
HOW TO:
  FACEBOOK 
  AND INSTAGRAM
  FOR BUSINESS



HOW TO: FACEBOOK AND INSTAGRAM FOR BUSINESS

INTRODUCTION

How many times have you wished that you knew “How to” do something? 
Well, at iCrossing we are here to help with How to guides covering all 
different areas of the digital marketing landscape. This is How to Facebook 
and Instagram ads.

Facebook is the most popular social media platform 
in the world. With over 2.5 billion active users every 
month, people use Facebook to stay in touch with 
their friends and family, get entertainment and news 
updates, as well as following their favourite brands 
and companies. Instagram (which is owned by 
Facebook) currently boasts around 1 billion monthly 
active users and caters to an overall slightly younger 
demographic than the Facebook platform. It is also 
the second most logged in social media site for daily 
use after Facebook. 

With such a vast number of active users covering 
a broad audience demographic, it makes sense for 
any marketer to want in on the advertising game with 
these two platforms.

If you’re new to advertising on Facebook and 
Instagram, this How To is for you. Our social experts 
Sandra and Mike have compiled the ultimate guide 
for advertising on Facebook and Instagram so you 
can enter the game with valuable knowledge on best 
practices as well as tried and tested methodologies 
for achieving the best results possible for your brand.

So, let’s show you How to Facebook and Instagram ads!
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WHY ADVERTISE 
ON FACEBOOK?
Everyone is on Facebook; your next-door neighbour, your work 
colleagues... even your nan, all use Facebook! If for any reason
they are not on Facebook, there is a strong likelihood that they
use at least one other Facebook-owned app, like Instagram, 
WhatsApp or Messenger.

The possibilities for reaching a broad range of audience 
demographics on these platforms are endless, and Facebook 
enables you to advertise on all these platforms using just one 
ads manager; so there is no need to set up different ads for 
WhatsApp for example!
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WHY SHOULD I RUN FACEBOOK 
ADS THROUGH iCROSSING?
At iCrossing, we take immense pride in our work we do 
on Facebook and Instagram for our clients. Our paid 
social team are all Facebook Blueprint certified and 
regularly invest time towards training which enables us 
to keep up to date with best practices on the platform. 
This status comes with a multitude of perks and benefits 
for us and subsequently our clients, such as gaining 
access to beta updates before they are made widely 
available, priority support and resources as well as 
advanced solutions that help us scale our campaigns 
and optimise performance.

As part of the Hearst group, we run our campaigns and 
make data driven decisions based on insights we gain 
from working closely with world-renowned brands that 
fall under the Hearst umbrella, such as Women’s Health, 
Cosmopolitan and Good Housekeeping. 
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FACEBOOK 
DEMOGRAPHICS
Monthly, more than 2.6 billion users use Facebook to stay in touch with friends and 
family, read news and browse various brand’s content. Meanwhile, Instagram boasts 
just over 1 billion monthly users eager to share and engage with images and videos. 
But what do we know about these users?

56% 56.3% Almost 75% Over 100M
...of Facebook users are male 
– 44% are female

...of Instagram users are female 

The vast majority of users 
access Facebook through a...

mobile device

...of Facebook users visit the platform 
at least once a day 

The UK has almost... 

45M  Facebook users and 

24M  Instagram users

...photos and videos are uploaded 
to Instagram every day

The U.S.
...has the highest number of 
Instagram users (120 million)

Around 90%Users aged 25 
to 34 years

...of Facebook users come from 
outside the USA and Canada

...of Facebook users come from 
outside the USA and Canada
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HOW MUCH DOES FACEBOOK 
ADVERTISING COST?
Another huge benefit of advertising on Facebook is that it is affordable, and 
you can have complete control over your budget and spend. A recent study 
by Wordstream found that the average cost-per-click (CPC) of Facebook 
ads across all industries is £1.36, with some industries having a CPC as low 
as £0.36. Simply put, advertising on Facebook costs what you want it to 
cost. You can set your budget from the beginning and once you spend that 
amount, you won’t be charged any further. The more you spend though, 
the more users you reach!

