Alisa Conner:

00:03

I'd like to welcome to the show, Amanda Bond. Thank you so
much for being here. And please tell my audience a little bit
about you and what's going on in your business today.

Amanda Bond:

00:41

Oh my gosh. Well thank you so much for having me. I'm so
excited to Chit chat with everyone. I spend so much time in the
digital world in my business that I get to get back to my roots
today because I actually started my business as a social media
manager working with a lot of local businesses, helping them to
bring foot traffic in to their shops, their stores, their practices,
and now I help people use facebook ads to do that and really
amplify the results that they're getting locally.

Alisa Conner:

01:14

Awesome. Well, and I know I talked to you a little bit on, um,
Facebook ironically and uh, we have some mutual friends in
common and so that's how I found you. But what I really love
about Amanda's business that she didn't touch on is that she is
really a resource for people who are wanting to get going with
facebook ads. She's got some great resources on our website
that I'll ask her to talk about in just a few minutes. But my first
question for you, Amanda, as you know, I'm, I have listeners
that are brand new to facebook ads and they don't have any
idea where to start. Can you walk through the different types of
audiences that they need to take a look at to get some traction?

Amanda Bond:

01:53

Absolutely. So actually before I dive into audiences, I always like
to start asking people if they're even ready to run facebook ads
in the first place because one of the things that happens is in
our industry of digital marketing people, facebook ads as the
end all and be all, it's the magic bullet formula to get more
traffic, to get more eyeballs, to get more attention. And so I
really like to encourage business owners to slow down before
they start trying to speed up because the, the challenge, I guess
maybe the beauty also of facebook ads is they amplify what not
working in our sales process. So before you ever give that
facebook ATM any money, we got to sit down and think about
what am I actually trying to accomplish or my business with
add. And you know, the easy answer. You're going to hear this a
lot. I want more business, I want more clients, I need more
patients. Right? Sounds like the simple answer, but I want
people to say and get clear. What does that mean? How have
we got new people into our practice before? What did we do to
attract them? What was the offer? What was the thing that we
recommended that they do or how do we position the
consultations in the first place to get those new people in the
door? Because like I said, facebook advertising, most people just
want to hit the go button and cross their fingers and hope for
results. When you play that game, results are not going to

happen, so step one, zoom out and say, what am I trying to
achieve here with facebook ads in the first place? If you know
that you placed, oh my gosh, you place a a newspaper ad prior
and it had a really great new clients offer and that gut knew
people in the door. Ding, Ding, Ding. That's an idea of, okay, we
can now take that to a different medium. We can take that over
to facebook and pay to get in front of new eyeballs locally.
Right? Once you have that initial offer figured out, once you
figure out how you're going to essentially hook people, get
them excited about what you do and the the features and the
benefits that your work can have in the transformation that
they're essentially looking to achieve in their life, they're going
to be more likely to take action once they see a facebook ad
from you.
Alisa Conner:

04:34

So thank you for doing a commercial for my business. I know
you didn't intend to do that, but that's exactly I 100 percent
agree. You've got to figure out who you're talking to, what they
need, how you're different. That's all your brand work. That's
what I help you x. So that being said, I also would love for you to
give the audience some ideas on ways that they may not be
thinking of using facebook ads, for example, for example, to
grow their email subscriber list or to get some traction in the
market. Just some notice. So can you talk a little bit about that
as well?

Amanda Bond:

05:06

Absolutely. So when we do facebook advertising, and I'm going
to use an example of a an orthodontist that we work with, so
nor orthodontists, the goal is to get more people to put braces
in their mouth, maybe simplifying it a little bit, but essentially
that is the end goal. Well, when it comes to facebook ads, we
already know they know how to attract new people into the
practice they haven't offered. That's worked in other mediums.
Now it's time to start thinking of facebook ads. So we break it
down into three really simple phases. Phase one is called
connect and this is why we're targeting this was targeting
people in your geographic region and you're targeting pretty
much any person of age to make a financial buying decision
around orthodontic work. In this case, so we're connecting with
audiences. We are growing our know, like and trust factor in the
community. We're getting more eyeballs and awareness on our
brands so that people say, oh, I know that nate. Right? It's that.
What's the staff that they have in advertising. It takes seven
times to really start to have people pay attention to your
marketing. So in phase one in connect, we encourage people to
run video ads or ads. We're, we're not selling anything yet, but
were simply engaging with our audience and building up a pool
of people that we can do something called retargeting and

