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FACEBOOK ADS MASTERY COMPENDIUM 

The Complete Guide to Planning, Running, and Scaling Meta Ads — Built for Nigerians, Built 

for Results 

 

A NOTE BEFORE WE BEGIN 

Let me be honest with you before we start. 

Most Facebook Ads material you will find online was written for someone in 

America or Europe. It assumes you have a US dollar card, a Shopify store, and 

customers who trust online payment without thinking twice. That is not your 

reality, and I am not going to pretend it is. 

This course was built for you — a Nigerian who wants to either sell your own 

product, grow your own business, or get paid running ads for other businesses. 

Everywhere it matters, I will bring the conversation back to Naira, WhatsApp, bank 

transfers, Lagos traffic, and the realities of selling to a Nigerian customer or 

managing a Nigerian client. 

I also want to be honest about something else: I have opinions from running real 

campaigns, and I will share them with you. But I am not going to feed you my 

opinions and call them “the only truth.” Where experienced media buyers disagree, I 

will tell you both sides and tell you when each side tends to be right. Where my own 

experience is just one data point, I will say so. Your job is not to memorize this 

course — your job is to understand it well enough to make good decisions when 

your own campaign does something my example did not predict. 

One more thing. Meta changes button names, layouts, and even entire features every 

few months. Anywhere I describe a specific screen or click sequence, understand 

that the concept is what matters. If a button has moved by the time you read this, the 

underlying logic — what you’re deciding and why — has almost certainly not. 

Let’s start. 
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MODULE 1 — UNDERSTANDING DIGITAL MARKETING AND FACEBOOK 

ADVERTISING 

1.1 What Is Digital Marketing? 

Let me explain this to you simply, because a lot of courses complicate what should 

be simple. 

Digital marketing is just marketing — the process of getting the right message in 

front of the right person so they take an action you want — done through digital 

channels instead of physical ones. Instead of a billboard on the road to the airport, 

you’re putting your message on someone’s phone screen while they scroll. Instead 

of a radio jingle, you’re putting a video in front of someone on Instagram Reels.  

The channels change. The fundamentals of marketing do not. You still need: 

• A person who has a problem or a want. 

• A product or service that solves it. 

• A message that connects the two. 

• A way for that person to buy or take action. 

Digital marketing simply gives you more precision, more measurement, and — 

when done well — a lower cost of reaching people than traditional media. That 

precision is both the opportunity and the trap. It’s an opportunity because you can 

reach exactly the person who wants what you sell. It’s a trap because many 

beginners think precision alone will save a weak offer or bad product. It will not. We 

will return to this point again and again throughout this course, because it is the 

single biggest misunderstanding I see. 

1.2 What Is Social Media Marketing, and Where Does Facebook Advertising Fit? 

Social media marketing is the use of platforms like Facebook, Instagram, TikTok, 

and others to market a business — either through organic content (posts you don’t 

pay for) or paid advertising (posts you pay to show to people who don’t already 

follow you). 
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Facebook advertising is the paid side of that, run through Meta’s advertising system. 

“Meta” is the parent company that owns Facebook, Instagram, Messenger, and 

WhatsApp. When people say “Facebook Ads” today, they almost always mean “Meta 

Ads” — because a single ad you create can show up on Facebook, Instagram, 

Messenger, and the Meta Audience Network (other apps that show Meta ads), all 

from one campaign. 

This matters for how you think about the platform. You are not just advertising on 

“Facebook.” You’re tapping into an entire ecosystem, and Meta’s system decides 

where within that ecosystem your ad performs best — unless you tell it otherwise. 

1.3 Facebook Ads vs. Boosting a Post 

Here is one of the first things I need you to get right, because I see this mistake 

constantly. 

Boosting a post is the simplified version of advertising. You have a post already 

sitting on your Facebook Page, you click “Boost Post,” you pick an audience and a 

budget from a few simplified options, and Facebook pushes that same post to more 

people. 

Running ads through Ads Manager is the professional version. Ads Manager gives 

you full control over: which objective you’re actually optimizing for, detailed 

audience building, multiple ad variations tested against each other, precise 

placement control, proper tracking through the Pixel and Conversions API, and 

access to features boosting simply does not expose to you. 

Boosting is not “wrong” — it has a place, and I’ll tell you exactly when. If you just 

want more eyeballs on a post for pure visibility, with no real conversion goal, and 

you’re not ready to learn Ads Manager yet, boosting can work as a stepping stone. 

But if you actually want sales, leads, WhatsApp messages, or any measurable 

business result, boosting is the wrong tool for the job. It optimizes for engagement-

type outcomes by default and gives you far less control over who sees the ad and 

why. Every serious media buyer — every person doing this as a craft or a business 

— works inside Ads Manager. That is where we are going to live for the rest of this 

course. 
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1.4 The Core Vocabulary You Must Know 

Before we go any further, you need to speak the language. I’m not going to throw 

fifty terms at you at once — I’ll build this up naturally — but here is your starting 

vocabulary: 

• Meta Business Suite / Meta Business Portfolio (formerly Business 

Manager): the central hub where you manage your Pages, ad accounts, and 

who has access to what. 

• Ads Manager: the tool inside your Business Portfolio where you actually 

build and manage campaigns. 

• Ad Account: the specific account tied to a payment method that runs your 

ads and gets billed. 

• Facebook Page: your business’s public presence on Facebook. You cannot 

run ads without one — every ad is technically posted “as” a Page, even if it 

never appears organically. 

• Instagram Account: you can connect an Instagram business account so your 

ads can also run there, and so comments/messages from Instagram ads come 

to a place you can manage. 

• Campaign: the top level of an ad structure — this is where you set your 

objective (what you want the ad to achieve). 

• Ad Set: sits inside a campaign — this is where you set your audience, budget, 

schedule, and placements. 

• Ad: sits inside an ad set — this is the actual creative (image or video), the 

copy, and the destination (link, WhatsApp, lead form, etc.) that the person 

actually sees. 

• Objective: what you are telling Meta’s system to optimize for — awareness, 

traffic, engagement, leads, or sales. 

• Conversion: the specific action you care about — a purchase, a message 

started, a form filled, a lead generated. 

• Landing Page: the page a person arrives at after clicking your ad, built 

specifically to convert that visitor into a customer or lead. 

• Sales Funnel: the entire journey a person goes through from first seeing your 

ad to becoming a paying, repeat customer. 
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You will see these terms over and over. By Module 12, they will feel like second 

nature. 

 

The Facebook Ads System 

This is the picture I want in your head every single time you sit down to build a 

campaign. Notice that “Ads Manager” doesn’t even appear as its own box — it’s the 

tool you use to execute pieces of this system, not the system itself. We will build out 

every one of these boxes, module by module, for the rest of this course. 

1.5 Products, Services, and Business Models You Can Advertise 

I want you to understand something early: the mechanics of running an ad barely 

change based on what you’re selling, but the strategy around offer, funnel, and 

tracking changes a lot. Broadly, you’ll be advertising one of these: 

• Physical products (e-commerce): things you ship — clothes, skincare, 

gadgets, food items. Delivery, logistics, and payment-on-delivery realities 

matter a lot here. 
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• Digital products: courses, ebooks, templates, software. No delivery cost, 

instant fulfilment, but often need more trust-building since the buyer can’t 

touch it first. 

• Services: hairdressing, real estate, consulting, tutoring, fitness coaching. 

Often local, often need a “book a call” or “message us” flow rather than direct 

checkout. 

• Leads for a business: gathering contact information for someone else’s sales 

team to follow up — common in real estate, education, and B2B. 

We’ll come back to each of these repeatedly, because the “right” campaign objective, 

funnel, and even location targeting genuinely depends on which of these you’re 

doing. 
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MODULE 2 — SETTING UP YOUR META ADVERTISING 

INFRASTRUCTURE 

I want you to think of this module like building a house foundation. Skip it or rush it, 

and you’ll be fighting account restrictions and access confusion for months. Get it 

right once, and you almost never think about it again. 

2.1 Your Personal Facebook Profile 

Every business asset on Meta is ultimately controlled through a personal Facebook 

profile. This trips people up — they expect a “business login” separate from a 

personal one, but Meta ties permissions to real personal profiles. 

Practical guidance: 

• Use a profile that has some history and activity. A freshly created profile, with 

no friends, no photo, no activity, that immediately tries to create ad accounts 

and spend money, is exactly the pattern Meta’s automated systems associate 

with fake or fraudulent activity. This doesn’t guarantee a ban, but it raises 

your risk. 

• Use your real name and real photo where possible. This is both a policy 

requirement and a trust signal to Meta’s systems. 

• Turn on two-factor authentication. This one is not optional if you are 

serious about this as a business — a hijacked profile can mean a hijacked ad 

account, and a hijacked ad account can mean someone else’s spending on 

your card. 

2.2 Creating a Facebook Page 

You cannot run ads without a Page. Set one up (or use an existing business Page) 

with: 

• A clear business name — avoid generic names like “Best Store” that give 

Meta’s review systems less confidence in a real business. 

• A profile photo and cover photo relevant to the business. 
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• A completed “About” section, category, and contact details. 

• Some organic content and activity before you start pushing heavy ad spend 

through it, if possible. A Page with zero posts advertising aggressively from 

day one is a small red flag; a Page with some genuine content and a following 

looks more like a real business. 

