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CREATING CAMPAIGNS

Getling started with campaign building basics...and
crealing your first "lest” campaign




@ The Objective Pyramid
@ Elements of a Campaign

@ Creating Your Campaigns

@ Best Practices
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THE OBJECTIVE
PYRAMID

The most critical choice you'll make when
crealing vour new campaigns




WHICH TO CHOOSE?

e Single, clear CTA

e FB will work to tind the people MOST LIKELY TO
DO what you want them to do

e Start with the ULTIMATE objective; any other
results are "nice to have”

e Remember, the more "friction” you create, the
tewer people that will DO the thing you want

them to do...so choose wisely



Intent, Friction,

OBJ ECTIVE PYRAMID Value Exchange

Conversion: buy

Conversion: opt-in (LP)

Objective = @
The action we MOST Lead Gen: opT- |n form

to take Messages: initiate convo _
Traffic: click oft FB

Video Views: watch video _

Post engagement: engage with post ‘§§




MOST USED OBJECTIVES

e Post Engagement - existing post from your feed is
promoted to send out to a wider audience for likes,
comments, shares

e Video Views - existing video from your teed (or o
new one!) is promoted to send out to a wider
audience for more views

e Traffic - send trattic OFF FB to visit a web/landing
page (but not ACT when they get there)



MOST USED OBJECTIVES

e Conversions - send tratfic OFF FB to visit a specitic
type of web page - landing page - optimized tor
attracting that lead...and then opt-in!

e Lead Generation - people stay ON FB and sign up via
Form

e Messages - initiates a Messenger/DM conversation;

could also be used for Engagement. Can be optimized
via Messenger Bot.



ELEMENTS OF A
FB/IG AD CAMPAIGN

What goes into a successful campaign?é




A LITTLE LEVEL-SETTING

e You are not about to learn every campaign type, every
strategy or every trick in the book...we're here to gain a solid,
functional understanding of the FOUNDATIONS + BASICS of
running successtul campaigns

e Keep it simple now, get fancy later!

e This CAN teel overwhelming so remember our mantras +
approach to new things: go slow, re-watch, review, take
breaks as needed. Margaritas help.

* We're going to move quickly. Plan to revist!



WHERE THE HECK AM 1?

Each campaign corresponds to a single
advertising objective, like driving
*  website traffic.

Campaign

You can set a budget and a schedule

¢ each of your ad sets, and organize ed Yoxioum: Sep 14,2018 — Sep 16,2021 =

% Setby audience segment — i.e., pegs
[X) Campaigns 1 Selected X 25 Ad Sets 1 Selected X B Ads 1 Selected X

who live near your store.
M o Preview View Setup @ Il Columns: Pertoriniaice "= Breakdown = Reports =

Ad set

Eachad set can feature multiple ads
featuring different images, text, links or
video. You will still define creative,
targeting and bidding for each of your
ads.

) (3O Traffic Examp ae New Ad Set /X [T 1 Ad

raffic Example oeo
2 Edit

as| New Ad Set IL

Ad Set Name
(5] freen background + long copy T

New Ad Set



PLAN AHEAD + GET SORTED

e Upload images & videos to your Media Library ahead of
tfime
e Use Google Doc to create, edit & store copy

e |dentity "what good looks like" for your campaign

e Set a schedule (no less than 7 days) b snan

e Divide your campaign budget into daily ad spend
e Grab the Campaign Publishing Checklist 3




ELEMENTS OF A CAMPAIGN

e Campaign overview + details
o Goals, schedule, budget, objective, and the WHAT of
your promotion
e Assets
o Pages you've built + URLs, audiences to target, email
auto-response, your follow up process
e Creative

= Body copy (called Primary Text), headline, visuals x
variations you're testing (MINIMUM = 2-3 variations)



KILLER CREATIVE STARTS WITH...

e A compelling offer that's right for the temperature of the
relationship

e One single, simple, clear call to action

e Multiple versions of creative (images, videos, copy) to test

e Conversational copy contains a great hook, explicit features...and
benetits (aka, what's the transtformation they can expect?)

e Clear, concise headline: what will | get? what do | do? who is it
for?

e Direct correlation from ad to landing page (it using)

e Low-friction opt-in process (if using)



AD VISUALS

SQUARE!

