
A is for Advertising

1



Hello!
I’m Ben 
Digital content marketer, trainer and 
strategist at Montfort
You can find Montfort at @Montfortio 
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A-Z of Advertising

Analytics
● Measuring what matters
● Working out what works

Audience
● Discovering who they are 
● Finding out more about them

Facebook Ads
● Facebook Advertising Introduction
● Facebook Ad Audiences and formats
● Facebook Pixel Set up and use

Google Ads
● Google Ads intro
● Google Grants
● How to set up a campaign
● Measurement and Optimisation

A is for Agenda
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B is for Background 

Cost ConsPros

Cheap Increasingly competitive, 
IG bad for conversions

Wide reach, wide range of 
formats, analytics

Medium Limited creative 
formats

Target events, 
lookalikes of followers

Expensive Limited creative 
formats

Target by job title, 
employer, industry

Cheap Quality of 
viewer is low

Amazing for video 
engagement

Free (Grants)
Or Medium

Increasingly hostile, 
needs resource

Free spend, matches 
search intent 
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C is for Competitors

✓ Facebook just released a new transparency tool called Ads Library (which is intended to expose shady 
political ads), which just so happens to let you see all of the ads that your competitors are running: 
www.facebook.com/ads/library/ 

✓ As an example, here's all the ads that Oxfam is currently running: 
https://www.facebook.com/ads/library/?active_status=all&ad_type=political_and_issue_ads&q=oxfam 
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D is for Dynamic 

✓ Dynamic creative finds optimized ad creative combinations by taking multiple ad components (such as 
images, videos, titles, descriptions and CTAs) and automatically generating combinations of these assets 
across audiences.

✓ The delivery system then optimizes for creative components that deliver efficient results for each 
impression served. 

✓ Dynamic creative ads will work to serve your audience the most high-performing creative combinations.
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E is for Expectations

✓ Very difficult to get donations 
directly from ads

✓ Ads are not a magic bullet - need 
strong brand, creative, website, 
user experience

✓ If in doubt, start small, see what 
works, and increase once you 
know what works
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✓ Know what you’re trying to achieve
✓ Have one objective
✓ Know how to measure success
✓ Have conversion tracking in place
✓ Keep the message very simple
✓ Spend time getting the creative right
✓ Start small, then increase spend

F is for First
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G is for Google Grants
✓ $10,000 in monthly adwords spend for eligible nonprofits
✓ Equivalent to $329 per day in free advertising
✓ Sign up at www.google.com/nonprofits
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H is for Help
✓ Google Digital Garage: https://learndigital.withgoogle.com/digitalgarage/ 

✓ Facebook Blueprint: https://www.facebook.com/business/learn 

✓ Digital Charities Slack: https://digitalcharities.org/ 

✓ Jon Loomer: https://www.jonloomer.com/quick-video-tutorials/ 

✓ Hubspot: https://academy.hubspot.com/courses/facebook-advertising-training
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I is for Insight
https://www.facebook.com/ads/audience-insights 
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J is for Justify
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K is for KPIs

✓ Measuring website traffic: If your main advertising goal is to drive traffic to 
your website, try focusing on increasing your clicks & click through rate (CTR). 

✓ Measuring conversions: To measure your results, you'll need to make sure that 
you're measuring conversions.

✓ Measuring return on investment; If you're using AdWords to increase 
conversions such as sales, you'll want to measure your ROI - the ratio of your 
profit to your costs.

✓ Measuring return on ad spend: How much revenue you're generating for each 
pound spent on your campaigns. 
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L is for Lookalikes
✓ A Lookalike Audience is a way to reach new people who are likely to be interested in your business 

because they're similar to your best existing customers.
✓ Can be email addresses, phone numbers, visitors to your websites, donors, video viewers, page 

engagements - the list goes on...
✓ Try the broader the better: 1% (closest), 5% (medium), 10% (broadest)
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M is for Measurement
To calculate the returns generated from a Facebook lead generation campaign, 
you need to be able to answer the following questions:

1. How much did you spend on the campaign?
2. What was the Cost Per Lead through Facebook Ads?
3. What is the conversion rate from lead to donor?
4. What is the average lifetime value of a donor?

From there, you’ll be able to calculate the returns generated by the campaign:

1. $1000 spend on the campaign
2. $1 Cost Per Lead (1,000 leads generated)
3. 50% conversion from lead to donor (500 donors converted)
4. $100 average lifetime value of a donor
5. 500 X $100 = $50,000 generated
6. Return on Ad Spend = x50
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N is for NetSquared 
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O is for Objectives

✓ Make sure you only have one 
objective for each ad campaign. 

✓ This make it easier for the 
algorithms to optimise towards that 
objective

✓ Also makes it easier to calculate 
ROI
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P is for Pixel
✓ A small piece of code that you add to your website to access some of Facebook’s advanced advertising 

features.
✓ Enables you to understand the actions people take on your site, and build custom audiences, optimize 

the delivery of your ads and understand the impact of your campaigns in more depth. 
✓ By building retargetable audiences who have already shown intent, so you can reach them on 

Facebook and Instagram across their devices, and deliver more relevant and effective campaigns.
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Q is for Quality Score
Quality Score is Google's rating of the quality and relevance of both your keywords and ads. 