2.3 Meta Business Portfolio (Business Manager) 

This is the control center. Inside it, you’ll manage: 

• Pages — assign yourself or team members as admins, editors, or advertisers. 

• Ad Accounts — the account(s) that actually run and get billed for ads. 

• Instagram Accounts — connect these so ads can run on Instagram too. 

• People — who has access to what, and at what permission level. 

• Partner/Client access — critical if you plan to run ads for other businesses 

(we cover this in depth in Module 15). Instead of asking a client for their 

password, you request access to their assets through the Business Portfolio, 

which is safer for both of you and is the professional standard. 

If you’re planning to freelance or run an agency, set this up properly from day one 

— it is the difference between looking like a serious professional and looking like 

someone who “just knows Facebook small small.” 

2.4 Creating and Structuring Your Ad Account 

An ad account is where the actual spending happens. A few things to get right: 

• Currency and time zone are set when the ad account is created and 

generally cannot be changed afterward — think carefully before confirming 

these, especially if you’re planning to bill clients in Naira versus running ads 

priced in another currency. 

• Payment method: Meta charges your card (or other supported method) 

automatically based on a threshold or billing cycle — it is not prepaid like 

buying airtime. Understand this, because unexpected charges surprise a lot of 

beginners. Nigerian advertisers commonly use Naira-denominated 

debit/credit cards; ensure the card supports international/online 
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transactions, since some local cards restrict this by default and need to be 

enabled through your bank. 

• Business verification: for higher spending limits or certain features, Meta 

may require you to verify your business (legal name, address, sometimes 

documentation). Not every account needs this immediately, but expect it as 

your spend and account complexity grows. 

2.5 Assigning Access and Roles 

If you’re working with a business partner, employee, or client, understand the 

difference between: 

• Admin access — full control, including adding/removing people and 

payment methods. Give this sparingly. 

• Advertiser/editor-level access — can create and manage campaigns 

without full account control. This is usually what you want to give a media 

buyer you hire, or what you want a client to give you when you’re the one 

running their ads. 

• Analyst/view-only access — can see performance but not make changes. 

Useful for a client’s finance person who just wants visibility. 

The specific names Meta uses for these roles change from time to time, but the 

underlying logic — full control vs. operational control vs. visibility only — stays 

consistent. 

2.6 Avoiding Account Restrictions and Disabled Accounts 

This is one of the most stressful experiences for a new advertiser, so let’s address it 

directly. 

Meta disables ad accounts (or restricts spending) primarily because of: 

• Policy violations in ad content — misleading claims, prohibited content 

categories, personal attribute targeting language (“Are YOU divorced and 

lonely?” style copy), or claims Meta cannot verify (especially around health, 

finance, and weight loss). 
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• Payment issues — repeated failed charges can flag an account. 

• Behavioral patterns that resemble fraud — for example, a brand-new 

profile immediately creating multiple ad accounts, or drastic overnight spend 

increases with no history. 

• Account takeovers — someone else gaining access to your assets and 

running policy-violating ads without your knowledge. 

Protective habits worth building from day one: 

• Read ad policy guidelines relevant to your industry, especially if you’re in 

health, finance, or weight-related products/services — these categories get 

the most scrutiny. 

• Avoid copy that makes exaggerated or unverifiable promises (“Guaranteed to 

cure…”, “Lose 10kg in 3 days”). 

• Don’t make dramatic, sudden budget jumps on a young account without some 

history. 

• Secure your login (2FA, unique passwords) and be careful with whom you 

share access. 

• If restricted, use Meta’s appeal process rather than immediately creating a 

new account — repeatedly creating new accounts after restrictions is itself a 

pattern that increases scrutiny. 

I’ll be honest with you: sometimes Meta’s system flags a completely legitimate 

account and the appeal process feels slow and impersonal. This is a real frustration 

many advertisers, myself included, have experienced. There isn’t a perfect trick to 

avoid it 100% of the time — but following the practices above meaningfully lowers 

your risk. 
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MODULE 3 — HOW META ADS ACTUALLY WORK 

This module is where I want you to stop thinking like someone who “posts ads” and 

start thinking like someone who understands the machine you’re feeding. 

3.1 The Ad Auction 

Every time Meta has an ad slot to fill in front of a user, it runs an auction among 

eligible advertisers targeting that person. But — and this is the part beginners 

misunderstand — it is not simply “whoever pays the most wins.” Meta’s auction 

weighs three main things: 

1. Bid — what you (or the automated bidding system) are willing to pay for the 

outcome. 

2. Estimated action rates — how likely Meta predicts this specific person is to 

take the action your ad is optimized for, based on that person’s history and 

your ad’s performance so far. 

3. Ad quality and relevance — feedback signals like how people react to your 

ad (positive engagement vs. hiding it, reporting it, or scrolling past quickly). 

These combine into what Meta calls total value, and the ad with the highest total 

value for that specific impression wins — not the highest bid alone. This is 

genuinely good news for a small advertiser: a smaller business with a more relevant, 

more engaging ad can out-compete a bigger spender with a generic ad, for that 

specific person. 

3.2 Core Metrics You Must Understand 

Let me walk through these properly, because half-understanding them is worse than 

not knowing them at all — it gives you false confidence. 

• Impressions: number of times your ad was shown. 

• Reach: number of unique people who saw your ad (one person can generate 

several impressions). 
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• Frequency: average number of times each person has seen your ad 

(Impressions ÷ Reach). Rising frequency with falling performance is a classic 

sign of ad fatigue. 

• CPM (Cost per Mille): cost per 1,000 impressions. This reflects how 

competitive and how large your audience/placement is — higher CPMs aren’t 

automatically bad; they depend on context (some audiences, like 

professionals or people in wealthier areas, simply cost more to reach). 

• CTR (Click-Through Rate): percentage of people who saw the ad and clicked 

it. Reflects how compelling your creative and copy are at stopping the scroll 

and creating interest. 

• CPC (Cost Per Click): how much each click costs you. 

• Conversion Rate: percentage of people who took your desired action after 

clicking (or after seeing the ad, depending on how you measure it) — this 

reflects your landing page, offer, and funnel, not just your ad. 

• Cost Per Result: the cost for whatever specific result you optimized for — a 

purchase, a lead, a message started. 

• ROAS (Return on Ad Spend): revenue generated divided by amount spent 

on ads. A ROAS of 3 means every ₦1 spent generated ₦3 in revenue — but 

remember, this is revenue, not profit, and that distinction matters enormously 

(we go deep on this in Module 13). 

• CAC (Customer Acquisition Cost): total cost to acquire one paying customer, 

sometimes including more than just ad spend (e.g., discounts given). 

• CLV / LTV (Customer Lifetime Value): the total revenue or profit you can 

expect from a customer over their entire relationship with your business — 

not just their first purchase. This number changes everything about what you 

can afford to spend acquiring a customer. 

3.3 The Learning Phase 

When you launch a new ad set, or make a significant edit to one, it enters what Meta 

calls the learning phase. During this period, the delivery system is still gathering 

data on who responds to your ad and is not yet optimized — costs are often less 

stable and sometimes higher during this window. 
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Meta generally looks for roughly 50 optimization events (e.g., 50 purchases, 50 

leads) within a 7-day window per ad set to exit the learning phase smoothly. This is 

a guideline, not a strict rule Meta discloses with perfect precision, and it can vary. 

The practical lesson: don’t panic-edit a new ad set every few hours. Every 

significant edit can reset learning, and an ad set that keeps restarting learning never 

gets the chance to stabilize. This is one of the single biggest self-inflicted mistakes 

beginners make — checking results obsessively and “fixing” things every hour based 

on too little data. 

3.4 Attribution and Conversion Signals 

Attribution is how Meta decides to credit a conversion to an ad — for example, 

“this purchase happened within 7 days of someone clicking this ad” (a common 

attribution window, though Meta offers different window options). 

Meta’s system relies heavily on conversion signals — data telling it who actually 

converts, not just who clicked. This is why proper Pixel and Conversions API 

setup (Module 11) is not a “nice to have” — it is the fuel the algorithm needs to find 

more people like your actual customers. An ad account with weak or broken 

tracking is like a driver with a fogged-up windscreen: the engine (Meta’s AI) might 

be powerful, but it cannot see where to go. 

3.5 Why the Algorithm Needs Time and Data 

I want to correct a common but understandable impatience here. Many beginners 

judge a campaign’s success or failure within the first 24–48 hours, sometimes after 

spending as little as ₦2,000–₦5,000 total. That is not enough signal for Meta’s 

system, and often not enough for you either, to draw a real conclusion. 

A far more useful discipline: decide before launching what “enough data to make a 

decision” looks like for your specific case (for example, “I will not judge this ad set 

until it has spent at least 3x my average target cost-per-result, or run for at least 3–4 

days, whichever is longer”), and hold yourself to it. This single habit alone will save 

you from most of the “my ads don’t work” frustration I see from new advertisers — 
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a huge percentage of “failed” campaigns were actually killed too early to ever prove 

themselves one way or another. 
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MODULE 4 — CAMPAIGN OBJECTIVES AND CHOOSING THE RIGHT 

CAMPAIGN 

4.1 The Objective Categories 

When you create a campaign in Ads Manager, the first decision is your objective — 

what you want Meta’s delivery system to actually optimize for. Meta currently 

groups these into: 

• Awareness — showing your ad to as many relevant people as possible, or 

maximizing recall/reach. Useful for brand-building, less useful when you 

need an immediate, measurable business result. 