Facebook advertising cost vary depending on several 
factors, including target audience, industry competitors 
as well as your advertising objective. If your objective 
is to increase brand awareness for example, you will 
most likely find that this will cost less than trying to get 
users to complete a purchase on your website as it is 
‘easier’ for the Facebook algorithm to find users who will 
remember your brand rather than users who will click 
to go to your site to complete a purchase. At the same 
time, your costs will vary depending on your target 
audience; how big is that audience? Is your ad relevant 
to them? Are there more advertisers competing to reach 
them? These factors determine how far your ad spend 
will take you in achieving your goal.

No matter your goal or target audience, there are 
always ways to bring your costs down and get the 
most out of your advertising budget by following 
best practices and optimising your campaigns 
where needed.
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WHAT ARE THE FACEBOOK
CAMPAIGN OBJECTIVES?

Brand awareness
Increase overall awareness for your brand by 
showing ads to people who are more likely to pay 
attention to them. 

Choosing the right objective for your campaign is vital to achieve 
desired results. Here are the ad objectives Facebook offers:

Reach
Show ads to the maximum number of people in 
your audience while staying within your budget. 

App installs
Drive more installs of your app by linking directly 
to the App Store and Google Play Store. 

Lead generation 
Make it easy for interested people to learn more 
about your business. Encourage them to sign up for 
more info or spend time with your app or website.

Messages
Prompt people to open more Messenger 
interactions. Scale your ability to have personal 
conversations with them – so you can answer 
questions, collect leads and boost sales.

Engagement
Get more people to follow your page or engage 
with your posts through comments, shares and 
likes. You can also choose to optimise for more 
event responses or offer claims. 

Video views
Show your videos to people who are most 
likely to be interested in them and watch them 
to completion. 

Conversions
Increase actions on your site or app. Whether you 
want purchases, leads, registrations or other types 
of conversions, this objective prompts people to 
do something.

Store visits
Bridge the gap between people’s online and 
offline shopping journeys by driving store visits, 
sales and other valuable actions at your physical 
shop locations. 

Catalogue sales 
Move more inventory by automatically promoting 
the most relevant products. Simply upload your 
catalogue and set up your campaign – and it will 
show the right products to the right buyers. 

Traffic
Grow the number of people who are visiting your 
site, app or Messenger conversation and increase the 
likelihood that they will take a valuable action when 
they get there. For this objective, you can choose 
to optimise for landing page views or link clicks. 
We recommend optimising for landing page views, 
as this guarantees that you will only pay when user 
successfully landed on the page. Whereas with link 
clicks optimisation, accidental clicks may occur for 
which you’ll still get charged.
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FACEBOOK DYNAMIC ADS: 
HOW BENEFICIAL IS IT FOR RETAILERS?
You’ve been on your favourite brand’s website, browsed 
a few products you liked and then left the website. 
Then you open up Facebook and what do you see; 
an ad from your favourite brand showing you those 
items you liked and spent time browsing. Of course, 
this isn’t a coincidence – you are simply being shown 
‘dynamic ads’. 

Dynamic ads are great for retailers who have a wide 
range of products for sale as it gives them the 
capability of targeting users on an individual basis 
using images of products the users have already 
shown an interest in. This way, the advertiser doesn’t 
have to create individual ads for each product, but 
instead use a product catalogue which dynamically 
chooses creatives for each user. 
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FACEBOOK AD 
TARGETING OPTIONS 

Exclusion targeting
When targeting a certain audience, it is wise to 
consider certain audience characteristics or behaviours 
of users that you may want to avoid showing ads to. 
For example, let’s say you are currently running a 
campaign enticing users to sign up to your newsletter. 
Through exclusion targeting, Facebook lets you 
exclude users who have already signed up to your 
newsletter. This way, you won’t be ‘wasting’ valuable 
impressions to users who have already completed 
your advertising goal! 