Your Quality Score depends on multiple factors, including:

✓ Your click-through rate (CTR).
✓ The relevance of each keyword to its ad group.
✓ Landing page quality and relevance.
✓ The relevance of your ad text.
✓ Your historical AdWords account performance.

For example, when more people who see your ad click it, that’s a strong indication to Google that your ads 
are relevant and helpful to users. 

Google rewards you with:

✓ Higher ad rankings
✓ Lower costs
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R is for Reach

BUY FOR REACH, NOT FOR CLICKS
91% of people who buy your product won’t click on your ad.

TARGET BROADLY
The more people you target, the greater impact you’ll have.
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S is for Stories 

★ Newer formats 
tend to do 
better as less 
competition

★ Create ads just 
for Stories - 
don’t use the 
“Automatic 
placement” 
feature
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✓ Test different platforms: Facebook vs Twitter vs Google

✓ Test different target audiences: Men vs Women, Old vs Young, London vs rest of 
UK, lookalikes vs interest targeting

✓ Test different creatives: 6 different images using dynamic creative of Facebook

✓ Test different copy: short vs long, different Calls To Action

✓ Test different landing pages: short copy, long copy

T is for Test
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U is for UTM 

UTM is a tool that allows you to easily add 
campaign parameters to URLs so you can 
track in Google Analytics.

By adding campaign parameters to the 
destination URLs you use in your ad 
campaigns, you can collect information 
about the overall efficacy of those 
campaigns, and also understand where 
the campaigns are more effective. 

For example, your Summer Sale campaign 
might be generating lots of revenue, but if 
you're running the campaign in several 
different social apps, you want to know 
which of them is sending you the 
customers who generate the most revenue. 

https://ga-dev-tools.appspot.com/campaign-url-builder/ 
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SHORT AND POWERFUL
Incorporate brand early & consolidate your message to 15 seconds or less.

FRAME FOR MOBILE
Square & vertical ads work better on mobile and make more visual impact.

THE SOUND OF SILENCE
Use text & captions to make your message clear even with the sound off.

LESS IS MORE
Get more impact from fewer assets with better production values.

V is for Video

24



Direct link: www.wordstream.com 

W is for Wordstream
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✓ Is your marketing objective or business goal clear? If not, why?
✓ Is your creative relevant to the audience used in the campaign?
✓ Is there a call to action? 
✓ Does your call to action align with your marketing goals?
✓ Does your brand present in the creative?
✓ Does your creative make you Think, Feel or Act on anything?
✓ Is your creative well-crafted and visually appealing?

X is for Excellence
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Y is for YMMV

✓ Your Mileage May Vary (YMMV)

✓ Learn what works for you

✓ Start small and grow as you 
learn what works

✓ Let the algorithms do the hard 
work for you
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Z is for Gen Z

Kantar Millward Brown, an ad agency, conducted a rather deep study into the 
advertising preferences of three generations – Gen X (1960-79), Millennials 
(1980-94), and Gen Z (1995-2010).

The study included Germany, China, and the U.S, tested the impact of 31 ads in 10 
countries, and interviewed about 24 thousand consumers in 39 countries. 

1. Gen Z is the generation least willing to tolerate any form of online advertising.
2. Gen Z prefers video ads on their phones
3. Gen Z wants the option to skip ads and uses that option as much as possible
4. Gen Z “forgives” native advertising & endorsements from their “influencers.”
5. Marketing strategies for Gen Z consumers should avoid invasive ads and 

instead opt for organic alternatives that seem natural.

Organic searches that result in native ads, with engaging descriptions that use 
their “language” are important. 28
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Google Ads
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Understand 
the value of 
online 
advertising
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Benefits of advertising

AdWords allow you to make the most of online advertising by showing your ads to the 
right people, in the right place, and at the right time. 

 

1. Target your ads: Targeting gives you the ability to show your ads to reach people 
with specific interests and show them relevant ads. by using keywords, ad location, 
age, location, language, days, times, frequency, and devices.

2. Control your costs: With AdWords you’ll only pay when someone clicks your ad.

3. Measure your success: With AdWords, if someone clicked your ad, you’ll know. If 
they clicked your ad and then did something valuable to your business - purchased 
a ticket or phoned the box office - you can track that, too.
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What charities think of Google Ads

84% of charities with an Ad Grant would recommend it to other 
charities.

56% of charities have a strategy in place for their Google Ad Grant.

53% with an Ad Grant saw it as an important part of their charity’s 
digital marketing efforts.

46% of respondents said their Google Ad Grant was one of their 
top three sources for website traffic.

62% get more traffic from their Ad Grant than from their email 
programmes. 32



What charities use Google Ads for
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Google’s Advertising Networks

Your ads can show on one of Google's advertising networks: Google Search and Google Display.

Search includes Google Search, other Google sites such as Maps and Shopping, and hundreds of 
non-Google search partner websites (like AOL) that show AdWords ads matched to search results.

It can help advertisers show text ads next to Google search results, and reach customers actively 
searching for their specific product or service.

Google Display includes a collection of Google websites (like Gmail, Blogger, and YouTube), partner 
sites, and apps that show AdWords ads matched to the content on a given page.

