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Outcomes

•Understanding of Google & Meta campaign types

•Understand why, how and when to use the right campaign to meet your goal

•Begin to understand targeting 

•Continue this learning in homework



Paid Media – What is it?

“any form of advertising and promotion that a 

business pays for to reach its target audience”
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Social Media – Where do people play?



Social Media – Demographics
Facebook Trends Older, Instagram Younger, YouTube Provides Widest Demographic 
Reach



Ad Types
Selecting the right campaign/ad type to meet your advertising needs



The Marketing Funnel - Awareness
Reaching new audiences / spreading awareness about you & your product / service 

Awareness: 

Demand Gen / Display ads / YouTube ads

Meta First Touch

Consideration: 

Demand Gen/Google Search Ads

Meta Remarketing

Conversion: 

Google Search Ads / Display Retargeting

Meta Remarketing



The Marketing Funnel - Consideration

Awareness: 

Demand Gen / Display ads / YouTube ads

Meta First Touch

Consideration: 

Demand Gen/Google Search Ads

Meta Remarketing

Conversion: 

Google Search Ads / Display Retargeting

Meta Remarketing

Connecting with warm leads / taking users on a journey through your website



The Marketing Funnel - Conversion
Getting people’s wallets out / filling forms and hitting payment screens

Awareness: 

Demand Gen / Display ads / YouTube ads

Meta First Touch

Consideration: 

Demand Gen/Google Search Ads

Meta Remarketing

Conversion: 

Google Search Ads / Display Retargeting

Meta Remarketing



Display – Standard, Responsive, and HTML5
Easy to make in platform, with just an image, text and a landing page



Display – Driving Relevance 
Appear Where Your Users Hang Out



Display – Responsive Display 
Easy to make in platform, with just an image, text and a landing page



Display – HTML 5
Beautiful & engaging video style ads – best designed by an experienced designer



Display – Inventory
Common Ad Sizes To Spec For

•Mobile: 
•300×200, 300×50, 300×100

•Desktop: 
•300×250, 336×280, 728×90, 300×600, 
160×600, 970×90, 468×60

•Full Display Spec Sheets 

https://support.google.com/google-ads/answer/13676244?hl=en#zippy=%2Cdisplay-campaigns


Video
Reach & engage users on YouTube & across the web  

Key Formats

• Skippable In stream
• Non Skippable In stream
• Static In Feed Ads
• Bumper Ads

• All optimised to True View



Video
Reach & engage users on YouTube & across the web  



Demand Gen
Image, carousel, and video ads across Google platforms



Search
Meeting Intent From Users



Performance Max
It seems great, but beware the caveats



Homework
Scenario: Launching a new product

• You’re launching a new product. Outline the campaign types you use to best achieve the following?

1. Get in front on New Zealand Herald readers in Auckland looking to travel in summer

2. Be found by local currently travelling people searching for things to do

3. Showcase the latest video content of your new product



Campaign Tips



Campaign Goals
Choose your campaign focus and optimisation



Targeting
Targeting vs Observation

• Targeting – prescriptive (who you’d like to be in front of)
• Lower reach, but more relevant
• Potential to miss additional impressions
• Generally more cost effective
• Use when you know your audience

• Observation – broader focus using targeting above as a guide
• Higher, but more diluted reach
• Impressions for 
• Use for testing and if you aren’t sure who your audience is

• Signals (AI) – similar to Observation – focused around Demand Gen



Detailed Demographic Targeting
Targeting based on life and career stages, ie married, parents, milestone upcoming



Affinity Segment Targeting
Broad iinterests, hobbies, and habits, ie Luxury Travellers



Interest Based Targeting
Actively researching or ready to purchase – high intent, ie travel to New zealand



Custom Segments Examples
Using search intent and user behaviour to meet the highest intent active users



Bonus: Custom Segments In Depth
How To Use Most Effectively 

• Use cases
• Target customer base of competitors
• Can’t competitively bid on competitor key search terms
• Focus in on high intent users outside of search
• Wider awareness of specific user types, ie those searching for a location

• Tactics
• 2 high intent keywords, 1 competitor website, 3 apps;
• 1 high intent keyword, 1 competitor website, no apps;
• 1 high intent keyword, all competitor websites, no apps;
• 4 high intent keywords, all competitor websites, no apps;
• 1 high intent keyword, dominant competitor in the market (website), 1 app.



Homework Task
Targetting Users With An Interest In Christchurch Travel

• Fill in the below custom segments to target users with travel, activities and accommodation in Christchurch

• 3-5 high intent keywords
• 2-3 stakeholder key websites 
• 2-3 stakeholder key apps (can be the same, or similar to websites)

• Bring them together to define a key audience based on 

• 2 high intent keywords, 1 competitor website or app

• Time – 10 minutes 



Bonus: Keyword Planner
Find new ideas for keywords for your next campaign



Bonus: How To Write Great Ads

1. What makes you unique?
• What makes you stand out?
• What is your USP?
• Outline the product key features
• What is the motivating factor for your customer persona?