High quality, bright, scroll-stopping

images that feel native to t

ne feed

Keep text ON images to a minimum

Lean hard on video

o Uploaded video

o Lives, Stories, Reels

o Slideshows

Don't inc

Don't inc

UC

uaG

e logos + business name

e contact info

AD COPY

e Use both longer + very short copy

e Develop copy that speaks DIRECTLY to
your target audience - help them self-
identity

e Use the words, phrases + stories your MOST
ldeal Customer/Avatar uses (so...ask!)

e EMOTION > pain

e CLEAR > clever

e Go Captain Obvious: Put the CTA/link into

words, too!

e Don't forget: YOU ARE NOT YOUR ICA



CREATING YOUR
CAMPAIGNS

Deep breath...here we 200000!




CAMPAIGN QUICK START!

e Use this method to create your campaigns...every time!
e Quick, easy, simple

e Makes liberal use of the "duplicate” tunction

Quick Start overview:
e Create campaign framework
e Set up ONE Ad Set completely
e Set up ONE Ad completely
e Then...duplicate & edit to get to the tinal structure you want



2 PATHS TO AD CREATION

e Multiple, Unique Ads under each Ad Set to give FB options
o Usually not ONE "winner" for all audiences
o Allows FB to allocate budget by Ad
e Or, Use Dynamic Creative set up
o Tests multiple options all within the same "super ad”
o Same "super ad" exists under each Ad Set
o Allows FB to allocate budget by element



MULTIPLE UNIQUE ADS

CﬂMFﬂW == | Trial Class




DYNAMIC CREATIVE ADS

hooky text version #1

| N that really stands out
" A} and grabs your
| . '? attention
| — "y ! hooky text version #2
AN — " "
‘ RN , Super Ad that really stands out
N . NN and grabs your
' : E attention
BOOS.TING IS
*NOT* YOUR
FRIEND...HERE'S
WHY

LEARN MORE

fCIb headline #1 SIGN UP
fab headline #2

fab headline #3 TRACY)y ds141.CO




DYNAMIC CREATIVE ADS

CQMF”'W == | Trial Class




BUT..WHICH ONE?

e There's no magic to choosing Dynamic Creative over
Multiple Uniques...or vice versa. They're just different
techniques to setting up your Ads

e Dynamic Creative is taster and easier to set up

e Multiple Ads gives you the most control

e But, for beginners, | suggest trying Dynamic
Creative for your first 10ish campaigns.



END GAME...

CﬂMFﬂW == | Trial Class




Offer/
Objective

Warm
(Custom)
Audiences

TO DO:

e Create Campaign, Ad Set and Ad
by hitting "Create" button on Ads

Manager

\ o At the Campaign level, choose

Objective and turn OFF

' é ﬁd Campaign Budget Optimization




CAMPAIGN LEVEL

r

Create new campaign J Use existing campaign X

7 Choose from 6 simplified objectives [aF e

We've consolidated the campaign objectives to make it easier to find one that aligns with your
business goals. Your existing campaigns will stay the same, and you'll be able to create new
ones with the same features as before. Learn more

Not sure which objective to use? Take an interactive tour.

Take tour

Create New Campaign Use Existing Campaign

Buying Type Choose a campaign objective

Auction

=  Awareness
Choose a Campaign Objective

Learn More + -mu,
h .

Traffic 5
Awareness Consideration Conversion . ’ Q
Brand awareness Traffic Conversions ".
i  Engagement R | \
Reach Engagement Catalog sales ! /
App installs Store traffic ..‘ Leads
_ _ Your campaign objective is the business
Video views : .
goal you hope to achieve by running your
Lead generation 229 App promotion ads. Hover over each one for more
information.
Messages
M Sales

Learn more Cancel




CAMPAIGN LEVEL

I Traffic Example
95 New Ad Set

[C] New Ad

@ BB TrafficExample > BS81AdSet > [1Ad

£ Edit  ® Review

Campaign Name

Traffic Example L

Special Ad Categories
You're required to declare if your ads are related to credit, employment or housing
opportunities or related to social issues, elections or politics. Learn More

No categories declared -

Campaign Details

Buying Type
Auction

Campaign Objective @
Traffic

Show More Options ~

A/B Test

Test campaigns, ad sets and ads against each other to understand which strategies give
you the best results. Your potential reach will be divided among them for more accurate
results. Learn More

© AsB testcreation has changed M

You will now complete A/B test setup after you publish your campaign. Once you publish, select
avariable, and create new versions to compare against your original.