Facebook offers a plethora of targeting options 
for you to reach your desired audience. Core audiences

Using details that best describe your target 
audience such as age, gender, location, interests, 
demographics and behaviours enable advertisers 
to build core audiences for targeting.

Custom audiences
The platform also enables you to build custom 
audiences, based on interactions that users have 
with your page, ads and website - i.e. people who 
visited your site, users who engaged with your 
Instagram posts, users who submitted a form, etc. 

Lookalike audiences
Facebook provides the ability to find a different set 
of users that match the characteristics and behaviour 
of users that fall within your custom audiences. These 
are called Lookalike Audiences. Another way to 
describe them is “algorithmically-assembled group of 
social network members who resemble, in some way, 
another group of members”. Pretty cool huh?

Connection targeting
Another way to target users is according to the 
relationship they have with your page. The options 
that Facebook offers to target users in this way is: 
a) People who like your page, b) Friends of people 
who like your page. You can apply the same targeting 
for users who have used your app or have responded 
to your event.

Bid strategies
When running an advertising campaign, you ideally 
want to be paying the best possible price for what you 
are trying to achieve, such as getting clicks to your 
website, purchases of your products or downloads of 
a PDF file. Facebook has implemented bid strategies, 
so you can control the costs of your bid and make sure 
you are not exceeding your ideal cost per conversion. 
While, by default, Facebook will try to get as many 
results as possible for the budget you set, this may not 
be profitable for a business. Let’s have a quick look at 
other bidding options:

Lowest cost 
(default): get the most results for your budget

Cost cap 
Get the most results possible while staying within the 
benchmark cost per action

Bid cap 
Reach the most results without exceeding your bid cap

Target cost 
Seek only results that cost close to the goal you set
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FACEBOOK AUDIENCE 
INSIGHTS TOOL 
The Audience Insights tool is a great 
feature that helps you understand 
better the users connected to your 
page and how they compare with the 
general user population on Facebook. 

Information such as demographics, 
gender, age, education levels, job 
titles, relationship statuses etc. 
enables you to visualise what 
common attributes users that are 
interested in your brand have. 

This way, you can improve your 
targeting and reach more like-minded 
users who are likely to show an 
interest in your content.

Facebook 
Audience Insights 
Dashboard
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WHAT ARE THE DIFFERENT 
FACEBOOK AD FORMATS?
The platform’s innovative ad formats help 
to drive engagements from users.

Image Ads

The static image is the most basic ad format. 
It’s designed to look like an organic Facebook 
post, with the only distinguishable difference 
being the word ‘Sponsored’ under the page name.

The call-to-action (CTA) button enables users to take 
action on your ad, such as subscribing to a newsletter, 
sending a message to the page, or visiting a website. 

Video Ads

Video ads are great for delivering a brand message 
through short ‘story-telling’. In fact, video is the most 
engaging Facebook ads format amongst users and 
account for around 11% of posts on the platform. 

Lead Gen Ads

Lead gen ads are fantastic for reaching ’warm leads’ 
and getting them to share their details with you by 
signing up. Once a user clicks on your ads CTA, 
a form will appear which will guide the user through 
the signing up process. You can customise the form 
to get the details you want as well as displaying your 
own messaging and privacy notice. Always remember, 
the simpler you make the form, the better conversion 
rate you will get!

TIP: 
Users watch 85% of videos without sound, 
so consider adding subtitles! 
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App Install Ads

App install ads don’t look that different to text/
video ads, but their CTA makes all the difference. 
Once a user clicks on the ’Install Now’ button, 
he or she will be prompted to the app store on 
their phone where they can download the app.

...WHAT ARE THE DIFFERENT FACEBOOK AD FORMATS?

Event Response Ads

Event response ads’ sole purpose is for 
advertising an event to users who may be 
interested in attending a certain event. The CTA 
is unique to this ad format, where users can click 
on the ’Join’ button to automatically RSVP to 
the event.

