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ABCs of Social Media Advertising

By: Crystal Vilkaitis
Retail Social Media Teacher
www.heycrystalmedia.com

Today’s Seminar Focuses…

§ Social media ads; specifically on Facebook and 
Instagram

§ B2C (Business to Consumer)
§ Why paid advertising on social media is a “must”
§ Marketing techniques that will save you time and 

money, and get you seen
§ Targeted strategies to ensure you’re reaching the right 

people

About	me….retail	experience....and	my	passion	for	SM
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• Gift
• Home
• Furniture
• Jewelry
• Apparel & Shoes
• Pet
• Hardware
• Florists & Garden 

Centers
• Crafts – Fabric & 

Scrapbooking

Retailers in All Industries Retail Success!

When it Comes to Facebook…
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Ads = Visibility
• Less organic reach
• Not paying = not being 

seen
• If you’re not 

advertising, you’re 
wasting your time… Ex	of	paid	posts	on	IG	and	FB

Ex	of	paid	posts	on	IG	and	FB

Facebook Live! + Ads

§ Spent $100 to 
promote 

§ “We ran out of 
flowers!”

§ 32 orders
§ Just under $3K in 

sales
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Indie Retail Success!
We beat all of last year! (before July)

Anna’s Flowers Results:

§ Weekly traffic, check-ins and 
reviews

§ Workshops sell out
§ Over 40% open rate on 

emails
§ Constant ‘Customer of the 

Week’ convos
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7 Facebook and Instagram Ad
Success Strategies 

#1. Choose The Right Ad Type
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#1. Choose The Right Ad Type #1. Choose The Right Ad Type

#1. Choose The Right Ad Type #1. Choose The Right Ad Type
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#1: Choose The Right Ad Type #1: Choose The Right Ad Type

The “Most 
Recent” Ad #2: Targeting
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#2: Targeting

How to Target People Who Will 
Buy From You

#2: Targeting

§ Warm Audiences
§ Page Likes
§ Email List
§ Web Visitors

#2: Targeting: Custom
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#2: Targeting: Custom #2: Targeting: Fans

#2: Targeting: 
Lookalike & Competitors
§ Cold Audiences:

§ Lookalikes + Detailed Targeting (Interests 
AND Behaviors)

§ Competitors/Big Boxes
#2: Targeting
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#3: Timing #3: Timing

#3: Timing - Instagram

#4: Budgeting
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FB Ad Budget Averages
NOTE: Lots of factors, these are averages based 

on tests and studies
§ $.5-$1/Like
§ $1/email address
§ $.10-$.50/website referral

§ Can be closer to $1.20 for local businesses

Factors Involved When Setting an Ad 
Budget
§ Goals

§ How many new Likes?
§ How many new Email Addresses?
§ How many new Website Referrals?
§ How much Foot Traffic?

§ Resources & Content

Factors Involved When Setting an Ad 
Budget
§ Cost will be higher if building an audience and 

social proof
§ Audience
§ Customer list size 
§ Time frame 
§ Time of year

Factors Involved When Setting an Ad 
Budget
§ Website:

• User friendly?
• Currently getting traffic?
• Regularly adding content?
•Mobile friendly?
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#5: Creative 

§ Copy
§ Imagery 

facebook.com/business/ads-guide/

#5: Creative 

Writing Effective Copy
• What do you click on?
• What magazines/articles do you decide to 

read?
• Model other successful retailers
• Humanize – like you’re talking to a 

friend (social media!)
• Talk/write to one person
• Keep it simple

Writing Effective Copy
• Give instructions – “Click” “Come In” 

“Sign Up”
• Don’t ask too many q’s; keep it to one 

(same with CTA’s)
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Creating Images for Ads
• Good lighting
• Clear picture
• Colorful
• Relevant 
• Optimized size 

(refer to guide)
• Text on top of image
• less than 20%!

Creating Images for Ads

• Pics of people 
• Timely and Holiday 

images
• Video Play Buttons 

#6: Testing

§ Creative – Image and Copy
§ Audience

§ Look at:
§ Actions
§ Engagement
§ Cost

#6: Testing
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#7: Track

#7: Track

Coming to ad reports!



9/22/16

16