Get Started

Campaign Budget Optimization off @
Campaign budget optimization will distribute your budget across ad sets to get

more results depending on your delivery optimization choice. nnd bid strategy.

You can control spending on each ad set. Learn More

Close (U Verifying your edits...

o In Draft



Offer/
Objective

Warm
(Custom)
Audiences

DC

TO DO:
e Set up ONE Ad Set for first

Audience
o Toggle Dynamic Creative on if
using
e Set up ONE Dynamic Creative Ad
with all elements

e Or, create Unique Ads if using
o (NOTE: Build one Ad, then
duplicate the Ad and create ALL

unique versions that you'll need

before proceeding)



AD SET LEVEL

0 [TrafficExample > 3% NewAdSet > [ 1Ad © In Draft o -
[ Traffic Example e
¢/ Edit @ Review
a8 New Ad Set oo
AT Leame
[ New Ad Audience Definition
New Ad Set &
/_\ Your audience
selection is fairly
! / broad.
Traffic Specific Broad

Potential Reach: 260,000,000 people @
Choose where you want to drive traffic. You'll enter more details about the destination B

later.
® Website Estimated Daily Results
App Reach @
Choose the app you want to advertise. You can advertise any app that you've registered on 1.2K - 3.5K
Facebook's developer site. Get Help for App Install Ads ST,
=
Messenger

Send people from ads into Messenger conversations with your business. Your ad will be shown to Landing Page Views @
people more likely to open Messenger.

84 -244
WhatsApp
When someone clicks your ad, a message thread with your business
will be shown to people who are more likely to message you in

acy of estimates is based on factors like past

Dynamic Creative /
Provide creative elements, such as images and hi:adlines, and we'll automatically generate only estimateg and dort guarantee results.
combinations optimized for your audience. Variatioys, may include different formats or
templates based on one or more elements. Learn Mor

offer off (@
Drive more conversions by creating an offer people can save and get reminders about.
Learn More

Budget & Schedule
Budget @
Daily Budaet ~  $20.00 usD

actual amonnt an st =il may vary, @

Schedule @
Start Date
Sep 16, 2021 Q 12:01am
Central Tims.
Set an end date

Show More Options «

[ Traffic Example
5 New Ad Set

[F] New Ad

@ [OTrafficExample > BENewAdSet > [ 1Ad © InDraft . eoe

& Edit @ Review

Audience

Define who you want to see your ads. Learn N ore Audience Definition

Your audience
selection is fairly
/ broad.

Specific

Create New Audience Use = Audience »

Custom Audiences

_— ] Potential Reach: 260,000,000 people @
Q Search existing audiences

Exclude

Estimated Daily Results
Locations Reach @
Location: 1.2K - 3.5K
+ United States |
Landing Page Views @
Age
84 -244
18 - 65+ -
Gender
All genders The accuracy of estimates is based on factors like past

campaign data, the budget you entered, market data,
targeting criteria and ad placements. Numbers are provided
Detailed Targeting to give you an idea of performance for your budget, but are
only estimates and don't guarantee results.

All demographics, interests and behaviors Were these estimates helpful?

Detailed Targeting Expansion:
« Off

Languages
Alllanguages

Show More Options -

Save Thi- =

Placements

@® Automatic Placements (Recommended)

Use automatic placements to maximize your budget ang® 2lp show your ads to more people.
Facebook's delivery system will allocate your ad setq® *Tget across multiple placements based on
where they're likely to perform best.

s SR g

Manually cnoose the places to show your ad. The more placements you select, the more
opportunities you'll have to reach your target audience and achieve your business goals.

Show More Options «



AD LEVEL

3 Traffic Example
28 Mew Ad Set

B Green background + long copy

D [Ovaffic Examate o 92 New AdSet > [l Green background + long copy

Ad Name

Green background + long copy &

Identiy
Facebook Page

@ Tracy by Design - Ads Fairy Gadmother -

Instagram Account @

& tracybydesign -

Branded Content

If this post features a third-party brand or product then you must tag
your business partner's Page. See branded content policy

Ad Setup

Create Ad -

Format
L.oa DOy UUU TTRE TO STTUCTUNE Yoo
@ Single Image or Video
One image or video, or a slideshow with multiple images

Carousel

2 or more scrollable images or videos

Coliec
abitems Mal opons TREIIIINSEn mobile experience

Fullsereen Mobile Experience

Add an Instant Experience

Ad Creative # See what's new
Select the media, text, and destination

for your ad. You can also customize

your media and text for each

placement. Learn More

Media .
14 Placements Edit m

H f Feeds, In-Stream Videos -
STl & FPlacements

m Stories and Reels, Apps and Sites

5 Placerments

Right Column, Search Results, Instant

E Articles .

