( F O R

A D V E R T I S E R S , M A R K E T E R S
A N D B U S I N E S S E S )

TABLE OF CONTENTS
SAVED AUDIENCES
1. FACEBOOK AUDIENCES FIRST STEPS

1

2. SAVED AUDIENCE

2

2.1 AUDIENCE NAME
2.2 CUSTOM AUDIENCES
2.3 LOCATIONS
2.4 AGE
2.5 GENDER
2.6 LANGUAGES
3. DETAILED TARGETING
3.1 DEMOGRAPHICS (DETAILED TARGETING)
3.2 BROAD TARGETING
3.3 NARROW TARGETING
3.4 INTERESTS (DETAILED TARGETING)
3.5 BEHAVIOURS (DETAILED TARGETING)
3.6 CONNECTIONS
3.7 ‘CREATE AUDIENCE’

8

TABLE OF CONTENTS
CUSTOM AUDIENCES
1. CUSTOM AUDIENCES

18

2. THE ESSENTIAL ELEMENT
3. CREATE AUDIENCE REMINDER

19

4. CUSTOMER FILE

20

5. WEBSITE TRAFFIC

23

5.1 AUDIENCE BY INTERACTION TIME
5.2 ANY OR ALL
5.3 PEOPLE WHO VISITED SPECIFIC WEB PAGES
6. APP ACTIVITY

32

6.1 APP LAUNCHES
6.2 PURCHASES
6.3 LEVELS ACHIEVED
7. OFFLINE ACTIVITY

37

8. ENGAGEMENT

30

8.1 VIDEO
8.2 LEAD FORM
FULL SCREEN EXPERIENCE
INSTAGRAM BUSINESS PROFILE
EVENT

TABLE OF CONTENTS
LOOKALIKE AUDIENCES
1. SCALING

31

2. WHAT ARE LOOKALIKE AUDIENCES?

32

3. ADVANTAGES

50

4. HOW TO BUILD A FACEBOOK LOOKALIKE AUDIENCE
4.1 SOURCE
4.2 SOURCE
4.3 AUDIENCE SIZE
5. CONCLUSION

55

FACEBOOK AUDIENCES FIRST STEPS
If you already know your way around Facebook Business Manager, skip down to the next sub-head.
This section is purely for the complete beginners.
Before you can build Facebook audiences (or run a targeted advertising campaign), you must have
a Facebook Business Manager account. Get over there and create one now…it’s free and just a
matter of following their simple steps.
When you’re all set-up, click on the three lines on the top-left of the navigation bar, ﬁnd the ‘Assets’
section and select ‘Audiences’:

If you haven’t created Facebook audiences before, the ‘Audiences’ page will look something like the
below screenshot, with three audience types listed:

If you have created Facebook audiences, you’ll see a list of your created audiences. Above this
spreadsheet-style grid, you will see a blue button that reads ‘Create Audience’. This will act as your
starting point for the rest of this guide:

You should all now be ready for the ﬁrst steps of this guide. Let’s begin by looking and walking you
through building one of the three Facebook audience types…
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SAVED AUDIENCE
The ‘Saved Audience’ option will be the starting point for the vast majority of you (especially if you’re
new to Facebook ads).
They’re incredibly simple to build, hold massive value and boast a ton of advertising options. By
selecting this audience type, you can deﬁne your target audience by their location, age, gender,
language, demographics, interests, behaviours, connections and even narrow down your custom
audiences (which we’ll cover later).
Let’s get this thing started by selecting the ‘Saved Audience’ option (or hitting the ‘Create a Saved
Audience’ button for new audience builders):

This will open a page that looks something like this:
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Don’t worry if this looks confusing, I’m going to hold your hand through every step and show you a
few tips and tricks along the way!
The ﬁrst thing I want you to do is keep a close eye on the ‘Potential Audience’ details (on the
right-hand side). The number beneath this title estimates the size of the audience that you’re going
to target. Every time you make an audience targeting decision (e.g. adjusting age targeting) the
number here will increase or decrease.
The ideal size of your audience depends on your budget, industry and objective…but just
remember, the bigger your audience, the more you’ll need to spend to reach everyone (which is not
necessarily a bad thing, especially if you want to run a continuous campaign).

AUDIENCE NAME

It’s crucial that you name EVERY audience clearly, so you can remember exactly what you selected
when it comes to creating an ad. These will be listed by the name you select here.
Selecting the audience name will have no effect on your audience size or the results of your
campaign. It is purely for ease of creation at ad building level.
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CUSTOM AUDIENCES

For the time being, I want you to ignore this option until I’ve explained Custom Audiences (a little
later in this guide).
Don’t worry, we’ll come back to it!

LOCATIONS
Next to the ‘Locations’ title, you’ll notice a dropdown menu.

These options all seem (fairly) self-explanatory. But, because this is the Ultimate Guide to Facebook
Audiences, let me explain them in a little more depth:
• Everyone in this location: the most recent location of any Facebook user.
• People who live in this location: a location selected as their home by a user on their
Facebook proﬁle, and/or conﬁrmed by their IP address.
• People recently in this location: this is tracked by mobile usage in the targeted location.
• People travelling in this location: users who have been in your designated target location,
and this area is at least 100 miles from their home location.
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If you’re not sure which option to select, stick with the default ‘Everyone in this location’ option. It’s
the safest choice for the majority of advertisers.
When you’re ready, move down to the map and click on the search bar:

Within the search bar (just
above the map), you can enter
any of the following location
options:
• Country
• County
• Postcode/zip-code
• State/region
• City/town
• Speciﬁc address
• DMA (designated market area)
• Continent

If your audiences are heavily location dependent, you can easily target by any of the options above
and adjust the radius accordingly.
The more targeted you are with location,
the more you can reduce the radius.
In the example (above) I have targeted by
city, in this case, London. I am only
allowed to reduce the radius down
to 17km.
In order for your Facebook audiences to
be more targeted, you can use a postcode,
target a particular part of London (by
address) or use the ‘Drop Pin’ option. By
dropping a pin, you can reduce the radius
down to 1km.

