all focused on

these key points when it comes to marketing in Fiji:

= staying authentic - promoting culture, traditions and heritage

» focusing on the environment - sustainability, local wildlife and nature

» involving local communities - encouraging participation, inciting campaigns, announcing
competitions, organising workshops, creating space for connecting with people

» showecasing achievements - supporting local talents, promoting impact goals, raising awareness of
worldwide issues and Fiji's contribution to solving them



Examples:
BoxFit Fiji

Sharing their aims and visions as well as all information, including contact details, class schedules
and prices on their official website

Promoting their events/classes, and sharing inspirational quotes, transformation success stories
from their members on their Facebook and Instagram page

.\ BoxFit HQ
anuary - @

START THE NEW YEAR STRONG!
If your New Years Resolution is to lose body fat, build lean muscle, improve your
cardiovascular fitness and general well being, then consider signing up to this 8 week
program.

HERE'S WHAT YOU NEED TO KNOW:

- Registration from: 9 Jan - 22 Jan

- Program Starts: 23 January

- Program Ends: 17 March

- 8 Week Program: $220 (payment options available)

'WHAT YOU GET:

- unlimited BOXFIT & FUNCTIONAL STRENGTH classes valued at a total of $200

+16 x 1-on-1 coaching sessions valued at $400

- BOXFIT Start-Up kit valued at $80 (Speed ropes & hand wraps)

8 WEEK
FATLOSS

&
FITNESS
PROGRAM

START THE YEAR STRONG
: GET UNLIMITED ACCESS TO CLASSES
| NUTRITION GUIDANCE
% 2 X 1-ON-1 COACHING SESSIONS PER WEEK
ANTHROPOMETRIC MEASUREMENTS
@ FITNESS ASSESSMENTS & GOAL SETTING

GET YOUR PERSONAL BOXFIT START-UP KIT (SPEED ROPES & WRAPS

FemLink

W IF W | N TACILEVU WOMEN'S GROUP, SAVUSAVU R mactuas: Sitacke: Aibimses Pyt R . R
N I\ IL\‘”' Spotlight
N

Sharing their mission and who they are, as well as their latest blogs/articles, various programs, and
links to their other social media platforms on their official website

Posting their latest news, events, achievements, and interacting with their audience on their
Facebook, Instagram, and Twitter

Sharing personal experiences, interviews, and stories on their Youtube and Souncloud page

COMMUNITY RADIO TIMES

i ———
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Loving Islands

= Supporting local communities by promoting and selling organic products made in Fiji. They have a
shop for their products on their official website, with links to their other social media platforms,
contact details, etc. They are also displaying their partner organisations with links to their social
media.

= Posting about the latest news, updates, and products; promoting other businesses, their partners
by tagging them, sharing informative, educational, as well as "behind the scenes”, entertaining
content on their Facebook and Instagram page.

lovingisiands +
s

@ riveivorm ® = v I
AY

WEAVING
PRO@PSSES

. _LPARTI).

0 ay

o 46 likes

@ ® s &
o SSUSININ BTy

DEVELOPMENT
FIJI ISLANDS

SHOP & SUPPORT
WWW.LOVINGISLANDS.COM

Loving Islands

4.3K likes + 4.6K followers M Shop Now [~ JVESEFERT REIS

Posts About Mentions Reviews Followers Photos More »

Intro Posts 25 Filters

Sustainable economic development in the Fiji islands G
www.lovingislands.com

ﬁ* Loving Islands
W 1 February - @
o Page - Social service Now sold @ Shop beautiful hand woven organic pandanus floor mat from the Lau Islands, Fiji at
www.lovingislands.com/shop

@ President Plaza, Samabula (Shop 22, Ll 2), Suva, Fii Free shipping to Australia & New Zealand customers.

ingi: #lovingislands #socialenterprise #fij
B4 contact@lovingislands.com lovingislands #socialenterprise #fiji
@ Htovingislands.com
O cos

v Rating - 4.7 (20 reviews) @




3. Getting started with Facebook

3.1Creating a new account

Signing up to Facebook is relatively easy: after following a few steps to fill in the required fields on
the starter page (name, phone number, date of birth etc.) - a new account will be created, from
which promoting initiatives can be started