Collection Ads

Collection ads are most ideal for retailers wanting 
to display a range of products. The format can host 
both image and video and acts as a ‘storefront’ for 
users to see more than one product at once.
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Carousel

The Carousel format lets you create ads that 
feature several images/videos in a swipe-able layout. 
This format is great for advertisers who are trying 
to promote more than one product and want to 
put them in front of the user all at once. 

...WHAT ARE THE DIFFERENT FACEBOOK AD FORMATS?

Slideshow

A Slideshow ad format is essentially a collection 
of images made into a single short video. 
This is useful for advertisers with limited budget 
who can’t spend a lot of money on high end 
videos. A few benefits are they are quick and 
easy to create, as well as using very little 
bandwidth to play, so users on a low internet 
connect can still play these normally. 

Instant Experience

An Instant Experience ad is a full-screen experience 
that loads after the user clicks on your ad on a mobile 
device. Once the user clicks on your ad, they can 
watch a video, scroll through a range of photos in 
a carousel format, fill in forms and explore products. 
It’s a very versatile format that allows the advertiser 
to customize it to meet their needs. 
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...WHAT ARE THE DIFFERENT FACEBOOK AD FORMATS?

Facebook 
Ad Manager 
Dashboard
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PRO TIPS WHEN CREATING YOUR
FACEBOOK OR INSTAGRAM AD

Pick a strong creative(s)

Use high-quality, thumb-stopping images that will 
stand out from feeds. We recommend using the 
most suitable aspect ratio for each placement so 
your creatives display nicely on different devices 
– you find all aspect ratios here. 

Customise placements

In addition to the previous point, we recommend to 
make full use of the different placements available 
for your ads. For example, a square 1:1 ratio image is 
great for news feed placements but won’t look its best 
on Instagram Stories. Instead, for Stories, use a 9:16 
ratio creative to make full use of the placement’s ‘real 
estate’. It just looks so much better!

Videos – get your brand 
in at the start!

Include your brand logo within the first 3 seconds of 
your video as those are the most crucial in grasping 
users’ attention. If you leave it until the end, chances 
are most users won’t even see it.

Use text to convey your
message – but don’t overdo it

The text that accompanies your creative should 
convey and support the message of your creative. 
Use clever ways to grasp the attention of your 
audience in line with your brand message, but there’s 
no need to write endless paragraphs. A couple of 
short and concise sentences is more than enough; 
try to stay within 90 characters to avoid having your 
text truncated (that’s when the ‘See More’ button 
appears when your text is cut off).

Keep your videos
short and sweet

Shorter clips tend to perform better on Facebook. 
In fact, Facebook recommends that small business 
keep their videos to around 15 seconds long. Most 
of the value of your messaging is within the first 
3 seconds which is where users’ interest is at their 
highest, so get your message across in a short but 
sweet manner. 

Make use of the text 
options that are available

When creating your ad, you will notice that apart from 
your Primary Text at the top of your creative, you can 
also add a Heading, Description and a Call to Action. 
Make use of these in a sensible manner to ‘enhance’ 
how your ad looks – for example, if you are advertising 
an offer you might want to add a description saying: 
‘Offer ends soon!’ alongside a ‘Buy Now’ call to 
action button. 

https://docs.google.com/spreadsheets/d/1kdwZ7gmATBs4ZVHlgdj_hgcOTfKwJHPoCk3eQndB9GQ/edit#gid=65685822
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LEARNING PHASE 

You’ve set up your campaign, built your ad sets and ads, double checked all 
your settings and then proceed to launch your campaign; only to be presented 
with a green ‘Learning’ text in the delivery column of your dashboard next to 
each ad set. This is referred to as the ‘learning phase’ of a campaign.

The Facebook learning phase is essentially a period 
of time when the delivery system is still learning about 
an ad set and exploring the best way to deliver your 
ads to the right audiences. During this time, you may 
experience your campaign under performing but soon 
after when it has exited this phase, your campaign 
will have a much better understanding of the right 
audience to reach. 