retargeting is just reminder marketing, getting back in front of
the people that we have already interacted with online. And so
that leads us into phase two. So once you're connecting with
people, once you're growing your audiences, your awareness
within the community, then we move into phase two which is
commit and that's all about asking for unlike grow commitment.
So maybe we're not asking them to come into the practice yet.
Maybe we're not asking them to give us money. However we
are saying, hey, if you'd like a little bit more information, if
you'd like a teeth cleaning checklist for your child, why don't
you give me your email address, make this micro commitment
here. And in exchange I'm going to give you this free
downloadable, which then we can move our advertising, email
marketing and facebook ads. We've got different panels. We
can now communicate with people through. So in phase two,
which we call commit, it's all about building that email list called
lead generation. Once you have a larger audience who is putting
their hand up and self identify and say, this is something that I
am interested in, I am fascinated in. Then that's when the sales
process start and like I said before, you already have to know
what your sales process is going to look like before starting with
facebook ads, but when you do facebook ads, the third phase
here, which we call close, that is all about generating revenue.
It's about getting new butts in seats. It's about getting people in
the door and making those sales transaction. So in phase three
we're making offers, we're following up with people that came
in for an initial consultations but haven't booked the rest of the
procedures that they have a prescribed to them along the way.
So three phases. Stack one on top of the other is what is going
to help you have advertising success, especially in a local
market. Now, just one quick word of caution here because it
sounds like there's a lot to do here. It sounds like, oh my gosh, I
thought I only had to run one facebook ad. Now you're telling
me there's phases and different things you can do within the
phases. My friend Greg from system, we always says it this way.
Start simple and get Ninja later. So if you are starting with
facebook ads, the first thing that we want to start with is that
close me. We want to make sure that the people who already
are in our online communities who follow our facebook page or
maybe our instagram account who are already in our database
for email it, we want to make sure those people are transacting
with business and the ads that we serve up to those that
already know, like and trust us are working first, right? Because
if not, if we just start trying to build and grow new audiences
and if it's not already working with people that know, like and
trust us, there's a very high likelihood that everything that you
do after that will fall flat. So we need to figure out what offer is
going to get people transacting with the business. Once you

know that magic formula, then it just becomes a case of
amplifying some content to get in front of new eyeballs.
Alisa Conner:

10:25

Awesome. Now you mentioned doing a video ad versus a image
ad. Can you talk a little bit about why and how that impacts
your results and that sort of thing?

Amanda Bond:

10:39

Absolutely, so facebook right now is actually highly favoring
video as an advertising medium, so it costs less to advertise
when you use video, you can get in front of more eyeballs for
less than. As a business owner. That's just a great business
decision when it costs us less to do our advertising and it can be
very dynamic. Now I'm not saying go out and have a highly
produced, hire a video crew, bring in a videographer, get lights,
camera, action editors, all of that. It doesn't have to be an
overly produced video. Some of the cool things that we're
seeing online these days are hospitals doing facebook lives from
the operating room. Have you seen them? That's insane.
Absolutely insane. There's so. There's a little warning that just
says graphic content obviously, but they are live streaming
procedures because people are curious about what goes into
the work that others are doing, so you could do live streaming,
you could interview some of your existing patients. You could
bring people on a video tour just using your iPhone around the
office. You could introduce them to some of your staff. Heck,
you don't even want to be on camera. One of the things that I
recommend is just putting together a few simple slides and then
recording your expressing what's on the slides, right? Like
there's so many different apps and tools out there that can help
you create video for less. The reason as marketers that we use
video is because it's so dynamic because facebook prefers it as a
medium, so it is more cost effective and people really engage
with it. People remember video more than they remember a
static image at the end of the day. Right now, do you have a
recommendation like if somebody have a tool that you use, that
you love, that you would share with the audience so that they
have somewhere to go? If they want to start on this? I use the
most basic tool called Camtasia as my video editing software. It
allows me to record my desktop, so if I just wanted to show
what was on my computer screen, maybe I'm showing
somebody how to book using our online link. You could just do
a simple walk through of how to do that or navigating your
website vision, the screen, so it just allows you to record the
screen and then make simple little shops and edit. I am not a
video editor, but I can throw a video together quite quickly now
by not getting too complicated with the tools. However there
are. I know some people using iphone apps to edit video. I don't
have any specific recommendations, but maybe google some

