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• Online Advertising Overview 
• Search Engine Advertising 

• Google 
• Bing 

• Social Media Advertising 
• Facebook 
• Instagram 
• Pinterest 
• YouTube 

• Planning for Success 
• Q & A

AGENDA
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• Paid Search Ads 
• Display Advertising 
• Remarketing

Online Advertising Overview
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Pay-Per-Click (PPC) - pay only when 
someone “clicks” on your ad 

Pay-per-click (PPC) ads can be found on  
– Search Ads: target the top slots on 

search results page (Google search 
page, Bing search page, etc.) 

– Some seen on third party websites 

PAID SEARCH ADS
!5
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PROS: 
• Targeted to the specific audience 

you choose 
• Provides data and analytics so you 

know how your ad is performing 
CONS: 
• Can be expensive if not done 

correctly

Pros & Cons of Paid Search Ads
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DISPLAY ADS
• Used for Branding and Awareness
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Where Display Ads Appear

• Found on web pages not 
search engine results pages 

• Can appear on the top, 
bottom, sides, and middle 
of content 
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PROS:  
• Ability to provide graphics/branded 

elements  
• Build brand awareness using your brand 

identity 
CONS: 
• Not as much impact as SEM ads  
• Can fade into the background

Pros & Cons of Display Advertising
!9
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REMARKETING ADS

• Targeted ads shown to 
visitors of your previous 
website or mobile app visit 

• Reconnect by showing your 
relevant ads across their 
different devices 

• Keeps you “top of mind”

!10
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PROS:  
•Access to people when they're likely to buy  
•Lists focused on your advertising 
•Large-scale reach 
•Efficient pricing 
•Easy ad creation 
•Campaign statistics 
•Help customers find you 

CONS: 
• Seeing same ad too frequently can drive potential 

customer away 

Pros & Cons of Remarketing Ads
!11
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SEARCH 
ENGINE 
ADVERTISING
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GOOGLE

•Different ad formats 
and features 
available


•Can customize you 
ads to fit your 
different business 
goals

!13
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• Pay-per-click: Search Ads, Expanded Text Ads, 
Product Listing Ads, Shopping Ads (pay only when 
searcher clicks your ad) 

• Display ads: online billboard image driven ads (pay 
per 1,000 ad impressions)

GOOGLE - Ad Types
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• Pay-Per-Click:  real-time 
auction price for keyword; no 
cost until ad clicked by user; 
rate depends upon 
competitiveness of keyword 
and various other factor. 

• Display: Cost Per Impression 
(by the 1,000)

Google Ad Costs
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Examples
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BING

•PPC and Display Ads  
•average 30% lower CPC 
•Appear on both Bing and Yahoo 
•Allows search demographics 
control

!17
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Bing Ad Examples
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SOCIAL 
MEDIA 
ADVERTISING
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Social Media Use by US Population
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• Facebook 
• Instagram 

• YouTube 

• Pinterest

Social Media Channels
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FACEBOOK 
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•Used to generate demand, not 
fulfill it. 

•Targets based on location, 
demographic, and profile 
information.   

•Ad Budget: per click or per 1,000 
Impressions

Facebook Advertising 
!23
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• I want people to be Aware of 
my business 

• I want Leads 
• I want Traffic & Conversions

Facebook Ad Objectives
!24
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• Brand Awareness 
• Local Awareness 
• Video Views

Facebook “Branding Ads”
!25
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Facebook “Lead Ads”

• Offline Actions 
• Offer Claims 
• Event Responses 
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•Clicks to Website & Website 
Conversions 

•Carousel Ads 
•Mobile News Feed Ads 
•Product Set 
•Post Page Engagement 
•Page Likes 
•Canvas Ads 
•Application Ads

Facebook “Traffic & Conversion Ads”



© 2018 WSI. All rights reserved.

!28

Creating a Facebook Ad
Facebook Ad Manager 

• Select Ad Objective 

• Build Your Audience  

• Select Budget & 
Schedule 

• Ad Graphics or Video 

• Ad Text & Preview 

• Campaign Insights
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• Custom Audiences  
• Audience Insights 
• Interests & Demographic 

Targeting 
• Look-a-Like Audiences

Build Your Audience
!29
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Custom Audiences
Upload your customer list to find 
them on Facebook 

•Go to Audiences tab in Ads 
Manager 

• Custom Audience option and 
then choose “Customer List” 

•Upload file list or drag and 
drop into the Custom 
Audience box

!30

https://www.facebook.com/campaign/landing.php?campaign_id=588744587850527&url=https://www.facebook.com/ads/audience_manager/?aln=datafile
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Reach new people similar to your 
best existing customers
BEST RESULTS: 1,000 -50,000 
people from source list
REQUIRES: 100 from source 
audience . 

Look-a-Like Audiences
!31
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Using Audience Insights
Create Ad Audience based on Age, 
Location, Gender and Interests, and: 

Broad Category Targeting: 
e.g., Gardening, Consumer 
Electronics, Horses, etc. 