2. Use a call to action (CTA)
• Outline what you want people to do – i.e., Book now
• Make sure landing page is relevant & they can act

3. Use Sales Terminology
• Display prices, promotions or exclusives in ad copy/sitelinks
• Prequalify traffic by adding pricing information

Best practices to take a customer from viewing to converting



Bonus: How To Write Great Ads (Part 2)
Best practices to take a customer from viewing to converting

4.    Match keywords to ads
• Include keywords you are targeting in headlines and descriptions
• Demonstrate ad relevance
• Bolding on SERP

5. Match your ad to your landing page
• Make it easy for customers to find what they are looking for
• If using an offer, display it clearly on the page

6. Experiment
• 2-3 ads for each group
• Google displays the best combination of RTAs



Bonus: Not A Creative Writer?
ChatGPT to the rescue

• It's much easier to refine than create from scratch!

• There is a lot of work that could go into this prompt

• Give me some call to actions

• Keep them below a 30 character counts

• Use "XYZ" as inspiration



Meta Ads



Paid Media

Meta Ads and the Traveller
Meeting consumers in the right place



Paid Media

Meta Ads and the Traveller
When to use and why

Targeting the traveller using Meta Ads

✓ Understand your audience
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Paid Media

Meta Ads and the Traveller
When to use and why

Targeting the traveller using Meta Ads

✓ Understand your audience

✓ Know your assets / what you have available to use

✓ Define your objectives

✓ Create your strategy

✓ Awareness

✓ Remarketing

✓ Price led conversion

✓ Lead Gen



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best? 

First touch / awareness:

• Choose video over static images 
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Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best? 

First touch / awareness:

• Choose video over static images 

• Are you speaking directly to a target audience 
– be as specific with your targeting as possible

• What are the things the target audience 
values/responds to the best? 

• High funnel, dreaming – the first time they’ve 
seen your brand offering



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best? 

Second touch / remarketing:

• Showcase your offerings



Paid Media
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• Outline your USPs



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best? 

Second touch / remarketing:

• Showcase your offerings

• Outline your USPs

• Tell the story - Define your why



Paid Media

Craft your creative

What kind of creative is going to engage with your audience the best? 

Second touch / remarketing:

• Showcase your offerings

• Outline your USPs

• Define your why

• They already know you – launch a strong CTA 
or offer

• Specific product / experience that they 
have viewed already

• Discount if required – possibly towards 
end of programme



Paid Media

Homework: What’s your Meta ads 
strategy going to be?

Think about a key product of yours. 
Decide on whether you want to:

1. Create awareness, drive demand 
(gaining NEW website visitors)

OR

2. Re-engage people who have not 
converted (talking to PREVIOUS 
website visitors)

Outline why you want to do this. 



Create Campaigns

Ads Manager is a unified ad creation tool for everyone who wants to advertise on Facebook, Instagram 
and Messenger.

There are three steps to creating your Meta campaign:

1. Campaign
Buying Type, Objective, A/B Testing and  Campaign Budget

2. Ad Set
Conversion Location, Bid Strategy, Dynamic Creative, Budget & 
Schedule, Audience and Placements

3. Ad
Page Identity, Ad Format, Copy, Creative, CTA, Destination and 
Tracking



Optimisation and Budgets



Define Audience



Define Audience

https://www.wordstream.com/blog/ws/2021/09/13/facebook-ad-targeting-privacy-first-world

https://www.wordstream.com/blog/ws/2021/09/13/facebook-ad-targeting-privacy-first-world


Targetting - Interest Options



Targetting – The And / Or



Targetting – Exclusion Audiences



Targetting - Website/Remarketing



Targetting - Website/Remarketing



Audience Cheat Sheet



Paid Media

Homework Task part 2: Target 
Your Audience

Think about your campaign from 
earlier.

How will you go about targeting these 
users?



Bonus: Facebook Ads Library
Link - Look at competitor ads

https://www.facebook.com/ads/library/?active_status=all&ad_type=political_and_issue_ads&country=NZ&media_type=all


Key Takeaways

- Who are your ideal users and where do they spend time / find information

- This will define your platforms

- What is your product and what assets do you have / can you get?

- This will define your campaign types

- Define your target audiences and segment them using tools, ie

- Ages

- Interests

- Internet activity and usage

- Build your campaign plan out thinking about how you want users to interact

- Ensure you have covered all 3 levels of the funnel, awareness, consideration and conversion
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