Clicking on your account in the upper-right corner will give you access to a variety of settings
(general settings, privacy, help & support, display, etc.) - you might wish to make a few changes
before starting to use Facebook

By clicking on your profile in the upper-right corner of the page you can personalise your profile
by adding a profile picture, cover photo, updating your page with extra details (add information
about yourself, upload photos/videos, choose interests etc.) - please note that your profile page
won't be the same as your business page, which you will be able to set up later

Features

Most features on Facebook are self-explanatory: in the upper-right corner of the page you will find
the "Notifications”, "Facebook Messenger”, and “Menu” icons that will give you instant access to
further features such as: your Socials, Entertainment, and Create - to start posting, creating pages,
ads, sharing stories, life events etc.

In the upper-middle section of the page you will find other icons to your Home page, Facebook
Watch, Marketplace, Groups, and Feeds

On the left side of the page there are further icons to even more features, giving you easy & quick

access to them

Create a new account

It’s free and always will be.
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3.2 Posting

To start posting use the text box allocated in the middle of the home page that lets you instantly
add text, photos or videos. Alternatively you can also use the drop-down menu from the upper-
right corner of the page.

It is possible to create a post with different coloured backgrounds, stickers, photos, videos, and
links.

In addition it is possible to share feelings, activities, and life events, check in from places, or even
start raising money for a cause.

Timing a post and setting up a frequency for posting is a key aspect of successful advertising, and
although there is no “best time to post on Facebook” but there are different criteria for posting on
weekdays and weekends that can help in boosting a post and reaching a wider audience.

» Good times to post on the weekdays: between 1pm-4pm

» Good times to post on the weekend: between 10am-2pm

» Some hours to avoid posting on Facebook both weekdays and weekends: 10pm-8am
Consistently track and monitor your Facebook analytics to ascertain when your audience and
potential customers are online.

&« Add to your post

|44 Photo/video
Feeling/activity
W Life event

B¢ Live video

E3 facebook

° Best Time to post

THURSDAY &

WEDNESDAY ERIDAY

3PM 1PM to 4PM

&’ Tag people
© checkin

@5 GIF

£ Raise money

° Worst Time to post

SATURDAY &
SUNDAY

MONDAY &
SUNDAY

12PM to 1PM

8 PM to 8AM o




3.3 Facebook Groups

»= According to Facebook themselves, the platform prioritizes content from Groups that users
frequently engage with — by constantly posting in a group, interacting with its members, or letting
its members contribute to the group too, you are feeding the Facebook algorithm.

» Data from the Sprout Social Index notes that nearly half of consumers join private communities so
that they can engage with brands directly — Facebook Groups provide a direct line to your
audience.

» Groups require members and administrators alike to post from personal accounts, which allow you
to engage with your audience as a person first, and a brand second — provides an opportunity to
connect to members on a more personal level — builds a good relationship and trust.

Creating a Facebook Group

* Go into the drop-down Menu on the upper-right corner of the home page and select “Group”
from the “Create” section.

» Determine the settings of the group (name, privacy settings — private-public group, upload cover
photo)

= A Facebook Group can either be private (a closed group) or public (accessible for anyone)

» Group settings can be edited at any given time: click on the three dots under the cover photo to
access the edit mode
» You can link the Group to your page if you wish, the “Linked Pages” option is in the same

settings menu

= By clicking on the group’s “Members” option it is possible to elect new or add more administrators
to the group, who can assist with the group maintenance

» Establish your rules for the group to avoid link-dropping from spammers and general
disorganisation, to limit self-promoting and encourage high-quality conversations, and to create a
safe space for members.