Precise Interest Targeting:  
e.g., Likes and interests, page 
likes, apps used, other profile 
info 

  
Each option can be useful, 

depending on your audience.
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• Most important part!  
• Use faces that resemble 

your target audience. 
• TIP: Use images of people 

facing to the right 

• Video is powerful

Ad Graphics, Images & Videos

TRY THESE FREE TOOLS: 
canva.com (graphics & ad creation) 
pexels.com (free images) 
flicker.com (creative commons) 

http://canva.com
http://pexels.com
http://flicker.com
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• Facebook will suggest bid range 
(Bid near low end) 

• Click-through-Rate (CTR) will 
quickly start to dictate the price: 
• High CTR: suggested bids will 

decrease 
• Low CTR:  need to bid more per 

click.

Set Ad Budget & Schedule
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Ad Text and Ad Preview
HEADLINE:  One action + one subject 

TEXT: One “pain point” + one solution + one CTA 
NEWS FEED DESCRIPTION: One CTA plus + more  

detailed description of “pain point” + more 
detailed description of solution 

RECOMMEND: 
Use the optional “CALL TO ACTION” Button 

25 Characters for Headline 
90 Characters for Text 

200 Characters for Description 

!35



© 2018 WSI. All rights reserved.

!36

Insights & Ad Performance
View in Ads Manager:
• Click Campaigns, Ad 

Sets or Ads.
• Click on the Ad you want to 

view. 
•

https://www.facebook.com/ad_campaign/landing.php?campaign_id=163681540489385&creative&placement=%2Fbusiness%2Fhelp%2F318580098318734&url=https%3A%2F%2Fwww.facebook.com%2Fads%2Fmanage%2Faccounts%2F
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Facebook Pixel and Analytics

• Track conversions 
from Facebook ads,  

• Optimize ads based on 
collected data, 

• Build targeted audiences 

• Remarket to qualified 
leads

!37
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1. Use a Custom Audience  
2. Run ads everywhere:  

• desktop news feed,  
• mobile news feed,  
• desktop right column and  
• audience network 

3. Run ads for 24-36 hours before making any changes 
4. Review ads after the 24-36 hours.  
5. Keep the best performing ads; pause all low 

performing ads others. 
6. Adjust budget as appropriate to scale.

Key to Success with Facebook Ads
!38
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INSTAGRAM
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Instagram Usage in the US
!40
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•Ad Types:  same as Facebook 
•Cost: cost-per-click and cost-per-

impression (1,000) 
•Prices: determined by auction 
•Set budget, target audience, and 

defined time frame 
•Ads can show on both Instagram 

& Facebook

Instagram Ads & Costs
!41



© 2018 WSI. All rights reserved.

!42

•Are your ideal customers on 
Instagram?  

•Urban/cities 32%,  
•Suburbs 28%  
•18% rural 

•Rapid growth continuing for 
adults over 34 

•Especially powerful for visual  
and/or creative industries

Are Instagram Ads Right for You?
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PINTEREST
• Virtual bulletin 

board   
• Users find and 

curate images 
and videos 

• Emphasis on 
discovery and 
curation of 
other people’s 
content
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Pinterest Ads

• Pay-for-Placement 
System 

• Pinterest ads contain 
image, caption, and 
link 

• Displayed in Users’ 
home feeds 
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Pinterest Use by Age Group
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Pinterest Ads: Promoted Pins
• Cost-per-click (CPC) 
• Defined daily budget and 
duration.  

• Only pay when someone 
clicks though the pin to 
your website.  

• You can monitor and adjust 
your campaign as it runs.
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Are you selling products or content? 

• 93% plan purchases with 
Pinterest  

• 87% make a purchase because of 
something seen on Pinterest 

• 75% of Pins come from 
businesses 

• 40% of users have annual 
household incomes of $100,000+

Is Pinterest Advertising Right for You?
!47



© 2018 WSI. All rights reserved.

YouTube
• 2nd largest search 

platform globally 

•  1.5 billion monthly 
user 

•  1 billion hours 
viewed/day 

• By 2021, estimate 80% 
of all Internet 
traffic will be video-
related 

!48
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YouTube Users in US by Income
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YouTube Ad Costs
• Pay-per-video view 

• A typical video ad 
runs between $.10 
and $.30 per view 

• Price varies 
depending on video 
quality, targeting, 
and overall goal 

•

!50
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YouTube Ad Examples
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YouTube Ad Targeting Options

• Demographic Groups 
Interests  
• Video Remarketing  
• Placements  
• Topics  
• Keywords (only some ad 
formats)

!52
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Are YouTube Ads Right for You?

•More popular than broadcast TV 
among 18 - 48 year olds  

•Viewership continues to grow rapidly 

•Complement business branding 
efforts 

•Multiple ad options
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PLANNING  
FOR 
SUCCESS

 54
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1) What’s Your Primary Objective?  

2) Build Your Target Audience.  

3) Set a Realistic Budget.  

4) Measure Results. 

5) Reach Out For Help.

Define a Successful Strategy
!55
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QUESTIONS 
AND 
ANSWERS
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Kelley O. Kohr, JD
WSI Digital Marketing

Direct: 803-443-2345 
linkedin.com/in/kelleyokohr/ 
kelley@wsiemarketer.com 

wsiemarketer.com

Thank You!


