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Thanks so much for downloading this PDF.
It’s a great choice if you’re looking to throw
rocket fuel onto your campaign or if you
want to start out right without wasting
money or time.I promise it’ll be worth it.
Also, not everything I’ll write here will be
something people like to hear, but it’s
crucial for you or at least for most people
to know because it will make your
campaigns much more powerful.  Running
Facebook ads successfully, is far from easy
and it’s easy to throw away money if it’s not
done correctly. But if it’s done correctly,
you basically have your own ATM machine
while making a great impact on the world,
broadly speaking. So I recommend taking
this PDF seriously. If you have any
questions about any of this simply email
paul@thesocialtap.org.

Who we are in short:
 
-3-4 years of Facebook ads & Funnels
-Over 1000 ad campaigns 
-Over 1 million ad spend 
-ROI between 2X - 68X
-100+ clients in many niches
-6 figure a year agency 
-Degrees in consumer psychology and media studies
-See our case studies at www.thesocialtap.org 

WHY SHOULD YOU LISTEN TO US? 

SO LET'S DIVE IN! 



It seems pretty obvious, right? But it’s something that people tend to misunderstand
or don’t do correctly. Understanding your audience should be the starting point of
everything in your campaign and if you’re past the starting point, it’s something you
can always keep improving and perfecting. 
 
This will remind you of the importance of understanding your audience. You need to
know as much as possible of what’s going on in their head. The goal is to really find
out their pains and goals in their life here so you can align your messaging, offer and
brand. If you don’t know your audience well, your vision of the problems you’re
solving for your audience won’t be aligned with audience's actual problem they need
help getting solved which can cause a missed hole in the potential market you’re
trying to reach.

WHY? 

- Your ad copy will be better.
- Your videos will be better.
- Your follow up will be better.
- Your branding will be better.
- The relationship with your clients will be better
.- Your website pages will have a higher conversion rate.
- You’ll be better at knowing what products or services you should make to
service them. 
- You’ll know what kind of lead magnets to make.
 - Your messaging in every aspect of your business will be better.
- You’ll end up working more effectively because when the pains and goals
are clear of your audience, your vision becomes clearer, and your behavior
will automatically align with that vision. Your path will be clearer and
you’ll end up focussing on what’s most important to go forward with
automatically.
-Most importantly, your offer and messaging will be better which is the
most significant part of your campaign (more about that in the next step). -
And much more.

THIS IS WHAT HAPPENS IN PRACTICE IF YOU KNOW YOUR
AUDIENCE WELL OR IF YOU KEEP IMPROVING THE YOUR
KNOWLEDGE ABOUT YOUR AUDIENCE:

1. KNOW THY AUDIENCE.



Of course, we have systems to help you with all of this, but make sure to really put in
effort to understand your audience as well as possible. 
 
Get on calls with potential clients, have dinner with them, do surveys, advertise
those surveys, make automated forms on your website, use the power of Facebook
groups, check reviews on similar products (mainly the bad reviews to solve the
problems people have with your competition), ask people in similar niches etc. 
 
There are so many ways to do this, so be creative. Having a group of raving fans in
your email list can supercharge your research also, so start building or continue to
grow your list.  If you found some ideas that seem to be supported by your research,
it’s best to test your offers on your network organically first before advertising it, so
you have proof of concept before putting money behind it. If you do have proof of
concept already, it’s wise to keep on thinking about your audience constantly so your
messaging and offer will be absolutely amazing. 



The single biggest influence on your ad campaigns will be your offer and how it’s
framed. 
 
This comes down to what problem you actually solve and how you offer to solve
it. No matter how good of a Facebook advertiser you are, the market itself
decides how well it’ll go when it comes to the ads. 
 
No image or copy is going to work profitably in the long run if your offer itself is
not wanted in general. 
 
But gladly, there is a lot you can do to adapt to the needs of the market. From
the research of the previous step, you should be able to find out more about
your offer and how to frame it. Many people know this already, but I still wanted
to make sure everyone knows. Even if your offer solves a problem that you know
many people want to get solved, how it’s framed is very important. 
 
