


Don’t Give Up On Facebook! 

Ad Words, Analytics, Social and Internet Marketing Analysis 



What We Will Cover… 

•  Best practices to improve your return on investment 
•  Getting the most from various campaign objectives 
•  Actual campaign results 
•  Tracking conversions across multiple devices 



Perceptions 

Why do we ignore what we know to be true? 

Social networks created a thinking process that is counter to 
what we know: It takes frequency over an extended amount of 
time before people will purchase! 
 
Many give up before reaching that positive investment point. 



The Complaints 

•  I used to reach many more of my fans (So did everyone) 
•  I can’t make it work (Based on what objectives and strategies?) 
•  I can’t measure the effort (You can measure a lot) 
•  I don’t have time to keep up (Can you spare an hour a week?) 
•  I give up!  (Try the techniques here first) 



My Experiences 

•  True, it’s “pay-to-play,” but it can be inexpensive 
•  Clear objectives plus some knowledge go a long way 
•  Must be willing to test – A LOT! 
•  Must be willing to set up metrics and analyze the data 
•  You must be patient – it takes time but it can work for you 



Page Like Campaign 

•  Why use campaigns to grow your fan base?   
•  Boosting posts to fans can be cheaper than regular ads to non-
fans 
•  Better than random Facebook user – this person showed 
enough interest to at least click the page Like button 
•  Great way to create more sales from active fans 



Page Like Campaign 
14,301 fans for $0.10 a Page Like 



•  $0.08 per page Like   
•  spend $410.63   
•  page Likes:  5,267  

Page Like Stats 



•  $0.11 per like  
•  spend $367.97   
•  page likes: 3,435 

Page Like Stats 



Boosted Post Stats 

Spend $20.00 
843 link clicks, 601 entries 
71% entered sweeps 
Cost per entry: $0.03 
Total fan count: 32,000 
 



Abandoned Shopping Cart Ads 

•  Ad Reach 3,975  (people who abandoned a cart) 
•  Purchases: 217 spend: $119  cost per purchase:  $0.43 
•  Ran: 12 days  Frequency 8.13 (average # of times each person 
saw the ad) 
•  Most purchases within first 3 days- last 7 days the weakest 



Remarketing Using Video Audiences 

•  Create video view ads to capture audience (upload to FB) 
•  Create second ad for those who watched 50% or more of the 
video (you can decide how much they need to watch) 
•  Can target audiences of people that watch multiple videos 
•  People who watch more than one of your videos are fairly well 
qualified! 



Remarketing Using Video Audiences - Stats 

•  Cost of video views of 50% or more:  $0.09 
•  Spend:  $300 
•  Follow up campaign to drive website clicks 
•  Spend: $300  
•  Purchases: 48   
•  Two campaigns ad spend total: $600 
•  Cost per purchase: $12.50 



Email Campaign  – Why? 

•  Target people who don’t open your emails 
•  60 to 70% of musicians use same email address for Facebook 
•  Your emails may be blocked by spam filters 
•  Gmail goes to promotions group 
•  Frequency will be higher with this smaller audience 
•  Multiple touch points are reminders of your offers 



Email Campaign  – Stats 

•  2015 Holiday sale 
•  Spend $500    purchases 424 
•  Reach 24,400    frequency 3.92 
•  Cost per purchase: $1.18 
•  5 day promotion 



Segment By Campaign, Ad Group or Ad in Analytics with URL Builder 

•  Track revenue and products purchased per campaign 
•  Track user behavior, time on page, user site flow 



Mobile Awareness – Conversion on Desktop – X Device Tracking 

•  Someone sees your ad on mobile but 
doesn’t act 
•  Later they come back to the site on desktop 
and purchase through ad click or search engine 
•  Are you missing these Facebook ad 
impressions that contribute to conversions? 



Analyzing Facebook Cross-Platform Conversions 

•  Go to your Ads Manager> Breakdowns 
•  Under By Delivery, select Placement and 
Device (impressions) 
•  Under By Action, select Conversion Device 
(conversions) 
•  Compare the two reports 



How The Facebook Conversion Window Works 



Setting the Conversion Window 

•  One day attribution typically works better for campaigns of two 
weeks or less 
•  Three week or longer campaigns consider using 7 day or 28 day 
attribution 
•  Split test ad groups and measure your results over time 
•  Start with one day click to get a baseline 



Why Conversions in Google Analytics and Facebook Won’t Match 

•  Google Analytics attributes only the last traffic source (except 
for “Assisted Conversions” but GA can’t track FB impressions 
•  Facebook will track data from logged in users across devices 
•  Facebook conversions will use your conversion window 
parameters 



How to Make This Work For You 

•  Keep ad spends very low while testing ($5 per day is minimum) 
•  Keep your audiences small – try for at least 4x frequency 
•  Only create ONE objective (video view, Page Like, link click) 
•  Track important data 
•  Make remarketing part of your strategy 
•  Set up and text X-device conversion tracking 



Thank You! 
Questions? 