» Facebook by default allows 10 rules for any group and has its own suggestions too:
»  Respect the privacy of fellow members
»  Take a firm stance on bullying and hate speech
»  Encourage positive comments, feedback and conversations
»  Outlaw spam and irrelevant links

Group Rules from the Admins

1 Mo Vague Brand Posts “ee
Erand posts should be formatted as follows:

Company Name
Company Website:
= Company Social Media:

Desktop preview

Create group Expectation from Influencer:
By tzaveta Lopez Compensation:
e ;_{) | \ ««‘{
\\ . Try to include as much information as possible with your post
j pY ¥ .
- (4 {
I ¢ e N 2 No Self Promotion wen
- - e Give more than you take from the group.

In order to make this group as valuable as possible to all members, there will be
no purely promofional posts on the wall of this group. Instead, please include a
question or some advice along with your Instagram handle.

3 No Link Dropping in Inappropriate Threads as
If the post doesn't ask for a link to your Instagram, don't drop it. There are daily
follow threads for a reason.

4 No Selling Followers or Other Spammy Behavior ee
The members of this group are interested in creating genuine communities.
Anything that promotes buying fake likes/ffollowers will not be permitted.

5 NoB/SIT as
Mo buying, =elling, or trading items.



Experiment with different content formats for increased engagement

= User generated content (members’ contribution to the group, photos, videos)
» Interactive content (polls, external links to surveys)

» Facebook Live and native Facebook Video

» Images (memes, gifs, infographics)

4. Creating a Facebook page for businesses

4.1 Setting up a page
= A Facebook Business page is intended for promotional purposes, it is essential for running
Facebook ads, open a Facebook Shop, use Commerce and other promotional tools on the platform
» Click on the Menu icon on the right and select Page under the Create section to start the process
» Start filling out the required information:
» Name - in most cases the business name in itself is enough
»  Category - start typing a word to describe your business and Facebook will suggest options,
choose what fits the best
»  Description/Bio - this is your elevator pitch, write one or two sentences to summarise your
business
» Follow the prompts to enter further details about your business (opening hours, website,
contact details etc.)
» Add a cover photo and profile picture which should be the brand/business logo

» Add an action button to the top of your page that can be a link to the official website, offers,
business specific services, etc.

Action button X

K

Oe

Desktop preview Choose an option

Tell peaple how to engage with you by customising the action

Step1ofs
Finish setting up you
] ted M

Custom T-Shirts, Now

Contact

+6046046044 °

. , .
Michelle's Custom T-Shirts
You want it, | print it. (Orders requesting Comic Sans MS will be changed to a
respectable font.)
Location
About  Followsrs  Photos  More
Pacific Ocean

Intro
Earth
€ ofoliowers

l © Page - Chothing shop

@ Pacific Ocean
Hours
e L, +6046046044
© Mo hours avaiiavle @ www.michellemartin.rocks
Page health: fair
Compared to similar Pages with high
engagem

Posts 25 Filters

Provious Noxt

4.2 Optimizing the business page

button at the top of your Page.
Help people support you

& Book now

& SignUp

§§ start Order O

View shop

&> Gettickets

Get people to contact you
(® Send message ®

(O Send WhatsApp message
Q, Call now
(59 Send email

(& ContactUs

Link to your group or app
@ Learn more

= Edit your page tabs - choose to hide irrelevant sections appearing on the page by choosing
“More"” from the Page management dashboard and then click on “Manage sections”
» Create a custom URL to your business page - this makes your page look more legitimate to your

audience and it is easier to link

»  Select “Settings” —"General Page Settings” —then “Edit" right next to the “"Username” field



= Create a pinned post - offer something exclusive to the page followers or have an important post
always on display to raise awareness

Monopoly @

§x

e Lk © Message Q

Create Post

A Home n .
Michelle's Custom T-Shirts
(1] Professional tools L 0 likes - O followers
& Professional dashboard s [7ER
© [(F Insights Ehme
i Gt Posts  About Mentions: Reviews. Followers More.v @mrmonopoly
| don’t know who needs
(4 create ads Photos :
& How healthy is your Page? to hear this, but Monopoly
7 Create Automated Ads Complete these actions to keep im V40 doesn't take that long if
& Boost Post Page health: good L you play by the right

