
              
 

 

 

 

Strategy for Advertising on Meta 

 

Introduction  

 
Meta, the parent company of Facebook and Instagram, offers one of the most powerful advertising platforms 

for businesses of all sizes. With billions of users worldwide and a robust suite of tools for targeting, tracking, 

and optimising ads, advertising on Meta can help businesses drive brand awareness, lead generation, and 

sales. 

 

This guide will cover the fundamentals of advertising on Meta, including strategies, pricing, benefits, and best 

practices for success. 
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1. Why Advertise on Meta? 

Meta’s advertising platform is a powerful tool for businesses due to several key benefits: 

• Massive Reach: Meta platforms have over 3.8 billion monthly active users across Facebook, 

Instagram, Messenger, and WhatsApp. This means you can reach a vast and diverse audience globally 

or within specific geographic locations. 

• Precise Targeting: Meta allows businesses to target users based on location, demographics, interests, 

behaviours, and more. Its advanced targeting options ensure that you’re reaching the right people 

with the right message. 

• Cost-Effective: Meta ads can fit any budget, whether you’re a small business with a limited budget or 

a large corporation running a multi-million-pound campaign. The platform’s bidding system allows 

you to optimise for maximum ROI. 

• Diverse Ad Formats: From videos and carousel ads to lead generation and collection ads, Meta 

provides a variety of formats that can cater to different business objectives, whether it’s brand 

awareness, lead generation, or direct sales. 



• Performance Tracking: Meta’s Ads Manager provides detailed analytics, helping you measure the 

success of your campaigns in real-time. You can track metrics like reach, impressions, engagement, 

conversions, and more to refine your strategy. 

 

2. Setting Up Meta Ads 

 
Step 1: Create a Meta Business Account 

To start advertising on Meta, you'll need to set up a Meta Business Manager account. This platform allows 

you to manage all your business tools, assets, and ad accounts in one place. 

Step 2: Connect Your Pages 

Once the business account is created, connect your Facebook and Instagram pages. This integration will allow 

you to run ads on both platforms simultaneously and view unified insights. 

Step 3: Create an Ad Account 

Your ad account is where you manage and pay for your ads. Meta’s Ads Manager will guide you through 

setting up your payment method and currency preferences. 

Step 4: Set Your Business Objectives 

When creating a new ad campaign, Meta will first ask for your business objective. This is critical, as it guides 

the type of ads you create and how your performance will be measured. Meta offers a variety of objectives, 

including: 

 

• Brand Awareness 

• Reach 

• Traffic 

• Engagement 

• App Installs 

• Lead Generation 

• Conversions 

• Sales 

 

 

3. Types of Meta Ads 

 

Meta offers several types of ads, which cater to different business goals: 

1. Photo Ads: These are the simplest type, featuring a single image and a call to action (CTA). They work 

well for brand awareness and product promotion. 

2. Video Ads: Great for storytelling and showcasing your product or service in action. Meta’s algorithms 

tend to favour video content, especially short, engaging videos. 

3. Carousel Ads: These ads allow businesses to show multiple images or videos in a single ad unit. Each 

card can have its own link, making it ideal for showcasing multiple products or features. 

4. Slideshow Ads: Lightweight video ads made from a series of images or text. They are cost-effective 

and can be used to create engaging content without video production. 

5. Collection Ads: This ad format allows users to click on an ad and browse through products without 

leaving the platform. They’re perfect for eCommerce businesses wanting to drive product discovery 

and sales. 

6. Lead Generation Ads: These ads have a built-in form that users can fill out to express interest in your 

business. They are particularly useful for businesses focused on gathering leads for later follow-up. 



7. Stories Ads: These are full-screen vertical ads that appear between users’ Stories on Facebook and 

Instagram. They are immersive and ideal for capturing attention in a short amount of time. 

 

4. Targeting Options on Meta 

 

Meta offers highly granular targeting options, allowing businesses to precisely reach their desired audience. 

Some of the key targeting options include: 

• Demographics: Target by age, gender, education level, income, marital status, etc. 

• Location: You can geo-target users by country, state, city, or even specific regions. 

• Interests: Meta tracks users' activities on and off its platforms, enabling businesses to target people 

based on their hobbies, behaviours, and lifestyle. 

