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INTRODUCTION
This workshop is about you. Our goal is to arm 
you with the key information you need to get 
started with paid media and email marketing, 
and to provide resources that will help you dig 
in deeper and expand your program. 



LET’S START WITH SOME DEFINITIONS

We’re going to be using the words “ads” and “campaign” a lot, 

so let’s talk about what those terms mean. What is paid advertising? 

What is a campaign?

• Paid advertising is the act of placing your business’ message in front of 

consumers by paying a media company to show your message. Paid media 

placements allow you to reach a guaranteed audience by paying for placements. 

• When we talk about an email campaign, we mean one or more marketing 

emails, sent from an email service provider (ESP) to your subscribers. 

Your subscribers are the people whose email addresses you’ve collected either 

through your website or in store.



WHY PAID MEDIA?

• Pay to play

• Control the message

• Reach 

• Frequency

• Engagement

Source: Social Media Today socialmediatoday.com/news/10-need-to-know-facebook-marketing-stats-for-2019

Facebook is pay to play! 

A Facebook post’s average reach is only 
around 6.4% of a page’s total likes.

Do 1,000 people like your page? 
Roughly 60 of them will see your posts.

https://www.socialmediatoday.com/news/10-need-to-know-facebook-marketing-stats-for-2019


WHAT’S THE BEST MEDIA TACTIC? IT DEPENDS!

Media Type Pros Cons

Broadcast TV High reach, audio and visual, 
big events, buzz factor Commercial avoidance, media cost

Cable TV Targeted reach, programming variety, 
audio and visual

Commercial avoidance, smaller reach 
than broadcast, fragmented audiences

Radio Frequency/reach, local, 
targeted, “theater of the mind” 

Fragmented audiences, commercial clutter, 
no visuals, background listening

Billboards High reach, location-specific, 
cost-efficient, builds awareness, frequency

Limited message (8 words), inventory availability, 
media cost, lead time

Newspaper/Magazines Reach, in-depth editorial, depth 
of message, builds awareness

Declining readership, ad clutter, 
expensive to build frequency

Online Highly targeted, direct response, 
tracking, accessibility

Constantly changing technology, 
learning curve for DIY



POPULAR SELF-SERVE PAID MEDIA TOOLS

Highly Targeted | Direct Response | Trackable | DIY

Search

Targetable by: 

• Geography

• Search intent

• Device

• And more

Targetable by:

• Geography

• Age

• Gender

• Income

• Psychographics

• Behaviors

• Job titles

• Likes/interests

• And more



POP QUIZ!

Regular post or paid advertising?



FIVE STEPS TO PAID MEDIA SUCCESS

Clearly define:

1. Your campaign objective—what action do you want people to take after seeing your ad? 
Visit your website? Come to your store? Make an appointment?

2. Who are your customers?
Men? Women? Age? Likes/interests?

3. Where are your customers geographically?
In Buffalo? Across the US? 

4. What do you want to communicate? 
What will your ads say and look like? What problem are you solving 
for a customer? How will your services or products help them?

5. What will you define as success?
Visits to your website? An increase in store traffic? More appointments? 



PAID MEDIA FOR BLACK BUSINESSES MATTER WORKSHOPS

1. What action you want people to take after seeing your ad? 

Register for BBM Workshops

2. Who are your customers? 

Black and minority small business owners

3. Where are your customers geographically? 

In Buffalo, NY, Erie and Niagara counties

4. What do you want to communicate? 

Our ads promote our series of small business marketing 

skills empowerment workshops made possible through 

the partnership between BULYP, CAOWNY and DS

5. What will you define as success? 

Event registration, workshop attendance, 

positive attendee feedback

Carousel Ad Example—Black Businesses Matter Workshops



You can create ads right from your Facebook page, but we highly 

recommend that you use Facebook Ads Manager for your business.

facebook.com/business/learn/lessons/step-by-step-ads-manager-account

This tool allows you to access better, more in-depth targeting 

and have better control of your budgets and ads. It offers better analysis tools 

and lets you place ads on both Facebook and Instagram.



SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

Step 1: What action do you want people to take after seeing your ad? 

When you create a new campaign 

on Facebook, the first thing you must 

do is choose a campaign objective: 

Traffic = visits to your website

facebook.com/business/learn/lessons/step-by-step-ads-manager-account



Budget & Schedule: How much to spend?

• Facebook gives you total control 

over your budget and campaign timing.

• Select either a lifetime budget 

or daily budget

• Select start dates and end dates

SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

When planning, keep your campaign 

set to “off” and you can safely play 

with all the targeting options!



SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

Facebook will tell you how many people you’ll 

reach and estimate how many clicks you’ll get based 

on the budget and timing you set. 