Groups

rules...
Boost Instagram Post

Music Photos

@© Link WhatsApp (@ write a welcome post Questions Y i 1 EEOSITOR
) Meta Business Suite 2 Sheacine ‘i‘m L SETIN
B U] MoNorouy
(O Link your WhatsApp accou SPOrts 1

Films P
o
&% Invite friends to like your p, TV Programmes T

Books

Videos
5 Likes

Reviews given

Manage Sections <
Intro

Monopoly

o%

4.3 Adding another admin to the page
» Switch to using Facebook as your page — click on your profile photo at the top right and tap the
circle icon to switch between profiles and access your business page

.
° » @

‘%! Michelle Martin @
See all profiles 50+
Q Settings & privacy >
0
€ 0 Help & support >
i
‘ Display & accessibility >
B Give feedback

':-* Log Out

Privacy - Terms - Advertising - Ad choices [>
Cookies - More - Meta ® 2023

» (lick on the “Professional Dashboard” accessible from the left Menu and select one from the
available 5 types of access you can give to a new person:
»  People access: Personal Facebook profiles who can log in as your Page with full access to
manage it.
»  Task access: Personal Facebook profiles who can't log in as your Page, but have access to a
specific task or set of tasks to do for your Page.
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»  Community managers: Personal Facebook profiles who can moderate comments and live chat
discussions and suspend or remove Page fans. They cannot change your Facebook Page
settings or post content.

»  Business account access: Grant access to a Meta Business Suite account to fully manage your
Page, add or remove administrators, and even delete your Page.

»  Partner access: Business Manager accounts with access to specific assets or tasks, such as
helping run Page ads or analytics.

»  From your page's Professional dashboard, click “Add New" next to whichever kind of page
access you want to give. — For example, to add a staff member to post content for you, you'd
choose either the People option (for full access), or Task (for specific access).

ff Manage Page D)

I 6 @ "o gy W ———— v

il =4 Promote

%
ﬁ Home
®©
L} Professional tools A
= I Professional dashboard - Add new X
S @ Insights
& Ad Centre Who should have Facebook access to this Page?
@ Create ads Q

/ Create Automated Ads
€ Boost Post

Boost Instagram Post

@ Link WhatsApp

=9 Meta Business Suite 2

4.4 Unpublishing or deactivating a page

= Upon creating a Business page it will be automatically published and be visible to the public.

= Deactivating or unpublishing your business page can be a good idea when further
maintenance/editing is needed, but you don’t want your page to be visible to everyone while you
still wish to work on it.

= Deactivating/unpublishing a page won't delete the page.

»= On your Facebook Business Page enter the “Settings” menu — select "Page Visibility” — choose
the “Page Unpublished” option and save it so that your page won't be visible anymore. If you wish
to publish your page again, you can easily do this by following the same steps and select "Page
Published”.
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5. Advertising on Facebook — Meta Business Suite

51 Meta Business Suite - Introduction and Features
= You need Meta Business Suite to run ads, use Facebook Commerce, and connect your Facebook
and Instagram business accounts. This is a free management tool provided by Facebook to use for
commercial purposes.
= You will be able to manage all your marketing activities on Facebook and Instagram.
= Meta Business Suite will enable you to:
» See notifications from both platforms
» Respond to messages
» Create and schedule posts, stories, and ads
> Will provide you with insights on your marketing performance/audience/data
= You can access other useful tools through the Meta Business Suite such as Commerce Manager,
Ads Manager and other business settings.
= Home Screen:
» You can see summaries of your recent posts, ads, your calendar of scheduled posts, and a to-do
list of tasks you need to attend to (like unread messages).
» You can create and ad, post or story, or boost an existing story directly from the home page.
» The left-hand menu allows you to access all of Facebook'’s business tools.