• Custom Audiences: These are audiences you build based on your existing customer data, such as 

email lists, website traffic (through a Facebook Pixel), or app activity. 

• Lookalike Audiences: Meta can find people who resemble your existing customers, helping you 

expand your reach to a similar, potentially interested audience. 

• Behavioural Targeting: Reach users based on their purchasing behaviours, device usage, or activity on 

other websites. 

 

5. Ad Formats Available 
 

Meta provides multiple ad formats tailored to different campaign goals and user behaviours: 

• Image Ads: High-quality visuals with minimal text, useful for quick impressions. 

• Video Ads: For storytelling or product showcases, optimized for engagement. 

• Carousel Ads: Multiple images or videos within a single ad unit, encouraging exploration. 

• Collection Ads: For eCommerce, users can browse products directly from the ad. 

• Stories Ads: Full-screen vertical ads designed for mobile users. 

• Messenger Ads: Ads that appear within Facebook Messenger, ideal for personalized offers. 

• Instant Experience Ads: Mobile-optimized, fast-loading ads that open up to a full-screen experience 

when clicked. 

 

6. Pricing and Budgeting on Meta 
 

Meta ads work on a bidding system, meaning the cost of your ads depends on your target audience, 

competition, and ad placement. 

Factors That Influence Pricing: 

• Ad Objective: Certain objectives like lead generation or conversions often cost more than brand 

awareness. 

• Audience: More competitive audiences (e.g., a high-income group in major cities) will cost more to 

reach. 

• Placement: Ads on Instagram Stories or in-feed might be cheaper or more expensive than Messenger 

ads, depending on competition. 

Types of Bidding: 

1. Cost per Click (CPC): You pay every time someone clicks on your ad. This model is ideal for driving 

traffic to your website. 

2. Cost per Impression (CPM): You pay based on how many people see your ad (per thousand 

impressions). This works well for brand awareness campaigns. 



3. Cost per Action (CPA): You pay when someone takes a specific action, like filling out a form or making 

a purchase. 

Budgeting Options: 

Meta allows businesses to set daily or lifetime budgets. You can also control how much you’re willing to 

spend per action (like a click or conversion). 

• Daily Budget: This limits how much you spend in a single day. 

• Lifetime Budget: This allocates a total amount to spend over the course of the campaign’s duration. 

 

7. Optimising Ad Performance 
 

To get the best results from your Meta ads, it’s important to continuously monitor and optimize 

performance: 

1. A/B Testing: Always run A/B tests to compare different creatives, audience segments, and ad 

placements. This helps identify what works best. 

2. Use Facebook Pixel: By installing the Meta Pixel on your website, you can track conversions, optimise 

campaigns, and build audiences based on website behaviour. 

3. Custom Audiences and Lookalikes: Use Custom Audiences for retargeting and Lookalike Audiences 

for reaching new potential customers. 

4. Dynamic Ads: These ads automatically show the right products to people who have expressed 

interest in your business, such as those who have visited your website or added items to their 

shopping cart. 

 

8.Best Practices for Meta Advertising 
 

1. Prioritize Mobile: With most users accessing Meta platforms via mobile, ensure your ads are 

optimized for mobile viewing. 

2. Keep Creatives Simple: Ads with clear visuals and short text perform best. Ensure your CTA is obvious 

and easy to follow. 

3. Frequency and Timing: Monitor ad frequency to avoid oversaturating your audience. Consider 

running ads when your target audience is most active. 

4. Leverage Video: Video ads tend to generate more engagement. Keep videos short, attention-

grabbing, and focused on delivering value upfront. 

5. Retargeting: Always retarget users who have interacted with your brand but haven’t converted yet. 

This is particularly effective for driving sales. 

 

9. Case Studies and Success Stories 
 

Example 1: Small Business Boosting Sales 

 

A local restaurant ran a campaign using Instagram Stories Ads. By targeting users within a 10-mile radius, 

they increased foot traffic and boosted reservations by 30% over the weekend. 

 

Example 2: eCommerce Store Utilizing Dynamic Ads 

An online clothing retailer used dynamic ads to retarget users who had added products to their carts but 

didn’t complete the purchase. By offering a 10% discount through these ads, they saw 

 