• Traffic — driving people to a destination (website, app, WhatsApp, 

Messenger). Optimizes for link clicks or landing page views, not necessarily 

purchases. 

• Engagement — optimizing for interactions (messages, comments, likes, 

video views, on-Facebook actions). Useful when the goal genuinely is 

conversation-starting (e.g., driving WhatsApp or Messenger chats) rather 

than a website purchase. 

• Leads — collecting contact information, either through an on-platform 

Instant Form or by driving to a landing page/website built to capture leads. 

• Sales (sometimes labelled around conversions/catalog sales) — optimizing 

specifically for purchase-type actions, whether on a website, app, or through 

Advantage+ catalog ads for e-commerce. 

• App Promotion — relevant only if you’re advertising a mobile app (install or 

in-app actions). 

4.2 Matching Objective to Business Reality 

Here is where I want you to actually think, not just pick the objective with the most 

impressive-sounding name. 

• Selling a physical product through WhatsApp with no proper website: 

the “Sales” objective with a WhatsApp/Messenger destination, or an 
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Engagement/messaging-focused setup, can work — but only if you have 

proper tracking of what happens after the message starts (we’ll discuss the 

limitations of WhatsApp-based tracking honestly in Module 11). 

• Selling through a proper website or landing page with a checkout: the 

Sales objective, driving to your site, with the Pixel/Conversions API tracking 

actual purchases, is the strongest setup — it gives Meta’s algorithm the 

clearest signal of who a real buyer looks like. 

• Collecting leads for a service (real estate, coaching, consulting): Leads 

objective, either via Instant Forms (fast, lower friction, sometimes lower-

quality leads) or via a landing page with your own form (slightly more 

friction, often higher-intent leads). Which is “better” depends on your follow-

up capacity — if you have a strong sales team ready to call fast, Instant Forms’ 

volume can work beautifully; if you don’t, landing-page leads that pre-qualify 

people before submitting can save you time. 

• Pure brand visibility for an event, or a new business just introducing 

itself locally: Awareness objective can be genuinely appropriate here — not 

every campaign needs an immediate sale. 

4.3 A Word of Caution on “Traffic” and “Engagement” 

I need to correct a common mistake directly. Many beginners default to Traffic or 

Engagement objectives because the cost-per-click or cost-per-message looks cheap, 

and cheap feels like success. But cheap clicks or cheap messages that don’t turn into 

sales are not success — they’re just cheap. If your actual business goal is revenue, 

and you consistently optimize for clicks instead, you’re training Meta’s algorithm to 

find you people who like clicking things, not people who like buying things. These 

are not always the same people. 

This doesn’t mean Traffic/Engagement objectives are useless — they have real, 

specific uses (early testing, building retargeting audiences of engaged users, driving 

conversation for consultative sales). Just be honest with yourself about whether 

your objective matches your actual business goal. 
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4.4 Boosting vs. Ads Manager — Revisited 

Now that you understand objectives properly, you can see clearly why boosting is 

limited: it collapses these rich objective choices into a simplified menu, usually 

biased toward engagement-style outcomes, and gives you far less control over 

audience, placement, and tracking. Use boosting only for genuinely low-stakes 

visibility pushes; use Ads Manager for anything tied to real business results. 
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MODULE 5 — AUDIENCE TARGETING AND THE META ALGORITHM 

5.1 The Building Blocks of Targeting 

Every ad set gives you these targeting levers: 

• Location — country, state, city, or radius (deep dive in Module 6). 

• Age and Gender — demographic basics; be careful not to narrow these 

unnecessarily based on assumption rather than evidence (e.g., assuming only 

women buy a product that men also buy). 

• Languages — rarely needs adjustment in most Nigerian contexts but matters 

in genuinely multilingual campaigns. 

• Detailed Targeting — interests, behaviors, and demographics Meta has 

inferred about users (e.g., “interested in online shopping,” “frequent 

travelers”). 

• Custom Audiences — audiences you build from your own data: website 

visitors, customer lists (phone numbers/emails you upload), people who 

engaged with your Page/Instagram/videos. 

• Lookalike Audiences — audiences Meta builds by finding people who 

resemble a source audience you provide (e.g., your existing customers), based 

on shared characteristics Meta’s system identifies. 

• Advantage+ Audience — Meta’s AI-driven targeting approach, where you 

provide light suggestions (or none at all) and let the system find people likely 

to convert, learning continuously from conversion data. 

5.2 The Broad vs. Interest Targeting Debate — Honestly 

This is one of the most argued-about topics among media buyers, and I’m not going 

to pretend there’s one universal answer, because there isn’t. 

The case for broad/Advantage+ targeting: Meta’s machine learning, when fed 

enough conversion data, is often better than manual interest-guessing at finding 

who will actually convert — because it’s working from real behavioral signals across 

the entire platform, not your guess about what interests a buyer might have listed. 

For accounts with solid pixel data and enough conversion volume, broad targeting 
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frequently performs as well as or better than narrow interest targeting, partly 

because it also gives Meta a larger pool to find efficient impressions within. 

The case for narrower/interest targeting: For very new accounts or pixels with 

little to no conversion history, giving the algorithm some starting direction can help 

it find relevant people faster, rather than spending your early (and often most 

expensive, in learning-phase terms) budget exploring completely cold. Interest 

targeting can also matter more for niche products, very high-ticket offers, or B2B 

products, where the pool of realistic buyers is small enough that broad targeting 

risks wasting spend on clearly irrelevant people before the algorithm catches up. 

What I want you to take from this: the debate is not “broad is always right” or 

“interests are always right.” It is about how much conversion data your account 

already has, how niche your buyer actually is, and how much budget you can afford 

to spend testing. A pixel with thousands of past purchase events feeding it has very 

different needs from a brand-new ad account with zero conversions. Test both 

where your budget allows, and let your own data — not a blog post, including this 

one — make the final call for your specific case. 

5.3 Custom Audiences and Retargeting 

Retargeting — showing ads specifically to people who already engaged with you in 

some way (visited your site, watched part of a video, messaged your Page, added to 

cart but didn’t buy) — is consistently one of the highest-converting, most cost-

efficient tactics available, because you’re speaking to people who already showed 

real interest, not cold strangers. 

Common Custom Audience sources worth building: 

• Website visitors (via Pixel) — especially “visited product page” or “added to 

cart.” 

• Video viewers — people who watched 25%, 50%, 75% of a video ad. 

• Page/Instagram engagers — people who liked, commented, or messaged. 

• Customer lists — phone numbers or emails of past buyers, uploaded so Meta 

can match them to accounts (useful for repeat-purchase campaigns or 
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exclusion, so you don’t waste budget re-advertising cold-offer ads to existing 

customers). 

5.4 Lookalike Audiences 

A Lookalike Audience takes a source (say, your last 500 buyers) and finds new 

people who share similar characteristics, at a similarity percentage you choose 

(typically 1% being the closest match to your source, with higher percentages 

trading precision for size). The quality of a lookalike is entirely dependent on the 

quality of your source audience — a lookalike built from 30 random Page likes will 

not perform like one built from 500 actual paying customers. Where possible, build 

lookalikes from purchase or high-intent data, not just engagement data. 

5.5 How Creative and Conversion Signals Help the Algorithm Find Buyers 

Here’s a concept many beginners never quite grasp: your targeting settings are not 

the only, or even always the primary, way Meta decides who to show your ad to. 

Your creative and your conversion events are targeting signals too. 

If your ad’s hook, imagery, and copy clearly speak to a specific type of person (say, 

small business owners struggling with bookkeeping), the algorithm learns from 

engagement patterns which real users respond to that message — sometimes 

independent of, or in combination with, your stated interest targeting. And every 

conversion event you send back (via Pixel/Conversions API) teaches the system 

more precisely who your real buyer looks like, refining delivery over time. This is 

part of why very broad or even Advantage+ targeting can still perform well: the 

creative itself does real targeting work, and conversion data continually sharpens 

delivery. 

The practical implication: don’t treat audience settings as your only lever. A generic 

ad shown to a perfectly chosen audience will often underperform a sharp, specific 

ad shown to a broader audience — because the ad itself is doing targeting work 

through relevance and self-selection (the right people stop scrolling; the wrong 

people don’t). 
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MODULE 6 — LOCATION TARGETING AND THE “KILOMETER” 

QUESTION 

6.1 Why Location Is Not a Small Decision 

Beginners often treat location targeting as an afterthought — “just target Nigeria” or 

“just target my state.” Let me correct that thinking immediately. Location targeting 

is one of the highest-leverage decisions in your entire campaign, because it directly 

determines how relevant your ad even can be, no matter how good your creative or 

copy is. 

A brilliant ad shown to someone who cannot physically receive your product, or 

who is nowhere near your service area, is wasted spend — full stop. 

6.2 The Targeting Options 

• Country-level — appropriate for digital products, nationwide delivery e-

commerce, or nationwide service brands (e.g., an online course open to any 

Nigerian). 

• State-level — appropriate when your delivery or service capability is 

realistically state-wide (e.g., a Lagos-wide food delivery service). 

• City-level — appropriate for most local businesses: restaurants, salons, 

clinics, real estate in a specific city. 