3 Placements

& Edit @ Review

. Preview On
15 Placements View More Variations & -
ﬁ Facebook Feeds

Feeds

a Tracy by Design - Ads Fairy E i EE E E'
Godmether <, bl -

Sponsored
< Wondering haw yeu can avoid the 5 biggest
misiakes TpT sellers make with FB Ads??
Soe More

Stories and Reels

CULTIVATEADS COM
[FREE Workshap - watch LEARN MORE
NOW!

uﬁ Like D Comenent ﬁ Share

Ad rendering and interaction may vary based on device, format and other factors. @

© In Draft » 3 Traffic Example

B Green background + long copy

@ ([OTraffic Example > S3MNewAdSet > [l Green background + long copy

&° Edit  © Review

Primary Text Tofs

&% Wondering how you can avoid th' 5 biggest mistakes TpT sellers
make with FB Ads??

~w-wmznop, Tracy Morgan, FB Ads Fairy Godmother and
creator of the Cultivate: FB/IG Ads for TpT Sellers program, teaches you
how to best prepare for the pixel magic that's coming your way AND
avoid the mistakes that plague TpT gellers.
S0 YOU can be ready some new moves & quick wins!

Thig workshop is FREE and waiting fer you,. elick 1o watch now!
hittps:/fwww.cultivateads com/TpT-SMistakes

— Here's what we'll cover -

E@ what the heck IS a pixel, how does it play with the algorithm, and
wihy do we care so much??

B The 5 MISTAKES that TpT sellers make when using FB Ads...and
how YOU can avoid them,

@ what you can do today to make the most of the NEW pixel
implementation rallout at Teachers Pay Teachers!

Join ug? < httpsfwww.cultivateads. com/TpT-SMistakes
& Addnnvice-

Headline - Optional Tofs

FREE Workshop - watch NOW!

=

Description - Optional Tof§

Jump in and watch our free workshop

@ Add Options

Destination
@® P Website

t= . ——-owun CVENL
@, Fhone Call

Website URL

hitps:fwww.cultivateads com/TpT-

[5 Preview URL
SMistakes

Bunu <

Dispray ..

Enter the link you want to show on your ad

Show call extension on your websie

Call to Action @

[ Sign Up -

. Preview On

15 Placements

Facebook
Feeds

a ‘Tracy by Design - Ads Fairy
‘Godmother

Spemssred - @

< Wondering hew you can avoid the 5 bl
mistakes TpT sellers make with FB Ads™?

CULTIVATEADS.COM
Jumnp in and watch our free workshop

oy Like [0 comment PR

Ad rendering and interaction may vary ba:

© In Draft .

View More Variations (LR

Tracking © See updates
Track event datasets that contain the

conversions your ad might motivate. The

dataset that contains the conversion

selected for the ad account will be

tracked hy Anfooits

.~ Website Events

® TbD Main Pixel
Pixel ID: 148992719028821

Iblpp -

v Dfﬂil"ll'.' 1—

Facebook will use the following offline event set for tracking and data
upload:

o Default Offline Event Set For Tracy By Design
Offline Event Set ID: 877128099104524 Eq{]

Manage Events Manager Datasets

URL Parameters - Optional
keyl=valuel&key2=value2
Build a URL Parameter

View Tags - Optional

By clicking the "Publish” button, you agree to Facebook's Terms and Ad

Close « All edits saved



TO DO:

 Duplicate completed Ad Set = 3 Ad
Sets

« Edit Each Ad Set and change the
Audience that's targeted

« Adjust Ad Set budget, if needed

« Check against Campaign Publishing
Checklist

e Publish!