It can help advertisers use appealing ad formats to reach a wide range of customers with broad 
interests. It allows for specific choices on where their ads can appear, and to what type of audience. 
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Google for Nonprofits

● $10,000 in monthly adwords spend for eligible nonprofits
● Equivalent to $329 per day in free advertising
● Sign up at www.google.com/nonprofits
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Where you ads can appear

Showing your ads alongside search results

You'll use keywords — words or phrases that describe 
your show - to target your ads. 

When someone searches for terms that are similar to your 
keywords, your ads can appear alongside or above search 
results on sites that are part of the Search Network.

Keywords also help determine how much you pay. 

Each of your keywords has a maximum cost-per-click bid 
amount (or "max. CPC") 
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Where others ads can appear
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Where you ads can appear

Search ad formats

It’s also important to think about text ads and ads with extensions, which are the different types of ads 
that can appear on Google Search.  

Ad extensions are visual enhancements to 
search ads that more prominently display 
information, such as a phone number, 
location, or links to other pieces of content.

Text ads are made up of a headline, a 
display URL that shows the address of your 
website and a description.
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Where your ads can appear

Showing your ads to 
specific audiences

If you have text ads, you can 
choose to show them to 
customers in an entire 
country, a certain 
geographic location, and 
even to customers who use 
names of locations in their 
searches. 

You can also target your 
campaigns to the 
languages that your 
potential customers speak. 39



The quality of your ads

Higher quality ads can lead to lower prices and better ad positions.

● The Quality Score reported in your account is an estimate of the quality of your ads and 
landing pages triggered by that keyword in auctions throughout the day. 

● Ad Rank determines the order in which your ad shows up on the page (also known as ad 
position).

The components of Quality Score are expected clickthrough rate (CTR), ad relevance, and 
landing page experience. 

Each keyword gets a Quality Score on a scale from 1 to 10, where 1 is the lowest score and 10 is the 
highest.

The more relevant your ads and landing pages are to the user, the more likely it is that you'll have a 
higher Quality Score and benefit from having higher quality components of your Ad Rank, such as a 
higher ad position or lower cost-per-click (CPC). 40



What you pay

AdWords gives you control over your advertising costs, and there's no minimum amount that you 
have to spend. Instead, you set a daily budget and choose how you'll spend your money.

Choosing a bidding strategy

Choosing how you'll spend your money means choosing how you'd like to bid. Try choosing a 
bidding strategy based on your goals, such as whether you want to focus on getting clicks or 
conversions. Bidding strategies include cost-per-click (CPC) and cost-per-acquisition (CPA).

Setting a daily budget

Your daily budget is the amount you're willing to spend each day for each ad campaign. Your daily 
budget limits the costs you can accrue over a month.
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Adwords examples
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Adwords examples
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Adwords examples

44



Applying for 
a Google
Ad Grant
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Applying for a Google Ad grant

To apply for one, first sign up for the Google for Non-pro ts programme. It’s 
free to sign up at http://goo.gl/a7I8cT (you can check your eligibility here 
too). 

You’ll have access to Google Ad Grants along with other products such as 
the YouTube Non-Profit programme.

You’ll then need to enrol in the Google Ad Grants programme. We 
recommend following Google’s Account Creation Guide, which can be 
found at https://goo.gl/0dQ4E0. 

You’re required to apply via this page by clicking the “Apply to Google 
Non-Profits” button.
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Key things to remember

1. Set your account’s default currency to US dollars. It’s a quirk of the Ad 
Grant that you’re required to use US dollars, despite your location.

2. Ignore alerts to add billing/payment details. Google Ad Grants 
accounts are created through the same interface as paying 
advertisers, so you may see billing alerts until your account has been 
activated. Once your account is activated, these alerts will disappear.

3. Set your time zone correctly! If you get this wrong, don’t panic—you’re 
allowed to apply to change the time zone once during the account’s 
lifetime. But it’s better to get it right early on.
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Finishing the application process

You now need to create an ad campaign before you can submit your account for review. 

You’ll need to have at least one enabled ad group in this campaign, containing one word or 
phrase (called a keyword) as well as one enabled (e.g. not paused) ad.

Lastly, head to https://goo.gl/hOuUWo and follow the application process. 

You’ll need your AdWords customer ID. This is a unique 10-digit number that’s assigned to each 
AdWords account, and it can be found at the top of every page in your account. 
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Staying eligible

Google outlines a few simple requirements that you must continue to meet in order to 
maintain your eligibility for Google Ad Grants. These are:

1. Link your ads to one (and only one) website domain

2. Your ads and keywords should match your organization’s programmes and services.

3. Your ads may not offer financial products (like mortgages or credit cards), nor can you 
request donations of cars, boats or other property.

4. Log in once a month and making at least one change to your account every 90 days. You 
should be doing this anyway to keep your account in good shape.

5. Your ads must not link to pages that are primarily composed of links to other websites.

6. Commercial advertising is prohibited. If you’re promoting products or services, 100% of the 
proceeds must go directly to your charity or its programmes. 
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New 2018 Changes

Google has announced a new restriction to its Google Grants policy as part of an attempt to 
increase the quality of Google Ad Grants throughout the charity sector.

1. No bid cap for maximize conversions bidding
The first major change is that they are lifting the program’s $2.00 USD bid cap when using 
Maximize conversions bidding, as it automatically sets bids based on performance.

This is great news for charities looking to maximise their email signups or donations, as they 
can now bid against more competitive keywords or bigger charities.
 