• Radius targeting (a set number of kilometers around a pin) — 

appropriate for hyper-local businesses where distance from a physical point 

directly determines whether someone can realistically become a customer. 

6.3 The Radius Question, Answered Properly 

I’ve used examples like a restaurant in Asaba before, and I want to explain the actual 

reasoning rather than just the conclusion, because the reasoning is what you’ll need 

to apply to your own situations. 

Ask yourself: what is the maximum realistic distance a customer would travel, 

or that I can realistically deliver to, and still complete a purchase? 
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• A restaurant relying on walk-ins and short-distance delivery: a tight radius 

(often somewhere in the 3–10km range depending on the city’s traffic reality 

and delivery capacity) makes far more sense than “all of Delta State.” 

Someone 40km away in a different town is very unlikely to drive over for a 

meal, and delivery riders often won’t travel that far either. 

• A furniture business with its own delivery fleet covering an entire city: a 

wider radius, potentially city-wide, can make sense — the constraint is 

delivery capability, not walking distance. 

• A digital product or online course with nationwide delivery via download: 

radius targeting doesn’t apply at all — restricting to a small physical radius 

here would be needlessly cutting off buyers you’re fully capable of serving. 

The pattern: your delivery/service capability is the ceiling on how wide you 

should target, not your city’s official boundaries. 

6.4 Factors That Should Shape Your Location Decision 

• Population density — a 10km radius in dense Lagos mainland covers vastly 

more potential customers than a 10km radius in a sparser area; adjust your 

radius thinking to local density, not a fixed number that “always works.” 

• Urban vs. rural realities — rural areas often have lower ad competition 

(sometimes cheaper CPMs) but also lower density and different purchasing 

behavior; urban areas are more competitive but denser. 

• Delivery zones — if you use dispatch riders or a logistics partner, target only 

where that partner reliably operates; advertising outside your true delivery 

zone creates disappointed customers and refund headaches, not sales. 

• Customer purchasing power — targeting a wealthy neighborhood for a 

premium product versus a broader area for a budget product is a legitimate, 

evidence-based decision, not discrimination — it’s matching your offer to 

buyers who can afford it. 

• Competition density — a saturated market (many competitors advertising 

the same product/service in the same tight area) may justify either narrowing 

further into an underserved pocket or widening to escape excessive 

competition. 
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• Product price — generally, the higher the price point, the more a customer 

will be willing to travel or wait for delivery, which can justify a wider radius. 

6.5 Testing Locations 

Don’t guess forever — test. A practical approach: run the same ad set structure 

across two or three different location configurations (e.g., a tight radius vs. a full 

local government area vs. a full state) as separate ad sets with equal budget, and let 

actual cost-per-result data over several days tell you where your real customers are 

concentrated. Location testing is cheap insurance against months of wasted spend 

on the wrong geography. 
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MODULE 7 — OFFER CREATION AND PRODUCT-MARKET FIT 

7.1 Offer vs. Product — The Distinction That Changes Everything 

I need you to fully absorb this: your product is what you have. Your offer is how 

you present what you have, combined with the terms around it, to make 

saying yes feel obvious. 

The same product can be a weak offer or a strong one depending on packaging, 

pricing structure, guarantees, urgency, and framing. This is why “just run ads” can 

never rescue a business with a fundamentally weak offer — you can get thousands 

of people to see a weak offer, and you will simply get thousands of people who don’t 

buy it, faster. 

7.2 What Makes an Offer Attractive 

• A clear value proposition — what specific outcome does the buyer get, 

stated in terms of their life, not your product’s features. 

• Addressing a real pain point or desired outcome — people buy solutions 

to problems or paths to a desired state, not features on a spec sheet. 

• Risk reversal — guarantees, free trials, or “pay on delivery” (very relevant in 

the Nigerian e-commerce context) that lower the buyer’s perceived risk of 

trying you. 

• Urgency and scarcity, used honestly — a genuine limited stock count, a real 

seasonal window, or an actual price increase date. Fabricated urgency (“Only 

2 left!” shown to everyone, forever) is both a policy risk and a trust-destroyer 

once discovered. 

• Bonuses and bundling — adding genuine extra value (an add-on product, an 

extra service visit, a bonus module) can increase perceived value more cost-

effectively than simply discounting price. 

• Smart pricing structure — sometimes a single lower price point converts 

better; sometimes tiered pricing (basic/standard/premium) captures more 

total revenue by letting different buyers self-select their price point. 
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7.3 Building Offers for Different Business Types 

• Physical products: consider bundles (buy 2 get a discount), pay-on-delivery 

where logistically sound, and clear, honest product photography/description 

that sets accurate expectations (reduces returns and complaints, which 

protects your ad account’s reputation too). 

• Digital products/courses: consider a strong guarantee (since the buyer 

can’t touch the product before buying), a clear breakdown of exactly what’s 

included, and social proof from real past students or clients. 

• Services: consider a lower-friction first step (a free or low-cost 

consultation/assessment) before asking for the full commitment, since 

services often require more trust before a large payment. 

• Local businesses: consider offers tied to a first-visit incentive, since the goal 

is often converting a stranger into a repeat local customer, not a single 

maximum-value transaction. 

7.4 A Hypothetical Example (Clearly Labelled as Hypothetical) 

Imagine a skincare business in Lagos selling a facial serum for ₦15,000. As a 

standalone product with no context, an ad simply saying “Buy our serum” competes 

on price and claims alone against dozens of similar ads. An improved offer might 

combine: a smaller bonus product (a cleanser sample) worth perceived value, a 

simple 30-day satisfaction promise, and clear before/after expectations framed 

honestly and compliantly (Meta has real restrictions on before/after imagery in 

health and beauty categories — we’ll touch on this again in Module 9). None of this 

changes the product. It changes how obviously worth buying the product feels. 
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MODULE 8 — COPYWRITING FOR FACEBOOK ADS 

8.1 Why Copy Carries More Weight Than People Think 

Your image or video earns the stop. Your copy earns the click, the message, or the 

purchase. Many advertisers pour all their effort into the visual and treat the words 

as an afterthought — that’s backwards for anything beyond pure impulse-buy, low-

price products. 

8.2 Hooks and Headlines 

The first line of your primary text, and your headline, do one job: make the specific 

right person keep reading or stop scrolling. A hook works by tapping into one of a 

few things: a strong pain point stated plainly (“Tired of your Facebook ads getting 

clicks but no sales?”), a bold, credible claim, a relatable scenario, or genuine 

curiosity. 

Avoid generic openers like “Are you looking for the best [product] in Nigeria?” — 

this describes everyone and no one, and it reads exactly like the thousand other ads 

using the same template. 

8.3 Classic Copy Frameworks 

• AIDA — Attention, Interest, Desire, Action. Grab attention, build interest in 

the specifics, create desire by painting the outcome, close with a clear call to 

action. 

• PAS (Problem-Agitate-Solution) — state the problem, agitate it (make its 

real cost/frustration vivid), then present your offer as the solution. 

• Storytelling — a short, honest narrative (a customer’s situation, a founder’s 

reason for starting the business) that makes the offer feel human rather than 

corporate. This works especially well for services and personal-brand-driven 

businesses. 
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8.4 Objection Handling in Copy 

Think about the honest objections a skeptical reader has — “Is this legit?”, “Is it 

worth the price?”, “Will delivery actually happen?” — and address the strongest one 

or two directly in your copy rather than hoping the reader won’t think of them. 

Social proof (real reviews, real numbers, real testimonials — never fabricated) is 

one of the most effective objection-handlers available to you. 

8.5 Matching Copy Length and Style to the Situation 

• Short, punchy copy works well for impulse, low-price, visually-driven 

products where the image does most of the selling. 

• Long-form direct response copy works well for higher-consideration 

purchases — courses, services, higher-ticket products — where the reader 

genuinely needs more context and reassurance before acting. 

• Retargeting copy should acknowledge that this isn’t a stranger’s first 

exposure — reference the product they viewed, add a fresh reason to act now 

(a bonus, a limited window, a direct address of a likely hesitation) rather than 

repeating the exact same cold-audience message. 

8.6 CTAs (Calls to Action) 

Be specific and match the action to the objective: “Message us on WhatsApp to 

order,” “Tap Shop Now to grab yours before it’s gone,” “Book your free consultation 

today.” A vague CTA (“Learn more”) on a sales-focused ad often underperforms a 

specific one that removes ambiguity about what happens next. 
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MODULE 9 — CREATIVE STRATEGY 

(Note: as instructed, this module covers creative strategy for advertising purposes only 

— not graphic design or video editing as standalone skills.) 

9.1 What Makes an Ad Creative Effective 

An effective creative does two jobs in sequence: it earns attention in a crowded, fast-

scrolling feed, and it sets up the copy and offer to do the rest. Effectiveness is rarely 

about production polish alone — plenty of rough, native-feeling UGC-style content 

outperforms highly polished studio content, because it doesn’t read as “an ad” to the 

scrolling eye. 

9.2 Creative Angles 

A creative angle is the specific “way in” you use to present the same underlying 

offer. The same product can be advertised through: a problem-first angle, a 

testimonial/social-proof angle, a demonstration angle (showing the product in use), 

a comparison angle (before vs. after, us vs. alternative), or an educational angle 

(teaching something valuable that naturally leads into the offer). Testing multiple 

angles — not just multiple images of the same angle — is where real creative testing 

value comes from. 