Offer/
Objective

Saved/Cold:

Interest

Warm
(Custom)
Audiences

Lookalikes

(of Custom
Audiences)

Group 1

DC




TRACY )y desyn.CO
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CONVERSIONS VS LEAD GEN

e The "best" quality leads come from Conversions campaigns...???
o Not everyone will be able to run these
o iOS 14 tracking has made these more difficult to track; FB can't "see” all conversions
o Allows you to have a custom-designed landing page experience
o Integrated with your ESP for auto-reply, triggering email sequences, etc
o Requires more tech...and a dedicated Landing Page optimized for conversions
o NEW-ISH: Requires your "event" to live on your owned, veritied domain

e Next best option is Lead Generation campaigns

o Customer never leaves FB

o Lower consideration, COULD amount to lower quality leads

o Standard form

o Access your Leads from within FB platform

o NEW: better CRM integrations & on-plattorm lead management is coming!



CONVERSIONS VS LEAD GEN

e Ask yourself: Can | verify the domain on which my EVENT will be tracked?
o | own the domain

o | veritied the domain in Business manager

o | installed a pixel on the website or page
e EVENT TRACKING MEANS:

o The last step in the conversion loop signals to FB that you have acquired o

lead...count this and find me more!

o Happens on the TY or Success page they reach AFTER signing up
o You'll need to be able to redirect trattic to a page ON YOUR WEBSITE
(verified domain) from your landing page form.



THE CONVERSION LOOP

Tracy by Design - Ads Fairy Godmother
a Sponsored s

D: 337284 456

If you're like most TpT sellers, you know that the Facebook™ Ads
platform still feels like the Wild Wild West.. .even if you've been at it for
awhile...

Things are changing almost daily. & & TRACY by desugt cevs arow voun auoience. ToseTnen HOME  LEARN WITH ME  GoNTAGT

FREE LIVE WORKSHOR!

it's easy to see how mistakes can happen. Bungled conversions, knot... How you can avoid the

— - 5 biggest mistakes TpT I
5 3 + H
~tillie - sellers make with FB Ads Thanks + Welcome
| ~now AND whaen the pixel comes to TpT!
] FREE LIVE WORKSHOP

Join us:
Monday. March 1st
8pm Eastern/Spm Pacific

LET ME INNNNN!

Tracy Morgan, FB Ads Falry

Godmether and cre Cultivats: FB/IG Ads for TwT i ‘ Spring 2021 Session

Sellers

Effective Ads to Your

IpT Shop? -
Finally! i b S

- y- | >

wdlurale

Here's what @e'll cover: "« ’
¥ You're IN! Yahooooooo!

Please read carefully...

play
algorithm, and why do we care so much??

T g F8
Ads..and how YOU can avoid them.

What you can do today to GET AHEAD of the pixel
implementation rollout at Teachers Pay Teachers!

Get ready, friend.

You're about to abandon confusion and overwhelm. and hilii-ya your way through Facebook Ads like a
(well-guided) ninja. Or master gardener Whichever

We're 50 excited that you're joining us!

©2021 Tracy Leigh Margan | Tracy by Design | Privacy Policy |

B st ir raseth e s SRl rraius 5 st manfiatinn Sl fram de eutham

TRACYEYDESIGN.KARTRA.COM L a n d I n Pa e + h a n I( o u a e
5 Biggest Mistakes TpT Sellers Make with FB/IG EsarsMcrs

Ads

Opt-In Form

A On My Verified Domain

Dedicated Landing
Page...NOT a regular

page on your website



THE CONVERSION LOOP

Tracy by Design - Ads Fairy Godmother
a Sponsored
D: 337284530946456

If you're like most TpT sellers, you know that the Facebook™ Ads
platform still feels like the Wild Wild West.. .even if you've been at it for
awhile...

Things are changing almost daily. & & TRACY by desugt cevs arow voun auoience. ToseTnen

REE LIVE WORKSHOP!

How you can avoid the
5 biggest mistakes TpT I
sellers make @ith FB Ads Thanks + Welcomell

~now AND when the pixel comes to TRT!

It's easy to see how mistakes can happen. Bungled conversions, knot...

— -y
*ﬂ -
|
] FREE LIVE WORKSHOP -~

Effective Ads to Your

’ IpT Shop? -
Finally! : '
f— i »

uuuuuuu

8pm Eastern/Spm Pacific

LET ME INNNNN!

wdlurale

Spring 2021 Session

Here's what @e'll cover: "« ’
¥ You're IN! Yahooooooo!