Audience Definition

• Change your targeting and watch 

your audience size change!

Estimated Daily Results

• How many people will your campaign reach based 

on this targeting and the budget and schedule dates 

you selected.

You can INCLUDE and EXCLUDE

geography and targeting

Step 2: Who are our customers

Step 3: Where are they geographically?



SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

Step 4: What do you want to communicate?

Text:

• Ad text: Recommended 125 characters

Image:

• Recommended sizes: 

1200x1200 pixels or 1200x628 pixels

• Recommended image formats are JPG and PNG



SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

Step 4: What do you want to communicate?

Headline:

• 40 characters

Link description:

• 30 characters

Call to action (CTA):

• Encourage those who see your ad to take a specific action

• Select from options like Sign Up, Learn More, 

Shop Now, Get Tickets, Subscribe



SETTING UP A PAID FACEBOOK/INSTAGRAM CAMPAIGN

Step 4: What do you want to communicate?

Facebook has been known to limit the reach of ads 

that have more than 20% copy in the image.

Keep the copy used on the image to a minimum!



PUTTING IT ALL TOGETHER

• Once you’ve gone through the steps of setting targeting 

and setting up your ad, you’re ready to launch your campaign

• What happens after launch?
– Your campaign will “go live” and you begin to collect data

– Once it’s live, you can continue to create new ads to see which ones perform better 

and update targeting, as well as update your campaign budget and timing



PAID MEDIA Q+A



EMAIL MARKETING



WHAT IS EMAIL MARKETING?

• Open up your personal inbox—anything sent by a brand is email marketing

• It’s an email that you sign up for—you provide your email address with 

the understanding the brand will give you something of value or interest in return

• It can include:
– Coupons and offers

– New product announcements

– Communications about an account or order

• Marketing emails usually have colors, logos, images and copy 

that make it clear they come from a particular brand 

• There are some requirements for marketing emails 

that we’ll cover a bit later



WHY SHOULD YOU DO OT?

• Email isn't dead (people actually love it)
– According to a recent Adobe study, more 

than 60% of customers prefer to be contacted 

by brands via email

• Email is one of the most cost-effective ways 

to reach your customers
– For every $1 you spend, you get about $42 ROI

• Email is effective
– There are 3x more email accounts than Facebook 

and Twitter accounts combined

– You’re 6x more likely to get a click-through from email 

than on Twitter



WHAT IS AN EMAIL SERVICE PROVIDER (ESP)?

So now that you’ve decided to promote your 

business with email (and you have email 

addresses that you’ve collected from your 

media campaigns and/or in person at your 

store), where do you keep them and how do 

you actually email them?

You can’t store them in your personal email 

account. You need a way to keep their information 

secure and produce those nice-looking emails 

we talked about earlier. You need an ESP!

An ESP will include:

• A database to store your contacts

• Basic email templates

• Basic forms

• Reporting features



WHAT TO LOOK FOR IN AN ESP

1. Cost

• Upfront (setup) and ongoing (maintenance) 

• What is included (# of contacts allowed) in your database (# of email templates) 

• You’re growing—how much will it cost for your account to grow?

2. Level of service

• Is instruction included?

• Do you have a dedicated rep?  

• Is setup easy? Can you start working in it right away?

• What’s the support process when you have an issue?

• Is there documentation available for free?

3. Flexibility

• Can you easily scale?

• Can you link to your point-of-sale system?

• Can you customize forms and email templates?



EMAIL TEMPLATES



EMAILS: WHAT YOU NEED TO INCLUDE

Required by law:

• Clear, easy-to-find unsubscribe link

• Your company’s name and mailing address

• From name that clearly represents your company

• A subject line that accurately reflects the content of the email



WHAT TO SEND

• Welcome or thank you—if you have a form, you should send an email when someone uses it

• Don’t email when someone unsubscribes

• Other ideas: (Hot seat) 
– Maybe you’re a massage therapist and you’re running a Valentine's Day couples’ massage promotion 

– Maybe you’re a fraternity and you want to make a newsletter to let your community 

know about upcoming events and service initiatives every month 

– Maybe you’re a music and arts festival and you want to update subscribers know about changes to the lineup

– Maybe you’re a meal delivery service and you want to do order confirmations

– Maybe you’re a restaurant and you want to let people know about wing night and offer a special coupon

– Maybe you're a farmers’ market and you want to let vendors know about policy changes



MEASURING SUCCESS

• Unsubscribes are OK

• Open rates and click rates only tell part of the story

• Learn your audience—start small and watch what they interact with

• Create a calendar of your marketing plans and use email to support your initiatives



EMAIL MARKETING Q+A



THANK YOU