9.3 UGC (User-Generated Content) Concepts 

UGC-style content — real people, often customers or hired creators, speaking 

naturally to camera or showing the product in a real setting — tends to perform 

strongly because it mirrors the organic content people are already used to trusting 

in their feed. You don’t need a video production background to direct this: you need 

a clear brief (what pain point to mention, what to show, what to say about the 

outcome) and a willing presenter, whether a real customer, a hired UGC creator, or 

yourself. 
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9.4 Before-and-After Claims and Policy Considerations 

Before/after content is powerful for categories like fitness, skincare, and home 

improvement — but Meta has real policy restrictions here, especially around health 

and body-image content that could imply unrealistic or unhealthy comparisons. Be 

truthful, avoid implying guaranteed results, and avoid content that could be read as 

promoting an unhealthy body ideal. Getting this wrong is a common cause of ad 

rejections and account flags in these categories. 

9.5 Ad Formats 

• Static image ads — simple, fast to test, effective for many product categories. 

• Video ads — better for demonstrating use, building trust through a real 

voice/face, and works especially well in Reels placements. 

• Carousel ads — effective for showing multiple products, multiple features of 

one product, or a sequential story across cards. 

• Reels placements — increasingly important as attention shifts toward short-

form vertical video; content built natively for this format (vertical, fast-paced, 

sound-on) tends to outperform repurposed horizontal content forced into the 

space. 

9.6 Creative Testing and Fatigue 

Run multiple creative variations against the same audience/copy to isolate what’s 

actually working. Watch frequency and performance trend together — rising 

frequency accompanied by falling CTR or rising cost-per-result is the classic sign of 

creative fatigue, meaning your existing audience has seen the ad enough times that 

its effectiveness is wearing out. The fix is refreshing the creative (new angle, new 

format) — not simply increasing budget on a fatigued ad. 
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MODULE 10 — LANDING PAGES AND SALES FUNNELS 

10.1 Landing Page vs. Website 

A website is a general home for your business — multiple pages, navigation, broad 

information. A landing page is a single, focused page built for one purpose: 

converting the specific visitor who clicked your specific ad, with no navigation menu 

pulling their attention away, no distractions, and a message that matches the ad they 

just clicked (this match is called “message match,” and it matters — a landing page 

that doesn’t clearly continue the ad’s promise loses trust and conversions 

immediately). 

10.2 Core Landing Page Structure 

1. Hero section — headline, subheadline, and a clear visual, immediately 

continuing the promise from the ad. 

2. Problem — briefly name the pain point your visitor already has. 

3. Solution — introduce your product/service as the answer. 

4. Benefits (not just features) — what the buyer’s life looks like after buying, 

not just a spec list. 

5. Social proof — real testimonials, reviews, numbers, or recognizable 

customers. 

6. Objection handling / FAQ — address the two or three most common 

hesitations directly. 

7. Call to action — repeated at multiple points down the page, not just once at 

the top. 

8. Checkout/payment or contact step — as frictionless as possible for your 

context (this might be a real checkout, a WhatsApp click-to-chat button, or a 

lead form, depending on your funnel). 

10.3 Ready-to-Use Landing Page Templates 

(These are structural copy frameworks with placeholder text — adapt the bracketed 

sections to your specific offer.) 
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Template A — Digital Product Landing Page 

Headline: [Achieve specific outcome] Without [common obstacle] 

Subheadline: The [type of resource] that has helped [number/description] 

Nigerians [specific result]. Problem: Most people trying to [goal] struggle 

because [common reason]. Sound familiar? Solution: [Product name] gives 

you a straightforward, step-by-step way to [outcome] — even if [common 

objection, e.g., “you’re starting from zero”]. What’s Inside: [Bullet list of 

modules/components] Social Proof: “[Real, permission-given testimonial]” 

— [Name, context] Guarantee: [Honest guarantee terms] CTA: Get Instant 

Access for ₦[price] → 

Template B — Course Landing Page 

Headline: Learn [skill] and [desired outcome] in [timeframe] Who This Is 

For: [Bullet list describing ideal student] What You’ll Learn: [Module-by-

module breakdown] About Your Instructor: [Brief, credible background] 

Testimonials: [2–3 real student results/quotes] Pricing/Bonuses: [Price, 

payment plan if any, bonuses included] FAQ: [3–5 common questions, 

answered directly] CTA: Enroll Now → 

Template C — Physical Product Landing Page 

Headline: [Product] — [Core benefit] Delivered to Your Doorstep Hero 

Image/Video: [Product in use] Key Benefits: [3–4 short benefit 

statements, icon-style] How It Works / How to Order: [Simple numbered 

steps, including delivery/payment options — e.g., pay on delivery within 

Lagos, bank transfer nationwide] Social Proof: [Customer photos/reviews] 

Guarantee/Return Policy: [Clear, honest terms] CTA: Order Now — Pay 

on Delivery Available → 

Template D — Service Business Landing Page 

Headline: [Service] in [City] — [Core promise, e.g., “Same-Day 

Appointments”] Problem/Agitation: [Common frustration with 

alternatives] Your Solution/Approach: [What makes this service 

different] About Us: [Credibility — years in business, certifications, 

number served] Testimonials: [Real client reviews] What Happens Next: 
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[Simple 3-step process after they book] CTA: Book Your Free Consultation 

→ 

Template E — Facebook Ads Agency / Client Acquisition Landing Page 

Headline: Get More [Customers/Leads/Sales] From Facebook & Instagram 

Ads — Without Wasting Your Budget Subheadline: I help [type of 

business, e.g., “Nigerian e-commerce brands”] turn ad spend into real, 

trackable sales. The Problem: Most businesses either avoid ads entirely or 

lose money running them without proper tracking, targeting, or offer 

strategy. What I Do: [Bullet list: campaign setup, tracking, creative 

strategy, ongoing optimization, reporting] Results/Case Examples: [Only 

real, honestly-described results — clearly marked as illustrative if 

hypothetical] Process: [Discovery call → Strategy → Launch → Optimize → 

Report] CTA: Book a Free Strategy Call → 

10.4 Sales Funnels 

A funnel is simply the full sequence a stranger travels through to become a 

customer, and ideally a repeat customer. A basic funnel: Ad → Landing Page → 

Purchase/Lead → Follow-up (email/WhatsApp/retargeting ad) → Repeat 

purchase or referral. 

The mistake I see most often: businesses invest heavily in the ad and landing page, 

then have no real follow-up step for people who showed interest but didn’t buy 

immediately. Retargeting ads (Module 5) and simple follow-up messaging (a 

WhatsApp broadcast, an automated email) recover a meaningful percentage of 

“almost-buyers” who needed one more nudge — often at a much lower cost than 

acquiring a brand-new cold visitor. 
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MODULE 11 — TRACKING, PIXEL, CONVERSIONS API AND 

MEASUREMENT 

11.1 Why Tracking Is Not Optional 

I said it in Module 3 and I’ll say it again here, in more detail: tracking is the fuel for 

Meta’s algorithm. Without it, you’re not running a data-driven campaign — you’re 

guessing with a nicer interface. Get tracking right once, properly, and every module 

before this one becomes dramatically more effective, because Meta’s system can 

actually learn who your buyers are. 

11.2 The Meta Pixel 

The Pixel is a small piece of code placed on your website that reports back to Meta 

when visitors take actions — viewing a page, adding to cart, initiating checkout, 

completing a purchase. These reported actions are called events. 

Standard events are Meta’s predefined set (ViewContent, AddToCart, 

InitiateCheckout, Purchase, Lead, CompleteRegistration, and others) — use these 

wherever they genuinely match what’s happening on your site, because Meta’s 

systems and reporting are built around them. 

Custom conversions let you define a conversion based on a specific URL or rule 

(e.g., “anyone who reaches /thank-you-page”) without needing new code, useful 

when a standard event doesn’t quite fit your situation. 

11.3 Event Manager and Test Events 

Event Manager (inside your Business Portfolio) is where you view incoming events, 

diagnose issues, and set up the Conversions API. Its Test Events tool lets you visit 

your own site and confirm events are firing correctly in real time before you trust 

the data for actual campaign decisions — always test before you launch, not after 

you notice something looks off. 
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11.4 Browser Tracking vs. Server-Side Tracking (Conversions API) 

Traditional Pixel tracking happens in the visitor’s browser. Increasingly, browser-

based tracking alone is unreliable — ad blockers, privacy browser settings, and iOS 

privacy changes all reduce how much the browser-side Pixel can reliably capture. 

The Conversions API (CAPI) sends the same event data directly from your server 

(or your website platform’s backend) to Meta, bypassing the browser entirely. This 

is more reliable and increasingly considered essential, not optional, for accurate 

measurement and optimization. When both Pixel and CAPI are sending the same 

event, Meta uses deduplication (matching an event ID sent by both) to avoid 

counting it twice. 

11.5 Domain Verification and Aggregated Event Measurement 

Domain verification confirms you control the website domain you’re sending 

events from, which matters for how Meta prioritizes and manages your events, 

especially in light of privacy-driven measurement changes. Aggregated Event 

Measurement is Meta’s framework for handling iOS 14+ privacy restrictions, which 

limits you to a prioritized set of 8 events per domain being fully optimizable — 

meaning you need to think deliberately about which 8 events actually matter most 

to your business, rather than assuming every event you fire is equally usable for 

optimization. 