Ad sets also enter the learning phase when making 
significant changes to an ad set, such as adding more 
targeting or increasing budgets, but there are certain 
best practices to handle this efficiently: 

Make changes to your ad 
set after it has exited the 
learning phase:
If your ad set is under performing in the learning 
stage, don’t proceed to make changes to it in 
hopes of improving performance. Wait it out 
and see what performance looks like once it 
has learned about your target audience. 

Do not make too many 
ad sets/ads 
By having too many ad sets and ads you risk the 
learnings being spread thin across all ad sets which 
could make performance suffer. We recommend 
having a maximum of 6 ad sets per campaign with 
a maximum of 3 ads running simultaneously. 

Avoid unnecessary edits
Only make edits to your ad set when you feel that 
it will benefit from it and performance will improve. 
Otherwise you will just make it enter the learning 
phase again for no substantial reason.

Set a decent budget
If you set a daily budget on £1 to your ad sets, 
chances are the system won’t have much to run on 
and will run out of budget extremely early in the 
learning phase and will probably never exit it either. 
You want to set your budget large enough in order 
to drive conversions so the delivery system can 
learn what kind of users are converting.
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FACEBOOK PIXEL

Facebook lets advertisers implement its own pixel on their website to track 
activity of users landing on their page. The pixel is a small line of JavaScript 
code that is attached before the header of a website’s code. As Facebook 
creates and provides this pixel for you in a few easy steps, this means that 
very minimal coding knowledge is required to implement this. In addition, 
you can download Facebook’s Pixel Helper to help you verify it is working 
properly and troubleshoot any potential errors you meet along the way.

The obvious benefit of having a Facebook pixel on 
your site is that you can track users that visit your 
landing page and get valuable insight on their 
behaviour when browsing your site. After a while from 
when your pixel is implemented, your ad account will 
start learning about users who visit your site through 
machine learning and help you better target your 
ads. Additionally, you will be able to create custom 
audiences based on different behaviours users have 

on your site; for example: people who added items to 
their basket and did not complete purchase, users who 
viewed a video, users who spent more than 2 minutes 
on your site etc. 

From these custom audiences, you could then go on 
to create Lookalike audiences (as mentioned earlier) 
and better segment your targeting. The possibilities 
are endless!
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PERFORMANCE MEASUREMENT 
ON FACEBOOK
Measuring performance accurately is paramount 
for understanding the results your campaigns are 
achieving, as well as getting clear insight as to which 
elements of your campaigns work better than others. 
By getting this information, you can then set up and 
optimise your campaigns based on this valuable data 
and achieve the best results possible. Here are some 
‘test and learn’ methods that you can perform to 
understand your campaign’s results better:

Split testing
Also referred to as ‘A/B Testing’, Facebook helps you determine the best strategy 
to improve your campaigns through experimentation. Learnings from split testing 
can help you better plan your campaigns and predict results more accurately. 
If you are trying to determine which audience will respond better to your creative 
for example, you can set up an A/B Test, where Facebook will perform a statistically 
comparable and fair test between these two audiences to and provide results on 
how your creative has performed with each audience. Split testing can be set up in 
several ways where the variable can be anything from a creative, audience group, 
bid strategy, text copy etc. Just remember to have only one variable when split 
testing for your experiment to be as balanced as possible! 

Conversion lift tests
A way to grasp the true value of your advertising results is through conversion 
lift tests. Facebook provides these tests for you to understand the incremental 
effect of your advertising efforts on audiences you are targeting. In these tests, 
Facebook’s system compares groups of people who saw your ad and groups 
who did not see your ad to understand its causal impact on different kinds of 
business objectives.