Recent Posts Get Started Update
& Last year | cove.. .~ B . BoeiPi
6 Oct6,2021,70:.. People Re.. Reactions Comments Insights
ﬁ | guess it's offic... i et Trends
. @ Sep 19,2021,1.. PeopleRe.. Likes Comments Last 28 Days: September 13 —
) ) October 10
How to BC. . Boost Post - N
Gatli(c) Sep 3,2021,8:2.. PeopleRe.. Likes Comments 6 Facebook Page 493%
Reach
Bees were movi.. - : -
i Boost Post @ Instagram I3 T 3.9%
w@ Aug 20,2021,1.. People Re.. Likes Comments Reach

= Creating and Scheduling posts:

» By clicking on the "Create Post” on the home screen you can select the placement of your
content (to be posted on Facebook or Instagram).

» Enter the content of your post: text, photos or video. You can also add a call to action and link
preview.

» To post right away, click “Publish”. To schedule your post for later, click the down arrow next to
the "Publish” button and select “Schedule Post”. Then, enter the date and time when you want
your post to go live.
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New Post

Flaceimens

e G Christina Newberry: Writer

v & ckjnewberry

Text

This is a test post

Facebook  Instagram

o] ize Your Facebook Post

These features and text will only
appear in your Facebook post.

Facebook Text

This is a test post

® Desktop News Feed «

. Christina Newberry: Writer is & feeling than
at Giza Pyramids.
# Favorites - Just now - Cairo, Egypt - @&

This is a test post

Media 2

Share photos or a video. Instagram posts can't

exceed 10 photos Call to Action

‘ 1536 x 2048 P ® ) Cet Messages

Link Preview - Optional @

i@ Add Photo Add Video

o Turn into Video

@ Change Feeling/Activity
Location - Optional

Giza Pyramids

™ Boost “@ Publish .

Creating and scheduling stories is done following the same process by accessing the “Create Story”
button from the home page; then uploading-editing the photo/video; then sharing the story
immediately or adding a desired date and time to schedule it.

New Story X

Share Story to Edit Text
Ve % Christina Newberry: Writer Text
v G ckjnewherry + Add Text
Font
Media Helvetica -
Select up to 10 images and videos.
Text Color
& @RS E@E
e mEn
Creative Tools
. Crop >
Az Text >
® Stickers >

Apply

Click Apply before publishing to have the changes
you've made appear in your published story.

‘ﬂ Share Story n

Additional Features
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= You can also access the calendar view by clicking on the “Planner” in the left menu to see and edit

your scheduled posts/stories or to preview them.

Planner | &% Christina Newberry. Writer -
. Week Month < Today > November 2021
Sun 31 Mon 1 Tue 2 Wed 3 Thud
© 2:04 PM © 10:00 AM ©10:00 AM
"1§ Photo Story Aa
[~ 5secs
=29
Test post 1

0

Content Type: All = Shared to: All =
Fri5 Sat6 Draft Posts

B 4
s |
Schedule a Post
or a Story.
Save time by
scheduling No Draft Posts
ahead. You haven't created any draft
posts yet.
Schedule =

[& Create Post

= Create ads by clicking on “Promote” from the home page — select a goal for you ad — create your
ad on the next screen. The information and creatives you need to provide will vary depending on
the goal you choose. When you're happy with your ad, click “Promote Now".

<  Promote Your Website

Ad Creative Use a Post
How do you want your ad to look?

Description

An award-winning travel writer based in Vancouver.
Writing travel and lifestyle stories about Vancouver,
Amsterdam, and the world.

Automatic Enhancements @

Media 1/5 - Select multiple images or 1@ Select Media
videos to create a carousel.

Edit Options = =

By clicking Promote Mow, you agree to Facebook's Terms &
Conditions
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Ad Preview See All Previews

0 Christina Newberry: Writer -
Sponsored -

An award-winning travel writer based ir
Vancouver. Writing travel and lifestyle
stories about Vancouver, Amsterdam,
and the world.

CHRISTINANEW...

Christina Newberry | CONTACT US

™ Like (J Comment & Share

Estimated Daily Results

| Center Promote Now



If you'd rather boost an existing post instead of creating an ad from scratch, just click "Boost Post”
next to any existing content from the home screen.
Choose the appropriate options in the following screen, then click “Boost Post Now".

Boost Post X

Goal Ad Preview See All Previews
What results would you like from this ad?