Please read carefully...

play
algorithm, and why do we care so much??

T g F8
Ads..and how YOU can avoid them.

What you can do today to GET AHEAD of the pixel
implementation rollout at Teachers Pay Teachers!

Get ready, friend.

You're about to abandon confusion and overwhelm. and hilii-ya your way through Facebook Ads like a
(well-guided) ninja. Or m; ner

- [ )
TRACYBYDESIGM.KARTRA.COM I (’ n ‘J I n P q e +
5 Biggest Mistakes TpT Sellers Make with FB/IG Learn Mora

Ads

Opt-In Form

Ad On My Verified Domain

e Added to my email list

e Automatically sends Confirmation
Email

e Can tag/segment

e Can send Email Sequences

Dedicated Landing
Page...NOT a regular
page on your website



Which Lead Campaign ‘Type Do I Choose?

Choose Standard Events with WP, SqSp, and
custom websites, as well as other websites
where you can access the header code for

SPECIFIC pages
YES! You're a GO

Do | have a for Conv?rsions
verified, pixeled campaigns!
Start m—— domain/website m— R —

to use for my TY Next, choose your

page? Conversion Event
type Choose Custom
Conversions for pixeled
pages that do NOT have
customizable headers
(Wix, etc)
Build your Lead Lead Generation
Generation ~—=—————— objective is for ~=———————
campaign you!
Build your Add your CC to Create the CC using
fczlect your e HHE A §et =mmm  Conversions ==m Aggregated Events == your TY page URL +
onversion Event Location . .
/ campaign Measurement test fire
You're rga({y ~ Build your Add your SE to Inetall the SE code on
lo Publish! Select your SE at the Ad Set ™= Conversions  =——— Aggregated Events E— .
. . . your TY page + test fire
> Conversion Event Location campaign Measurement

TRACY )y des141.CO



BEST PRACTICES

A few things to keep in mind...and remind
yourself of as you go!




NAMING CONVENTIONS

e Campaign: Month Year > Obj > Campaign Name > Other identifying characteristics
o SEPT21 | Conv | Fall Enrollment | PreK
o NOV21 | Messages | Winter Recital Reg
o SEPT21 | VV | Studio Tour
o JAN22 | PE | Dance Meme

e Ad Set Level: Audience or any other DIFFERENCE e Ad Level: Describe what's IN the ad itself
o COLD + the NAME of the Saved Audience o Dynamic Creative
o COLD | 15mi > W > Dance Interests " DC or Dynamic Creative
o WARM | All Customs o Multiple Unique Ads - Identify the creative, copy or
o COLD | All Lookalikes other DIFFERENCE

= Pink sweater + Long Copy
= Image 1+ Short Copy
= Slideshow + Short Copy



PE + VV ADS

e Youre promoting one piece of previously-
posted content so that IS your visual -
either an image or a video

e The act of using an existing post ALSO
includes bringing the copy/caption over

e You won't use multiple versions ot ad

creative for these



ALL OTHER CAMPAIGNS

e Any other campaigns will need MULTIPLE
versions of ad creative - 2 MINIMUM

e What works for one audience may not
work for another

e This allows FB to keep testing options
instead of just spending your money on

what's not working so well



DAY 4: CAMPAIGNS
HOMEWORK

Start getting familiar with crealing
campaigns...loday!




DIGGING IN!

e Download the Campaign
Publishing Checklist so you

CAMPAIGN

L e
have it on hand HECkl

Save yoyy campaien,
Save yoyur SAnRity

e Review each of the videos that
support today's training...one

' |
for each campaign type

Download me!



START SIMPLY, MOVE
STEP-BY-STEP

e Focus on creating the more "basic”

campaigns first...aka, probably NOT lead
generation/list building-type campaigns

e Watch/review how-to videos tirst BEFORE
you start trying to build your campaigns

e Realize that screens DO change...don't let
that slow you down



CREATE A TEST
CAMPAIGN NOW!

e Keep it simple...choose ONE campaign
to test drive this week or next; not 4!

e Actively building WILL bring up questions

e IMPORTANT: The How-To Videos are tor
your reference so plan to revisit each

time you set up a new campaign!



DAY 4: TO DOS

O Download Campaign Publishing
Checklist

() Review document with videos listed

O Choose 1 campaign to test drive!

O Build your complele campaign



I

Complele

Whew.

Day 4