11.6 Installing Tracking on Different Platforms 

Being honest with you here, as instructed: I will not pretend every Nigerian selling 

platform supports every tracking method equally, because that would set you up for 

frustration. 

• WordPress/WooCommerce: full Pixel and Conversions API support is 

achievable, typically via a plugin (Meta’s own or a well-reviewed third-party 

integration) — this is one of the more flexible platforms for tracking. 

• Shopify: has native, well-supported Meta Pixel and Conversions API 

integration built into its settings — among the most straightforward 

platforms for proper tracking. 
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• Selar and similar Nigerian digital product platforms: Pixel installation 

support varies and has historically been more limited than a full website you 

control — check the platform’s current documentation for exactly what 

tracking they expose, and do not assume full Conversions API support is 

available; if it isn’t, you will need to rely more heavily on Meta’s on-platform 

signals (like link clicks and, where offered, native purchase tracking through 

the platform’s own Meta integration if one exists) and be more conservative 

in how much you trust cost-per-purchase numbers. 

• Custom landing pages/checkout pages: if you or a developer control the 

actual page code, you have full flexibility to install both Pixel and server-side 

CAPI events. 

• WhatsApp-based selling with no website step at all: this is the hardest 

case for tracking, because the conversation and the sale happen entirely off 

any page you control. In this situation, you’re generally limited to tracking 

that a message/conversation started (Meta can report this from click-to-

WhatsApp ads), not whether it became an actual sale. Some businesses 

address this gap by using a simple landing page as a bridge before the 

WhatsApp handoff (so at least a pixel event fires before the chat begins), or by 

manually recording sales and periodically cross-referencing volume trends 

against ad spend, even without precise per-sale attribution. 

If a platform genuinely does not support a tracking method, say so clearly rather 

than forcing a workaround that doesn’t really work — an honest gap in your data is 

more useful to know about than a false sense of precision. 

11.7 UTM Parameters and Analytics 

UTM parameters are tags added to your destination URL (e.g., 

?utm_source=facebook&utm_campaign=july_promo) that let tools like Google Analytics 

identify exactly which campaign, ad set, or ad drove a given visit — useful as a cross-

check against Meta’s own reporting, especially since Meta’s attribution and Google 

Analytics’ attribution models can differ and sometimes disagree on numbers. Treat 

both as directionally useful, not as competing “ultimate truths.” 
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11.8 Troubleshooting When Events Don’t Fire 

A practical diagnostic order: (1) confirm the Pixel base code is actually installed on 

every relevant page, using the Meta Pixel Helper browser extension or Test Events; 

(2) confirm the specific event code (e.g., Purchase) is firing only on the correct page 

(e.g., the thank-you/confirmation page, not the checkout page itself); (3) check for 

ad blockers interfering during your own testing, which can make a working pixel 

look broken; (4) confirm Conversions API is correctly configured if you’re relying on 

it, since a broken server-side integration can silently under-report even while the 

browser pixel appears fine; (5) check the event’s parameters (value, currency, 

content ID) are actually populated correctly, not just that the event itself fires, since 

a Purchase event firing with no value attached gives Meta a weaker signal than one 

with proper value data. 
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MODULE 12 — CREATING A FACEBOOK AD FROM ZERO 

This is the walkthrough module — the one where we go click by click. Remember: 

exact button labels and layout can shift over time, but the decisions you’re making at 

each stage stay consistent. 

12.1 Opening Ads Manager and Starting a Campaign 

Inside Ads Manager, click Create. This is where your objective choice from Module 4 

gets applied. Choose deliberately, based on your actual business goal — not the 

objective that sounds most impressive. 

 

Meta Ads Account Structure 

Keep this structure in your head as you go through the next few sections — every 

decision below belongs to one of these three levels, and mixing them up (for 

example, trying to set your audience at the campaign level) is a common source of 

beginner confusion. 
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12.2 Campaign-Level Settings 

• Campaign name: use a clear, consistent naming convention (e.g., 

“[Business][Objective][Date]_[Offer]“) — this matters enormously once you’re 

managing multiple campaigns and need to find things quickly. 

• Campaign Budget Optimization (CBO) vs. setting budget at the ad set level: 

CBO lets Meta distribute one total budget across your ad sets automatically 

toward whichever performs best; ad-set-level budgets give you manual 

control over exactly how much each specific audience/creative gets. 

Beginners often benefit from ad-set-level budgets early on, since it’s easier to 

see and understand what’s happening with each variable in isolation; more 

experienced accounts with several proven ad sets often lean on CBO for 

efficiency. 

• Advantage+ campaign types: increasingly, Meta nudges advertisers toward 

more automated, AI-driven campaign setups (fewer manual ad sets, more 

system-driven optimization). These can perform very well, especially for e-

commerce with solid tracking, but reduce your manual control — a genuine 

trade-off, not an unambiguous upgrade or downgrade. 

12.3 Ad Set Level — Conversion Location, Audience, Placements, Budget, 

Schedule 

• Conversion location: where the actual conversion event happens — website, 

app, Instant Form, WhatsApp, Messenger, calls. This decision should flow 

directly from your funnel (Module 10), not be picked independently of it. 

• Audience: apply everything from Modules 5 and 6 — location, age, gender, 

detailed targeting or Advantage+ audience, and any Custom/Lookalike 

audiences you’ve built. 

• Placements: Advantage+ Placements (automatic) lets Meta decide where 

across Facebook, Instagram, Messenger, and Audience Network to show your 

ad, generally recommended for most advertisers since it gives the delivery 

system more room to find efficient impressions. Manual placements let you 

restrict to specific ones (e.g., Instagram Reels only) — useful when you have a 



 Page 44 of 60 

strong reason, such as creative built specifically for one format, or past data 

clearly showing one placement underperforms for your specific offer. 

• Budget and schedule: daily budget (spends roughly the set amount per day, 

running continuously) vs. lifetime budget (spends a total amount across a set 

start/end date, with Meta pacing it). Daily budgets suit ongoing, evergreen 

campaigns; lifetime budgets suit time-bound promotions with a clear end 

date. 

• Optimization for ad delivery: this determines who, specifically, Meta shows 

your ad to within your audience and placements, based on your conversion 

event choice — make sure it matches the event you actually care about (e.g., 

don’t optimize for Landing Page Views if what you actually care about is 

Purchases). 

12.4 Ad Level — Identity, Creative, Copy, Destination 

• Facebook Page and Instagram account: select which assets the ad will run 

“as.” 

• Creative: upload your image/video, following Module 9’s principles — test 

genuinely different angles, not just minor crops of the same asset. 

• Primary text, headline, description: apply Module 8’s copywriting 

principles here. 

• Call to action button: choose the one matching your actual desired action 

(Shop Now, Send Message, Learn More, Book Now). 

• Destination URL / WhatsApp number / Instant Form: this must match 

your conversion location setting exactly and lead to the correct landing page 

or contact channel. 

• Tracking: confirm the correct Pixel/dataset is selected for this ad account, 

and that Conversions API is connected if set up. 

12.5 Preview, Payment, and Publish 

Use the Preview panel to check how the ad actually looks across placements (feed, 

Stories, Reels) before publishing — a headline that looks fine in feed can be cut off in 

a Stories placement. Confirm your payment method is valid and has sufficient 
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limit/balance. Click Publish, and understand your ad will typically go through 

Meta’s automated review (usually within minutes to a few hours, sometimes longer) 

before it starts delivering. 

12.6 Common Beginner Mistakes at Each Step 

• Choosing an objective that doesn’t match the actual business goal (Module 4). 

• Setting conversion location to “Website” with no actual pixel/CAPI properly 

installed, producing unreliable optimization. 

• Restricting placements to “look nice” without real data suggesting a 

placement underperforms. 

• Writing headline/primary text with no clear hook, relying purely on the 

image to do all the work. 

• Publishing multiple ad sets targeting nearly-identical audiences, which causes 

them to compete against each other in the same auction (audience overlap) 

rather than genuinely testing different segments. 
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MODULE 13 — BUDGETING, PRICING AND PROFITABILITY 

13.1 The Honest Starting Point 

I’ve observed — and I want to be upfront that this is observation, not universal law 

— that many Nigerian advertisers underfund campaigns relative to what their 

margin can actually support, then judge the campaign as “not working” before it 

ever had a fair chance to gather enough data (tying back to Module 3’s learning 

phase discussion). Let’s build the actual math so you can make this decision with 

numbers, not just instinct. 

13.2 Calculating Break-Even CPA (Cost Per Acquisition) 

 

Break-Even CPA Formula 

Your break-even CPA is the maximum you can spend to acquire one customer and 

still not lose money on that first transaction: 

Break-even CPA = Gross Profit per Sale 

(Gross Profit = Selling Price − Cost of Goods/Service Delivery − any other direct per-

sale cost like delivery or payment processing fees) 

Worked example (hypothetical): A product sells for ₦50,000. Cost of goods and 

delivery totals ₦25,000. Payment processing takes roughly ₦1,000. Gross profit per 

sale is ₦24,000. This means, purely on a break-even basis for the first sale, you could 
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theoretically spend up to ₦24,000 in ads to acquire one customer and still not lose 

money — though in practice, most businesses target a CPA meaningfully below 

break-even to remain genuinely profitable, not just break-even. 