2. Minimum Click Through Rate (CTR) of 5%
The second major change is that all Google Grant accounts need to maintain a minimum CTR 
of 5%. The required CTR was previously 1%, so this is a huge jump.

If you do not hit this 5% CTR minimum for 2 months in a row, they risk losing their Google Grant 
status.
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New 2018 Changes

3. No use of single keywords
Single word keywords are now not allowed unless under specific circumstances. There are some 
exceptions to this, including:

● branded words
● recognized medical conditions
● basic keywords relating directly to supporting a charity.
● a small number of specific exception keywords, published here.

 
4. Other Google Ad Grant Changes

There are a few other changes that are less impactful than the above changes:
● Keywords with a Quality Score of 2 or less are no longer permitted.
● Names of places and names of historical events/people aren’t permitted.

All accounts must now also include:
● specific geo-targeting to show ads in locations relevant to your nonprofit
● at least 2 active ad groups per campaign each containing 2 active text ads
● at least 2 sitelink ad extensions
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2018 Changes Checklist

1. Accept the new T&Cs that Google requires
2. Make sure you have 2 active ad groups
3. Make sure you have 2 active ads in each ad group
4. Ensure you are above the CTR account minimum of 5%
5. Remove low CTR keywords (below 3%) so that the average comes above 5%
6. Remove single word keywords (banned by the new policy)
7. Remove keywords with a Quality Score of 2 or less
8. Add dynamic text ads (useful to increase CTR)
9. Add new recommended keywords from Google

10. Check CTR for sitelink extensions
11. Add new sitelink extensions where needed
12. Add conversion tracking if not in place already
13. Switch to Maximize Conversion Bidding
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Setting up an 
adwords 
campaign
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Structuring your campaigns

AdWords is organized into these layers: account, campaigns, ad groups and ads.

1. Account: Your account is associated with a unique email address, password 
and billing information.

2. Campaigns: Each campaign in your account has its own budget and settings 
that determine where your ads will appear.

3. Ad groups: Each ad group within a campaign contains a set of similar ads and 
keywords that you want to trigger your ads to show. 

4. Ads: The text and video ads that your target audiences will actually see.
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Structuring your campaigns
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Organising your campaigns

With AdWords, you'll organize your account into separate campaigns, with each 
campaign focusing on a single business goal. 

One effective approach is to organize your campaigns around specific shows.

You control the following at the campaign level:

● How much you're willing to spend on clicks, impressions or conversions from 
your ads

● Networks and geographical locations where you want your ads to show

● Other top-level settings that affect your ad groups  
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Setting up a campaign
When you start setting up your AdWords campaign, you'll need to 
choose a campaign type.

1. Search Network only
Your AdWords keywords are linked to the words or phrases that 
someone uses to search on Google, then relevant text ads are shown on 
search results pages. Choose this option for Google Grants.

2. Display Network only
Works by matching your ads – including text, image, rich media, and 
video ads – to websites and other placements, such as YouTube and 
mobile apps, with content related to your targeting.

3. Search Network with Display Select
Allows you to show your ads – including text, image, rich media and 
video ads – with search results on the Google Search Network and 
relevant placements within the Display Network.
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Setting up a campaign
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Setting up a campaign

For Google Grants, choose $2.00 as the default bid. 
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Location and Language Targeting

With location settings, you can target the geographic areas in which you'd like your ads to appear. 
You can select entire countries (such as the UK), individual regions or cities within a country (such 
as the county of Derbyshire), or certain distances around your location (such as within 20 miles of 
Manchester).
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Setting up a campaign
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Setting up a campaign
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Setting bids and budgets

Once you have decided which networks you want to display your ads on and who you want to 
show them to, you're ready to think about your budget. 

There are two things that you'll want to consider:

1. Your budget: Your daily budget is the amount that you set for each campaign to indicate 
how much, on average, you're willing to spend per day. For Google Grants, choose $329 per 
day.

2. Your bidding strategy: Depending on which networks your campaign is targeting, and your 
advertising goals, you can determine which strategy is best. For Google Grants, choose 
$2.00 as the default bid

Here are the bid strategies that you can choose from:

1. Cost-per-click (CPC): Drive customers to your website.
2. Cost-per-acquisition (CPA): Maximize conversions on your website. 63



Setting up a campaign

For Google Grants, choose $2.00 as the default bid, $329 per day as the maximum budget. 
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Ad extensions
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Ad extensions

Call extensions

Let people click on a button to 
give you a phone call. 

Sitelinks extensions

Add links to help people to find what they’re looking for.

Callout extensions

Add descriptive text to your ad to help people learn 
more about what you have to offer. 66



Sitelink extensions
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Call extension
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Callouts extensions
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Structured snippets extensions
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Google url builder

Direct link to form:

https://support.google.com/anal
ytics/answer/1033867?hl=en#url_
builder_form
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Creating Ad Groups

Now that you've organised your campaign and decided on your campaign settings, let's 
focus on setting up your ad groups. 

As general best practice, you should create a separate ad group for each show that you 
are running.

Each ad group contains a set of keywords, ads and bids that you manage. 
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Creating an ad
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Best practice for creating ads

1. Connect your ads and keywords: Include at least one of your keywords in your ad text to 
show potential customers that it's relevant to what they're looking for. You want to make sure 
that your ad text is readable, however, so don't include too many keywords in your ad.