) Automatic e Christina Newberry: Writer «
Let Facebook select the most relevant Change Sponsored -
goal based on your settings

Last year | covered Amsterdam for
Time Qut. This year, I'm happy to be
writing about my hometown again. |
wrote up Mount Pleasant, Vancouver,

for Time Out's list of the world's coclest
Button o neighbourhoods in 2021.

s

Button labal
Send Message

Special Ad Category Learn more

Ads about credit, employment, housing, or social
issues, elections or politics The 49

coolest © SEND MESSAGE

e e

Messaging Apps [ ]
Choose where you want people to message you. Select at D Like (J Comment £ Share
least one messaging app.

By clicking Boost Post Now, you agree to Facebook's Terms & Help
Conditions | center Boost Post Now

5.2 Commerce Manager

It is a sales tool available within the Meta Business Suite and can be really useful for smaller
businesses, whose primary advertising/selling platform is Facebook or Instagram, as it can manage
both at the same time.

You can review and manage all your selling activities, manage your product catalogues, set up a
shop, or get useful performance insights about your sales activity and audience.

You can directly advertise and sell products on Facebook by creating a Catalogue and Shop on the
platform for your products.

Only U.S.-based businesses can enable native, on-platform checkout on Facebook or Instagram,
businesses based anywhere else need to select another website for checkouts, which can be done
from Commerce Manager.
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Create and manage your catalogues:

» Choose the business account you want to use in the left-hand menu.

K Meta

Commerce Manager

@ Christina Newber... «

Search accounts anc Q& G

Your account

Business Accounts

A adultkidsathome
1 Facebook Page, 1 catalog

. Olaf Incorporated

© Christina Newberry &
4 business assets

Christina Newberry
4 business assets

» Scroll down to “Catalogues” and click “+Add catalogue”. Choose the type of offering you want
to add to your Catalogue. If you want to set up a Shop later, remember that only Ecommerce
products can be added to it. It doesn't apply to Travel, Real Estate, Auto, or Entertainment and

media.

(D select type

i

Select your catalog type
Get started by selecting an option that best describes the items you sell.

Ecommerce
Products sold online

Travel
Hotels and vacation properties, flights or destinations

Real estate
Rental properties and real estate listings

Auto
Different tiers of the auto market

Entertainment and media
Media titles like TV shows, movies and streaming
content
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» If you have an official website/webshop for your products already, then you can import the
catalogue information from a partner platform. If you don't you can upload the catalogue

information yourself.

@ Select type

(P configure settings

Configure your settings
Add a few details to complete your catalog.

Upload method
If you use a supported partner platform, connect your account to
automatically import your items.

o

Upload product info Connect a partner platform
Add your items manually or in Automatically import items
bulk, or use your Meta Pixel. using a partner platform like
Shopify, BigCommerce and
more.

Catalog owner ®

€ Christina Newberry v

Catalog name

Books

By using a catalog you agree to Catalog terms and certify that you are abiding
by Facebook Advertising policies and Commerce policies. Please review
these policies and ensure that the itemns you upload to your catalog don't

violate them.

» You can easily add products/items to the catalogue by clicking on the "Add Items” button from

your catalogue. You can do this manually (if you only have a few items) - or import them from a

partner platform if you already have an inventory of a bigger size.

Add Items

Choose your preferred option

+

Manual ®
Fillin a form to add multiple items to your catalog.

Recommended for a small inventory that rarely changes.

Learn more

<>

Cancel

Data feed

Use a spreadsheet or file to add and update your items automatically.
Recommended if you manage inventery in a program like Excel or Google
Sheets.

Learn more

Partner Platform

Use a partner platform like Shopify or BigCemmerce to automatically add
items from your website.

Recommended if your inventory already exists on another platform.
Learn more

Pixel

Use your Meta Pixel to automatically add items from your website.
Recommended if you use a pixel for dynamic ads.

Learn more
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= Set up a shop (for physical products only):
» In the Menu click “Create your shop” — choose from the 3 options from the “Choose checkout
method” section - here you can link your website to the shop, so customers will be redirected

to you website when purchasing a product.