In addition to all these
amazing location
targeting options, you
can also exclude
particular areas. This is
done in the exact same
way as described above,
all you need to do is click
on the ‘Include’
dropdown option and
select ‘Exclude’.
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This can be very useful for businesses who ship internationally but are unable to reach certain
regions or countries. For instance, if you were running an eCommerce store, which delivered to
anywhere in Europe, but were struggling for a distribution company in Belarus, you could simply
‘exclude’ it from your location targeting.
Both ‘Including’ and ‘Excluding’ locations can also be done in bulk by selecting the ‘Add locations
in bulk’ option underneath the map:

This is a very handy option for advertisers who have large reach, but would like to target speciﬁc
locations. E.g. U.S.A, Canada, United Kingdom, Australia, New Zealand, South Africa.
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AGE
The age of your target market can make a massive difference to your ads performance, especially if
you’re in a niche market.
Think about your ideal customer. How old are they? Do they make the buying decision?
Age can be targeted from as young as 13 to as old as 65+.

If you’re just starting out and offer a product/service that has broad appeal (and you think age is
irrelevant), create several similar audiences that target different age groups, or leave your audience
age as broad as possible (I wouldn’t recommend going any broader than 18-65+ though, this age
group are able to make their own buying decisions).

GENDER
Similarly to age, gender targeting can make a massive difference. For instance, if I was running ads
for a female fashion store, I would select ‘Women’ in this option.
Really think about your target market. If your offer appeals to both genders, don’t select anything!

After running Facebook ads, you might even discover that a large percentage of your customers are
a particular gender. If this is the case, you can always come back later and create a new
gender-targeted audience.

LANGUAGES
In most cases, it’s advisable to leave the ‘Languages’ section blank.

I would only advise using it if you’re targeting a community within a speciﬁed location, who speak a
different language to the native (or most commonly spoken). For example, if I was targeting a
Spanish community living in London, I would use location targeting to pick out London, then use
the ‘Languages’ section to target Spanish speakers.
However, if I was targeting English speakers in London, I would not enter anything into the
‘Languages’ option. This is because the majority of people who are in the London will speak English
anyway (including the aforementioned Spanish community).
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DETAILED TARGETING
Detailed Targeting is where your ‘Saved Audience’ really comes into its own. This section allows you
to hyper-target your audience.

At this stage in your audience building efforts, you’re able to narrow your Facebook audiences by
one, two or all of the following targeting methods:
• Demographics
• Interests
• Behaviours
You can either type in your ‘detailed targeting’ option and ﬁnd the appropriate category in the
dropdown list…
…or, click on ‘Browse’ and scroll
through the available targeting
options. If you’re just starting out, I’d
advise using ‘Browse’ ﬁrst. You’ll
probably stumble across something
that you hadn’t thought of:

Facebook audiences also offer advertisers ‘Suggestions’ based on their business page’s content and
category. This option can be useful for beginners, but it only displays a limited number of
suggestions (so don’t rely on this alone!):
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DEMOGRAPHICS (DETAILED TARGETING)
If you thought ‘Demographics’ had already been covered in the ‘Age’, ‘Language’ and ‘Gender’
sections, you were wrong.
Demographics within ‘Detailed Targeting’ allow advertisers to really drill their audiences down to
their ideal target market.
I’d advise to start by using the ‘Browse’ option and selecting ‘Demographics’:

This will open up a host of different demographic targeting options. It’s here that you can begin to
form the outline of your audience:

The more you know about your ideal market, the better you can target them. If you don’t already
have one, I’d recommend creating a Customer Avatar and use this to narrow your audience.
The ‘Detailed Targeting’ section allows you to utilise either broad or narrow audience
targeting options.
Let’s use ‘Demographics’ to get a better understanding of these two options.
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BROAD TARGETING
When you select targeting options that all appear in the same ‘Detailed targeting’ box (see
screenshot below), you tell Facebook that your audiences should ‘INCLUDE people who match at
least ONE of the following’ targeting options.
In other words, your audience don’t need to be a perfect match with your desired demographics, in
fact they only need to ﬁt ONE. This means that they become a lot broader.
For example, if I was targeting students, without a preference about their age or level of education, I
could tell Facebook to target anybody who is EITHER ‘At high school’, ‘At University’ or ‘At University
(postgraduate)’:

NARROW TARGETING
Alternatively, instead of telling Facebook to target audiences who all meet ONE of my targeting
options, I can create audiences who MUST meet different criteria.
In this example, I could narrow down my audience by creating multiple demographic options.
This is done by clicking on the ‘Narrow audience’ option, below the Detailed Targeting box.
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In this example, let’s pretend that I want to reach students who are studying ‘English Literature’,
because my product ﬁts this niche. I would choose to ‘Narrow audience’, and ﬁnd English Literature
under ‘Education’ and ‘Field of Study’.