2. Highlight what makes you unique: Include the services or offers that make you competitive, 
such as discounts, promotions or exclusives. For example, if you offer discounts for certain 
members of the public, tell your customers that. You should also consider including your Trust 
name so that your customers see a name that they recognise.

3. Include a call-to-action: Tell people how they can get involved. Prompt people for actions 
such as “become a member” to make it clear what the next steps are.

4. Match your ad to your landing page: Look at the page that you're linking to from your ad (the 
landing page) and make sure that the words in your ad are included on both so they match. 
You can also look for call-to-action phrases on your landing page that you could use in your 
ads.
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Best practice for creating ads

1. Tailor your ads for mobile: People looking at mobile ads are more likely to want to know 
where you're located or to call you. Create mobile-preferred ads with mobile 
call-to-actions like "Call us now" and send people to mobile-optimised landing pages.

2. Use ad extensions: Show extra information about your venue with ad extensions, like 
sitelinks, location and call extensions. Ad extensions, which "extend" from your text ads, 
tend to improve your ad's visibility and can help improve the click-through rate (CTR) of 
your ads. Bear in mind that the expected CTR from ad extensions is one factor that 
AdWords uses to calculate your Ad Rank.

3. Experiment: Create three to four ads for each ad group, using different messages for each 
to see which performs the best. AdWords rotates ads automatically to show the 
best-performing ads more often.
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Ad group targeting

Showing your ads to the right customer is a key part of a successful advertising 
campaign that helps you reach your goals. 

Here are the different ways in which you can use AdWords to display your ads: 

1. Keyword Targeting

2. Display Network Targeting

3. Location and Language Targeting

4. Device Targeting
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Keyword targeting

Building a good keyword list can help 
you to show your ads to the customers 
you want. 

There are three ways to go about 
creating and managing your keyword 
list:

1. Follow best practice
2. Research new keywords
3. Optimise your keywords
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Keyword targeting

Use keyword match types to control which searches trigger your ad.  You can also add negative 
keywords or keyword exclusions for campaigns.

Match Type
Special 

symbol

Example 

keyword
Ads may show on searches that

Example 

searches

Broad match none wildlife trusts include misspellings, synonyms, related searches and 

other relevant variations

The wildlife 

trusts

Broad match 

modifier

+keyword +wildlife 

+trusts

contain the modified term (or close variations, but not 

synonyms), in any order

Wildlife trusts 

sussex

Phrase match "keyword" "wildlife 

trusts"

are a phrase, and close variations of that phrase Wildlife trusts 

sussex

Exact match [keyword] [wildlife 

trusts]

are an exact term and close variations of that exact term Wildlife trusts 

Negative Match -keyword -wildlife are searches without the term national trust 78



Keywords best practice

1. Think like a customer: Think about the main categories of your show and the terms or 
phrases that would fit into each of those categories. Include terms or phrases that your 
customers would use to describe you.

2. Align your keywords with your goals: If you want to target a more specific audience, you 
might want to select specific keywords that directly relate to your ad's theme. But if you'd 
prefer to reach as many people as possible, choose more general keywords. 

3. Keep it relevant: No matter how general or specific your keywords are, they should always 
be as relevant to your ads and website as possible. 

4. Focus on phrases: Keywords of two or three words (a phrase) tend to work most effectively.

5. Group similar keywords into themes: Follow the structure of your ad groups, and bundle 
similar keywords together in one ad group based on your Trust.
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Keyword traffic
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Researching new keywords

1. Use the Keyword Planner: For your Search Network campaigns, you can use the 
Keyword Planner to get keyword ideas and related data, such as the average number 
of times that people searched for certain terms. 
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Keyword planner Direct link:

https://adwords.google.com/ko/
KeywordPlanner/
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Keyword planner
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Keyword Tool

Direct link: www.keywordtool.io 
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Wordstream’s free keyword tool

Direct link: www.wordstream.com/keywords 
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Wordtracker

Direct link: www.wordtracker.com 
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Negative keywords
Negative keywords prevent your ad from showing for terms that aren't relevant. Adding negative 
keywords can help reduce costs and make ads appear only for search terms that you want.
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Campaign setup: key things to remember

1. Start with Search Network to get used to running campaigns

2. Start with a small budget, then increase as you learn what works

3. Create different campaigns and groups for different shows and audiences

4. Start with a small number of keywords, then increase as you learn what works

5. Ues location targeting to focus your ads to particular areas, or exclude other locations

6. Use ad extensions to insert extra information into your ads - for free

7. Use Google’s URL Builder to track data in Google Analytics

8. Find new keywords using Keyword Planner, Wordstream, KeywordTool.io

9. Keep on top of the Search Terms report to identify new keywords & negative keywords
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Measuring & 
optimising 
performance
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Measure your campaigns

You can analyze basic account, campaign and ad group information using different data and 
reports available in AdWords. 

There are also advanced reports that go beyond the number of clicks or impressions that you're 
getting, allowing you to see the impact AdWords has. 
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Ads report
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Search terms report

The Search terms report allows you to see the terms that people were searching for when your 
ad was shown. You can also see the performance metrics for those searches. 
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Search terms report
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Tools to measure your performance

As you get your campaigns up and running, you'll want to consider several different tools that 
can help you measure and optimize your ad performance. These tools include the following:

Conversion tracking: a free tool that can measure what happens after a customer clicks on your 
ads - for example, whether they bought a ticket, signed up for your newsletter or filled in a 
contact form. 