Make sure to know what their objections and deep needs are so you can frame
your offer and make it more attractive - in fact - irresistible. For example, we are
a 6-figure agency at the moment and we’re looking to scale to 7 figures. If
someone offers me a course about ‘how to grow your business using online
advertising’ I wouldn’t be interested anymore. 
 
If someone offers me a course or free masterclass about “How to grow from a 6-
figure agency to a 7-figure agency”, I’d be much more interested to have a look
since it would speak directly to me. Even better, it filters out the right people
automatically and I’d be ready to buy whatever they sell in the webinar, if I like
their offer enough. 

2.YOUR OFFER MUST BE BORN
FROM YOUR AUDIENCE’S

NEEDS.



Here is an example of two very similar niches but with two different
offers.
 
The goal here was to get leads for as cheap as possible that are also likely
to convert into sales (the first campaign had an ROI of 9 and the second
one an ROI of about 5). The same copy format was used, the same style of
pics and the same type of audience so it shows the impact of the offer
nicely. Also, the emails gathered from these campaigns can be used for
years which shouldn’t be underestimated so the actual ROI will be even
higher.



 
Have you ever heard of the mattress company Casper? 
 
They did over $600 million in their first four years and they got there with
an irresistible offer. Most mattress companies would market themselves
with a general offer like ‘Buy your mattress online. Fast and free delivery’. 
 
But Casper wanted to differentiate themselves from its competitors. They
advertised the following offer: ‘Get America’s best-reviewed mattress,
delivered to your door for free, for a 120-night trial’. 
 
Do you see the difference? 
 
The latter is much more attractive and it tackles the objection of not
knowing how the mattress feels from a screen on your laptop. You can
simply try it out and it also has top reviews.

CASPER CASE STUDY



 
A big part of creating a good advertising strategy comes from
understanding the psychology of a buyer's journey online. And a good
advertising strategy is what will bring you to hyper successful campaigns.
Before explaining more, I’d like to define the difference between a
strategy and a tactic. The strategy is the overall campaign plan and tactics
are the means to get to an objective. So the tactics in our case are the
tools and tricks you can use to get somewhere.
 
 But tactics won’t be of any use if you don’t have a strong strategy. And
good tactics change all the time. No matter how well you know what
buttons to push in Facebook’s ads manager, or what software you should
use for your webinar, If your strategy sucks, no tactics will work. The
strategy is your roadmap to a successful campaign.
 
To make the content of this PDF forever valuable, I’ll focus more on the
strategy and the psychology behind a potential strategy than on the
tactics.Having a Bachelor in Psychology, a minor in Consumer Psychology,
reading 1.5 hours daily and having made 1000+ campaigns, it’s still not
always completely clear what goes on in the mind of a buyer for me.

3. UNDERSTANDING THE
PSYCHOLOGY OF AN ONLINE

BUYER'S JOURNEY



 
Even the biggest neuromarketing researches (I’ve read almost all of them)
don’t cover online behaviour well enough to understand it fully.
Quantitative- and qualitative research and neuroanalysis can’t explain
everything, not yet at least when it comes to marketing. 
 
But there is one psychological market formula that has been working for
dozens of years. From this formula, the famous so-called sales funnels
came to existence as well. I’ll show a illustration to help you better
understand.
 
 

 
This illustration shows the general stats of where a person is in any given
market, psychologically. So in any given market at any given time, 3% of
people are in ‘buying mode’, broadly speaking. That’s why conversion
rates on sales pages are usually up to 3%.
 
The top 3% is the audience in the market where most companies are
selling to. It’s the most saturated place in most markets full of competition
who are offering the same thing. Also, people who don’t know you or your
business yet might have some doubts about you or your business because
they don’t know you or your business. It’s so busy at the top there
together with your competitors, it’s difficult to get highly successful
campaigns from it. And that my friend, is where you should differentiate
yourself.
 