You can create as many ‘Narrow further’ options as you like, effectively honing in on your ideal
customer…
…however, at this point in our audience building guide, I want to highlight two very important
points
1.Whenever you narrow your audience, you MUST keep an eye on your ‘Potential Audience’ .
This can be found in the top right of your Saved Audience pop-up. My audience size for
Students studying English Literature in the United Kingdom is 10,000 people.

2. The ‘Narrow audience’ feature can be used in combination with ANY of the detailed
targeting options (demographics, interests, behaviours). For instance, I could target a
demographic and narrow this audience by using an interest.
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READ that paragraph again…it will save me explaining it for ‘Interests’ and ‘Behaviours’, as we move
further through this Facebook audiences building guide.
Before we continue, there is one more feature I’d like to highlight in this section, ‘Exclude people’.
This can be found beside ‘Narrow Audience’ beneath the Detailed Targeting box.

As the name says, it allows you to exclude certain people from your audience. There are fewer
exclusion options than there are inclusion, but it can be a very helpful tool, especially if you know
that a certain corner of your chosen demographic will have no interest in your ads.

In our example, I have excluded people who have recently started a ‘New Job’. As you can see, the
audience I have created are all U.K based students, who study English Literature but have NOT
recently started a new job.
Whilst this might sound incredibly niche, it would work well for a recruitment agency looking to
hire home-based content writers on a part-time basis.
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INTERESTS (DETAILED TARGETING)
Please remember that the ‘Narrow Audience’ and ‘Exclude people’ features (explained above)
work for Interests too…and they can be used in combination with either Demographics or
Behaviours!
‘Interests’ works in the exact same way as ‘Demographics’, except it narrows audiences by their
likes, preferences and (obviously) interests.
This is an incredibly valuable targeting tool for advertisers, as it allows you to target people who are
known to have an interest in your competitors, industry blogs or magazines or your market as
a whole.
If you already know the interests you’d like to target, type them into the search box and ﬁnd them
in the dropdown list. If you don’t, go ahead and hit the ‘Browse’ option.

Targeted interests are based on pages users have liked, apps they have installed, posts they’ve
engaged with (commented, liked or shared) and the type of content they prefer to consume.
As a starting point, I would advise being quite BROAD with this targeting tool, by creating multiple
interests that users only need to match ONE of.
However, it can also pay dividends to target an audience of industry super-fans by narrowing the
audience to people who are interested in a host of your competitors and niche commentators. You
can do this by using the ‘Narrow audience’ option for every new interest.
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BEHAVIOURS (DETAILED TARGETING)
Using ‘Behaviours’ as targeting tools is not always relevant, but when they are, they can have
amazing effects on the success of your Facebook ads.
The behaviours section of detailed targeting, allows you to narrow your audience to people who
have taken, or are expected to take certain actions (based on their history and Facebook’s data).

As mentioned earlier, this section will not be relevant to all of you, but for those of you who
they are…
…the potential of your Facebook audiences is about to sky-rocket.
Much like the other detailed targeting options, I’d advise beginning by looking through the options
under ‘Browse’ > ‘Behaviours’:
I’ll leave the journey through ‘Behaviours’ targeting in your hands, but I won’t leave this section
without highlighting a few of my personal favourites
• Purchase Behaviour > ‘Engaged Shoppers’ : The Engaged Shoppers option is a powerful
targeting tool for anybody selling online. It narrows your audience to people who have
clicked on the ‘Shop Now’ CTA of any Facebook ad in the past 7 days. When this is combined
with an industry-relevant ‘Interest’ you can potentially tap into an audience who are looking
to purchase something from your niche.
E.g. if I was selling a bicycle, I would use a range of ‘cycling’ targeting interests and use the Narrow
audience feature to apply the Engaged Shoppers option.
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• Digital Activities > Facebook page admins > ‘Business Page Admins’ : If you’re selling a B2B
product, you should create an audience of people who are business owners! Most business
owners will run their own Facebook business page (or one of their employees will).

If you’re targeting a particular B2B sector you can target them too. E.g. if I was selling catering
equipment, I could target my Facebook audiences at ‘Food and Restaurant Page Admins’

• Travel > ‘Commuters’: This targeting option is often overlooked, but when it is combined
with location targeting (particularly in locations that rely heavily on travel by train), you
discover an audience of people who are openly seeking something to occupy their attention.
This can include apps, books, content, games, and much more.
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There are plenty of other amazing targeting options under ‘Behaviours’. Scroll through the choices
under ‘Browse’ and see what you can discover…
…and remember, these can be used to Narrow your audience (when used in addition to other
targeting options) and you can choose to exclude people who associate with any of these
behaviours, e.g. if you’re promoting travel/holidays, you would exclude anybody who has ‘Returned
from travelling one week ago’ under ‘Travel’.

CONNECTIONS
The ﬁnal targeting option in ‘Saved Audience’ is ‘Connections’.

This gives you the opportunity to narrow your audience by people who have some form of
relationship with your page, event or app.

This can be a valuable option for your Facebook ads, if you’re trying to either:
1. Increase your brand awareness: You can do this by choosing ‘Exclude people who have…’
this will target people who will probably not have interacted with your business on
Facebook before.
Or
2. Create a community around your brand: By narrowing your audience to ‘People who like…’
or ‘Friends of people who like…’ you can boost your ads engagement (because you know
these people like your content) and increase the tribal feel around your brand.
Be warned, using this option is only worth it if you have a decent amount of page likes, or app and
event engagement.
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‘CREATE AUDIENCE’
And that’s it!
When you’re happy hit the ‘Create Audience’ button at the bottom right of your ‘saved audience’
pop-up and your audience will be ready and waiting for you in the ad building level.

