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Welcome! 
I am a Wilmington, NC native and for over a decade I 
have worked with helping business owners build 
websites that convert and digital marketing such as 
SEO, PPC and Social Media Marketing. DesignLoud is a 
company that takes pride in offering a personalized 
approach to web design and digital marketing.

For more information about the services we provide check out, www.designloud.com and follow us on social media.

https://designloud.com
http://www.designloud.com
https://entrepreneurbootcamppodcast.com


What are the highlights?

➔ Overview of terms and social media 
channels

➔ Different Stages of a Funnel

➔ Creating & Researching Audiences

➔ Creating Ads

➔ Measuring Ad Performance & KPI’s 



Terms to Be Familiar With
Clicks: How many people clicked on your ads

Impressions: How many people saw your ads

Cost Per Click (CPC): The average amount of money you’re spending based on how many people click on your ads

Cost Per Acquisition (CPA): The average amount of money you’re paying for a “conversion” based on impressions/clicks/conversions

Conversions: How many people reached your desired outcome

Click Through Rate (CTR): How many people clicked on your ad based on the number of impressions.

Campaigns: A hierarchy used to group your ads and ad groups.   Campaigns are the top-level hierarchy

Ad groups: Several ad groups can belong to a campaign. Ad groups are the second-level hierarchy

Ads: Several Ads can belong to an ad group. Ads are the third-level hierarchy.

Pixels: A tracking script used to track events (conversions) on your website

Events: Custom or pre-defined conversions, used to measure the success of an ad, ad group and/or campaign.





TOFU
A Web Design Agency Creates a Blog Post About 
“10 Ways a Small Business Can Beat Their Competitors In Search Engines”

• The post will be gear toward business owners who are looking for SEO tips to outrank 
their competitors on search engines.

• This post will be educational and valuable to the reader to encourage sharing for 
organic growth and trust with our audience and not be sales driven.

• Without speaking over their heads we will provide 10 resourceful tips on how a 
company can better optimize their website to outrank competitors.  STAY RELEVANT 
TO YOUR TOPIC!

• Ask the user for a share when they are done reading .
• Make sure some reporting software like Google Analytics is installed to measure how 

long users spend on this page and how much traffic it receives.
• Using a remarketing tag from Google or similar service and a custom audience for 

something like Facebook we can serve new ads to the users who read this post, 
driving them further down our funnel.

This does not have to be in the form of a blog post, it can easily be some white papers, 
and ebook or page on your website. The point is to do offer something that will drive 
users further down your funnel.



MOFU
We advertise to those who visited our blog post and offer a free webinar course
“Free Webinar: How to create an amazing page that engages search engines and converts users”

• This page can be short and to the point, do not distract them with a lot of 
information.

• Create a heading that reminds them why they came and what they are getting.
• Have a lead gen form on the website, the less information they have to give the 

more likely it will convert. Such as just name and email.
• The goal here is to get their information and provide them with what you 

promised to provide value.
• Users who visit this page can be added to another remarketing list or new custom 

audience.

This does not have to be in the form of a blog post, it can easily be some white 
papers, and ebook or page on your website. The point is to do offer something 
that will drive users further down your funnel.

Example Landing 
Page

Photo credit leadpages.com

http://leadpages.com


BOFU
We educate them showing further value in our webinar before leading into the pitch
“We will only take on 3 new clients in this industry, act now to find those searching for your business”

• Tell those are interested to follow the sign up link to close the deal.
• This would link to a landing page with basic information about their business and a 

signup form.
• We can create a remarketing list or custom audience to up-sell or cross-sell these 

customers later.
• Create a sense of urgency so they feel the need to act now.

