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Hello.

• Head of Digital Behaviour Change at 

London Sport

• 10 years working in Public Health and 

Leisure



My experience trying a new activity for the first time



Today.

• Why Facebook ads are still my ‘go to’ option for promoting local 

activities

• The two-step approach that always gets the best results

• How to quickly set up and test if Facebook Ads are right for you



Isn’t everyone leaving Facebook? 



Isn’t everyone leaving Facebook? 

• Facebook has 
44.84 million 
users in the UK

• Facebook is used 
daily by 44% of 
the UK population

• Users spend an 
average of 23 
minutes on 
Facebook every 
day



But, how to get results has changed

The ability to reach people with your Facebook Page has been declining for years.

To maximise your ability to reach potential customers – Facebook wants you to pay for 
Ads. 

The good news...

London Sport research found that it was 15 times cheaper than traditional methods of 
advertising.



Facebook Ads work because..

1. You can show ads to a group of people who are most likely to be 
interested in your activity

2. If someone engages with your advert, you can follow up with them



Step  1  - Drive  enquiries  through  marketing  

• Target  the  right  people 

• Imagery that captures attention

• Messaging that prompts action

Step  2  - Respond  to  enquiries 

• Address  people’s  uncertainty  and  give  them  
reassurance 

The two-step marketing strategy
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Targeting the right people



Advanced targeting options
• Location
• Age
• Gender

• Parental status
• Life events
• Language

• Interests
• Behaviour

• Web visitor retargeting (requires a pixel on your site)
• Customer list targeting (uploading customer email lists)

• Lookalike audiences



Imagery that captures attention
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Imagery that captures attention



Extra tips on imagery
DO ✔
• Use real pictures and video (if you have them) 
• For video, try to keep length <30s.
• Include captions in video with speech.

DON’T ✖
• Just create one size of ad and expect it to perform well across every placement (include 

at least grid and story format for Facebook).
• Grid 1080 x 1080 px
• Stories 1080 x 1920 px



Messaging that prompts action

Make them an offer they can’t refuse

- Claim your voucher for a free session

Give them an easy way to register an interest

- Sign up and we’ll match you to your nearest walk



Extra tips on messaging

DO ✔
• Create a sense of urgency (time limited or scarcity) 
• Social proof
• Including questions or addressing a problem often work wells.
• Include concrete figures to back up your claims if relevant.
• Keep as clear and concise as possible.
• A/B test different copy variations

DON’T ✖
• Waste time with unrelated offers.
• Be too vague - tell audience specifically how they will benefit.
• Try to include every single detail



Step  1  - Drive  enquiries  through  marketing  

• Target  the  right  people 

• Imagery that captures attention

• Messaging that prompts action

Step  2  - Respond  to  enquiries 

• Address  people’s  uncertainty  and  give  them  
reassurance 

The two-step marketing strategy



• Respond  promptly  

Text message, email, WhatsApp or Facebook Messenger

• Send  them  all  the  information  they  need  to  feel  

comfortable  attending 

Time, location, instructor name, picture, FAQs, etc

Follow up



Follow up



Step  1  - Drive  enquiries  through  marketing  

Example



Step  2  - Respond  to  enquiries 

Example



Get started quickly with Facebook Ads



Test your offer 
by boosting a 
post



Decide on 
your offer



How will you 
follow up 
enquiries? 



Create your 
post like 
normal... then 
click boost

Need to edit an image? 
Try canva.com 



Add a button



Select your 
target 
audience



Select when
you want the
ad to run



Add payment 
method and 
click “Boost 
Post”!



Get ready to 
respond to 
enquiries



Extra tips



Reporting - key metrics

Reach: the number of people who have seen the ad.

Impressions: number of times your ad has been viewed.

Frequency: average number of times an ad has been viewed by an
individual. Generally an ad frequency of 3-5 is optimal, any higher than
this and an ad loses its effectiveness and gets creative fatigue.

Clicks: the number of clicks an ad receives.

Click-through-rate: the percentage of people who click an ad out of all
the people who saw the ad.

Click-through-rate = clicks / impressions



Ways to optimise your ads

● Imagery A/B testing (experiment with different ad formats, messaging etc)
● Messaging A/B testing
● Monitor ad frequency - generally, you want to keep ad frequency below 3-5. 



• Facebook ad library:
https://www.facebook.com/ads/library

• Facebook audience insights:
https://www.facebook.com/business/insights/tools/au
dience-insights

Tools

https://www.facebook.com/ads/library
https://www.facebook.com/business/insights/tools/audience-insights


Multiplead sets



Questions?
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