13.3 Why Customer Lifetime Value Changes the Whole Calculation 

If that same customer typically buys again within a few months, or refers others, 

your true acquirable cost per customer should account for that expected future 

value, not just the first sale’s profit. A business with strong repeat-purchase 

behavior can rationally afford to spend more to acquire a first-time customer than a 

one-and-done business with an identical first-sale margin — because the real 

payback happens across multiple purchases, not one. 

13.4 Why Higher-Priced Products Can Tolerate Higher CPA, and Low-Margin 

Products Cannot 

A ₦200,000 service with ₦120,000 gross profit can rationally sustain a much higher 

cost-per-lead or cost-per-sale than a ₦3,000 product with ₦800 gross profit. This is 

simple math, not a special trick — but it’s exactly the math beginners skip when 

they panic that a “₦5,000 cost per sale is too expensive” without first checking what 

their actual margin allows. 

13.5 On Budget Size and the Learning Phase — Presented as Context-

Dependent, Not Universal Law 

I have, in the past, used examples suggesting a low daily budget (like ₦5,000/day) 

leaves little room for Meta’s algorithm to gather enough conversion data quickly, 

and that a higher budget can sometimes help an ad set exit the learning phase with 

more stable, reliable results sooner. This has real logical grounding — recall Module 

3’s roughly-50-conversions-per-week guideline for smooth learning-phase exit. If 

your break-even CPA is ₦3,000 and you’re spending ₦5,000/day, you’re realistically 

only generating one to two conversions a day, which will take a long time to build a 

stable signal. 
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However, I do not want you to treat “spend more” as a universal fix, because it is not 

one. If your offer, creative, or targeting are fundamentally weak, a bigger budget 

simply loses money faster and more efficiently — it does not fix the underlying 

problem. More budget helps a genuinely working system gather data and scale 

faster; it does not create a working system out of a broken one. The right sequence 

is: prove a small budget can produce a reasonable cost-per-result relative to your 

break-even math first, then scale the budget, rather than starting with a large budget 

on an unproven offer. 

13.6 Scaling: Vertical vs. Horizontal 

• Vertical scaling — increasing the budget on an already-proven ad set. Do 

this gradually (a common guideline is increasing by roughly 15–20% every 

few days rather than doubling overnight, since large sudden increases can 

reset learning and destabilize performance). 

• Horizontal scaling — duplicating a proven ad set into new audiences, new 

locations, or new creative variations, rather than only pushing more money 

into one existing ad set. This spreads risk and often finds additional pockets 

of profitable customers a single scaled-up ad set would eventually saturate. 

• Campaign consolidation — over time, retiring underperforming duplicate 

ad sets and consolidating budget into your best-performing structures keeps 

the account efficient rather than fragmented across too many small, 

competing ad sets. 

13.7 A Nigerian Naira Budgeting Framework, Step by Step 

1. Calculate your gross profit per sale. 

2. Decide your target CPA — generally meaningfully below your break-even 

figure, factoring in repeat-purchase value if relevant. 

3. Estimate a realistic starting daily budget as roughly 3–5x your target CPA, so 

the ad set can generate at least a handful of results daily rather than one 

every few days. 

4. Commit to a genuine testing window (tie back to Module 3) before judging 

results. 
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5. Only scale once cost-per-result is consistently at or below your target CPA 

across that window. 
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MODULE 14 — OPTIMIZATION AND TROUBLESHOOTING 

14.1 A Diagnostic Framework: If X, Investigate Y, Test Z 

 

Sample Diagnostic Path 

The diagram above shows the pattern for just one scenario — clicks with no sales. 

Every entry below follows this same “investigate, then test one thing at a time” logic.  

Use this as your working troubleshooting reference. Work through it in order — 

most real problems are found earlier in this sequence than beginners expect. 

High CPM (cost to reach 1,000 people is unusually high): → Investigate: 

audience size (too narrow?), competition in your niche/season (e.g., December is 

expensive across almost every category), placement restrictions. → Test: 

broadening audience, testing Advantage+ placements if you’d restricted them, and 

comparing against typical CPMs for your category/season before assuming 

something is “wrong.” 
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Low CTR (few people clicking despite decent reach): → Investigate: creative 

relevance and hook strength, whether the offer itself is compelling, audience-offer 

mismatch. → Test: new creative angles (Module 9), sharper hooks (Module 8), and 

confirm your audience actually matches who would want this offer. 

High CPC (clicks are expensive): → Investigate: this is often a downstream 

symptom of low CTR combined with a competitive auction, not usually its own 

separate problem. → Test: the same creative/copy fixes as above; CPC often 

improves once CTR improves. 

Many clicks but no sales: → Investigate: landing page load speed and mobile 

experience, message match between ad and page, price/offer clarity, checkout 

friction, payment method availability and reliability. → Test: page speed tools, 

watching a real person attempt the purchase flow on their own phone, simplifying 

checkout steps. 

Many Add-to-Carts but few completed Purchases: → Investigate: checkout 

friction (too many steps, confusing forms), unexpected costs appearing at checkout 

(delivery fees, taxes not previously shown), limited payment options, trust concerns 

at the final step (no clear guarantee/policy visible). → Test: simplifying checkout, 

being upfront about all costs earlier in the funnel, adding trust signals near the final 

button. 

Good CTR but poor conversion: → Investigate: the ad promise and the landing 

page/offer don’t actually match, or the offer is weaker than the hook implied — the 

ad is doing its job, the funnel behind it is not. → Test: rewriting the landing page to 

match the ad’s specific promise more precisely, revisiting the offer itself (Module 7). 

High frequency with declining results (ad fatigue): → Investigate: audience size 

relative to budget/time running, how long the same creative has been active. → 

Test: refresh creative, expand or rotate audience, introduce new angles. 

“Learning Limited” status: → Investigate: whether the ad set is realistically 

capable of hitting roughly 50 weekly conversions given its current budget and target 

CPA. → Test: raising budget if the offer/funnel is otherwise sound, consolidating 
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fragmented ad sets, or switching to a broader/easier upstream optimization event 

temporarily if the true bottom-funnel event is too rare to gather signal. 

No delivery / very low impressions: → Investigate: audience too narrow, budget 

too low relative to targeting, ad still in review, or a policy flag. → Test: broadening 

targeting, checking ad status directly in Ads Manager, confirming the ad was actually 

approved. 

Rejected ads: → Investigate: specific policy category flagged (health claims, 

personal attributes, prohibited content, restricted imagery) — Meta usually 

indicates a reason, even if vague. → Test: rewriting the specific flagged element 

rather than resubmitting unchanged, and consulting Meta’s current ad policy pages 

for the relevant category. 

Disabled accounts / payment failures: → Investigate: recent policy violations, 

unusual account behavior, card issues (expired, insufficient limit, bank blocking 

international/online charges). → Test: use the appeal process for disabled accounts 

rather than creating new ones repeatedly; contact your bank to confirm 

online/international transactions are enabled for payment failures. 

Pixel not firing / wrong event captured: → Refer to Module 11’s diagnostic order 

directly. 

Landing page loading slowly: → Investigate: heavy unoptimized images, poor 

hosting, too many third-party scripts. → Test: image compression, a faster 

hosting/landing-page tool, removing unnecessary scripts/plugins. 

WhatsApp leads but no sales: → Investigate: response time (slow replies lose 

warm interest fast), sales conversation quality, whether genuine follow-up happens 

at all for non-immediate responders. → Test: faster response commitments, a simple 

follow-up script/sequence for people who go quiet, and tracking how many 

conversations you’re actually converting versus simply receiving. 

Lots of leads but low quality: → Investigate: whether the ad/offer is attracting 

genuinely interested people or people responding to something too generic or too 

“free-sounding.” → Test: adding a small qualifying step (a question in the form, a 
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small commitment step) to filter for real intent, even if this reduces raw lead 

volume. 
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MODULE 15 — HOW TO GET CLIENTS AND GET PAID TO RUN 

FACEBOOK ADS 

15.1 The Business Models Available to You 

• Freelance media buying — working independently, often for multiple small 

clients or a few larger ones, without the overhead of an agency structure. 

• Agency model — building a small team, potentially handling multiple service 

lines (ads plus funnel/copy support) under one business identity, at higher 

operating complexity and higher potential scale. 

• Most people should start as a freelancer proving real results for a small 

number of clients before considering agency overhead — this isn’t a hard 

rule, but it matches how most successful media buyers I’m aware of actually 

built their businesses. 

15.2 Pricing Models 

• Retainers — a fixed monthly fee for ongoing management, giving you 

predictable income and the client predictable cost. Common and generally 

recommended as your primary model once you have some track record. 

• Project-based pricing — a one-time fee for a defined scope (e.g., campaign 

setup and launch), useful for first engagements with a new client who isn’t 

ready to commit to an ongoing retainer. 

• Performance-based pricing — fees tied to results (a percentage of ad spend, 

or a percentage of revenue generated). This can align incentives well but 

requires very solid tracking (Module 11) to be fair and verifiable to both 

sides, and carries real risk for you if a client’s offer or fulfilment is weak in 

ways outside your control. 

• Hybrid pricing — a smaller base retainer plus a performance bonus, often 

the most balanced structure once you have enough experience to price the 

base fairly. 
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Be honest with prospective clients about what you can and cannot guarantee — no 

ethical media buyer can promise a specific ROAS in advance, since offer, market, and 

fulfilment all sit outside your direct control even with excellent ad management. 

