
It is also important to note that iterations 1 & 3 targeted young 
adults while iteration 6 and after targeted homeschooled teenagers. 
The ads spoke to the parents in order to get into contact with the 
students, which can be seen in Figure 1. 

These iterations built up to the “final ad run”. This ad used all of 
the knowledge gained from the previous iterations to run the “perfect” 
ad. This ad was intended to last two weeks and get 500 page likes. 
The last tested variable was the effect of time on price per page like.
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Table 1 (above): Descriptions of six of the iterations performed during this project.

Self-directed learning (SDL) has become a very important topic, 
especially while people are still forced to stay at home. SDL is 
defined as the process of people critiquing their learning needs, 
making goals, finding resources, creating and choosing strategies, and 
evaluating outcomes with or without the help of others (Tekkol & 
Demirel, 2017). This project was focused on recruiting people to use 
SDL tools through Facebook ads. The SDL tools include a “Quick 
Start Guide” and an “SDL Spreadsheet”. The former is an instruction 
guide that helps the user set up the spreadsheet. The spreadsheet is 
what keeps track of the user’s “earned hours”, which is the amount of 
work completed. 

A study involving advertising by Zarouali et al. focused on 
retargeting vs. purchase intention and ad skepticism. Retargeting is a 
way to use personal data. They found that the use of 
retargeting/personal data increased purchase intention and ad 
skepticism. This suggested that this project needed to find a balance 
of amount of personal data used, so that the ads are not too suspicious, 
but attractive enough to make people likely to request the tools 
(Zarouali et al., 2016). 

The agile methodology was used for this project. This means that 
the project was completed in iterations that got complex over time. 

Introduction

Materials and Methods
There were three main types of independent 

variables in this project. These were ad design 
variables, target audience variables, and other 
variables that set up the ad. The ad design 
variables and target audience variables were 
qualitative while the other variables were more 
quantitative. Figure 1 shows an example of an 
ad with the ad design variables. This includes 
the title, description, and many other 
qualitative features of the ad. Ad design 
variables were not tested for this project.

There were 11 iterations performed after 
the initial data, seven of which can be seen in

Table 1. The first two iterations used landing page clicks as the 
dependent variable. Iteration three used messages as the dependent 
variable. Iteration 6 and so on used page likes. These changes were 
due to what was decided to be more valuable at the time. Page likes 
were the final dependent variable used for the project. 

ReferencesFigure 1 (above): Ad that 
was placed during Iteration 
11. 

Materials and Methods (cont.)

Results

Table 2 shows that the regions with the lowest cost per page like 
were Southeast Asia (India included), Africa, and South America. The 
more expensive regions were Central America and the Middle East.

The extended ad run targeted every region in Graph 1 besides 
Central America and the Middle East. The calculated average price 
per page click was $0.08. This led to the calculation that it would take 
about $40 to get 500 page likes, and cost $3.33 per day for two weeks. 
The actual cost was $32.14. This results in an error of 19.66%. Graph 
2 shows that the cost per page like increased over time (p = 0.002). A 
Pearson’s correlation test was performed r(9) = 0.846, meaning there 
was a strong positive relationship between cost per page like and time. 

Results (cont.)

Conclusions
This project succeeded by setting up a cost-efficient path to recruit 

people to use SDL tools through Facebook ads. The gap in iterations 
in Tables 1 and 2 was caused by only including the iterations most 
relevant to the final ad run. 

Iteration 1 revealed that developing countries were better to target. 
Iteration 6 revealed that Eastern Europe was a bad region to target. 
Iterations 9–11 revealed that Africa, South America, and Southeast 
Asia were the best regions to target in future ads. 

The Final Extended Ad Run performed better than expected. An 
error of less than 20% suggests that the estimation for the cost per 
page like overcompensated for increase in cost over time. With an r
value close to 1, it is concluded that there is a strong positive 
relationship between cost per page like and duration of the ad. One 
explanation for this could have been that the ad was viewed by the 
same people repeatedly, who tend to not like ads. This would cause 
money to be spent without the opportunity of a page like. 

With a larger budget, the sample sizes for these ads could have 
been much higher to get more accurate results, and more factors could 
have been tested. This could have resulted in getting better estimates 
for pricing of the final ad. 

Graph 1 (above): The results from iterations 9–11 
and the extended ad run. 

Iteration Results
1 Japan: $0.60 per click, Philippines: $0.25 per click
3 Philippines: $0.66 per message, India: $0.30 per message
6 Eastern Europe: $3.82 per like
9 Africa: $0.07, India $0.04 per page like
10 South America: $0.11 per page like 
11 SA: $0.05, ME: $0.17, CA: $0.26 all per page like
Final 522 Likes, $0.06 price per page like
Table 2 (above): Table of the results for each iteration.  

Graph 2 (above): Results of extended 
ad run over time
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Iteration Description
1 Developed vs. Developing Countries (Japan vs. Philippines)
3 Philippines vs. India
6 Eastern Europe
9 Africa vs. India
10 South America
11 Southeast Asia, Middle East, Central America
Final Goal: 500 Likes in two weeks