Don’t worry, I’ll show you exactly how to ﬁnd and use your Saved Audience very soon!
Make sure you’ve named your audience something relevant and memorable!
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CUSTOM AUDIENCES
In Part 2 of The Ultimate Guide to Facebook Audiences, we’re going to be covering everything
about Custom Audiences.
If you are new to Facebook ads, this is effectively the second step you’ll take in your audience
building efforts. This is because ‘Saved Audiences’ target cold audiences (for the most part)
reaching people who have not interacted with your business before (making them the perfect
place to start)…
…but, Custom Audiences target people who (in general) have formed some sort of relationship with
your business. This relationship can be as simple as the user liking one of your posts, watching your
videos, visiting your website, giving you their contact details, previously buying a product…and
much more (don’t worry we’ll cover everything in this guide).
In layman’s terms, your ‘Saved Audience’ targets people who don’t know your
business/brand/product, and your ‘Custom Audience’ tracks who interacted (in any way) with your
ad and puts them into a new ‘Custom audience’.
And, because those audience members have already engaged with your business, they are much
more likely to take further action when shown another ad.
Everything making sense so far?
Don’t worry if it’s gone over your head. As I walk you through the FIVE types of Custom Audience
(and their many sub-categories) everything will become clear. By the end of this guide, you’ll be
able to set-up a Custom Audience and understand exactly how to optimise it.

THE ESSENTIAL ELEMENT
Before you can build (the majority of) your Custom Audiences there is a fundamental step that you
simply cannot afford to miss or ignore: placing a Facebook Pixel on your website.
A pixel acts as a tracking code that anonymously follows a user’s actions around your website and
reports the data back to Facebook. Using this Pixel, Facebook are able to establish a wealth of
super-valuable information about the people who came to your website and create ‘Custom
Audiences’ from this…
…for instance, if somebody comes to your website and clicks to buy your product, but doesn’t go
through with the purchase, your Facebook Pixel will track this and you will be able to add them to a
Custom Audience that you can try to convert again (with a differen t campaign).
Facebook have a comprehensive guide about how to Install and use the Facebook Pixel. If you
haven’t already installed yours, get over there! It’s FREE and the most powerful tool in a digital
advertisers armoury. Don’t avoid it!
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CREATE A UDIENCE REMINDER
As explained in the ﬁrst edition of our Ultimate Guide to Facebook Audiences, please go to your
Facebook Business Manager account, ﬁnd ‘Assets’ in the navigation menu, and go to ‘Audiences’.

When you’re here, click on ‘Create Audience’ and select ‘Custom Audience’:

This will bring up 5 options for creating your ‘Custom Audience’, and will form a base for the rest of
this guide:
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CUSTOMER FILE

A Customer File based ‘Custom Audience’ is built from data that you have already collected
and own.
This is more commonly known as a marketing or sales list, which is formed largely of names,
telephone numbers and email addresses. By upyloading this data (via a CSV, TXT ﬁle or MailChimp
list) Facebook is able to ﬁnd the people on your list (by matching them with their contact details)…
…allowing you to create an audience from them!
When you select Customer File, Facebook will provide you with 3 different ways of building this type
of audience:
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The ﬁrst, ‘Add customers from your own ﬁle or copy and paste data’ requires you to upload a CSV or
TXT ﬁle with your customer’s data.
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Before you upload your ‘list’, make sure to follow Facebook’s format guidelines for Identiﬁers in your
data ﬁle (in other words, the text their automation can understand). This can be found when
hovering over their Identiﬁers list on the ﬁle upload page:

The second option is to ‘Import from MailChimp’. If you use MailChimp as your CRM, this is a
seamless way to upload your list directly into a Facebook audience.
(And it’s so self-explanatory that I don’t need to go into any more detail about it!)
The third and ﬁnal option is to ‘Include LTV for better-performing lookalikes’.
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This Customer File option allows you to upload your list as a CSV or TXT ﬁle (exactly the same as
earlier), but this time you can add another ﬁeld to your data that includes every individual’s LTV (life
time value).
A list-member’s LTV is normally measured in monetary terms, e.g. if they haven’t spent any money
with you yet their value will be 0, however if they’ve repeatedly purchased from you, their value
might be 1500.
If you are able to input a LTV into your customer ﬁle, it will allow Facebook to discover who your
most valuable customers are and use this information to create better lookalike audiences (more
about these later!).

WEBSITE TRAFFIC
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Remember when I told you how important the Facebook Pixel was? You’re just about to learn why…
‘Custom Audiences’ allow you to build an audience of users that have visited your website from ANY
source and then segment them by the actions they took when they were there.
There is a vast amount of options within the ‘Website Trafﬁc’ feature of Facebook’s ‘Custom
Audiences’, meaning that this type of audience can ﬁt into (nearly) any campaign.
Let’s take a deeper look at how this works. The ﬁrst thing I want you to do is click the dropdown
menu that reads ‘All website visitors’ by default:

For the sake of simplicity, we’re going to focus on the top three options (everything beneath the
heading, ‘From your events’ has to be set-up away from Audiences).