Google Analytics: shows you how people found your site and how they explored it, giving you 
ideas for how to optimize your website. You can also link Google Analytics and your AdWords 
account to get an entire view of your customers' behaviour.

Campaign experiments: AdWords Campaign Experiments allow you to test changes to your 
account - such as your keywords, bids, ad groups or placements - on a portion of the auctions 
that your ads participate in. 
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Conversion tracking

Direct link: https://adwords.google.com/ct/ConversionTracking/ 
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Linking Google Analytics to Adwords

Go to Tools > Conversion > Google Analytics

Help guide: https://support.google.com/adwords/answer/1704341 
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Evaluate metrics relevant to your goals

To use AdWords more effectively, it's important to understand the business goals that you're 
trying to achieve and the data that's most relevant to those goals.

Measuring website traffic: If your main advertising goal is to drive traffic to your website, try 
focusing on increasing your clicks and clickthrough rate (CTR). You'll want to start by creating 
great ad text and choosing strong keywords so that your ads are relevant to your customers.

Measuring conversions: To measure your results, you'll need to make sure that you're measuring 
conversions.

Measuring return on investment; If you're using AdWords to increase conversions such as 
sales,, you'll want to measure your ROI - the ratio of your profit to your costs.

Measuring return on ad spend: How much revenue you're generating for each pound spent on 
your campaigns. Measuring your return on ad spend can give you insight into how your 
campaigns are performing and optimize them based on your revenue. 
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Ways to improve your ROI

If you find that a large amount of visitors have clicked your ad but haven't made a purchase, the 
following steps may help you to increase your conversions and ROI:

Use a landing page that's most relevant to your ad: When customers click your ad, they expect 
to see a web page highlighting the exact show described in your ad. If they don't find what's 
promised as soon as they arrive, they're more likely to leave your site.. Make sure that any 
promotions mentioned in your ad text are visible on your landing page.

Use highly relevant keywords and ad text: If you use general keywords and ad text, a customer 
may arrive at your site expecting to find something that you don't offer. Highly targeted keywords 
and ad text help to ensure that your ads show only on searches relevant to your product or 
service.
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Ways to improve your ROI

Adjust your bids: The bottom line for any keyword is how much value it generates compared to 
its cost. For keywords that show a profit, increase the bid to increase exposure and generate 
more traffic. For keywords that aren't profitable, decrease the bids to lower your costs or even 
consider removing those keywords.

Add successful sites as placements: For campaigns running on the Display Network, you can 
use the Placements tab to see all of the web pages, apps and videos where your ads appeared. 
If you find that your ad performs particularly well on a given website, try adding that website as a 
managed placement.
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Try Wordstream’s free report

Direct link: www.wordstream.com 
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Measurement: key things to remember

1. Add conversion tracking if you can

2. Link Google Adwords to Google Analytics

3. Log in at least once a week to check performance

4. Aim for a CTR of 5%

5. Aim for an ROI of 1 at first, then increase to 1.2 and beyond

6. Remove low performing keywords

7. Increase bid on high performing keywords

8. Add new keywords & negative words

9. Try Wordstream’s free grading report
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Next Steps for Google Ads

.
1. Apply for Google for nonprofits

2. Try setting up your own campaign

3. Book an hour a week at a regular time to review performance

4. Set aside time to review at the end of a campaign 

5. Use that campaign as a benchmark

6. Speak to your web team to add conversion tracking

7. Start with small experiments, then increase as you get more confident
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Facebook Ads
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Benefits overview
With more than 2 billion people on Facebook checking their News Feed monthly, and an average of more 
than 1.56 billion people using Facebook every day, Facebook provides a unique opportunity for 
businesses and charities alike.

Instagram is also an essential advertising platform. As the world has gone mobile, 1 in 5 minutes spent 
on mobile devices is spent in Facebook and Instagram apps. 

Both platforms enable you to connect with their most valuable audiences across multiple devices, and 
drive them to convert online, in mobile app, and in-store.
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What can you do?
Targeting & Optimization 
You can reach more of the right people with 
Facebook and Instagram’s sophisticated suite of 
targeting products.

Creative Formats 
Facebook and Instagram offer a variety of different 
ad types to meet your business objectives.

Track Conversions
Use the Facebook Pixel measure, optimize, and 
build audiences for your advertising campaigns.
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Campaign structure

Campaign

Ad SetAd Set

Ad Ad Ad Ad

Each Campaign corresponds to a single 
advertising objective, such as website traffic

Each Ad Set relates to an audience segment 
you wish to reach. You can set budget and 
schedules for each

Each Ad Set can feature multiple Ads with 
different images, headlines, text etc
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Let’s create a 
campaign

 @Montfortio
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Choose your objective
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Select your audience
Core (or saved) Audiences
Connect with people with specific interests and 
demographics, including those who like other pages.

Custom Audiences
Built from customer data that you have on hand, 
making it easy to reconnect with the people who 
have already shown interest in your business.

