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FB Ads Fairy Godmother
Coach, educator + strategist




DSOA Inner Circle FB/IG Ads Coach

Dog mumma to Roux + Radar

New Orleans + Minneapolis

HEY Y'ALL,  I 'M
TRACY!



3 SECRETS TO ADS SUCCESS

Mindset
Keeping your monkey mind

out of your way

How it Works
Managing your

expectations of how the

platform REALLY works

Tech How-To
Learning the "right" way to

do things



Daily live training module

Daily "homework"

How-To videos & other resources

each day

Replays + content will live in the

membership platform

Live Q+A monthly in Inner Circle

TRAINING STRUCTURE



Covering A LOT of ground together

FB/IG Ads are inherently tricky

Choose "figureoutable" over panic,

overwhelm or frustration. It's your choice.

Expect a little discomfort! This is NEW!

Watch, rewatch, do, watch again

You'll have EVERYTHING you need

BUCKLE IN. . .BUT ALSO
STAY LOOSE!



Come to the monthly Q+A sessions!!

Post in the FB group (@ tag me personally)

Watch the How-To video explaining exactly

how to post and what to include so that I can

answer promptly.

HOW TO GET HELP
FROM TRACY



Foundations1

Audiences & Audience Layering2

Budgeting & Planning3

Creating Campaigns4

5 Decoding Your Results

OUR WEEK
AT A
GLANCE



01 Setting yourself up for success on the FB Ads
Platform...before you start running ads!

FOUNDATIONS
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Also known as...how not to lose your
sanity, your money, or your precious time
to your monkey mind.

MANAGING YOUR
MINDSET



- Marie Forleo

"Everything is figureoutable."



Expense vs. Investment

Not magic, silver bullet, or cure-all

Intensify what's already working

No guarantees

Everything evolves

No "one way" of doing things

Become a master explorer/mad scientist

CHOOSING PERSPECTIVE



FB/IG Ads are an experiment. Always.

Be prepared to NOT have one simple

solution right off the bat - it takes time

and testing

Be strategic, not transactional

Intake experiment results without

emotion, then adapt the experiment

MAD SCIENTISTS R US!



This is brand new territory, a foreign land

and a language you may not completely

understand...yet

Be patient with yourself AND practice

allowing more time, space & grace for new

learnings

You didn't give up the first time you tried or

even struggled to dance, did you?

PRACTICE GRACE



Yep, a LOT has changed this past
year...what it all means and how it
changes our strategic approach to
audience building

IOS 14 IMPLICATIONS
FOR 2021 + BEYOND



In 2021, Apple implemented a long-

awaited change to how their app users

are tracked

This update gives people the ability to

opt-out of tracking their activities from

FB app to other non-FB platforms

Ultimately, this is a positive thing!

IOS 14 WHAAAAT?



If someone is opted-out, Facebook is no

longer able "see" what happens once

they leave the platform: no page views,

no conversions, etc

Audiences have resized

Ad-related data tracking has become

trickier

WHAT DOES IT MEAN?



Keeping more of the desired ad activity

ON the FB Platforms vs. sending the traffic

elsewhere

Testing out other campaign types in place

of Conversions

Implementing CAPI for tracking 3rd party

software/services activity

HOW DOES IT CHANGE
OUR APPROACH?



Trust FB Ads Manager for ad spend and

click data

Trust your 3rd party for landing page

activities and leads (if Conversions)

You may have to do your own math!

This will continue to evolve

REALITY CHECK



Navigating paid social advertising...with
your Fairy Godmother on your shoulder!

THE NEW BEST
PRACTICES



Read & understand FB's advertising policies

Use Business Manager

Verify your domain

Add a trusted "fail safe" admin

Require two-factor authentication for all business

users

Verify your business

SAFETY FIRST:  ON PLATFORM



Use the right tool/software/service for the job

Store your passwords safely - LastPass or

similar - and only share via the service

Ensure your website privacy policy and terms

of use are updated & adequate

SAFETY FIRST:  OTHER



Integrated social media content & promotions

Dedicate budget for advertising: testing,

evergreen, promotions

Set up ads WELL in advance of when you want

them to run

Give yourself time to practice before you

NEED those leads/enrollments

PLAN AHEAD



The algorithm is "listening"

Engagement, consistency, blending paid + organic

activities, and leveraging what's working best NOW

The task of growing your audiences never ends:

Always Be Audience Building

When you accept & work the system, you're

rewarded: lower ad costs, better reach, more

confidence!

A.B.A.B.



Welcome to a weird, new language! Let's
do a little overview.