Y

“Checkout with Facebook or Instagram” option is only available for US based businesses.

» "Chekout with messaging” - customers will be redirected to send your business a message on
Facebook Messenger or WhatsApp.

» You can select your Facebook Business Page/your account to sell from — then select the

countries you ship to— review your settings — click “Finish Setup”.
» Once your shop is reviewed, it will be added as a tab on your Facebook Page.

Create your shop

@ Getstarted

@ Choose checkout method
@ Choose sales channels
@ Add shipping destinations

(P Preview

Autosave progress

Your shop overview

When you finish setup, we'll need to make sure your shop complies with our Seller Agreement before you publish any

customizations.

Checkout method Change

@

Checkout on another website
Customers can browse your shop on Facebook or Instagram. When they checkout, they'll be directed to your
website from an item’s details page.

Sales channels Change

. Olaf Incorperated

4 " Olaf's Large Sandwiches
%('; Facebook Page:!

Shipping destinations Change

1 country or region
Canada

+ By submitting your shop for review, you agree to our Seller Agreement.

Contact support Previous m

® =

» You can also add Collections to your Shop by going into the “Edit” menu within your shop —
click +Add new — click "Collection”. This feature can help customers to find the right product
for them by being able to use collection for specific products.
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5.3 Meta Ads Manager - Introduction, types of ads

It is a tool that lets you create and manage ads on Facebook to target your audience.

They look similar to normal posts but always include a “sponsored” label to show they're an ad.
Facebook ads include more features than regular posts, like CTA (call to action) buttons, links,
and product catalogues.

Advertising on Facebook costs money but the amount you pay will vary depending on various

54

factors:

» Audience targeting - to put your ads in front of a narrower audience as opposed to a
broader one will cost more

» Ad placement - costs can change between ads shown on Facebook and Instagram

»  Campaign duration - the number of days and hours a campaign lasts impacts the final cost

»  Your industry - some industries are more competitive than others for ad space. Ad costs
usually increase the higher the product price is or how valuable the lead you're trying to
capture is

» Time of year - ad costs can fluctuate during different seasons, holidays, or other industry-
specific events

» Time of the day - during what times of the day your ad will appear on your audience’s
screen will impact the costs

»  Location - average ad costs per country vary widely

There are various types of ad types and formats for marketers to choose from depending on their

content:

» Image - use single images to promote your product/services/brand

» Video - use a single video to promote (the shorter the better)

»  Carousel - showcase up to ten images or videos that users can click through, each has its
own headline, description, or link

» Instant experience ads - mobile-only interactive ads (photos or videos) - that users can tap
on; zoom in-out

» Collection ads - similar to carousel ads but more immersive, users can purchase products
directly from the ad

» Lead ads - mobile-only ads, great for collecting newsletter subscriptions, signing someone
up for a trial of your product, or allowing people to ask for more information from you

»  Slideshow ads - 3-10 images or a single video that plays in a slideshow; uses less data than
video ads — good for markets where people have slower internet connections

»  Stories ads - mobile-only ads that maximise screen potentials; more creative freedom with
customization

» Messenger ads - they show up in Facebook Messenger’'s tab among the conversations; more

personal and direct; good for smaller businesses promoting local products or services

Create your ads using Meta Ads Manager

Using your Facebook Business Page head to the Ads Manager and start creating a Facebook ad

campaign.

In Facebook Ads Manager select the "Campaigns” tab then click "Create”.

Facebook offers 11 marketing objectives based on what you want your ad to accomplish —

choose a campaign objective based on your goals for this particular ad.
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[X) Campaigns 1selected X
[
g (G Duplicate vt Edit Lasest @ 9
]
e off/on Ad set Delivery
E“ . New ment ad set o Indraft
gcﬁg

Results from 1ad set @

@:
ES

Create new campaign

B8 Adsets for 1 Campaign

T & U Rise
Bid strategy Budget
Highest volume

£20.00

Use existing campaign

Choose a Campaign Objective

Learn mare

Awareness

Brand awareness

Reach

Consideration

Traffic
® Engagement
Appinstalls

Video views

Last significant
edit

Lead generation

Messages

7N
'\!/J

Post engagement

Get mare Page likes, event responses, or post reacts, comments or

C : ncel m

shares.

