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Jane: All right, so module six, Track and Measuring Your Results. If you can't track your 
conversions and act on your results, and this is on any platform that you are paying for 
advertising, then you are wasting your money. That is not knowing if your ads are 
converting, not knowing if your offers are converting are the worst thing that you can do 
in trying to scale your business. So you have to commit when ... If you're going to 
commit to doing Facebook ads, you're going to have to commit to paying attention to 
these numbers. And I'm going to give you some free resources here to be able to do 
that. So first thing on this page is something called Tracking Code Manager. So this is a 
plugin that I use on WordPress to manage my pixels.

So you install your pixels inside your plugin and then you're able to just check a box on a 
specific page in WordPress to tell it to activate the pixel. It's simple. This plugin is free 
and you're just going to go into the WordPress repository and you're going to search 
Tracking Code Manager and you'll get that pulled up and you can install that on your 
site. I use it on every one of my sites. I've been using it for years. I actually have the paid 
version. The free version allows you to track six pixels and the paid version I think is 
unlimited. So the other way that you can track and measure your conversions on your 
ads is by creating standalone campaigns and funnels. And this might seem like it's a real 
pain in the butt, but it gives you numbers. And so what I mean by that is create a funnel 
that no other traffic can get into or create a lead magnet landing page that no other 
traffic can get into.

So then, that way you always are able to look at the data behind that campaign and 
know that the people that are in it, engaging in it are the people that are coming from 
your ad itself. And so for example, if you have a lead magnet that you've got your opt in 
page on and you wanted to pull it out and you wanted to create a standalone campaign 
of that, you would duplicate your landing page and you would put a new web form on it, 
that only could be reached if somebody were coming through your Facebook ads. Yes, it 
does mean that you're creating a duplicate page on your site, but for short term while 
you're learning how to do this, It's going to give you good tracking numbers.

Listen there are software out there that you can buy that is going to help you with 
tracking. It's going to cost you a couple of hundred dollars a month and so these are 
ways that you can do this easily and quickly without spending money on tracking tools. 
The other thing you can do is use UTM codes. If you're not familiar with UTM codes, do 
a quick Google search on UTM codes, and it's all based on Google platform and they 
have a really good training program on that. How to build them, what they mean, how 
to track them using Google analytics, so that is a way that you can do that as well. Now 
I've got some additional ways here. So webpages, I'll tell you right now that the ad that 
I'm looking at, that I'm selling $197 product on that particular funnel is completely ...

I have duplicated an existing funnel and the only way traffic can get into that is from 
that ad on Facebook because the amount of money that I'm spending on it, I needed it 
to be quarantined so that I was able to track every conversion point along the way and 
there was no way other traffic was getting into it. Another way you can do this, is if your 
shopping cart allows you to create unique order form. Again, you can create a sales 
page and create a new order form that is specific to your Facebook ads so you can track 
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where your orders may be coming from. This last one, if you run your own affiliate 
program, I recommend that you do this. If you do any advertising. And that is set 
yourself up as an affiliate in your own program and use your affiliate link for any paid 
ads, that means then that new lead is cookied to your affiliate ID and you've already 
paid for them one time to get into your list with an ad.

There's no use in risking losing them to another ... potentially another affiliate or it also 
allows you to use your own affiliate tracking software to track your results. So if you've 
already got this in your business, an affiliate program, it's super easy to be able to set 
this up. So some decisions that we have to make when we are looking at whether an 
ad's working or not is, is the campaign going to be salvageable? Is it worth optimizing 
the ad or do we need to start all over? And is the campaign performing well enough that 
you want to try scaling? So before we make any of these decisions though, we have to 
be really patient. You cannot touch your campaign for three to five days. And this is 
whether it's retargeting ad, whether it's a cold traffic ad, every change that you make on 
Facebook needs three to five days to go into effect. And it's not that it's not going to go 
to an effect. It's that it needs Facebook's algorithm needs to go into effect, to figure out 
the change that you made.

So I've got an ad that's running right now and I want to make a headline change, then I 
make the headline change and I got to wait three days to make a decision. If you don't, 
then you're just confusing your algorithm and you're going to start getting really wonky 
numbers and they're numbers that you're not going to be able to make really good 
decisions on. The biggest mistakes that I see from my clients is that they throw their 
hands up in the air and they say their campaign isn't working because they're looking at 
the campaign as a whole. They're not looking at what the individual conversion points 
are or where there might be friction in the ad or where there might be a bottleneck to 
the conversion. And so, nine times out of 10 you can look at an ad and you can figure 
out what the one problem is, not that the whole ad isn't working. You have one thing 
that is a friction for the potential customer or for a potential prospect and they just can't 
move past it.

