
Feed the Beast
Social Media Advertising & Advocacy



Advertising Online

(KPCB)









News Feeds

• Personal posts

• Page posts

• Organic reach ( $0! )

• Paid reach (Advertising)



1. The INVENTORY of all posts available to display.

2. SIGNALS that tell Facebook what each post is.
3. PREDICTIONS on how you will react to each post.

4. A final SCORE assigned to the content based on all 
factors considered.

Source: Social Barrel

Source: CPC Strategy

http://socialbarrel.com/how-facebook-news-feed-works/115916/
https://www.cpcstrategy.com/blog/2019/05/facebook-algorithm/


Signals

• Type of content

• Publisher

• Age of the post

• Purpose

• Likes, comments, replies, shares



Clever Marketing

• Know your audience

• Use visuals

• Stunning images 

• Video built for social media 

• Make it remarkable



Photography



Video

 Let's watch

https://vimeo.com/322056228
https://vimeo.com/322056228


What else works

• Connect like-minded people

• Activate niche communities

• Creates meaningful interactions or reactions







Ambassadors

• Start with leaders

• Share your goals with them

• Celebrate achievements 



Gamification



What will they share?



What is the ROI?



Boosting Posts



Ads Manager



Ads Manager



Boost vs. Manage

• Large campaigns

• Email uploads

• Instagram ads

• Individual posts

• Basic audience 
targeting



Build Custom Audiences

• Upload email lists 

• Facebook targeting

• Location 

• Affiliations 

• Interests



Web Pixels

• Piece of code generated by Facebook

• Place in the <head> of all your web pages

• Track ad traffic

• Create a custom audience



Budgets

• Create a business account

• Set limits

• Adjust for audience reach



Call-to-Action Bu!ons

• Add links to videos and photos

• Donate button is available to Pages listed in the 
“Non-Profit Organization” category



Link Tracking

• Add UTM strings to links for Google Analytics 
tracking 

• Use a link tracking service like bit.ly

• Beware of breaks in the chain



A/B Testing

• Test photos, copy, and call to action buttons

• Name tests at the Ad level

• Run for at least 24 hours, then make adjustments



Example Budget

2019 Giving Day ads: 

• Facebook/Instagram - $581.37

• Twitter - $473.12

• Google - $632.88

Total spend = $1,687.37 



Example Outcomes



Twi!er Ads

• Twitter investment 
under $500

• Revenue $1,600  
from 16 gifts



Google Ads



Google Spend



Google Returns

• Google investment under $650

• Revenue $57K from 182 gifts



Questions?

• @ashley_budd

• ashleybudd.com

• linkedin.com/in/ashleybudd

• ashley.budd@cornell.edu

http://ashleybudd.com
http://linkedin.com/in/ashleybudd
mailto:ashleybudd@cornell.edu