1. All website visitors: This option automatically includes everyone who has visited your
website (while you’ve had pixel tracking turned on). It does not discriminate by action,
behaviour or engagement.
2. People who visited specific web pages: this allows you to create audiences of people who
visited certain web pages on your website. There are a number of different ways to use
these…don’t worry, I’ll go into more depth in a second!
3. Visitors by time spent: the ﬁnal option allows you to create audiences built from either the
top 25, 10 or 5% of visitors who spent the most amount of time on your website.
I’m going to come back to ‘People who visited speciﬁc web pages’ in a moment, but ﬁrst I want
you to understand how to narrow or broaden these audiences.
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CUSTOMER FILE

When you’re happy with 1 of the 3 options (above) you’re able to adjust your audience size by the
number of days it has been since the event occurred (e.g. the visitor came to your website).
The length of time that you decide will largely depend on your campaign aims, but Facebook will
allow you to track back anywhere from 1-180 days. For most of your ads, you’ll only want to target
people who have recently interacted with your website (e.g. somewhere in the 7-30 days bracket).

ANY OR ALL
At the top of your ‘Create a Custom Audience’ form, you’ll notice a dropdown menu with ‘ANY’
selected as the default option.
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When clicked, this menu presents two options:
1. ‘ANY’: When this is selected, you are telling Facebook to create an audience of people who
only need to match ONE of your chosen criteria. This will broaden your audience and give
you the opportunity to cluster multiple pixel-ﬁring events into one group.
You’ll notice that when ‘ANY’ is selected, blue text with ‘Include More’ appears beside the ‘Exclude’
button. By clicking on this link, you will be able to create multiple criteria for your audience.

‘ALL’: This option allows you to narrow your audience down by multiple criteria. You’ll then be
able to build audiences of users who meet every one of your chosen criteria. This will create
smaller, hyper-targeted audiences.
When you have ‘ALL’ selected a blue link entitled ‘Narrow down further’ will appear beneath each
criteria selection.
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PEOPLE WHO VISITED SPECIFIC WEB PAGES

Within the ‘Website Trafﬁc’ custom audience builder, this is (probably) the most valuable option
available to Facebook advertisers. By creating audiences of ‘people who have visited speciﬁc web
pages’ you are able to retarget users with highly-targeted ads.
For instance, if I owned a website selling shoes, I could retarget anybody that looked at my
best-selling pair. And because the prospect has already viewed the shoes (which is a clear
demonstration of their interest), they are much more likely to purchase them from an ad than
somebody who has never seen them before.
Let’s take a deeper look at how to use and optimise this audience building feature. Start by clicking
on the dropdown menu with ‘contains’ selected as the default option:
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The three options held in this dropdown menu will determine how broad or narrow your audience
will be. Before I explain them, I need to highlight a feature that applies to ALL OF THEM with the
help of my online shoe store example.
When you enter the ‘speciﬁc page’ (or keyword) that you’d like to use to create your audience (in
the text box), you will have three options:
1. Leave the ﬁeld with just ONE webpage criteria. In this case, I am using the word ‘shoes’:

2. Enter another keyword or webpage to broaden the size of my audience. This tells
Facebook to create an audience of anyone who has matched ANY of my desired criteria.
Here, I have written ‘shoes’ ‘boots’ ‘sandals’. My audience will be built from people who
match at least ONE of these options:

3. Use the ‘+ And also’ button to narrow your audience by creating multiple criteria that
users must match with. In this case, you are telling Facebook that they need to create an
audience of people who have visited multiple ‘speciﬁc’ webpages. If I was to create this ,
the users will have had to have visited webpages relevant to both ‘shoes’ and ‘boots’:
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REMEMBER: These options are available to ALL three of the audience targeting features I am about
to explain. In most cases, you will only want to target one ‘speciﬁc page’ or ‘keyword’.
OK, now that’s out of the way, let’s look at our 3 main audience targeting features within this
Facebook audience:
• ‘contains’: this option allows you to enter a keyword that you’d like to be present in the URL
of any webpage. By using this option you can retarget users who have visited certain
categories or products/content that all have certain features.

For example, if I wanted to retarget anybody who looked at the ‘shoes’ section of my online shoe
store, I would enter ‘shoes’ here because all my product categories contain the relevant extension.
As long as the URL contains the word ‘shoes’ that user will become part of this audience, e.g
www.examplewebsite.com/shoes/brown and www.examplewebsite.com/shoes/pink will both be
added to my ‘contains’ audience.
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• ‘doesn’t contain’: this works in the opposite way to the ‘contains’ feature (above). When this
is selected you will target everybody who visits a webpage which doesn’t contain a certain
keyword.
For example, if I was to use the keyword ‘shoes’ here, I would build an audience of people who
DIDN’T view my shoes, but have been elsewhere on my site, e.g. a user who visited
www.examplestore.com/boots or www.examplestore.com/sandals, but not
www.examplestore.com/shoes

• ‘equals’: this option requires a speciﬁc webpage URL and builds an audience of people who
have visited this page.
For example, if I wanted to build an audience of people who all visited my best selling shoes, I would
enter the entire URL using the ‘equals’ option, www.examplestore.com/shoes/my-best-selling-shoes
Using this rule, I would be able to show product speciﬁc ads to an audience of people who have
already viewed that exact product.
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‘EXCLUDE’ SPECIFIC WEB PAGES
When you have a good understanding of how to use the ‘people who visited speciﬁc web pages’
audience, you can optimise them further by using the ‘exclude’ option.