So we have to figure out how to get rid of that bottleneck, so that the ad can perform 
the way you want it to perform. So let's see here. So let's jump back and let's actually 
just go look at these ads live and we'll come back to these last couple of slides here after 
we do, that'll probably make a little bit more sense to those last slides. So what do we 
wanted to do? I actually wanted to use this ad that I'm running live and wanted to talk 
to you about what my expectations were when we were going into this ad, to create this 
ad and what the results are and how we can potentially fix it. So sorry, I exited out of 
that. Let's get to it. So we had talked about my success metrics for this particular ad 
were that I wanted my return on ad spend to be a one. And that meant that I was 
making what I was spending.

So I have spent $1,410 on this ad and I've had 17 website purchases. And so I actually 
have got this ... The only way that they can buy for this is to buy the $197 product. So 
we have 17 times, the 197 which is 2,300 and ... Is that right? No, it is $3,349. So I've 
made $3,349, and I've spent 1,410 so I met my return on ad spend objective. So we 
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check that off. I don't have to look at this from a success metric standpoint and make 
that decision. Now my cost per lead, I said that I wanted my cost per lead to be $3 or 
less. The cost per lead here is $3 and 7 cents. So I'm a little bit over. So this is the metric 
that I can look at for us to figure out how to improve on. Now my secondary metrics 
were ... I'm trying to remember, I don't have that screen in front of me. I'm thinking 
here.

Well, I'll pull that screen up here in just a second. So what we can do to be able to figure 
out how to optimize this and figure out what's working and what's not working in this 
ad, is we've got this little section right here called The Breakdown. Now the first place 
that I go to when I want to see how an ad is doing in a segment is I go to Breakdown. I 
go to Buy Delivery. And the first thing I look at is Platform. Because remember when we 
set up our ads, we chose what platforms that we wanted it to be on. We wanted, for 
this particular ad, we chose Facebook and we chose the audience network. So right now 
we're not spending very much. Facebook isn't spending very much on the audience 
network because we're not getting any results from the audience network. We've made 
no sales. So we spent $23 out of our $1,410 total ad spent, because Facebook has 
realized that this is not a good place for us. So they are not really sending traffic here.

So that's the first place where we can look. The other thing we can look at is ... I like this 
one, this actual placement because then it's going to tell us what the actual ad 
placement looks like. So I think that this is one of the best reports that you can look at 
for making decisions. And so we've got the audience network, we have two different 
audience networks, desktop and mobile. And then we have the Facebook newsfeed 
desktop, we've got Facebook newsfeed mobile, we've got Facebook newsfeed mobile 
web, instant article, and right column desktop. So this column right here is my objective 
results. So this is how many people have completed the registration. Which is how I set 
the ad up. I'm Looking for people to opt in. So we can tell right now, "Look at how much 
of our traffic is coming from Facebook newsfeed mobile app." Of our 460 people who 
have registered 335 of them have come from the mobile app.

So that tells me that a, we need to make sure that all of our images, everything is mobile 
friendly. And I would probably break this out and create a mobile only ad. But our costs, 
our results are a little bit high, $3 and 24 cents. So that is actually ... That's higher than 
what I wanted my objective to be, which was less than $3. So we can see here that the 
instant article mobile app, we've got 25 opt-ins and my cost per opt in, that was really 
low, it's a dollar 72, but are we getting any sales? No, we're not getting any sales. So I 
would probably back off of this one. So this is the first place I look at when I'm looking 
for conversions. And so when you ask the question about, "Well how long do you let an 
ad run before you make changes to it?"

I don't make any changes until I look at this data because this is going to tell you what 
the next move should be and there's no reason to guess, because everything you need 
to know is here. You just have to know where to look for it. So the breakdown column 
here is going to be your friend. So the first place I look as Placements. Now, the second 
place that I look is Gender.
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Gail: Jane on that last screen, when you look at the mobile on the clicks to sales, it was 28 
clicks I think yielded five sales from the mobile newsfeed, and it was 630 from the 
desktop was eight sales. So that tells you all information about what's really working 
from a conversion perspective.

Jane: I'll get back there really quick. Okay, here we are.

Gail: So 685 was 10, 28 was five.

Jane: So mobile web. So this means that people are using their mobile phone, but they're 
hitting Facebook on their mobile by using their browser, not by using Facebook app on 
their phone. And so you're right, that's a huge number because we've only spent $62 on 
this segment of the market and five sales is $1000.

Gail: $1000.

Jane: Yeah. So this is what I'm saying about before you make these decisions. About turning 
things off or making changes is being able to dive into the numbers. So let's jump over 
here to the gender though too, because the gender was very telling. All right, so go 
away. All right, so female, male. So definitely our male audience is more attracted to 
this ad. We can see that. But look at this. This is a hard decision to make right here, 
because we've gotten seven sales from the female audience but we've only had to get 
250 clicks to get them. For the male audience, we've gotten 10 sales off of 617 clicks. So 
again, we have to make some decisions here. The cost on these, I would probably 
looking at this data so far, and we have one more that I want to show you, because that 
was going to be really telling.

