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Introduction


The world of advertising is viewed as a club for the elite. From TV shows we have an image of smokey rooms and genius copy writers. From Madison Ave we have an image of studios spending millions on a perfect brand in a dog eat dog environment. Perhaps the advertising game is a binary affair, either you are successful or you are not.


This image has left little room for a small business to thrive. The advertisements available to a small business are now located in the phone book, newspaper or cable access channel. Why spend time and money on these antiquated ads when Facebook® has created a platform that allows you, the small business, to excel?


In 2012, Facebook has grown to nearly 901 million users1. Those 901 million users spend nearly 12 billion hours per month on the platform.2 For scale, a billion hours ago humans were in the stone age! Best of all, each and every user can be precisely targeted. 


No need to bet your entire advertising budget on one ad creative. No need to guess what show your clientele watches and pick an appropriate time to show your ad. In this world you can test hundreds of creative choices and speak directly to your exact clientele. They will listen. Facebook allows the small business owner the capability to play ball with those on Madison Ave.


You have already completed the hardest step - creating a product or service you believe in. Get excited! Now you have the unique ability to share your passion with the world. That's the goal of this game.


Who is this Guide For?


	Are you a small business owner?

  	Are you interested in running your own advertisements profitably?

  	Are you tired of paying third party advertisers for sub - optimal results?


If yes, to any of these questions then this guide is for you. With the help of it you will be able to set up, manage and excel in advertising on the Facebook platform. The techniques shown to you will be easy to understand and implement.


I Know Where to Tap


A landlord had an issue with the plumbing in his building. He called his local plumber who quoted him $300 for his services. A fair price to solve the landlord's issue. The plumber showed up, went to the basement and fixed the issue in 5 minutes. When the landlord received the bill, he noticed that parts cost him $10 and the plumber's time cost $290. The landlord, upset by this bill exclaimed,


“You were only down there for five minutes, how can you justify that costing you $290!"


The plumber replied, “True, other plumbers would have taken longer but I know where to tap3."


This book could be as long as the competition but there is no need - this guide knows where to tap. Please don't confuse it's brevity with quality. It will show you the simple, industry vetted techniques that any small business owner can master without the fluff.


With these techniques, you can conquer the Facebook advertising game and get a leg up on your competition. No need for sophisticated software, strategies or systems. Personally, I have beaten third party advertisers in both quality and price by using these techniques.


And unlike the plumber above, this guide is 1/5th the cost of the competition.


What's the Catch?


None.


My only incentive is to see you succeed. I am not involved monetarily in Facebook. My only profit is from the purchase of this book. If you like the information, make sure to refer your other business friends! If you have any questions or want to share your success, feel free to email me at customerservice@blackconellc.com.


Closing Arguments


This book covers both theory and application. I have organized the material into six, concise chapters. Feel free to read the whole book in six hours, six days or six months. Obviously, the choice is yours but I believe that six days is a comfortable pace to learn this material. We’ll go over the following:


Day 1 - The Building Blocks


	Brand vs. Direct Marketing

  	Important Metrics

  	Why choose CPC over CPM?


Day 2 - Understanding Facebook


	Understanding Advertising Metrics within the Facebook Platform

  	Targeting Options

  	Important Limitations 


Day 3 - Ideation


	Three Basic Tenants of Successful Advertising

  	Generating Copy

  	Finding/Designing Images


Day 4 - Statistics Review


	Basic review of statistics vis-a-vis coin tossing

  	A/B Testing

  	Our Creative Test Statistic


Day 5 - Setup and Execution


	Audience Selection and Market Research

  	Bid optimization

  	Creative Testing


Day 6 - Valuation and Automation


	Audience Valuation

  	Designing a Bid Adjuster

  	Automating Creative Testing


In addition to the prose, each chapter has a quick bulleted take away section. The epilogue contains the contents of each list in chronological order. You will also find a short section on the basic graphical analysis techniques, a glossary and two quizzes. All four of these aspects will help tremendously in the application of your newly gained knowledge. 


As a side note, the mathematics of this book will be distilled down to the very basics. Some important but higher level statistical points will be glossed over; namely, determining the Life Time Value, LTV, of a customer and some statistical rigor on Day 4 - Statistics Review . A more thorough discussion of statistical testing can be found in Stat Labs: Mathematical Statistics through Application4.


I have spent millions of dollars profitably on the Facebook advertising platform to learn these vetted industry techniques. These techniques can be mastered and will give you the upper hand over your competition.  Now that we're acquainted, let's start!







Quiz Number One


Goal

This quiz shall serve as a review of the past three days. Not all questions  will have correct answers, as they will depend on your business. As this is a book, you can take the quiz mentally but it will be more helpful to pull out a pen and paper and write your answers down.


Questions


	Define the following
    	CTR, Conversion Rate, CPC, CPM 

    


  	How does a brand advertiser differ from a direct marketer?

  	How does Facebook® decide to serve an advertisement?

  	Organize the following Diffusion of Innovation categories and give a rough estimate of the proportion of the population in each.
    	Late Majority; Laggards; Innovators; Early Adopters; Early Majority

    


  	Name at least three targeting options.

  	For your business, write five iterations of copy. This means 5 separate titles and 5 bodies. Be wary that titles can not exceed 25 characters and bodies can not exceed 135 characters.

  	You are advertising for an upcoming off broadway show in New York City. Describe three ways to target a potential audience.

  	Why can artificially boosting your CTR hurt your bottom line?

  	For your own business, write two pitches. The first pitch go from What to How to Why. For the second pitch, go from Why to How to What. Do not worry about length.

  	Now worry about length. Take your second pitch and attempt to whittle it down by half.







Quiz Number Two


Goal


This quiz will cover days four through six not all questions  will have correct answers, as they will depend on your business. As this is a book, you can take the quiz mentally but it will be more helpful to pull out a pen and paper and write your answers down.


Questions


	What is a Null Hypothesis?

  	What is an Alternative Hypothesis?

  	At what level is significance typically defined at? Highly significant?

  	Describe a supply curve test.

  	Describe the waterfall process implicit to bid optimization 

  	What test statistic is used in creative testing?

  	How many ads should a campaign have if we use 2 targeting options, 4 titles, 2 images and 3 bodies? 

  	Why can performance be a tricky word? What metric is the most helpful in determining an advertisement’s success?

  	What is an ad hoc way to calculate an error bound on a sample size?

  	Two ads have the following metrics. Calculate a two-proportion Z test statistic for them. 



  
    	Advertisement
      	Impressions
      	Conversions
    

  
  
    	A
      	3,415,267
      	343
    

    	B
      	8,520,193
      	783
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