Lookalike Audiences
Connect to people on Facebook who are similar to 
your customers. 
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Choose placements
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Set your budget
The ad auction determines which ads should be 
shown to which people. Using information that you 
provide in the ad creation process, the auction 
shows your ad to the people who are most likely to 
be interested in it – for the price that you bid or less, 
and never higher.
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Pick an ad format
Choose from six versatile ad formats – they're designed to work on every device and connection 
speed. You can choose to show a single image or video in your ad, or use a roomier, multi-image 
format.
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Photo ad
Photo ads offer a clean, simple format to 
feature engaging imagery and copy. Convey 
who you are and what you do through 
high-quality images or illustrations.
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Video ad
Tell your story with sight, sound and motion. 
Video ads come in a range of lengths and 
styles – from short, feed-based ads that you 
watch on the go, to longer videos that you 
watch on the sofa.
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Stories ad
Stories are a customisable, edge-to-edge 
experience that lets you immerse people in your 
content. Tap into their passions and inspire them 
to take action on mobile.
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Messenger ad
Messenger ads help people start conversations with 
your business. Get personal with current or potential 
customers and add interactive or automated 
features.
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Carousel ad
Carousel ads let you showcase up to ten images or videos in a single ad, each with its own link. 
Highlight different products or tell a brand story that develops across each card.

117



Slideshow ad
Slideshow ads are video-like ads made of motion, 
sound and text. These lightweight clips help you tell 
your story beautifully across devices and 
connection speeds.
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Place your order (publish)
To ensure that the winning ad maximises value for both people and businesses, the winner of the 
auction is the ad with the highest total value. The total value is a combination of three major 
factors:

● Bid: The bid placed by an advertiser for that ad (in other words, what the advertiser is willing 
to pay to achieve their desired outcome). There are multiple ways to manage your bid in the 
ad auction. To learn more, see About bid strategies.

● Estimated action rates: An estimate of whether a particular person engages with or converts 
from a particular ad (in other words, the probability that showing an ad to a person leads to 
that desired outcome of the advertiser). Note: Engaging in clickbait and engagement bait 
does not improve ad performance.

● Ad quality: A measure of the quality of an ad as determined from many sources, including 
feedback from people viewing or hiding the ad and assessments of clickbait, engagement 
bait and other poor user experiences. For more information on how Facebook measures ad 
quality, see Avoid creating negative experiences for people who see your ads.
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Measure and 
Optimise
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Setup for measurement
Before launching your campaign, figure out what metrics will be measured so you and your partners 
can work toward the same goal.

Align Facebook and Instagram with your other efforts on digital media
From account planning to the key performance indicator (KPI) metrics you want to measure, use the 
same processes and best practices for an apples-to-apples comparison between channels.

Consider long-term success metrics
It’s never too early to set long-term goals for your program. Consider metrics such as lifetime value 
(LTV), downstream value, average order value (AOV) and share of new customers.
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Setup for measurement
To measure the success of your program, take a moment to look at what measurement solutions 
you’ll need to set.

Establish KPIs: Know which KPIs (e.g. ROAS, average order value and conversion rate) you want to 
measure and what metrics you would consider a success. Make sure your partners are informed of 
these success metrics.

Bring your conversion data onto Facebook. Use the Facebook pixel to track online conversions. 

Setup measurement for lifetime value (LTV). It’s not too early to set long-term goals for your program. 
Consider metrics such as:

● Lifetime value (LTV)
● Share of new customers
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Tracking conversions
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Facebook Pixel
The Facebook pixel is pieces of code for your website that enable you to measure and optimize, as well as 
build audiences for your ad campaign. 

Using the Facebook pixel, you can leverage the actions that people take on your website to build more 
effective advertising campaigns across Facebook and Instagram.

Measure 
See how your customers are moving between devices before they convert. The Facebook pixel can help 
you measure these conversions across devices.

Optimise 
You can optimize your ads to show to people who are most likely to take action, whether it be making a 
purchase or filling out a form.

Build Audiences 
The Facebook pixel can help you automatically build audiences for website visitors to retarget. Create 
Custom Audiences for people who take specific actions on your website, like visited a product page, 
added to cart or purchased a product.
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Facebook Ad Reports
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Facebook Ad Reports

126



Facebook Ad Reports
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Customise Reports
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Facebook Ad Reports
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Performance
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Demographics
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Placement
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Optimisation Best Practices
Order columns by your key priorities
This makes it easy to see which ads are performing well and which aren’t

Look for patterns
Is a certain ad set not performing well compared to the others? A certain audience? Young / old? Location?

Turn off ads that are underperforming
If the cost per click is too high, consider turning ads off above a certain level, e.g. above £0.70. Continue to 
reduce this amount to squeeze further performance from the campaign.

Consider adding new ads
If a particular creative is performing well, consider creating more variations of that ad.

Consider duplicating the campaign
Duplicating a campaign gives Facebook a fresh start to look for new audiences. This might help lower cost 
and increase performance.
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Facebook Pixel
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Facebook Pixel
The Facebook pixel is pieces of code for your website that enable you to measure and optimize, as well as 
build audiences for your ad campaign. 

Using the Facebook pixel, you can leverage the actions that people take on your website to build more 
effective advertising campaigns across Facebook and Instagram.

Measure 
See how your customers are moving between devices before they convert. The Facebook pixel can help 
you measure these conversions across devices.

