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HubSpot data on source of visits

https://blog.hubspot.com/news-trends/average-traffic-sources-for-websites-benchmarks-from-15k-hubspot-customers



Sources of traffic to transactional sites

https://www.wolfgangdigital.com/kpi-2019

Traffic from social media (organic and paid) averages 5%

Traffic from search (organic and paid) averages 63%

https://www.wolfgangdigital.com/kpi-2019/


Time spent online

Source Ofcom

UK minutes spent online UK media consumption & devices



Social media accounts by age and platform



Most popular social media channels and 
messenger apps in the UK (vs USA)



Facebook news feed changes 
(January 2018)



Businesses can’t rely on just their 
organic (free) posts any more

• All social media use some form of 
relevancy algorithm – this means 
that the platforms’ show content 
to users that they are most likely 
to interact with (or already has a 
large level of user engagement)

• Facebook changed their 
algorithm in January 2018 to limit 
the amount of business posts in 
the newsfeed

• Facebook reach has dropped 
significantly (-11% from Q1 to Q3)

https://blog.bufferapp.com/facebook-marketing-strategy

https://hootsuite.com/en-gb/resources/social-media-trends-report-2019



Other changes/shocks

• Cambridge Analytica scandal – March 2018

• GDPR regulations - May 2018

• Other Facebook data breach and mis-use revelations

• Instagram – harmful content in the news (Molly Russell 
case)

• Despite all these – the amount spent on social media ads 
keep growing!



Introducing social media advertising 
(paid social)



What is “Paid Social Advertising”?
• Paid social media advertising is where businesses (advertisers) pay for an ad placement on a social 

media platform

• Paid social advertising allows you to decide who and where your social media post will be seen i.e. 
your target audience

• This is different from organic (or free) social media marketing, where your content/posts are only seen 
by some of your friends, fans and followers 

• Paid social advertising can be executed across the following platforms:

• Other social platforms like Reddit, Quora, Houzz also offer advertising solutions

• Different approaches include promoted tweets, sponsored updates, lead generation ads, video ads, 
ads linking to websites etc. Often called “native advertising” – as the ad is similar to organic content

• Paid social advertising is the main way of getting your content in front of fans or prospective customers, 
due to the limited reach of organic/free posts (caused by the platforms’ relevancy  algorithms)

• Ads can be paid for in many ways: cost per click (CPC), cost per impression (CPM), cost per lead or 
conversion (CPA), cost per view (CPV) and cost per send (CPS)



Digital advertising in the UK – 2017

• UK digital ad spend in 2017 reached record 

high of £11.55 billion, up 14.33% year-on-year

• Paid search up 16% on a like for like basis at 

£5.82 billion (50.3%)

• Social spend is now £2.4 billion (20.1%)

• At £5.20 billion, Smartphone now makes up 45% 

of all digital

• Smartphone is accounting for 61% of all digital 

display advertising

• Online video is the largest display format, up 

47% year-on-year

• Offline advertising spend in the UK hit a record 

high of £22.2bn in 2017, according to the latest 

figures from the Advertising Association and 

Warc Expenditure report (up 4.6%)

• Digital now represents 52% of UK ad spend

Source: www.iabuk.com

http://www.iabuk.com/


“Many of the social ad types 

are designed to get awareness or engagement 

with users whilst they are on the social platform; 

rather than driving them away from the social 

platform to the advertisers’ site.”



Choosing platforms and ad types



Choosing the correct ad formats
- decision tree

• Target audience 
• B2B  
• B2C
• Location, demographics, interests and behaviours
• Custom audience - previous engagement (uploaded list or website visitor)

• What do you want to achieve?
• Communicate with existing fans
• Awareness and visibility to new users
• Generate leads or sales

• How does this relate to the sales funnel – i.e. choice of ad objectives?
• Awareness
• Acquisition
• Conversions
• Advocacy



Traditional choice of platforms for 
different business types and outcomes

Sector Objective Facebook Instagram Twitter LinkedIn

Business to 

Consumer

(B2C)

Communicate with existing fans Organic or 

Paid

Organic or 

Paid

Organic or 

Paid

n/a

Awareness and visibility to new users Paid Paid Paid

Generate leads or sales Paid Paid n/a

Business to 

Business 

(B2B)

Communicate with existing fans Organic or 

Paid

n/a Organic or 

Paid

Organic 

or Paid

Awareness and visibility to new users Paid Paid Paid

Generate leads or sales Paid n/a Paid



“There are many different types of ads 
available on social media platforms, so, 

you need to start by determining 
what your objective is?”