I would probably not make any decisions based on the gender report here. I would 
probably use the placement report that we just looked at and I would probably use the 
next report that we're going to look at. Which you guys are going to be really shocked 
by. I think because I was shocked by it.

Gail: Even on that one, when you look at that one, at a $956 spend with 10 sales, that's 100% 
return because it's 2000 bucks, right? Is what you made. So, but the thing that you don't 
really know is how many of those people on mobile newsfeed were coming from which 
gender? Right?

Jane: I think we can figure that out because what we're going to look at here, can we do that? 
Nope, we can't. You're right.

Gail: So the risk is what I'm saying. You'd really have to test that event.

Jane: Right. But this one is the one that I thought was so shocking. This is actually going to be 
the ... This information we're going to look at right now is going to be the number one 
thing I make my decision on. And then we're going to look at the placement next. So 
look at my age ranges here. So we can see Facebook's breaking it out. Look at where our 
purchases are coming. 12 of the 17 purchases, which is 70% of the sales that we have 
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made on this ad, have come from the 55 to 64 demographic. So the cost, my actual cost 
per acquisition in this demographic right here, is only $34 and 25 cents. When my 
overall acquisition cost was $82 to get, when I just looked the ad itself, was $82 and so 
what I can see immediately is that I need to turn off the 25 to 34. The other thing 
though that I would look at, is I would go ahead and pull my age and gender report here 
and I would see if that helps me make this decision.

And so we've got our 25 to 34 male and female, we know we've not had any purchases 
from that. So one of our female purchases here is in the 35 to 44 range. So it costs me 
$95 to get this sale. We had no purchases in the 35 to 44 ... let's see, male or 
uncategorized range. We had no sales for female in the 45 to 54 range. So both of my 
sales here came from the male audience, 45 to 54. So my ads here were 254. So what's 
the math on that?$130. It costs $130.

Gail: 132 personnel. Yeah. But your CTR on that one is her weakness. Because it's 165 clicks 
to get two sales.

Jane: Now, I look at this. Here's some interesting data right here. Half of the 12 purchases that 
came in this age range, they're exactly half male to female. Six sales cost me $114 to get 
$1,200 in sales. This is still a good number too. So the decision that I would make when I 
look at this ad, and what I need to do next with it, is I would create a male version and a 
female version of the ad and I would only target the 55 to 64 range. And that's what I 
would do. And I would use the same budget and I would just break my ads up so that I 
can talk to a more female audience, and I can talk ... And that kind of language on the ad 
and then a more male dominated language on the ad. Could you agree with that?

Gail: I do. Absolutely. And let's talk about message to market match here. So this tells you a 
lot too about who these people are and what they're probably going through. Because if 
you're talking about 55 to 64 females and males, that age group is in some transition. 
They're looking for extra money because over 65 is retirement time, right? And so these 
folks are really looking to figure out how to make a little bit extra money into the 
transition years. So what I would do is that, if I'm writing that copy, is I'm writing that 
copy about transition.

Jane: Yep, exactly. And so this is why knowing how to read your numbers are so important, 
and doing this before you panic and you freak is important. Now, the other thing I want 
to talk about before we actually get out of this, and I just have a couple more slides left, 
is just the overview of the reporting on this. Because one of the things that I see so 
many times is that somebody will come to me and they'll say, "My ad's not converting. 
I'm just throwing money down the drain." And I'll look at their numbers and I'll see, for 
example, that they're getting a huge number of clicks on their ad, but they're opt in ... 
So let's just use these numbers. Let's just say they got 800 clicks on their ad, but they 
only got 20 completed registrations.

That's not the ad's fault. That is not a problem with your ad. That is a problem with your 
landing page. And so being able to look at these numbers and look at them in an 
unemotional way, so that you can actually read the data and understand what the 
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data's telling you. So that you know what the next step is. And so that's why you have to 
really pay attention to this. And when I run these ads, I look at them, I try not to be 
obsessive about it in the very beginning. I look at them every day, then I'll look at them 
every two or three days, and when my numbers are doing what I want them to do based 
on my success metrics that I've chosen. Then I start looking at them once a week and 
then I make a decision.

And so I had made a decision earlier in the week, well last week that it was time for me 
to do a little work on this ad. I needed to, even though I was getting great results with it, 
I needed to do a little more optimization and I needed to see if I could get some better 
engagement with it. So when I decided to use this ad for this training today, I decided 
that, "Okay, I'm going to pause it so we can mess around in the ad." I don't mess 
anything up, but I was messing in the ad. So we can really take a look at what my 
opportunities are for optimizing this. This is an ad that I ... all that I need to do with this 
ad is tweak it and fix it. This is not a throw it away and start from scratch ad. Now, 
believe me, I've had plenty of those and I would guess to venture for every one ad I have 
that performs like this, I have five that don't perform like this at all.

