


 A fast paced introduction to: 
◦ Planning and expectations around ads 

◦ The conversion funnel 

◦ Research & targeting 

◦ Emerging opportunities 

◦ Resources 
 

 Inspiration for further research 
 

 Discussion and brainstorming 
 



 Google Search typically drives the most motivated visitors. 
 

 Facebook ads - ridiculously effective for hobbies and 
interests. 
 

 Facebook vs Linkedin for B2B? 
 

 Remarketing (Google) and Retargeting (Facebook) – TOMA, 
baby! 
 

 YouTube – can be great for DIY, research, hobbies. 
 

 App install optimization on FB and Google. 
 

 App & OS targeting on FB and Google. 
 

 The Google Display Network: DSK + In Market. 



Before doing PPC advertising, you need to be aware that: 
 

 There are significant barriers to entry, particularly in 
competitive markets: 
◦ Facebook and Adwords (in particular) reward performance, so competitors 

are paying less than you are when you begin. 

◦ Competitors “convert” visitors better than newbies, so they also get better 
results despite paying less. 
 

 Consider your early efforts a way to gain the knowledge 
needed to build effective campaigns (few people succeed 
immediately with their first campaign). 
 

 All that said, there are tons of opportunities in most markets. 



 Most advertisers fail 
because they just 
look at part of the 
complete visitor 
experience and don’t 
consider ALL the 
steps… 
 



 Have you appropriately targeted your audience (demographics or 
intent-based targeting)? 
 

 Have you identified the top benefits of your audience and included 
those in your ads? 
 

 Is your website or landing page experience consistent with your 
messaging and does it present a compelling offer to your target? 
 

 Does your website build trust and remove doubt? 
 

 Is there another way to engage visitors who are not ready to buy or 
contact you and/or do you have a plan for these visitors? 
 

 Do you understand your customer lifetime value and do you have a 
strategy to increase it through repeat business and referrals? 
 

 If you’ve said no to any of the above, you may have some challenges 
making your advertising (or other web marketing efforts) work! 
 
 
 



 You need to consider your advertising efforts to be an 
ongoing experiment. 
 

 You MUST have the means to measure your 
experiment (and ideally measure each step in the 
funnel)! 
 
 
 



 Who? (hypotheses) 
 

 What channel is best to reach/convert them through?  
 

 Are they out seeking your products? (established product 
vs innovative product). 
 

 B2B or B2C?  
 

 How big is the purchase?  
 

 Do you need leads, sales or both? 
 

 



 Even if you never buy a single online ad, you owe it to 
yourself to get familiar with the online ad platforms. 
 

 It’s free to sign up for Facebook, Google and Linkedin 
advertising accounts. 
 

 With these accounts you can use their targeting tools 
to research and quantify very specific audiences… 
 

 
 



 You just need to sign up for a 
Google Adwords account for it 
(NOT an Adwords Express 
Account). 
 

 You may have to create an ad 
campaign in the setup process and 
put in credit card info, but you can 
pause the campaign before it runs 
and never spend a dime. 
 

 Lets you uncover the monthly 
volume of which topics (keywords) 
are searched and make suggestions 
on other relevant topics. 
 

 Applicable to Search Engine 
Optimization + Search Advertising 
 













 Google and Facebook are very much in competition for 
our advertising dollars and, as a result, both platforms 
are getting dramatically better! 
 

 Facebook is very much the simpler of the two and is 
much more accessible for new advertisers. 
 

 Google Adwords is much, much more complex, which 
makes it less accessible in some ways, but presents 
great opportunities. 
 

 As well, in general Adwords is much more stable and 
predictable when it comes to results. Facebook can be a 
bit fickle and can be more susceptible to seasonality and 
ad fatigue. 
 



 For years, Facebook allowed you to add interests to 
an advertising target, but not narrow it. For 
instance, you could target people who liked cats OR 
online shopping, but not the subset who are 
interested in BOTH cats and online shopping. 

 You can also now “exclude” people. 
 



 Although there’s a bit of a learning curve in 
implementing the FB pixel, it allows you to turn this: 

 

 

 

 

 Into this: 

 
 

 

# of Purchases            Value of Purchases          Cost/Purchase   



 As well as who bought (or completed your goal), by: 
◦ Region 

◦ Ad Placement 

◦ Device 

◦ Age 

◦ Sex 

◦ Time of Day 

◦ Etc 
 

 Think about how valuable it would be to know the 
exact attributes of your clickers who bought or took 
action so you could create campaigns to target 
those exact type of people! 

 

 

 

 
 

 



 Job title targeting in FB can be 
super-effective and result in 
much lower cost B2B leads than 
with Linkedin (especially for 
small business-related stuff). 
 

 Instagram advertising, powered 
by Facebook demographic data! 
 

 Sophisticated audiences, 
customer list targeting and 
dynamic retargeting 
/remarketing (these apply to 
Google too) 

 



 In the past, you targeted your Display ads by 
selecting keywords that would trigger your ads on 
pages where those keywords were included. 
 

 This year, Google added DSK where you select 
specific keywords and Google targets PEOPLE who 
have shown an interest in those particular 
keywords. 
 

 This DSK option is easier to set up and can get 
great results (even for newbies!). 
 



 If your target has is passionate about an interest or hobby, 
you can reach them very effectively on YouTube. 
 

 To do this, you pick YouTube as your “placement” and pick 
some very specific keywords that must be in the YouTube 
content to trigger your banners or responsive ads. 
 

 Given YouTube’s huge reach, this can be very effective if your 
targeting is specific enough. 
 



 Google now has several 
hundred pre-selected In 
Market audiences 
targeting folks who are in 
the market for certain 
products or services (cars, 
real estate, travel, etc). 
 

 If there is an In Market 
audience that’s closely 
aligned for your product 
or service, it’s almost 
hard to imagine a better 
advertising opportunity. 
 



 Facebook Dynamic Retargeting (note you can also do simpler rules-based 
retargeting right within FB): 
https://www.facebook.com/business/a/online-sales/dynamic-product-
ads 
 

 Google Experiments for easy A/B tests of web pages or landing pages 
(blog topic?): 
https://support.google.com/analytics/answer/1745152?hl=en 
 

 See Social or email efforts as “campaigns” in Analytics: 
https://ga-dev-tools.appspot.com/campaign-url-builder/ 
 

 SpyFu.com (get in depth info on Adwords competitors): 
https://www.spyfu.com/ 
 

 Google Adwords Certification: 
https://support.google.com/partners/answer/3154326?hl=en 
 

 Advertising Glossary:  
http://plusroi.com/digital-advertising-101-a-web-advertising-glossary/ 
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