Ad objectives relating to the sales funnels
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Ad objectives –
interactions within the platform

Ad objectives Facebook Instagram Messenger Twitter LinkedIn Equivalent in 

Google Ads

How do you 

pay

Brand Awareness Yes Yes Yes Yes No Display & 

YouTube

Impressions

Reach Yes Yes Yes Yes No Display & 

YouTube

Impressions

Acquisition (of fans) Yes Yes Yes Yes Yes YouTube Impressions 

or views

Engagement (with 

ad/content)

Yes Yes Yes Yes Yes YouTube Impressions 

or views

Video views Yes Yes Yes Yes Yes YouTube Views

Lead generation ads Yes Yes Yes No Yes YouTube –

TrueView for 

action

Impressions 

or clicks

Store Visits Yes Yes Yes No No Local ads 

(some 

countries)

Clicks

Messages No No Yes No Previously 

InMail

Gmail ads Sends



Ad objectives –
designed to take the user away from the 

platforms

Ad objectives Facebook Instagram Messenger Twitter LinkedIn 

Equivalent in 

Google Ads

How do you 

pay

Website Traffic Yes Yes Yes Yes Yes

Display or 

search

Impressions 

or clicks

Website Conversion ads Yes Yes Yes Yes Yes

Display or 

search

Clicks or 

conversions

Product 

(dynamic retargeting/ 

remarketing) Yes Yes Yes No No

Dynamic 

display 

remarketing Clicks



Only focus on a few ad objectives

• Generating enquiries and leads
• Lead generation ads (Facebook and LinkedIn)

• Click or Conversion ads
• If you have a low budget then test Facebook (<£1,000)

• If you have a higher budget then test LinkedIn and Twitter 

• LinkedIn Message ads (previously Sponsored InMail)

• Ecommerce and sales
• Product ads (dynamic retargeting) – Facebook, Instagram and 

Messenger

• Conversion ads – Facebook and Instagram

• Store visits ads in Facebook – to drive users to your store pages



Choosing your ad objective 
in each platform



Facebook (Instagram and Messenger)



Twitter ads



LinkedIn ads



Target audience



Understanding and targeting your 
ideal audience

• Do you know who your ideal customer is?
• Are they B2C, B2B or other?

• If you have more than one product or service will your audience 
be different?

• Do you know their location and what they are interested in?

• Have you used Analytics or social media tools to analysis 
your website visitors or converting customers; to 
understand their demographics and interests?

• Each platform has different targeting options, but most 
have location, gender and age



Targeting in Facebook



Targeting in LinkedIn

Targeting by:

• Company name

• Company industry

• Company size

• Job titles

• Job functions

• Job seniority

• Field of study

• Skills

• Groups



Advertising to your own audience

• Depending on the platform you can create your own 
audiences – these are called:
• Custom audiences (Facebook) 

• Tailored audiences (Twitter) 

• Matched audiences (LinkedIn)

• They are normally created using one of the following 
techniques:
• Uploaded contact details (using email address or other personal data) via a CSV file

• Previous visitors to your website, tagged using a platform specific tag or pixel. This is 
part of a remarketing or retargeting strategy

• Activity on Facebook and Instagram – based on behaviour (often used for sequential 
advertising)

• Once an audience is created, most platforms now offer the 
ability to create a Lookalike audience of similar users 



Your own audiences by platform

Targeting Facebook Instagram Messenger Twitter LinkedIn 

Equivalent in 

Google Ads

Businesses Yes No Yes Yes Yes Yes

Consumers Yes Yes Yes Yes No Yes

Retargeting –

website pixel Custom audiences
Tailored 

audiences

Matched 

audiences

Remarketing in 

display or 

search ads

Retargeting –

uploaded lists

Customer match 

(limitations apply)

Lookalike audiences

Lookalike audiences
Expand reach 

with Similar users

“Enable 

Audience 

Expansion”
Similar audiences

Minimum 

audience size
20 100 300 1000



Ad formats and client examples



Examples of ad types



Lead generation examples 



Some of our ecommerce clients
Catalogue ad

(dynamic retargeting)

Offer ads Offer adsTraffic ads

Results:
Cost per sale of £5 to £10

Results:
Cost per click of 11p

Results:
Cost per sale of 

£5 to £10



The Phone Coop (conversion ads)

Results:
Cost per sale of £2.50 to £5

Results:
Cost per sale of around £10



LazyLawn

Before and after image 

from local installers

Carousel featuring 

a range of products 

Carousel 

without the price
Video Views

Results:
Form completions of around £5



Campaign 
costs and management



How do you pay?
• How you pay is determined by ad objective (campaign type) and optimisation 

objective:
• Cost per click (CPC) – for clicks
• Cost per 1000 impressions (CPM) – for impressions
• Cost per view (CPV) - video views
• Cost per send (CPS) for messages 

• In most cases the bid is automated, occasionally you can add a maximum bid

• Facebook is the cheapest platform - the bigger the audience the lower the cost 
(typically 10p to 50p)

• Twitter is slightly more expensive than Facebook

• LinkedIn CPC typically £4 - £5 for sponsored content – however Message Ads are 
very cheap at <40p per send

• Lead generation ads can be cheap (£5 to £50 per lead) due to high conversion rates 
on the social platforms

• Typical ad spend budgets: 
• Facebook - £500 to £5,000 per month depending on volume of leads/sales or engagement 

required
• LinkedIn – Sponsored content (min. of £25 per day), Message ads min of 1000 sent (costing 

£200 to £400 per 1000)



Management time

• Facebook (Instagram and Messenger)
• 2 days set-up – including planning and ad creation

• 2 days per month – optimisation and ad testing

• Twitter – as above

• LinkedIn 
• In feed ads (e.g. lead generation ads) – as above

• Message ads – 1.5 days per email campaign – including creation 
of copy, companion ads, audiences and initial optimisation



Questions & Answers

Ann Stanley 
Ann@anicca.co.uk

07930384443

44


