
 Meta Ads Guide: Campaign Level, Ad Set Level, and Ad Level 
 (Detailed Content) 

 Introduction to Meta Ads Structure 

 Meta (formerly Facebook) offers one of the most powerful digital 
 advertising platforms. To run successful Meta Ads, it's essential to 
 understand their three-tiered structure: 

 1.  Campaign Level  – Here, you set your marketing objective. 

 2.  Ad Set Level  – This is where you define your target 
 audience, placement, budget, and schedule. 

 3.  Ad Level  – This is your actual advertisement—the creative 
 that users see. 

 Understanding each level helps optimize performance and use 
 your budget efficiently. 

 Campaign Level – Setting the Objective 

 At the campaign level, you're answering the question:  "What do I 
 want to achieve with this ad?" 

 Meta Advertising Objectives: 

 Awareness: 



 ●  Brand Awareness 

 ●  Reach 

 Consideration: 

 ●  Traffic 

 ●  Engagement 

 ●  App Installs 

 ●  Video Views 

 ●  Lead Generation 

 ●  Messages 

 Conversions: 

 ●  Conversions (e.g., product purchase or sign-up) 

 ●  Catalog Sales 

 ●  Store Traffic 

 Example:  If you're a digital marketing institute running a 
 campaign to generate student inquiries, select the "Leads" 



 objective. Meta will then optimize the ad delivery to people most 
 likely to submit a lead form. 

 Campaign Settings – Naming, Budget Optimization, and 
 Testing 

 Campaign Name: 

 Follow a naming convention for clarity:  [Objective] – 
 [Product/Service] – [Date].  Example:  Leads – 
 Digital Marketing Course – Apr 2025 

 A/B Testing: 

 Enable A/B testing to compare strategies, such as ad creatives, 
 targeting methods, or placements. 

 Campaign Budget Optimization (CBO): 

 CBO lets Meta distribute your budget across ad sets based on 
 performance. 

 ●  Use CBO  when you have multiple ad sets and want Meta to 
 manage the allocation. 

 ●  Turn off CBO  if you want full manual control over each ad 
 set's budget. 

 Ad Set Level – Target Audience 



 At this level, you're answering the question:  "Who do I want to 
 show my ad to?" 

 Types of Audiences: 

 1.  Core Audience  : Defined by demographics (age, gender), 
 location, interests, and behaviors. 

 ○  Example: Men aged 18–35 in Indore interested in 
 "Digital Marketing". 

 2.  Custom Audience  : People who have interacted with your 
 business (website visitors, app users, email list). 

 ○  Example: Retarget users who visited your course page 
 but didn’t sign up. 

 3.  Lookalike Audience  : A new group of people who resemble 
 your custom audience. 

 ○  Example: Find users similar to your past students. 

 Ad Set Level – Placements and Devices 

 Placements: 

 You can allow Meta to automatically place your ads where they’re 
 most likely to perform best or manually select them. 



 Automatic Placement (Recommended):  Meta chooses across 
 Facebook, Instagram, Messenger, and Audience Network. 

 Manual Placement:  You choose specific platforms: 

 ●  Facebook Feed, Instagram Feed 

 ●  Stories and Reels 

 ●  In-Stream Videos 

 ●  Search Results 

 Example: 

 If promoting a short video course, consider prioritizing  Instagram 
 Reels  and  Stories  . 

 Devices: 

 Choose to show ads on mobile only, desktop only, or both. 

 Ad Set Level – Budget & Schedule 

 At this stage, you're deciding how much to spend and for how 
 long. 

 Budget Types: 

 ●  Daily Budget  : Fixed amount per day. 



 ●  Lifetime Budget  : Spend over the entire campaign period. 

 Example:  Daily Budget: ₹1,000/day for 7 days = ₹7,000 total 
 Lifetime Budget: ₹7,000 over 7 days 

 Schedule: 

 You can set: 

 ●  Start and end date 

 ●  Specific days and hours (ad scheduling) 

 Tip:  For local businesses, schedule ads during peak hours like 10 
 AM – 8 PM. 

 Ad Set Level – Optimization & Delivery 

 This is where Meta decides how to deliver your ads. 

 Optimization Goals: 

 Choose based on your campaign objective. 

 ●  Traffic → Link Clicks or Landing Page Views 

 ●  Conversions → Purchase or Lead 

 ●  Engagement → Post Engagement or Video Views 



 Delivery Type: 

 ●  Standard  (default): Spends budget evenly. 

 ●  Accelerated  : Spends budget quickly (good for flash sales or 
 events). 

 Bidding Strategy: 

 ●  Lowest Cost (automatic) 

 ●  Cost Cap (control average cost) 

 ●  Bid Cap (manual bidding) 

 Ad Level – Creative Formats 

 This is the most visual part of your ad. 

 Ad Types: 

 1.  Single Image or Video  – Great for highlighting one offer. 

 2.  Carousel  – Multiple images/videos, each with its own link. 

 3.  Collection  – Mobile-only format with an instant experience. 

 Example: 



 For a fashion store: 

 ●  Use Carousel format to show 5 different t-shirts. 

 ●  Each image links to its own product page. 

 Ad Level – Crafting the Copy 

 Elements of the Ad: 

 ●  Primary Text  : Main message that appears above your 
 creative. 

 ●  Headline  : Bold text just below the creative. 

 ●  Description  : Additional info (optional). 

 ●  Call-to-Action (CTA)  : Button like "Learn More", "Shop Now". 

 Copywriting Tips: 

 ●  Use powerful hooks: “Only 10 Seats Left!” 

 ●  Show benefits: “Master Meta Ads in 4 Weeks!” 

 ●  Add urgency: “Offer ends this Friday.” 



 Example:  Primary Text: “Want to start freelancing in just 3 
 months?” Headline: “Join Our Advanced Digital Marketing 
 Course” CTA: “Enroll Now” 

 Ad Level – Best Practices & Final Checklist 

 Best Practices: 

 ●  Use square (1:1) or vertical (4:5) formats for 
 mobile-friendliness. 

 ●  Keep videos under 15 seconds. 

 ●  Always test 2-3 versions of ad creative. 

 ●  Use subtitles in videos. 

 Naming Convention: 

 Use a consistent format:  [Ad Type] – [Offer or Hook] – 
 [Date]  Example:  Video – 50% Off Reels Mastery – 
 Apr2025 

 Final Checklist: 

 ●  Objective matches your goal? 

 ●  Audience targeting refined? 



 ●  Budget & schedule set properly? 

 ●  Creative compelling? 

 ●  CTA clear and action-oriented? 

 With this structured approach, you can create high-converting 
 Meta Ads and scale your digital campaigns efficiently! 