15.3 Creating an Irresistible Client Offer 

Here’s something I want you to internalize before you ever approach a single 

business: nobody hires “someone who knows Facebook ads.” They hire a 

specific, clear offer that removes their risk and speaks to a result they already want. 

If you walk up to a restaurant owner and say “I can run Facebook ads for you,” you 

sound like every other person who has approached them this month. You need an 

actual offer — a specific proposition with specific terms. 

Let me give you several real offer structures you can use, depending on the business 

and your own experience level. 

Offer Type 1 — The Commission-on-Results Offer. This is exactly the kind of 

offer you’re describing: you approach a business that clearly needs more customers 

— say, a restaurant, a boutique, or a small delivery-based business — and instead of 

asking for an upfront retainer they may be hesitant to pay a stranger, you propose 

something like: “I will run your Facebook and Instagram ads, and instead of a flat 

monthly fee, I’ll take a percentage of the extra orders/customers I bring in through the 

campaign.” This lowers the business owner’s perceived risk to almost zero, because 

they’re only really paying you out of new money you helped generate. The trade-off, 

and you must be upfront with yourself about this: it requires solid tracking (Module 

11) so both of you can agree on what counts as “an order I brought in,” and it 

exposes you to real risk if their product, pricing, or fulfilment is weak in ways you 

don’t control. A practical middle ground many media buyers use is a small flat fee 

to cover your time and ad management, plus a smaller commission on top — 

this way you’re not working entirely for free if the campaign takes time to find its 

footing, but the business still sees you as invested in their actual results, not just 

their ad budget. 

Offer Type 2 — The “I’ll Prove It First” Offer. Propose a short, defined trial period 

(say, two to three weeks) at a reduced fee or even free, with a clear, written 
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understanding of what you’ll deliver and measure. This removes the biggest 

objection a first-time client has — “how do I know you’re actually good at this?” — 

by letting your results answer the question instead of your words. 

Offer Type 3 — The Done-For-You Package Offer. Bundle your ad management 

with adjacent value the business actually needs but doesn’t know how to get — for 

example, “I’ll set up your Meta Pixel, write your ad copy, build a simple landing page, 

and manage your campaigns” as one packaged monthly fee. Many small Nigerian 

businesses don’t just need ads; they need the entire missing infrastructure around 

ads (tracking, a proper landing page, clear copy), and bundling these makes your 

offer dramatically more valuable than “I’ll just run the ads” — while also protecting 

your own results, since you’re no longer dependent on their broken landing page or 

missing tracking sabotaging your campaign performance. 

Offer Type 4 — The Category-Specific Offer. Instead of a generic pitch, build an 

offer around a specific, well-understood outcome for a specific type of business: “I 

help Lagos-based restaurants fill their slow weekday evenings using targeted local 

Facebook ads” is a dramatically stronger opening than “I run Facebook ads.” 

Specificity signals expertise, even (especially) early in your career, because it shows 

you’ve thought about their exact situation rather than sending the same message to 

every business type. 

15.4 Building Proof Before You Ever Pitch a Client 

You raised an important point, and I want to build it out properly, because it is one 

of the most overlooked steps in this entire business: you should not be pitching 

businesses on results you have never actually produced. 

Before you ever approach a paying client, build your own proof. Here is a concrete, 

practical path: 

1. Create something of your own to advertise. This could be a small digital 

product (a short guide, a template pack), a service you personally offer, or 

even a simple physical product you source and resell in small quantity. It does 

not need to be a huge business — it needs to be real enough that running 

actual ad spend against it produces actual, honest data. 
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2. Run real Facebook/Instagram ads against it, using everything in this 

Compendium — proper objective selection, real targeting decisions, real 

tracking through the Pixel, real budget discipline from Module 13. Let it run 

long enough to actually learn something, good or bad. 

3. Document everything. Screenshots of your Ads Manager results, your actual 

cost-per-result, what you tried, what failed, and what you changed. This 

becomes your first, most honest case study — and because you produced it 

yourself, you can speak about it with total confidence and total honesty, 

unlike a fabricated testimonial. 

4. Turn that experience into your pitch. Instead of saying “I know how 

Facebook ads work,” you can now say, specifically: “I ran a campaign for my 

own [product/service], spent ₦[X], and generated [Y] real leads/sales at ₦[Z] per 

result. Here’s exactly what I did.” This is immeasurably more convincing than a 

generic claim, because it’s backed by something you can actually show, 

screenshot by screenshot. 

This single step — proving it on yourself before you ever ask someone else to trust 

you with their advertising budget — will do more for your client-acquisition success 

than any pitch script or offer structure in this module. Confidence built on real, 

personal results is very hard to fake, and prospective clients can usually feel the 

difference. 

15.5 Using Certification and Credentials as Part of Your Offer 

Credentials are another legitimate trust-building tool, used carefully and honestly. If 

you’ve completed structured training in Facebook advertising — including a course 

like this one, if it includes some form of assessment or completion marker — 

mentioning that credential in your outreach (“Certified Facebook Ads Strategist,” or 

“completed a structured Meta Ads training program with an assessed final project”) 

gives a hesitant business owner a concrete, external signal that you didn’t just wake 

up one day calling yourself an expert. 

I want to be honest with you about how to use this well: a certificate is a supporting 

signal, not a replacement for the proof described in 15.4. The strongest pitch 

combines both — “I’m a certified [X], and here’s a real result I personally produced 
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using what I learned” — because the certificate answers “have you actually been 

trained properly?” while the personal case study answers “does it actually work 

when you apply it?” Used together, honestly, these two elements form a genuinely 

persuasive, non-fabricated foundation for approaching your very first paying clients. 

15.6 Finding Clients Online 

• Facebook and Instagram — join and genuinely contribute to Nigerian 

business/entrepreneur groups before pitching anything; visible, helpful 

expertise attracts inbound interest far better than cold pitching strangers in a 

group. 

• WhatsApp — many Nigerian business owners are more responsive here than 

email; warm introductions through existing contacts tend to convert far 

better than cold outreach. 

• LinkedIn — effective for reaching more formal/corporate decision-makers, 

especially for B2B or larger local businesses. 

• Google Maps and business directories — a practical way to identify local 

businesses (restaurants, clinics, real estate agents) who have a listing but 

clearly no real digital marketing presence — a natural, specific opening for 

outreach. 

• Cold email/cold DM — works best when specific and researched 

(referencing something real and specific about their business) rather than a 

generic template sent to hundreds of businesses; specificity signals genuine 

interest and competence. 

• Freelance platforms — a viable channel, particularly for building an initial 

portfolio and testimonials, though competition and price pressure are often 

higher here than through direct, local relationship-based outreach. 

15.7 Finding Clients Offline 

Restaurants, fashion businesses, real estate agents, schools, and clinics (where 

advertising is compliant with any relevant professional/health advertising 

restrictions) are all realistic local targets. Walking in with a specific, evidence-based 

observation about their current online presence — rather than a generic “I can help 
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you with ads” pitch — consistently performs better, because it demonstrates real 

attention rather than a copy-pasted approach. 

15.8 Building Trust Before You Have a Long Track Record 

• Offer a small, low-risk first engagement (a short paid trial period, a single 

campaign launch) rather than immediately asking for a large long-term 

commitment from a brand-new client relationship. 

• Be transparent about what you’re testing and why, especially in the first few 

weeks — clients who understand the process (including the learning phase 

from Module 3) are far less likely to panic and cancel prematurely. 

• Use real client results, with permission, as case studies for future prospects — 

and never fabricate numbers you don’t actually have, both because it’s 

dishonest and because it will eventually be discovered and destroy your 

credibility. 

15.9 Operating Ethically and Sustainably 

This entire course has repeatedly emphasized honesty — in copy, in offers, in claims 

to Meta’s review systems, and now here, in claims to your own clients. A sustainable 

service business is built on clients who see real, honestly-reported results and stay 

for years, referring others — not on one-time engagements sold with inflated 

promises. Everything in this course, from Module 1 through here, is designed to help 

you build that kind of business. 
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CLOSING NOTE 

You now have the complete system — from the very first concept of what digital 

marketing is, all the way through building a client-service business on top of this 

skill. I want to leave you with the same idea I opened with: 

Facebook advertising is not “click Boost, pick a location, put money, and wait.” It is a 

connected system — Offer → Audience → Creative → Copy → Landing Page → 

Funnel → Tracking → Conversion → Follow-up → Sales → Optimization → 

Scaling — and every weak link in that chain limits everything downstream of it, no 

matter how strong the rest of the chain is. 

Go back through this Compendium as a working reference, not a one-time read. The 

modules that will matter most to you will shift as your own business or client work 

grows — what feels advanced today (Conversions API, budget scaling, client pricing) 

will feel like second nature once you’ve actually run a handful of real campaigns. 

Test honestly. Track properly. Give the algorithm real data and real time. And build 

your reputation — whether as a business owner or as a media buyer — on results 

you can actually stand behind. 

 

“Do you Have any questions or Need a One-on-One guide regarding your Ad 

set-up. Contact me on WhatsApp     09137032489.  I’d be happy to help. I 

want to see you scale your business and gladly make your first million in 

2026!” 

Good luck. 

https://wa.me/2349137032489
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