Brand lift studies
It is often unclear to advertisers what kind of impact their advertising has on 
brand awareness, as well as how this can be measured in an accurate way. 
A brand lift study is a test where brand polling is used, in combination with 
other brand awareness measurements, to create a better picture of the value 
your Facebook advertising has. These tests can be run through Facebook, 
where the platform separates users into random test and control groups, 
where it then compares the performance of these groups over time. 
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BRAND SAFETY

Brand safety is an important matter in the advertising landscape and tech 
platforms such as Facebook need to provide assurance to advertisers that 
their ads are being shown in an ethical and safe manner. 

The brand safety measures advertisers can take on Facebook are around 
preventing ads being shown against content on the Audience Network 
that is not in line with a brand’s image or could potentially be harmful to it, 
or generally websites and apps which do not provide much value to them. 
This can be done through creating a ‘block list’ of URLs and apps you do 
not want your brand to be associated with, which can be easily uploaded to 
Facebook through a CSV file. Alternatively, you can use a ‘publishers allow 
list’ where you can specify exactly which publishers you want your content 
to be displayed against; which saves you time from having to update your 
blocklist every so often. 

Additionally, ‘Inventory Filters’ provide an extra level of control over the 
type of content your ads appear within Facebook in stream videos and 
the wider audience network. 
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PROS AND CONS OF 
ADVERTISING ON FACEBOOK
So what’s to love about advertising on Facebook, 
and what could be improved?

Pros Cons

Advanced targeting 
capabilities and ad formats High competition 

Sophisticated performance 
measurement tools Glitchy ad approval system 

Wide reach and cost-efficiency Privacy concerns 
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Facebook advertising is one of the most common 
(if not THE most common) ways of promoting a 
business nowadays. From small neighbourhood shops 
to large global corporations, Facebook platform has 
the capacity and capabilities to cater for any businesses 
advertising needs, no matter how big or small. 

If you haven’t already, consider exploring Facebook 
ads for your business and see what opportunities it 
can unlock for you! 

The paid social landscape is constantly evolving and 
staying ahead of the curve is key for brands that want 
to stay competitive and front of mind. At iCrossing 
we pride ourselves on being Growth Partners and can 
help unlock your brand’s full growth potential. 

GETTING STARTED WITH 
FACEBOOK ADS
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  Sandra Frankowska
  Paid social strategist

Hello, my name is Sandra and I first got into social media when I joined 
MySpace back in 2006. I was amazed by how easy it was to connect with 
people from around the world, while sitting in my bedroom in a very quiet 
town in Poland. When I turned 18, I decided to move to England to study 
business advertising and digital media communications. That’s when I quickly 
realised how fast-paced and exciting the social media landscape really is. 
Here I am now, 12 years later and still as excited about it as I was then. 
I love my job because not one day is the same and I get to work with 
amazing clients, helping them grow their social media presence.

  Mike Agastiniotis
  Paid media analyst

Hi, I’m Mike I got into paid social long before joining iCrossing. I was 20 
years old and trying to get people to notice my band’s page on Facebook 
by throwing a few quid at it. Fast-forward almost 10 years and I am still 
running Facebook ads, only in a much more calculated and educated 
manner for clients I never dreamed of working with in a million years. 
Paid social platforms are great because they all differ from each other 
and people consume content differently on each one. This makes my 
job really interesting, as I get to understand people’s relationship with 
ads and learn how to improve ad content to achieve better outcomes 
for our clients’ goals, whatever they may be!

MEET YOUR iCROSSING 
SOCIAL SIDEKICKS
The paid social landscape is constantly 
evolving and staying ahead of the curve 
is key for brands that want to stay 
competitive and front of mind.

At iCrossing we pride ourselves on 
being Growth Partners and can help 
unlock your brand’s full growth potential.

To find out more get in touch at 
results@icrossing.co.uk



30 Panton Street
London
SW1Y 4AJ

Tramshed Tech
Pendyris Street
Cardiff
CF11 6BH

13 Black Lion Street
Brighton
BN1 1ND

Visit www.icrossing.com/uk for more advice, 
or contact us at results@icrossing.co.uk
- we’d love to help!