iphone video editing apps. They're free. They have really great
results. You can put some text overlays, you know, maybe
maybe have an assistant at the office working on something like
that and it's very simple, don't over complicate.
Alisa Conner:

13:56

And one that I use is Adobe Spark and it's really easy and it's.
Yeah, so I would recommend that one if you have an iphone or
you want to just invest a little bit, you can invest in that, um, to
be cognizant of your time. I want to touch on two other areas
and one is I like to get back to audiences and how to determine,
you know, once you are moving past the. Well first let's talk
about targeting the people that are already like our pages and
what that kind of looks like on the background and on the back
end. And then how do we move from beyond that?

Amanda Bond:

14:29

Okay. So the beauty is we're dealing with smaller geographic
regions way. You have an online business. When you're selling
something internationally, like a digital course or an ecommerce
product, liquid becomes your audience is so broad that
penetrating that market is way too expensive. Our benefit or
our opportunity here is that dealing with smaller geographic
regions means that we can get in front of people over and over
and over again for less. So when it comes to anyone dealing
with local ad, I recommend not thinking too much about your
targeting when it comes to laying those initial connect ads,
getting that brand awareness out there. Just like if you placed
an ad in a hockey arena or on the side of a bus, for example, you
wouldn't say don't roll through the bad parts of town, right?
You'd be like, whatever. What are the black line that is on?
That's where my advertisements going to go, so when it comes
to bringing people into practice on facebook, we treated the
same way because you only have x amount of people to get in
front of over and over again. Once people have interacted with
your ads after that connect phase, so they've launched a little
snippet of your video, at least three seconds of it. They have
engaged with your facebook page, so whether they've liked
something commented on something shared, clicked, messaged
your page, or watched a video or engaged over on your
instagram business profile, we can then tell facebook, hey,
Facebook, all of those people that are putting their hands up,
they're engaging. They're watching our videos, let advertise to
them deeper. Right, so this is where the commit and the close
ads lead generation ads where we're collecting email addresses
and we're getting people the offers to turn them into patients.
That is where we want to go deeper with people that are
putting their hands up and baseball calls. Those custom
audiences and the other two that I didn't mention where
anyone who clicks over to your website when you have your

facebook pixel installed on your website, and if you don't know
how to install a facebook pixel, you can go to. I'm a blog post on
how to set it up. The ad started just.com forward slash facebook
pixel and so you just put the simple little piece of code on your
website which then fires information back to facebook and say,
Hey, all these people are visiting you hate all these people are
seeing you on Google, they're searching you, they're finding
you, and now we can put ads back in front of those people. The
last audience is also your email list. So anyone who's emailed
that you're collecting from past patient to a people that are
update into our emails that we can take that audience and say
to facebook, Hey, let's put ads in front of them as well.
Alisa Conner:

17:50

Awesome. And so, um, when you're doing that, you, we
discussed retargeting and so would you talk a little bit about
how that's different than going after the people that are already
interacting with you? Like, because that's a different type of
interaction. So can we talk a little bit about that?