Photo credit http://www.webopedia.com/TERM/W/Webinar.html



Know Your Audience



Where to Invest Your 
Marketing Dollars



Examples of How Defining an Audience Can Help 
Give You Laser Focus Marketing



Examples (cont)



Examples (cont.)
What we gathered based on Videography & Video 
Production interests in Wilmington include: 

● Demographics are primarily 56% Women and 44% Men, 
ages 18 - 44 (Primarily 25- 34)

● 40% are married
● 71% are College Educated
● The have interests in the following other local businesses:

○ Battle House Laser Tag
○ Cape Fear Delivery
○ Plato’s Closet
○ Thalian Hall
○ Cucalorus Festival
○ Wilma Magazine
○ Encore Magazine 
○ And more (pictured above)

● Audience primarily uses Desktop & Mobile devices; 
Mobile devices are majority iOS devices (60%), followed 
by Android devices (40%)

What We Can Do With This Data:

● Create custom and saved audiences 
● Potential partnerships with other 

businesses
● Use for content strategy
● Landing pages specific to audiences
● Make informed decisions on where and 

how to advertise

Audience Insights Tool: 
https://www.facebook.com/ads/audience-insights/

https://www.facebook.com/ads/audience-insights/


Creating Your Audience



Custom Saved Audiences
Custom saved audiences are a way for you to create an save audiences and targeting information for later use.

Pros:

● Detailed targeting
● Best for split testing audiences

Cons:

● More of a “general approach”
● Potentially shows ads to people who might 

not be interested in your services/products.

https://business.facebook.com/adsmanager/audiences

https://business.facebook.com/adsmanager/audiences
https://www.loom.com/share/ef2a36eff8dc44458e27d270f27e56a0


Look-A-Like Audiences
This type of audience uses your customer list (emails) and/or pixel to create a look-a-like audience based on other social media 
users that match the demographics, geographics and psychographics of your customers.

Pros:

● More effective targeting
● Cheaper CPC
● Better return

Cons:

● Requires web traffic
● Requires a customer list

https://business.facebook.com/adsmanager/audiences

https://business.facebook.com/adsmanager/audiences
https://www.loom.com/share/2bc599d1e496462295f1484a487c8b8d


Retargeting Audience
To retarget to users who have already shown an interest in your company you will need to create a “Custom Audience”.

Pros:

● More effective targeting
● Cheaper CPC
● Better return
● Segmentation

Cons:

● Requires web traffic

https://business.facebook.com/adsmanager/audiences

https://business.facebook.com/adsmanager/audiences
https://www.loom.com/share/8c988278181f4fd7b0fcf8f109b1d94b


Creating Your Ads



Photo source https://jasonswenk.com/

https://jasonswenk.com/






A Word of Advice
Always remember to “split test”.  This means you should try running different versions of your ads and test it against different 
audiences to see which ones perform better.

Ideas on what to split test:

● Images
● Videos
● Audiences
● Call to Actions
● Descriptions
● Landing pages.

https://www.facebook.com/adsmanager

https://www.facebook.com/adsmanager


Tracking & Measuring



Set up Your Pixel & Events
Almost all ad platforms provide you with 
a “pixel” which allows you to track 
“events” like how many people 
“converted” from your ads.

You can track one event or multiple 
events.  

Examples include: 

● Users who reached a thank you 
page

● Users that 1) added a product to 
cart 2) Went to Checkout and 3) 
Reached a Thank you for your 
order page

https://business.facebook.com/settings/pixels

https://business.facebook.com/settings/pixels
https://www.loom.com/share/d7a6f9272aa9412eb5cd8bda9c33bfb6


Measuring

KPI’s to measure & track

● Conversions
● Clicks
● Click Through Rate
● Cost Per Click

Example showing how 
we’re tracking different 
conversion at each stage of 
our funnel for a software 
company.

https://www.loom.com/share/4276d2d84b1149a88a82cfea5bebf097


Measuring (example)



Closing Notes
● A majority of this presentation used Facebook/Instagram as an example, however this can method can and should be 

applied to most of your digital marketing channels.
● Always split test your ads, what works for one audience may not work for another.  A simple image change or call to 

action could make all of the difference.
● Make sure to give your ads plenty of time to test.  I’d suggest a minimum of 2 weeks to determine if an ad is working or 

not.
● Most digital marketing channels have algorithms that learn as users start “converting”.
● Use free tools like Google Analytics, Google Optimize and Hotjar to evaluate, test changes and measure results from your 

landing pages.

https://business.facebook.com/settings/pixels

https://business.facebook.com/settings/pixels


Questions?
Derek Schmidt

DesignLoud
designloud.com