 
You don’t only want to go for the top 3%, you also want the other 97%.
Wherever a potential customer is, you want to get them to the next stage.
Each stage needs specific approaches and oftentimes different angles of
messaging and education to get them through the next stage
psychologically or cover as many as possible. You can take control of this
process by growing your email list and using ads adjusted to the stage of
where someone is in the buyer's journey. 
 
And in some cases, you can offer something that attracts people from
multiple of those psychological market stages and in some cases, people
are in two stages at the same time. So as long as you speak to people in a
way that makes sense for the stage(s) they’re in, you can bring them to the
next stage and that sale eventually. With the right strategy, you give them
the chance to buy what you sell while also sliding them from the bottom
to the top of the stages, ethically and in a nice and unique way. 
 
The main way to send them through the stages effectively is by educating
them. By giving them the chance to connect with you, by tackling
objections, by showing you’re an authority, showing what you or your
business is all about and giving them unbelievable value. Most people just
sell, sell and sell. People are getting tired of this and they will stop reading
your emails and can become blind to your ads.If you’re one of the people
that sell, sell and sell, the moment they see your email, they’ll know they’ll
be sold to and won’t even open their email so you can lose control over
the stages and the reach you have over them as well. 
 
You’ll also end up quicker in the spam box btw. The core value here that
you should follow is connection with your audience and giving value while
staying on top of mind. People will come running to you, trust me. With
the right value and messaging, people will flow through the different
stages nicely.  People will love you for leading with genuine value. 



 
And besides, that’s how marketing should be right? It’s more ethical,
more efficient, more fun, you’ll stand out and you’ll get a group of
raving fans. This group of raving fans will be your biggest treasure. I
recommend setting up a campaign so you can start collecting emails,
show them what you sell while also starting a great relationship with
your audience. So make a strategy to cover a bigger piece of the
market than just the top 3% of buyers and get a huge advantage over
your competition :).



4. USE THE RIGHT OBJECTIVE
FOR YOUR CAMPAIGNS

 
I see it way too often that people use the wrong objective hehe. It’s
actually not so funny, but we’ve got to stay positive! I’ve analyzed 100’s of
ad accounts and in more than 95% of the cases, the wrong objectives are
used! So painful to see. I’ve definitely seen more than $200k wasted just
because of this. 
 
People tend to do link click campaigns, reach campaigns, engagement
campaigns when they’re looking for sales or leads. The general rule of
thumb these days (used to be different), is that Facebook’s  AI (artificial
intelligence) knows pretty well what it’s doing. If you want more
conversions, choose what Facebook recommends and make conversion
campaigns (meaning that you use the objective ‘conversions’ at the
campaign level). Trying to be smarter than Facebook, usually ends up in a
very expensive game to play. Don’t even try when you’re just starting out.
 
So for example, if you own an Ecom store, optimize for conversions
(purchases to begin with), if you’re a coach and want webinar sign-ups or
lead magnet downloads, optimize for conversions (leads), if you’re a brick
and mortar business owner, gather leads through ‘lead generation’ or
‘conversions’ etc. 
 
For example, a client of ours came to us who was working with another
Facebook advertiser so I asked to take a look at his ad account. I found
out that a link clicks campaign was used to get webinar sign-ups. It was
costing $100 for a webinar sign-up. We then took over the ad account and
the cost per sign-up was $5 and the campaign was successful. Within 3
months, about $300k was generated. This wasn’t just down to changing
the campaign objective, but it had a very big impact. We've tested
objections against each other so often and 100% of the times, the aligned
objection with your goal wins. So for example a conversion or lead
generation campaign when you're looking to get more leads.



5. UNDERSTAND THE
ALGORITHM

This is where most of the mistakes occur. It’s impossible to explain
everything about the algorithm in a short PDF because it changes all the
time and it encompasses basically everything to do with Facebook ads.
We’ve spent about $12k in courses just so we can stay up to date with
everything about Facebook ads. However, here are the most vital parts of
it. Once you understand this, you’ll be able to deduct logical reasons for
what to do with your Facebook ads. 
 