And so being able to run advertising like this, is a matter of being patient, and being 
willing to test it. Now I've some things that, the last couple of things I want to talk to you 
about is-

Gail: So, can I ask some questions about this?

Jane: Yeah.

Gail: Because if you are somebody looking at this and you're looking at all these numbers and 
you want to know, well, how do I improve? You just said, let's look at 20. Let's say you 
got 20 in the opt-ins and you want to improve that, but what if I look at these numbers 
and I see that I've got 48,000 impressions and I got 460 results on 17,352 reach. What 
does all that mean? So 17,352 reach, does that mean that it has been shown to these 
17,352 or is that the possible audience?

Jane: Nope. So this means that has been shown to 17,352 people. It means of that, the 48,000 
is the number of impressions. So that means that it's being shown about three times on 
the ad. About three times on average to that 17,000 people. Now, one of the numbers I 
did come up with is my click through rate. So the way you can come up with that, is you 
look at the number of people, the reach that your ad is getting and the number of 
people that are actually clicking on your ad. And so when I did the math on this earlier, 
it's about 5% which is not terrible for a Facebook cold traffic ad. I actually shoot for 
about 5%. I have had ads that generate sales though and generate really good leads 
with a 3% click through rate. It means that, what happens is when they click on my ad 
that the message on my landing page is resonating with them so well. And so if I were to 
try to make some changes here, let's just say that I wanted to get my click through rate 
up to 7%.
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Gail: That's the question I wanted to ask, is how do you do that, from these numbers? What 
do you focusing on?

Jane: So these numbers, to do that. Well, first off, one of it is what we just looked at, is 
making sure that I'm putting the ad in front of the people that are reacting and 
responding the most. So by narrowing this ad audience down to the age limit or the age 
range that's interacting the most, is automatically going to increase my click through 
rate and then when your click through rate increases, hope I don't have it on here, I 
don't think. Nope, it doesn't ... I have it turned off on this. You're going to see there's a 
column here on most of your ads that is a relevancy score and when your click through 
rate starts to go up, then your relevancy rate is going to start to go up as well.

And so every little piece of these ads that you can manipulate and you can make it 
better, it's going to affect everything down the line in your ad.

Gail: Including cost.

Jane: Correct. Cost is the number one. If I were to start getting an incredible number of 
engagements in this, because I've narrowed that audience down a little bit further, my 
ad cost is going to just be rock bottom.

Gail: Okay. That's what I wanted to point out, so thank you.

Jane: Let's see. So we'll just finish this up here. So let's just say, we just talked about, if you've 
got an ad that's doing really well, how do you scale it? And so there's two ways you can 
do it. And that is to create a brand new ad or to scale an existing ad. So if you want to 
scale an existing ad, you want to only add between 30 and 50% of your daily budget 
over a three to five day period until you reach your goal amount. So for example, let's 
say that I'm running my ad at $20 a day right now, and I want to get to $100 a day. If I 
want to use the existing ad, then I only need to increase my ads spent by 30 to 50% 
every three to five days until I get to $100.

Now, if I want to go big and I just want to go with $100, then I would duplicate the ad 
and I would be prepared for a little bit of pain for the first three, six days probably. Gail, 
I think I remember telling you when I created this ad and what our ad spend was, our 
cost per lead was like $9.

Gail: Yeah, and we talked about that. We said, we're going to have to hit it at $100 a day and 
we're going to know that it's going to be really expensive for a week. Facebook settles in 
and starts driving your costs down because the algorithm starts finding the right people 
and all those numbers start coming together.

Jane: Yep. Gail, you've got a good question here and I actually want to address it before I 
move on. You said, how do you know what good numbers are? You say 5% click through 
rate is good. How do you know that? I just know that from the different Facebook 
mastermind groups that I'm in, and the agencies. What, I've worked with a couple of 
agencies before. I'm friends with a couple people that work in agencies as well. And so I 
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just try to go out there and get as much information as I can, so I can pass that 
information along to you guys, but also so that I can use it to run my own stuff. And so 
just that's a number that has been thrown around by those agencies and the metrics 
that they look for.

So your other question was, "Do you use funnelytics to try to analyze where your funnel 
is the weak link?" I don't use funnelytics for this, for my Spacebook ads. I can actually 
get everything I need, from the numbers that are on the screen that I just showed you. I 
actually don't need to look much deeper than that. Than what's here on Facebook 
because of the way that I've structured these ads. And like I said, they're quarantined. 
So there's no way the traffic can get into them from outside of a Facebook ad. So I don't 
have to use another third party tool to do those analytics.
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