To anybody new to Facebook ads this might seem unnecessary or confusing, but in reality it’s a
highly-valuable tool that will make your ads even more targeted and provide a better ROI.
To help me explain, let’s go back to the online shoe store example…
…if I was to create an audience of people who all viewed my best selling shoes (with the ‘equals’
option) and ran ads to this audience about the shoes (btw, this is known as retargeting) everybody
who visited the page would see the ad, and I’d have to pay for them to do so….but, some of these
people will have already bought the product!
Instead of this, I could use the ‘exclude’ option and enter the exact URL of my ‘Thank you’ page,
shown after every completed purchase.

Excluding certain web pages is a massively valuable technique that can be used on any page that
shows a user’s intention to take action (e.g. register, sign-up, purchase).
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APP ACTIVITY

If you have an iOS or Android App, you can use the ‘App activity’ objective to build an audience of
users who have interacted with it (if you don’t, you should probably skip down to the next objective).
Before you can use this objective, you must have already registered and set-up your app within
‘Events Manager’ (on Facebook Business Manager).
When you are ready, open up the ‘App activity’ audience builder and select the App you’d like to use
for this Facebook audience:
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Before I dive into audience targeting options and explain how to use them, there are a few features
that are included in ‘App activity’ that I’ve already covered in the previous section.
So to save repetition, I’m going to highlight them and if you’re unsure how to use them, scroll up to
the ‘Website Trafﬁc’ custom audience (above) and check them out there!
• ANY or ALL criteria options (found at the top of the pop-up form)
• Include or Exclude certain criteria (found underneath targeting options)
• Include more or Narrow down further (found underneath target options, potions depend
upon selection of ANY or ALL)
Within App Activity there are several targeting options, let’s take a closer look at each of them:
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APP LAUNCHES

This App activity audience option targets anybody who has launched your chosen App. You can
narrow the audience even further by selecting a time frame at the ‘in the __ days’ box.
This is the broadest targeting option in App activity, and will therefore produce the largest
audiences.
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PURCHASES

This audience building feature groups users who have made purchases on your app. Just like all the
other ‘App activity’ options, your audience will be built dependent on time frame, meaning you can
speciﬁcally target users who have made a recent purchase, when they are most engaged with
your app.
‘Purchases’ can create high returning audiences, as not everyone is prepared to spend money
in-app. Those who do are probably the minority of your users, so it’s deﬁnitely worth marketing
to them.
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LEVELS ACHIEVED

This targeting option is especially relevant to gaming apps. When your app is registered and set-up
in events manager, Facebook will be able to track ‘levels’.
This segments your users into a group who are highly-engaged and have spent some time using
your app.
The higher you set the ‘level achieved’ score, the more time a user will have spent on your app, and
the more engaged they will be with it.
This can also be used effectively when setting a low ‘level achieved’ score, because some users will
install the app and delete it shortly afterwards.
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OFFLINE ACTIVITY

‘Ofﬂine Activity’ needs to be set-up in ‘Events Manager’ before it can be used (found in Facebook
Business Manager).
I don’t use this custom audience type and I don’t want to be a ‘guru’ who doesn’t practice what he
preaches so, I won’t be able to walk you through this audience in as much depth as the others,
however…
…that doesn’t mean I can’t explain what it is.
This custom audience type works similarly to ‘Customer File’, but instead of uploading one list in
bulk, you can either sync up a software that tracks ofﬂine activities (e.g. point of sale, CRM) or
continuously update your ‘Ofﬂine Activity’ audience via one of these software types.
Facebook takes the key contact data from your ofﬂine tracking software (e.g. phone number, email
address) and uses it to build your ‘Ofﬂine Activity’ audiences.
Whilst I can see the attraction in using an audience of this type, there is no guarantee that these
audience members engage or purchase online.
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ENGAGEMENT

Last but by no means least is the ‘Engagement’ custom audience.
This audience is built of people who have interacted (in any way) with your Facebook page, posts,
ads and videos…making it a great audience for generating engagement on future posts.
Engagement should be one of your fundamental aims in your Facebook advertising campaigns. It
builds social proof, showing others that you are a well-known, trusted and sought-after brand.
Engagement audiences also prove their interest in your industry, product and content by engaging
with your posts, making them an audience with high ROI potential.
Within Facebook, there are 6 different ‘Engagement Audiences’. Let’s take a look at them, starting
from the top:
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VIDEO

The ‘Video’ option within engagement allows you to build audiences of people who have watched a
certain amount of your videos on Facebook or Instagram (or both).
The targeted time length is split into 6 options, moving from people who have watched very little to
those you have viewed almost all of it. You can ﬁnd these options by clicking on the ‘Browse’ button
on the right-hand side of your ‘Video’ pop-up:
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The time length options are:
• People who viewed at least three seconds of your video
• People who viewed at least ten seconds of your video
• People who have watched at least 25% of your video
• People who have watched at least 50% of your video
• People who have watched at least 75% of your video
• People who have watched at least 95% of your video
It’s easy to assume that somebody who has only watched 10 seconds of your video is not worth
retargeting, but we have found massive value in audiences like this. The sweet spot for this type of
engagement audience depends on your video, industry and content type (is it product
promotional? Informational? Entertaining? Etc…)
As with the other custom audiences, you can also set the recency of the engagement as an
audience building parameter.

