
F A C E B O O K  &  I N S T A  A D S

Step 1 :  Def ine  Your  Target  Aud ience

Before  creat ing  ads ,  i t ’s  c ruc ia l  to  understand  who your  idea l  c l ients  are .
Cons ider  the  fo l low ing  demograph ics  and  psychograph ics :

Age:  What  age  group  do  you  want  to  target?
Gender :  Is  your  t ra in ing  program more  su i ted  to  men,  women,  or  both?
Locat ion :  Are  you  target ing  c l ients  loca l l y  or  g loba l l y?
In terests :  What  are  your  potent ia l  c l ients  in terested  in?  (e .g . ,  f i tness ,  hea l th ,
we ight  loss ,  musc le  ga in)
Behav iors :  What  are  the i r  on l ine  behav iors  and  hab i ts?

Step 2 :  Set  Up Your  Facebook  and Instagram Bus iness Accounts

Facebook  Bus iness  Page:  I f  you  don ’ t  a l ready  have  one ,  c reate  a  Facebook
Bus iness  Page for  your  persona l  t ra in ing  serv ices .
Instagram Bus iness  Prof i le :  Convert  your  I nstagram prof i le  to  a  bus iness
account  to  access ins ights  and  advert is ing  features .
Facebook  Bus iness  Manager :  Use  Facebook  Bus iness  Manager  to  manage
your  ads  and  access deta i led  ana lyt ics .

Step 3 :  Create  Engag ing  Content

Content  is  k ing  on  soc ia l  med ia .  Here  are  some types  of  content  that  per form
wel l :

T ransformat ion  Photos :  Before-and-after  photos  of  your  c l ients .
Test imon ia l  V ideos:  V ideos where  c l ients  share  the i r  success stor ies .
Workout  V ideos:  Short  c l ips  of  e f fect ive  exerc ises  or  workout  rout ines .
Educat iona l  Posts :  T ips  and  adv ice  on  f i tness ,  nut r i t ion ,  and  we l lness .

Step 4 :  Des ign  Your  Ad Campaign

Object ive :  Choose the  r ight  ob ject ive  for  your  campaign .  For  persona l
t ra iners ,  common ob ject ives  might  inc lude :

Lead Generat ion :  Co l lect  contact  in format ion  f rom potent ia l  c l ients .
Traf f ic :  Dr ive  users  to  your  webs i te  or  land ing  page.
Engagement :  I ncrease l i kes ,  comments ,  and  shares  on  your  posts .
Convers ions :  Encourage users  to  s ign  up  for  a  consu l tat ion  or  t ra in ing
sess ion .
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Ad Format :  Se lect  the  format  that  best  su i ts  your  message:
Image Ads:  Use  h igh-qua l i ty  images of  your  t ra in ing  sess ions  or  c l ient
t ransformat ions .
V ideo  Ads:  Short ,  engag ing  v ideos showcas ing  your  t ra in ing  sty le  or  c l ient
success stor ies .
Carouse l  Ads :  Feature  mu l t ip le  images or  v ideos in  a  s ing le  ad .
Co l lect ion  Ads:  Showcase a  co l lect ion  of  your  serv ices  or  programs.

Ad Copy :  Wr i te  compe l l i ng  ad  copy  that  speaks  to  your  target  aud ience ’s
pa in  po ints  and  asp i rat ions .  I nc lude :

A  st rong  head l ine :  Grab  attent ion  immediate ly .
C lear  ca l l- to-act ion  (CTA) :  D i rect  users  on  what  to  do  next  (e .g . ,  "S ign  up
for  a  f ree  sess ion ! " ) .
Va lue  propos i t ion :  Exp la in  the  benef i ts  of  choos ing  your  serv ices .

Step 5 :  Target  Your  Ads

Custom Aud iences:  Create  custom aud iences based on  your  ex ist ing  c l ient
l is t ,  webs i te  v is i tors ,  o r  engagement  on  soc ia l  med ia .
Looka l i ke  Aud iences:  Use  Facebook ’s  looka l i ke  aud ience  feature  to  reach
peop le  s im i la r  to  your  best  c l ients .
Deta i led  Target ing :  Ut i l i ze  Facebook ’s  deta i led  target ing  opt ions  to  nar row
down your  aud ience  by  in terests ,  behav iors ,  and  demograph ics .

Step 6 :  Set  Your  Budget  and Schedu le

Budget :  Dec ide  on  a  da i l y  or  l i fet ime budget  for  your  campaign .  Start  w i th  a
smal l  budget  and  sca le  up  based on  per formance.
Schedu le :  Choose whether  to  run  your  ads  cont inuous ly  or  w i th in  a  set  date
range .  Cons ider  runn ing  ads  at  t imes when  your  target  aud ience  is  most
act ive .

Step 7 :  Mon i tor  and Opt im ize  Your  Ads

Track  Per formance:  Use  Facebook  Ads Manager  to  mon i tor  key  metr ics  such
as reach ,  engagement ,  c l ick-through  rate  (CTR) ,  and  convers ions .
A/B  Test ing :  Run  A/B  tests  to  determine  wh ich  ad  creat ives ,  cop ies ,  and
aud iences per form best .
Ad just  St rategy :  Based on  the  per formance data ,  ad just  your  target ing ,
budget ,  and  ad  creat ives  to  opt im ize  resu l ts .
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Step 8 :  Engage w i th  Your  Aud ience

Respond to  Comments :  Engage w i th  users  who comment  on  your  ads .  Answer
quest ions  and  prov ide  add i t iona l  i n format ion .
Fo l low-Up:  Reach  out  to  leads  who show interest  or  s ign  up  through  your  ads .
Of fer  a  f ree  consu l tat ion  or  t r ia l  sess ion  to  convert  them into  pay ing  c l ients .

Addi t iona l  T ips

Cons istency :  Ma inta in  a  cons istent  post ing  schedu le  on  your  soc ia l  med ia
prof i les  to  keep  your  aud ience  engaged.
Brand ing :  Ensure  your  ads  and  prof i le  content  are  cons istent  w i th  your
brand ’s  vo ice  and  image.
Retarget ing :  Use  retarget ing  ads  to  re-engage users  who have  prev ious ly
interacted  w i th  your  webs i te  or  ads .