INTRO TO FB/IG ADS
TERMINOLOGY
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Tech Stack

FB-specific Terms



Funnel = generic term; customer

journey x marketing strategy used

Funnel map = visualizing the

steps along the journey

Example:
Ad -> Landing Page -> TY page -> Email

sequence -> Product Offer

FUNNEL



TRAFFIC

Directing audiences to another

online destination via click =

"sending traffic"

Also, the name of one campaign

objective



LANDING PAGES

Where the ad traffic is directed TO

Landing pages is the term for both

{generically} "the page where the

traffic lands" and also refers to

specifically-templated pages

designed & tested to capture leads



PROMOTION

Simply the goal & messaging behind a

paid advertising campaign

Could be promoting a video or post

(with or without a CTA), information, a

freebie, an offer like enrollment or

purchase, or even start a Messenger

conversation



EMAIL SEQUENCE

A series of emails designed with a

specific intent: welcome/nurture,

sales, remarketing after not

purchasing

Usually started via opt-in and an

auto-responder first email 



TECH STACK

The unique assortment of software or

third-party services that you use to

manage your lead generation process

Includes: website platform, landing

page software/service, email service

provider, sales platform, etc  
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Ad Platform

Pixel

Events

Objectives

Conversions

Budget Optimizations

Algorithm



Generic term encompassing all of the pages +

interfaces living at business.facebook.com

You'll use

Regularly: Ads Manager, Audiences, Events Manager

Initial Set Up: Business Manager & Settings, Ad

Account Settings, etc.

The ONLY place to create & manage your Ad

Campaigns effectively...no apps! No boost buttons!

FB ADS PLATFORM



Ad Center, Creator Studio, Business Suite, boosting, or

creating promotions from mobile apps...nope!

FB ADS PLATFORM IS *NOT*



ADS MANAGER



NOT ADS CENTER



BUSINESS SUITE -  NOT FOR ADS!



Small bit of code generated by FB that is unique to

your Ad Account

Place your pixel (either by ID# or full code) into ALL

your off-FB web properties: websites, landing/sales

pages, confirmation/TY pages, etc

Allows FB to track activity - or "events" on these

pages

We can build audiences based on this activity

PIXEL



FB is able to monitor certain "standard" activities

that people engage in when visiting our pixeled web

pages: view, click on a button, etc.

These activities are known as EVENTS

As Events occur, they are reported back to FB and

can be tracked by your ad account

iOS may preclude the reporting/tracking of these

events for some users

EVENTS



When we run a FB Ad, the first thing we select is an

Objective for our campaign

13 different options!

Specifies action that we MOST want our viewer to

take

Tells FB exactly WHICH segment of our targeted

audiences to show our ad to - it's an extension of

targeting

OBJECTIVES



Conversions are a SPECIFIC type of Event that FB can

track

A conversion simply means that the person completed the

act of exchange that we intended

Ex: Signing up for something free in exchange for contact

information

Conversions can be Leads, Purchases, etc

Two main types of list building/lead gen campaigns

Conversions (landing page off FB platform)

Lead Generation (form on FB platform)

CONVERSIONS



Two ways FB allocates + optimizes your budget

Ad Set Budget Optimization (ABO): each Ad Set

within a campaign has a specified daily budget that

you will set

Campaign Budget Optimization (CBO): the whole

campaign shares one daily budget

We'll be learning to use ABO, daily budgets, no
end date/caps or other restrictions.

BUDGET STRATEGIES



AI "brain" that helps determine what content finds its

way into your feed

Learns what is valuable to YOU as a viewer by how

you engage

Learns which audiences respond to which ads, and

optimizes for results

Ongoing "seasoning" + content promotion = gas in

the Ads engine

WTF IS THE ALGORITHM?



Set up your Business Manager
Find & install your pixel

DAY 1 :  FOUNDATIONS
HOMEWORK



Filing cabinet where you keep +

manage your advertising assets

Establish your business

information with FB

Find in the platform under

"Business Settings"

WHAT *IS* BIZMGR?

Download me!



BUSINESS MANAGER

Ad Account
- Pixel

- Assets

- Payment method BIZ MGR

Your FB Page
Your IG Acct

Also contains...
Verified domain

Two-factor auth

Access levels for others



Most of us had an Ad Account

automatically created for us by FB when

we set up our Business Pages

These were originally called "Personal Ad

Accounts" which is a terrible name...it's

not for YOU, it's still for your business.

A NOTE ABOUT AD
ACCOUNTS



You can EITHER use this Personal Ad

Account or create a NEW one with no

data <-- you'll need to decide this

before proceeding!

Rename Ad Account to be called "XX's

Ad Acct" where XX = your business name

A NOTE ABOUT AD
ACCOUNTS



FIRST: DO YOU HAVE AN AD ACCOUNT?

Jot down the Name & ID number

Create your Biz Manager account (if you

don't already have one)

Migrate your ad account here, if

desired, or create a new one

Connect all of your assets

Verify your domain

SET UP YOUR BIZMGR



Find the pixel associated with your Ad

Account (or create a new one if you

don't have one yet)

Rename pixel to be called "XX's Pixel"

where XX = your business name

Jot down the name & ID

PLACE YOUR PIXEL



Download Un-Bungle workbook

DAY 1 :  TO DOS

Set up Business Manager

Install FB Pixel Helper

Verify your Domain with FB

Place your Pixel



YES! Take your time absorbing this info & complete your

homework items.

Day 1: Complete!