Videos are the hottest form of content at the moment and as such, it’s difﬁcult to make them stick
in the memory. It’s for this reason that I recommend keeping this time period very short (otherwise
you run the risk of losing money on old prospects).
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LEAD FORM

If you’re running Lead Form ads on either Facebook or Instagram, you can use their engagement to
build entirely new audiences.
As you might’ve already guessed, lead forms are used to generate leads. In order for you to convince
a prospect to hand over their contact details you must offer them something valuable in
exchange…this usually comes in the form of content.
If you have a lead form ad that has performed particularly well, it’s probably because the content
you have offered is highly-sought-after by your audience. This will give you a better understanding
of what attracts this audience in future campaigns.
Before we look at the targeting options for lead form audiences, I’d like to get some housekeeping
out of the way.
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As with many of the aforementioned custom audiences (in this post) you are able to use the
following features:
• ANY or ALL criteria
• Include more or Narrow down further
• Exclude
• Time frame (in the past __ days)
Facebook allows you to create a lead form engagement audience by picking one of 3 options. These
are found by clicking on the dropdown menu that reads ‘Anyone who opened this form’ by default.
They are:
• Anyone who opened this form
• People who opened but didn’t submit form
• People who opened and submitted form

After you have selected your preferred option, you can either choose to use all your lead forms to
build your audience (this can be very broad, depending on your content offering). This is done by
NOT clicking on the ‘+Select Speciﬁc Form(s)’:
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Or you can click on this blue text, then the text box (that opens) to create an audience from a
speciﬁc form or multiple forms. This will show you a list of lead forms (that you will have used on
your chosen business page), or you can ﬁnd it yourself by searching for its name:

FULL SCREEN EXPERIENCE
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Instant Experiences are the next big thing in Facebook ads. They are the updated version of
Facebook’s failed Canvas ads.
They open instantly (natively on Facebook), have a fully customisable landing page, track user data
(via pixel) and are optimised for the increasing number of mobile internet users.
If you’d like to learn more about Facebook’s Instant Experience ads, check out our ultimate guide!
When you are running (and have a working understanding) of Instant Experiences, you can use this
engagement audience building option to create highly targeted audiences.
‘Full screen experience’ audiences are created in a very similar way to lead forms.
Start by clicking on the ‘People who opened this Instant Experience’ dropdown menu and selecting
one of the two options:
• People who opened this Instant Experience: this targets anybody who has clicked on your
ad (broad)
• People who clicked any links in this Instant Experience: this targets anybody who has
clicked on any of your ad CTA’s (focussed)

You can then either decide to build this audience from ALL of your Instant Experiences (as a
collective) or pick out speciﬁc ads. This is done by clicking on the ‘+Select speciﬁc Instant
Experience’ link (or not clicking on it).

Before you use this audience, remember that Instant Experiences are only displayed to mobile
users. This means that mobile is probably their preferred browsing device.
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INSTAGRAM BUSINESS PROFILE

This engagement audience type only focusses on Instagram business accounts, so make sure
yours is synced up before using this audience.
As you’d expect, it builds an audience of people who have interacted with your Instagram business
account (in some form). This allows you to run ads to them on Facebook (cross-platform promotion)
or continue to serve them on Instagram.
There are ﬁve targeting options to choose from in ‘Instagram business proﬁle’. They are found by
clicking on the ‘Everyone who engaged with your business’ dropdown menu:
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•

• Everyone who engaged with your business
• Anyone who visited your business proﬁle
• People who engaged with any post or ad
• People who sent a message to your business proﬁle
• People who saved any post or ad

You can add multiple audience narrowing options (by using the ALL feature), broaden your
audience (using the ANY option) and decide how much time should elapse before users are
discarded from this audience (using the ‘in the past __ days’ feature).
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EVENT

This audience is built of people who have engaged with an Event you have created on Facebook.
As an agency, we have loads of experience with event promotion. I highly recommend building out
event landing pages AWAY from Facebook, however, if you are using Facebook Events, you are able
to build an audience from anybody who engaged with your event post/ad.
There are 8 available options for audience building. They are found by clicking on the dropdown
menu that reads ‘people who responded with “Going” or “Interested”’:
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They include:
• People who have responded with “Going” or “Interested”
• People who have responded with “Going”
• People who have responded with “Interested”
• People who have visited the event page
• People who have engaged
• People who have engaged with tickets
• People who have purchased tickets
• People who intended to purchase ticket
I wouldn’t recommend using Facebook events for anything other than social meet-ups and
informal parties, but if you are, these are the options that are available to you.
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SCALING
The best place to start this guide is with the Lookalike Audience’s raison d’etre (reason for
existence).
When you create a winning saved or custom audience and you start making a high return on your
Facebook ads, the ﬁrst thing you’ll want to do is increase your spend to further boost your proﬁt.
There are several ways to do this:
• Vertical scaling: increasing your budget on your winning ad. This means that you
effectively pay Facebook more to show your ad to more people. In theory this sounds
amazing, but in practice it’s a very risky game. Vertically scaling an ad should be done
gradually and very carefully. Example: increasing an ad spending £100 per day, to £120.
• Horizontal scaling: duplicating your winning ad and running the duplicates on the same
budget. This is an effective technique for scaling up your ads, but has its limitations,
especially if you have a small audience. Example: duplicating an ad spending £20 per day
5x, creating 6 ads all spending £20 per day, with a total ad spend of £120.
• Lookalike audiences: use the third type of audience to effectively scale your ads without
limitations.