Optimise 
You can optimize your ads to show to people who are most likely to take action, whether it be making a 
purchase or filling out a form.

Build Audiences 
The Facebook pixel can help you automatically build audiences for website visitors to retarget. Create 
Custom Audiences for people who take specific actions on your website, like visited a product page, 
added to cart or purchased a product.
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Analytics and 
Insights
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Measuring success

1. Be clear about your objectives - Followers and reach mean nothing if 

there’s no action

2. Think about developing channel specific objectives linked to wider 

marketing and organisational objectives

3. Regularly review your Insights and Analytics to learn about your audience 

and what is resonating with them
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Setting social media goals

1. Who are you trying to reach? Your own community, a wider audience, decision makers?

2. Where are they on social? Are they professional or personal? How / do they interact with you (or 

others like you) already?

3. Which actions do you care most about — campaign actions, visits, signups, donations, social 

shares, followers, or brand awareness?

4. What resources do you have? (To create and schedule content, respond to messages)

Pay attention to what content your audience is sharing and where.

Then decide which platforms and content is a best fit.
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Vanity metrics

Facebook Instagram Twitter

Reach
Total no. of unique people 

who were shown your 
page and posts

Total no. of unique 
accounts who viewed 
your posts and stories

N/A

Impressions No. of times your posts 
entered a person's screen

No. of times your posts 
and stories were on 

screen

No. of times users saw 
your tweet on their 

screens

Followers/page likes Total and new likes for 
your page

No. of accounts 
following you

No. of users following 
you
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Metrics that matter
Comments and replies Shares and RTs Clicks

People commenting on your post and 
replying to your tweets People sharing your posts

Including link clicks, clicks to 
play video, hashtag clicks, 
clicks to expand image

Engagement rate Likes/Reactions Actions/Visits

No of engagements 
(comments/replies, shares, clicks, 
reactions) divided by impressions

No of people liking posts. 
NB: More broken down in 
Facebook with reactions

Actions such as clicking to 
get directions, visiting your 
profile or mentioning you 
you.
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Objectives exercise

1. Pick a channel specific KPI from your digital strategy

2. Discuss - realistically what does it help you achieve?

3. Is there another metric you could include?
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Analytics exploration

Let’s take a look at your analytics...
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Audience Insights
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Find out who they are...
● Page Insights (demographics, reached, engaged, locations)
● Audience Insights (lifestyles, demographics of page vs Facebook overall)

● Instagram Insights (demographics, locations, when they’re online)
● IG Audit (find out how many of your followers are real)

● Twitter Analytics (interests, demographics, locations etc)
● Followerwonk (mapped locations and other data about followers)
● Twitter Audit (find out how many of your followers are real)
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Analytics exploration

Let’s go back to your analytics to find 

out what they’re responding to...
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 @Montfortio
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Source: RivalIQ 2019
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Facebook overview
● Over 2 billion people on the planet actively use it each month

● 40 million people, or 71% of UK adults, can be reached with ads on the platform

● 88% of Facebook users are accessing via mobile device

● 1.56 billion people use it daily

Sources: Hootsuite, Avacado Social

Use it for…

● Growing community through active engagement and Groups

● Customer / supporter service (Messenger)

● Video virality (Facebook loves video, create something engaging and see it fly)

● Highly targeted ads and retargeting using Facebook Pixel

● Fundraising - Facebook donate button and fundraising tools
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Source: Statista April 2019

Global demographics
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Instagram overview
● Over 1 billion people on the planet actively use it each month

● 6.7 million of those monthly users are in the UK

● It has 58 times more engagement per follower than Facebook

● 500 million people use it daily

Sources: Hootsuite, eCommerce CEO, eMarketer and Statista 2018 

Use it for…

● Behind the scenes images and Stories (vertical videos which last 24 hours)

● User generated content (share posts and Stories from others with their permission)

● Quotes, tips, infographics and memes 

● Report on what you are doing and successes

● Discoverability with thought out hashtag, mentioning and location tagging strategies
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Source: Statista April 2019

Global demographics
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 @MontfortioSource: Statista April 2019

Stories Daily Active Users
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Twitter overview

 @Montfortio

● 326 million on the planet actively use it each month

● 13 million of those are active UK users

● 80% of Twitter users are accessing via mobile device

● 100 million people use it daily

Sources: Hootsuite, Omnicore Agency, eMarketer and Invespcro

Use it for…

● Networking with local businesses, influencers and experts

● Trend hacking (get involved in relevant trending topics)

● Keep up to date with the latest news (‘listening’ is really useful here)

● Share press releases and engage journalists

● Use video, images and GIFs (Tweets with images receive 150% more retweets)
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Source:  Sprout Social 2019

Global demographics
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LinkedIn overview
● 260 million on the planet actively use it each month

● 27 million of those are active UK users

● 41% of millionaires use LinkedIn

● 57% of users use it on mobile (less than other platforms)

Sources: Hootsuite, Omnicore Agency

Use it for…

● Long form articles from senior members of staff and management

● Individual networking and sharing (an individual is more important than a company page)

● Video posts (5 times more likely to get comments as a newer format for LinkedIn)

● Mobilising business leaders
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Source: Social Pilot 2019

Global demographics
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Questions?
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Thank you

Socials: @Montfortio 
Website: www.montfort.io 
Email: ben@montfort.io 
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