[3) Ads for 1 Campaign

This month: 1 Apr 2023-3 Apr2023 w

View Setup @ I Columns: Performance w "8 Breakdown w Reports w
Alttribution 0 Results Reach Impressions Cost per result Amo
setting
*
Conversion

Conversions
Catalog sales

Store traffic

Some of the options you see in the next steps will vary based on which objective you choose.
Name your Facebook ad campaign and declare whether your ad fits into any special categories

like credit or politics.

Next, you decide how much money you want to spend on your Facebook ad campaign. You can
choose a daily or lifetime budget. Then, set the start and end dates if you want to schedule your
ad or you can choose to make it live right away. (You can only set a schedule if you create a

lifetime budget for your ad.)
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By scrolling down you can start building the target audience for your ads. Ads Manager provides
you with a lot of customization options. You can even choose “Detailed targeting” field to
specifically include or exclude people based on demographics, interests, and behaviours.

Audience

Define who you want to see your ads. Learn more Audience definition

Your audience selection is fairly broad.

| [rssseneannesmsanoon
Reach Potential Travelers @ ® off

Prioritize delivery to people who may be planning to travel specific Broad

Create new audience Use saved audience = Estimated audience size: 31,900,000 - 37,500,000 @
,\r,l' Estimates may vary significantly over time based on
your targeting selections and available data.
Custom audiences Create new v
Q, Search existing audiences Estimated daily results
Exclude Reach @
1.6K - 4.6K
Locations
People living in or recently in this location - Page Likes @
59-173

United Kingdom

° United Kingdom

@ Include ~ Q Search locations Browse

Add locations in bulk

“p‘F Estimates may vary significantly as people opt out of
tracking on 105 14.5 or use other data controls on
Meta technologies.

Age
18 - 65+ -

Gender
@ al Men Women

Detailed targeting
Include people who match @

Q, Add demographics, interests or behaviors Suggestions Browse

Exclude

Close  ~ All edits saved Back Next

Scroll down to choose where your ads will appear. If you're new to Facebook advertising, the
simplest choice is to use Advantage+ Placements. — Facebook will automatically place your ads
across Facebook, Instagram, Messenger, and the Audience Network when they are likely to get
the best results.

Further down there is a “Brand Safety” section too where you can set what type of content you
wish to exclude from your ad — you can choose to avoid sensitive content and add specific block
lists that can include specific websites, publishers, and videos.

Once you are satisfied with your settings you can choose your ad format, and then enter the text
and media components for your ad. The formats available will vary based on the campaign
objective you selected back at the beginning of this process.
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Ad creative " 1 recommendation

Select the media, text and destination for your ad. You can
also customize your media and text for each placement. Learn

more
Clear All
untitled
. 1080x1350
Edit v
Primary text

What's your ad about? Try up to 5 options

Select the right crop for your ad type to fill the placement — you can use the preview tool at the
right of the page to make sure your ad looks good for all potential placements.

. Ad preview Share = " Advanced preview

ﬁ Facebook
Feeds

1 “"\ E“Iam South America we X

Sponsared

displayurl.com
Plan South America :[J\'J
Specialists in upscale and adventur..

o ke () Comment A Share

See variations

Facebook ad sizes change frequently so make sure to check your selected videos and images fit
the right dimensions.
Once you are happy with your settings click on the “Publish” button to launch your ad.
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6. Some useful links for further details and information

Meta for business: Marketing on Facebook:

https://www.facebook.com/business

Meta Business Suite: Manage Facebook and Instagram in one place:

https://www.facebook.com/business/tools/meta-business-suite

Facebook video requirements charts:
https://www.facebook.com/business/m/one-sheeters/video-requirements#

How to calculate and set your Facebook Ad budget:

https://blog.hootsuite.com/facebook-ads-budget/

=~
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