WHAT ARE LOOKALIKE AUDIENCES?
Lookalike audiences are an audience (you can advertise to) who are similar to an audience you have
already created. Facebook uses data to match people to your existing audience, by their behaviour,
engagement and interests.
They are made on a sliding scale from 1-10%, with the top 1% (in your chosen geo location) being the
most similar and 10% being the least. As you’d imagine, the higher you set your audience matching
% (e.g. 8,9 or 10%), the larger the audience becomes.
You will only be able to use Lookalike Audiences if you have already created a custom audience or
installed a Facebook pixel on your website (you can ﬁnd out more about either of these steps in
Part 2 of our audiences guide). This is because Facebook needs data in order to build out lookalikes.
If you’re completely new to Facebook audiences, your route to building a lookalike audience will
look something like this:
Place a pixel on your website.
Create a ‘Saved Audience’ based on the interests, behaviours and demographics of your
target audience.
Use the data collected by your pixel to build out Custom audiences.
Analyse the success of your custom audiences and ads.
Pick out the best performing and create lookalikes.
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ADVANTAGES
The best reason to create a Facebook lookalike audience is to scale a winning campaign.
Reaching the right people at the right time is half the battle for an advertiser. An audience who
take your desired action (e.g. buy, register, subscribe, engage) are invaluable, so building out
lookalikes of these people gives you the opportunity to reach more people, over a longer period of
time.
There are two other ways to scale your campaigns (vertical and horizontal) but both have their
own drawbacks, whereas a lookalike audience allows you to start afresh and begin testing with
any budget.
Lookalike audiences are Facebook’s biggest gift to advertisers (in my opinion). When you’re
winning, make sure you take advantage of them!

HOW TO BUILD A FACEBOOK LOOKALIKE
AUDIENCE
Just like Part 1 and 2, I’m going to walk you through the entire audience building process. (This
should be much quicker than the other two though!)
You’ll need to start by logging into Facebook Business Manager, clicking on ‘Asset Library’ and
ﬁnding the ‘Audiences’ option:

Click on the blue ‘Create Audience’ tab and select the ‘Lookalike Audience’ option:
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This will open a pop-up window, that you’ll use to build your Facebook lookalike audience:

SOURCE
The ﬁrst option you’ll need to select is the source for your lookalike audience, this is either the Pixel
data from your website or one of your custom audiences.
Click on the text box and Facebook will present you with your available options. These will be split
into two categories:
• Value-based sources: this is either your website pixel, or data from an app (that you’ve
synced with your Facebook Business Manager)
• Other sources: these are the audiences available for creating lookalikes from.
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If you are selecting an audience from ‘Other sources’ you won’t be presented with any additional
options, but if you decide to go with your pixel data using the ‘Value-based sources’ option, you will
be offered the chance to further reﬁne your lookalike audience by ‘Event’…
..Facebook recommends creating lookalikes from people who have made purchases on your
website, but you can also choose to ‘Select events with value’, this includes options like add to cart,
lead, search, view content, initiate checkout.
These options are all very valuable, but if you’ve followed my guide to Custom Audiences and
reﬁned your retargeting audiences at this stage (I deﬁnitely recommend doing it this way), you’ll
simply need to select this custom audience in the ‘Other sources’ tab, allowing you to skip the
‘Events’ stage.
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LOCATION
Location is super-important to almost every Facebook advertiser. Unless you’re purely aiming for
engagement (and don’t care where you’re receiving it from) you’ll want to reﬁne your lookalike
audience by their location.
Unlike your ‘Saved audience’ location targeting, you cannot choose to select an area smaller than a
country e.g. France. However, if you’re building a lookalike audience from a custom audience, and
the majority of those people are all located in a particular county/city, Facebook will use this
information when building out the new audience.

After you have selected location(s), you’ll see your audience size for the ﬁrst time:
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AUDIENCE SIZE
The ﬁnal piece of your lookalike audience puzzle is the sliding ‘Audience size’ option. This is the %
similarity that you’d like your new audience to be with your original data.
The lower the number you select, the more similar the new audience will be. However, this doesn’t
necessarily guarantee that your new audience will make a better return (on your desired outcome).
It’s important to remember that the higher the number you select in your audience size slider, the
larger the audience will be. In my example, the difference in size between 1 and 10 is 3.8 million
people.

The size of your audience can make a massive difference (as I’m sure many of you will already know)
so…
…the best thing to do here is test out a variety of audience sizes. This will depend on the size of your
budget, but I’d start out with 3 (or more if the budget allows it), at a variety of points on this scale
e.g. 1, 4, 8, or 2, 5, 10.
One way of doing this is to click on the blue text ‘Show advanced options’ which is at the very
bottom of the lookalike audience menu:

When this is selected, you will be able to create 1-6 audiences. These audiences represent every
point that is between them on the sliding scale. For example, if I was to make one audience
between the points of 3 and 7, it would include every percentage between these (3, 4, 5, 6 and 7%):
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Remember, the only way you can guarantee success in digital advertising is if you’re prepared to
test, drop the losers and scale the winners. Test wherever possible and keep a close eye on the
split-test results!
And that’s it! When you’re ready, hit the Create Audience button in the bottom right hand corner:

CONCLUSION
You might’ve noticed that building out Lookalike Audiences is incredibly simple and
straightforward in comparison to its ‘Saved’ and ‘Custom’ siblings…
…but this is the last step in your Facebook audience building journey. There are a lot of steps, tests
and lessons to learn before you reach this stage.
The better your saved audiences perform, the more data you’ll be able to utilise when building your
custom audiences and the better these custom audiences perform, the more value you’ll be able to
generate from your lookalike audiences.
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