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Where are we?
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The IAB New Standard Ad Unit Portfolio 

The IAB New Standard Ad Unit Portfolio (“IAB New Ad Portfolio”) 
includes: 

1. Display ads

2. Native ads

3. New content experiences
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Native Ads: a less intrusive format of online advertising

The IAB New Standard Ad Unit Portfolio (“IAB New Ad Portfolio”) 
includes: 

1. Display ads

2. Native ads

3. New content experiences
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Native Advertising
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Native advertising

Native advertising is paid media designed to match the content of a 
media source

Native advertising looks like editorial material.

■ The goal is to reproduce the user experience. This media is 
designed to match the visual design and function of natural content.

■ Native advertising is the new version of the old advertorial… 
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Native advertising

The most popular are: sponsored Tweet, Facebook and Instagram 
posts (infeed), YouTube videos and most of all Google search paid ads
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This is how you see them
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IAB
classification
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Native advertising is probably
the most effective online 

advertising format
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Advertising on social media
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Ads on social media are sources od brand discovery (after 
Search, TV ads and WOM…)
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Social network platforms have many similarities

■ All you need to plan is a free account and a credit card

■ Prices are set by an auction and depend not only on the value you 
are willing to pay, but also on the quality of the ad 

■ The target is defined on the basis of multiple variables (which 
depend on the data provided to the platforms) 

■ All campaigns are structured in clusters (groups of ads in hierarchy)

■ Even the interfaces are all similar
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the process of creating the advertising 
campaign is also similar
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1. Select your objective

2. Define your audience

3. Choose the ad format

4. Set the budget

5. Measure the results



Today we will focus on
Meta For Business platform
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Meta for Business is FB's online advertising platform
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Courses and certifications
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With Meta For Business we can advertise on:

■ Facebook

■ Instagram

■ Audience Network (FB is an Ad Network)

■ Messanger

■ Workplace (it’s like an intranet)

■ WhatsApp Business
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Where do ads appear?
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This is native advertising
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The access to the advertising platform is on your account page
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The same for Linkedin
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For Tik Tok you log in on TikTok Ads Manager
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WARNING:
Social media dashboards are constantly

changing.
They could be different from these slides
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What types of ads can we create?
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Video, Image, Carousel & Collection
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https://www.facebook.com/business/ads-guide/
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Design recommendations for every format
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We can choose the ad placement
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For each ad type
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Social networks planning process
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Facebook campaign process

Before creating our ads, we need to

1. Define our goals

2. Structure the campaign

3. Define our target audience

4. Set the budget
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This process is similar for all
the social network platforms
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1. Define our goals
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Meta tries to guide us in choosing the objective
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Objectives inspired by the 
conversion funnel
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Also for Linkedin, the first step is to choose the goal

Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning

42



If you click there are explanations
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Same thing for Twitter
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…And TikTok
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For each goal, the social network applies a 
different algorithm

to reach the defined audience
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2. Structure the campaign
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The structure of a social media campaign

For all platforms the campaign structure is "clustered":

■ Campaigns, ad groups and ads (different names but the substance
is the same)
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Why this type of structure?

Unlike mass communication, here it is possible to reach users in a very
profiled way, and create different messages exactly targeted for them.
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Facebook advertising structure
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Advertising on Facebook – Megan Adams – Linkedin Learning



Facebook advertising structure
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One campaign for each objective
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One ad set for each target

Brand Management & Media Planning
53Stella Romagnoli | LM Marketing & Digital Communication 2024-25



Each ad set could have different ads
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Meta for Business structure
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For TikTok: Campaigns, Ad groups, Ads
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For Linkedin: Campaign Groups, Campaigns and ads
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3. Define our target audience
(for each ad set)
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Identifying our target audience
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3’22’’
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How to identify the Facebook target audience