Facebook’s learning machine. Facebook has a great learning machine to
figure out peoples’ behavior online. They want to make sure that people
get to see what they tend to like, watch, engage with or buy and stay
highly attracted to the platform.
 
 It is potentially the best advertising platform there is and quite possibly
that ever existed so far (although this does depend on the niche generally
speaking). 
 
When you make a new ad and use conversions as the objective for
example, Facebook will try to find people who are likely to convert. This
can take time because the learning machine will have to learn what type
of people react positively to the ads. 
 
The mistakes that are common here, is that people want to test like 10-20
audiences and ads with a small budget to find a ‘winning formula’ and
replace those ads with 10 new ads the next day until they find this
‘winning formula’. This means that less budget will go to the learning
machine per ad (20 audiences times 10 ads means 200 ads) and that’s a
bad thing. It means that you won’t give Facebook the space to learn and
figure it out. And that usually ends up in people testing too fast, especially
with a small ad budget.



And if you test too fast, your tests are unreliable and invalid which makes
the test useless statistically. Something is invalid if your collected data
doesn’t represent what you’re trying to measure and something is
unreliable when the results of the same test would be inconsistent if you
were to do the same thing over time, or easier said, reliability is the
degree to which the result can be depended on to be accurate if you were
to replicate the test. So if you test too fast and think you might find the
‘winning formula’, there is a very big chance that you actually didn’t find
the winning formula. And also there’s a big chance that your other ads
might do better in the long run without you knowing. 
 
When you test too quickly, you won’t give Facebook the space to learn and
find the right audience this way, because in the end, the most vital part of
your campaign is your offer and it’s wise to let Facebook find the people
for you that tend to be attracted to that offer. Facebook understands
online behavior better than you so I highly recommend you use that. 
 
So don’t just test for the sake of testing. Make sure to test the most
significant differences in an ad - placement, campaign or audience. Just be
careful of course as to how long you should let the test run. How long you
should put a test out there can vary hugely depending on what you offer
in the ads, the amount of budget that’s put behind it per day, the profit
from what you sell, the size of the targeted audience and the general stats
you see from the ads. But in general, don’t be overly fast on concluding
that an ad doesn’t work or does work. Look at the numbers in a logical
way and see if it makes sense to keep on going or not with an ad. Just
remember that sometimes it takes a little bit of time before Facebook
understands what people they should target.
 
So keep in mind, you’re not alone in figuring it all out by yourself,
Facebook’s learning machine is your biggest friend when it comes to
successful campaigns. We are your other biggest friends when it comes to
successful Facebook campaigns ;).



An example of what you can logically deduct from understanding
Facebook’s algorithm is that in many cases a very broad audience does
much better than a small audience. This is because Facebook is given the
space to find the right people for you, instead of you coming up with what
audience will be most likely to convert into your goal. Like I said, Facebook
understands online behaviour better than you or we do and the algorithm
is behind that. Use that wisely.



One thing to keep in mind is that Facebook ads are a long term game. It’s
uncommon to get an ROI of 2-10+ in the first month. Even coming out with
a breakeven is tough for the first month in many cases. So if you’re
looking for a very quick buck from Facebook ads, don’t even start. 
 
If you’re okay with really figuring this out and willing to invest in that, you
can end up with your own ATM machine basically as long as you can bring
the supply while putting your brand/message out there big time. I want
you to know that many people succeeded after having wasted money on
hiring the wrong agencies, having done courses and having tried a lot
themselves. Their willpower and willingness to keep on going is what
brought them success. 
 
As long as you solve actual problems for people or fill their needs and do
Facebook ads the right way, it can work. The potential reward of nailing
Facebook ads successfully is much bigger than the cost of trying out
Facebook ads seriously in most cases. 
 
Let me know if you have any comments or questions about any of this.
Simply reply or email paul@thesocialtap.org. 
 
Also, if you like to let us know your general thoughts about this PDF, that
would be greatly appreciated. 
 
I’d love to get to know you better as well. 
 

6. PERSISTENCE

THANK YOU VERY MUCH FOR
READING. I HOPE YOU HAVE AN

AWESOME REST OF THE DAY.