1. Geographical segmentation

2. Demographics (age, gender, education, etc.)

3. Interests (hobbies and pages they like)

4. Behaviour (prior purchase behaviour, device used, etc.)

5. Connections (to our FB page or our events)

6. Contact list (our clients list), website visitors and app users

7. Lookalike audience
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Target
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On Linkedin we can segment by business role and 
experience

! Job experience

! Job title

! Company (industry, no. of 
employees, …)

! Interests (e.g. groups)
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On Twitter: we could use keywords and interests (e.g. TV 
shows…)
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TikTok (Ads Manager) copied all the other platform
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Geographic segmentation
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Geographic segmentation: in Italy we could reach 22-26 
million users or the META audience
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TikTok: 17-21 million users in Italy
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We can segment by brand

Nutella lovers (45 million Meta network users…)
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We can segment by interests and behaviors

70Stella Romagnoli | LM Marketing & Digital Communication 2024-25
Brand Management & Media Planning



We can segment using the logic OR (Include) AND (Narrow) 
and Exclude
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We can create as many target groups
as we want to deliver

the most suitable messages to each one
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4. Set the budget
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Choose a budget for your ad 5’20’’
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Choose a budget for your ad
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The price is set by an auction

What this means is that you, as an advertiser, will say how much 
you’re willing to pay for specific actions on an ad (like views, clicks, or 
conversions)—you can actually manually adjust this 

If you don’t, Facebook will automatically calculate a bid for you based 
on your budget and how long you choose to have your ad run.

And you pay CPM
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Factors that can affect how much Facebook Ads cost

These factors can include:
– The time of year, the day of the week, and even the specific hour your 

campaigns are running. There are peak times, and when competition is 
highest, costs go up.

– Your bidding strategy. You can set an average bid or choose to set a bid 
limit on each individual bid.

– The placement you choose. Different ad placements will have different 
costs. 

– Relevance. Your relevance score, which is calculated partially by 
engagement and clicks

– The audience you’re targeting. If other advertisers are trying to reach the 
same audience members, costs go up because their newsfeed space is not 
unlimited
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OK, we are ready
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Let’s create a FB campaign for this course
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We need a Facebook page 
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My facebook page
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Ads Manager dashboard
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Another way to create an ad
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But it’s better to go to Ads Manager
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Otherwise, after selecting your goal…
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They force you to create the ad…
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With Ads Manager we can create Campaigns, Ad Sets & Ads
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1. We need to define our goals
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Campaign objective: drive more traffic to my webpage
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I choose Traffic
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My Facebook campaign

1. My goal is: increasing traffic to my webpage 

2. Campaign structure: 2 ad groups for 2 target groups
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Campaign structure

Campaign

RMedia | web 
traffic

Ad set 1

English speaking
graduated
students

Ad: imagine Ad: Video

Ad set 2

English speaking
people interested
on course topics

Ad: imagine A Ad: imagine B ad: Carousel
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My Facebook campaign

1. My goal is: increasing traffic to my FB page 

2. Campaign structure: 2 ad groups for 2 target groups

– Target audience (1 target group): English speaking graduated 
student 21-25 years old, living in Rome

– For my ad group I’ll prepare different ads (1 video, 1 image, 1 
carousel…)

3. Budget…
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Let’s create a new campaign
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After defining our objective we need to give a name to the 
campaign
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And we go on
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Let’s create the first ad set
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Then we set the budget and the schedule
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Then we have to define the target audience
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To define the characteristics of your target group we click on 
the pen (EDIT)
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After the geographic, age and gender segmentation SKIP the 
Advantage+ audience… USE the original audience
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Detailed targeting with FacebookDetailed targeting 3’05’’
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I look for variables
that are consistent
with the target group 
of my first ad set



ATTENTION:
I am adding up people with these

characteristics!
(this is a LOGIC OR!)
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If you want your target audience to have two or 
more characteristics at the same time, you have

to use the «NARROW AUDIENCE» option
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To NARROW the audience, we have to use the 
«NARROW» option:

The LOGIC AND
(people must ALSO have those characteristics)
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Logic “and”
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With narrow audience your target get smaller
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If you keep adding variables the target audience becomes larger
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LOGIC OR
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We could also choose people interested in LUMSA
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Check the meter
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Then we choose the placement: SKIP the Advantage+ 
placement… choose manual placement
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Then we choose the placement
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I need to uncheck 
the automatic 
placement 
(default)
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We have to check 
where we want our 
ad appears
(and uncheck what 
we don’t want)
For Facebook 
EVERYTHING IS 
CHECKED BY 
DEFAULT
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And now let’s be creative!
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Creating the ad contentCreating the ad content 6’35’’
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We can preview all the placements
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And get the tracking pixel to analyze the conversions
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Last but not least… the credit card
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Reports
And successful metrics
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Successful metricsSuccessful metrics 3’48’’
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An example: Trenitalia campaign
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And now the briefing for
the meta for business 

campaign
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Now it’s up to you
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Let’s create a team: you have to choose one of these
products:products:

BRAWN Dust Catcher BRAWN Safe Laundry FRIA Korean Beauty
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What you have to do:

■ Prepare the target for a Facebook/Instagram campaign

■ So choose the product

■ Sign in with your personal facebook account in ads manager

■ Create a new campaign, create a new adset and define a target 
group for the product taht you have chosen

■ Make a brainstorming to find the variables

■ Take some screenshot and prepare a presentation with max 3-4 
slides.

■ The screenshots must include the number of the people in the 
target audience.

Brand Management & Media Planning
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When defining your target pay attention to the 
logic AND (narrow) and OR (one characteristic
or the other: you enlarge the target audience).

LOOK AT THE NUMBERS!
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You have 30 minutes, then I will ask some of you to present
the work
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Meta for business 
campaign
Project Work Briefing
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Instructions for the project 
work
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Creating a Facebook/Instagram campaign

1. Use a Facebook page (yours) DO NOT OPEN A NEW PAGE!!!

2. Identify possible goals (1 campaign per objective)

3. Structure the campaign (at least 2 ad set)

4. Define the budget and the scheduling

5. For each ad set define a target group (using Facebook capabilities
as much as possible)

6. For each ad set prepare at least 1 ad

7. Take screenshots of every step, explain every decision

8. Prepare a presentation with ALL the process and the ads previews
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Structure of the campaign (minimum)

objective

Ad set 1
Target A

Ad: image

Ad set 2
Target B

Ad: image
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Structure of the campaign (better…)

objective

Ad set 1
Target A

Ad: image Ad: 
Carousel

Ad set 2
Target B

Ad: image
Ad:

video
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When defining your target pay attention to the 
logic AND (narrow) and OR (one characteristic
or the other: you enlarge the target audience).

LOOK AT THE NUMBERS!
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The larger the target, the higher the cost…
(you pay by CPM)
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For the message please consider
the brand drivers!

You have to find the right message for the 
buyer personas that you’ve chosen
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Grading criteria - Rubric

■ Useful buyer personas profile, communication objectives, 
explanation of the Media choice

■ Communication plan: exhaustive choice of media

■ FB Comprehensive, accurate and clever campaign structure

■ Quality of the targeting, full use of the FB segmentation variables

■ Clever and effective creativity

■ Complete, clear and easy to follow presentation
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Grading criteria - Rubric
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Each member of the group 
has to write down how
she/he contributed to the 
project
Ad fill in a Peer Review chart



2° assignment prize

ALL the members of the 3 best teams will win
an extra point to add to the written test
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DEAD-LINE 
SUNDAY NOVEMBER, 19



Do your best!
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But first… Ready to play?
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Sources ■ Advertising on Facebook – Megan Adams –
Linkedin Learning

■ https://adespresso.com/blog/facebook-ads-cost/
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