Amanda Bond:

18:10

So very similar retargeting is normally referred to as people who
are already in the sales process, who have expressed an intent
to purchase your product services or offering. So let's say you
had a page with a descale on an initial consultation and people
could purchase that online and then come into practice and
redeem it. Let's say you had a hundred people that visited that
page, but only eight people signed up. Retargeting is essentially
just saying facebook, anyone who's landing on that sign up page
but doesn't transact with us, let's put an ad in front of them to
remind them to come back and finish their checkout. So that's
usually how retargeting is referred to. The beauty though is
when we talk about engaging and remarketing to our custom
audiences, those audiences of people that have already
engaged with the brand, video views, engagement, website
traffic, and your email list essentially that is still retargeting
because you've interacted with them previously, might not have
been in the selling process. You might be in the relationship
building process, but you are still getting in front of people over
and over again. Whenever we look at facebook ads, instead of
just having one ad, crossing your fingers and hope that like
hoping that it works, you want to be getting in front of people
continuously. It's really that top of mind awareness that drives
people to make a purchase when the time's right for them, so
that's why it's important to just target your general geographic
area. Of course, with some maybe age filters on there,
depending on who your ideal patients are. Not really worried
too much about interest targeting because you have this
beautiful local demographics, so it's already going to cost you
less to get in front of the right person and then stay relevant

with them, dent in front of them, share videos of the end result
that people that you've worked with, shared videos of your staff
have the way that you do things of what makes you different
and then constantly be making offers along the. There is this
sub segment of people that go to one extreme or the other so
they they only sell. They only give offers or they only do the
fluffy light audience building stuff, so really have the good mix.
Think about those three phases. How am I going to connect
with my audience? How am I going to ask them to make a micro
commitment and then how are we going to close them into new
patients?
Alisa Conner:

21:15

I love that and that's. Yeah, it's very much like building a
relationship in real life. You're just doing it through advertising.

Amanda Bond:

21:21

Absolutely.

Alisa Conner:

21:22

So I want to back up for a minute because people may not be
familiar with the Pixel and I know you have a blog post, but it is
a piece of code I want to ask. Do you have to put that on every
single page of your website? Do you have to put it in one certain
place? Can you just tell us kind of the general steps of what to
do with that pixel so that we can get facebook the information
that it needs?

Amanda Bond:

21:45

Absolutely. So to preface, I am not a developer myself. I hate
method with the code, so we are probably all on the same page
when it comes to the Pixel. In the blog post that I recommend,
there are three I believe, simple plug in that I recommend. If
you're running your website on wordpress, that is just a simple
thing that you install on your wordpress site. It essentially fed
paste your facebook pixel here. You do so you click save and
then it's spread across your entire site and you don't have to get
technical witnesses, so keep it as simple as possible. Don't mess
with the code itself if you don't have to use tools to help you
make things easier, but even if you're not going to start
facebook advertising this year or even just yet, still place your
pixel today. The reason that I want you to place your pixel today
is that facebook's gonna allow you to advertise to people who
visited your site within the last year. So if you place it today and
you place an ad 364 days from now, you'll be able to target
every single person that hit your site since you've placed the
pixel on there in the first place. So regardless of the advertising
yet or not, get in there, get that pixel place because it's going to
give you a great pool of people that are highly likely to take
action in the future.

Alisa Conner:

23:24

That is great advice. Thank you for reiterating that. Um, and I, I
don't think people are aware of that. Okay. So a couple more
questions for you since I have you, um, as our guru, um, there
are multiple places you can advertise now with facebook and
you've got facebook stories, got facebook news feed, you've got
facebook Sidebar, you've got instagram and instagram stories.
So can you talk a little bit about, you know, the differences
between all of those and how to get the best traction, that sort
of thing because I, you know, there's many, many statistics out
there as far as this one's working better now and this one's
working better today. And so I'm just curious what your
perspective is of where to place our ads and how do we
determine that and make sure that they're being seen in that
we're driving traffic there.

Amanda Bond:

24:18

There's so many school schools of thought on this one. When I
speak to my facebook rep, facebook is going to tell you shoes,
all placement, believe it clicked, leave them all, selected it. They
do have a good reason for saying that in their view, what's
happening is they look at it from an available inventory
perspective. Hey, what ad inventory do we have available? We
probably have extra inventory on our third party networks, so
different websites that allow facebook to place ads on their
website will have higher available inventory. Then the coveted
facebook newsfeed, so of course they're going to say keep it on
all placements because it'll be. I'm doing air quotes right now
cheaper in the long run. What I recommend it to our members,
our clients, is to really dial in on one platform that works for
you, so whether your business or brand is stronger on instagram
or stronger on facebook, double down on the one thing and
focus on that platform. I know that there are a lot of practices
out there having fun with things like instagram stories, but then
there's other people who the thought of creating 15 seconds
snippets of content that are only seen for 24 hours seems so
exhausting. I might be one of those people in that camp, so
when it comes to your placement, don't worry about what
other people are doing. Worry about what feels good for your
brand, where you can create the strongest content, which
platform you prefer, and then stay consistent. Don't just choose
this placement, that time, and then the placement over here
the next time to try and experiment, go into everything on
purpose. If you say, Hey, most of our people come and interact
with our facebook page, you're going to be advertising primarily
in the facebook news feed. You might experiment with the right
hand column ads, so those smaller ads that you see when
you're on desktop and for the heck of it, you might try a
facebook stories add, but if facebook is your strong suit, stay
there so that you can start to build momentum on your page as

well. Because once people start interacting with your ads are
liking, commenting, sharing, hey, they might come back and like
your page, which then they're going to see your content in the
future.
Alisa Conner:

27:13

Awesome. And yeah, we could go on and on about all the places
that you can advertise with facebook because they're
everywhere aware. But I did want to touch on, I think my
audience will be interested in, in your perspective of
investment. I mean facebook ads costs are going up. They used
to be the cheapest thing in the market, but I still think that it's
one of the most reasonable ways to get the word out there
about your business. Is that the case? And do you see it
continuing that way? You know, in the next 18 to 24 months.

Amanda Bond:

27:45

I have all the thoughts on this and we are. We're actually
producing a piece of content right now about the rise of
facebook advertising costs and certain marketers will be priced
out of the market in the near future. So let me tell you how you
can not be one of those businesses that are priced out of
facebook advertising. The first thing is going back to what we
first said on this episode is know your offer. Know how you turn
attention into revenue in general. If you don't understand that,
again, facebook ads are going to only amplify what's broken, so
it's important to start with the foundation. Figure out, okay,
from a digital marketing standpoint, this is the pathway, this is
the customer journey that we have to put people through and
then look at your numbers. I'm a spreadsheet nerd so that
sounds fun to me, but if it doesn't sound fun to you, things that
you might want to ask yourself is how many people come in for
an initial consultation and then and up create a treatment plan
with us or go onto whatever the next phase of the consultation
to to therapy or whatever it might be. Figure out how like the
conversion rate. So okay, I have six people book initial
consultations and four of those people and going on to continue
treatment. Perfect. So your going to take the revenue that
comes from those patients over a longer time period, right? Like
over the lifetime value of those people. In your practice, you're
going to add up how much that's worth to your practice. You're
going to out how much after paying your staff and all of your
expenses you had the made from those people and you're
essentially just going to figure out your earnings per
consultation books. If you understand what you're earning in
the long run for somebody walking in your door for a
consultation and let's say, let's say we'll use the orthodontist in
his case, his earnings per consultation with about $4,500. You
know that. Then it's easier to plan to spend 200, 300, $400 to
book a consultation and maybe be in the red when they first

come in and know that you're going to make some money with
them becoming long term patients and so it's important to think
of those numbers and don't just think of facebook like this
magic pill that you just drop a few bucks in and then you turn it
into a quadrillion air. That is not the way it works. So nailed the
sales process. Then understand your numbers and then three is
very thoughtful and strategic with your three phases. Connect,
commit close. Once you have those things, you have such a
higher likelihood for success and when facebook ad costs are
rising, you're like, it's okay because my earnings per
consultation can support these rising ad costs and you're right,
it's so much cheaper than pleasing, placing newspaper ads and
having no idea how many freaking people is actually bringing in
to the office or, or doing mail liens. Two different zip codes or
postal codes and spending thousands on print, right? Just in
that. I used to actually sell a print door to door to different
professionals and uh, just the cost of printing even male lead
and there was no tracking, no attribute into know what even
worked, what, like save those dollars and redirect them slowly.
Once you know, those three things that we chatted about,
Alisa Conner:

31:55

I'd like to add in one other thing to look at is the lifetime value
of that customer. Because like with the orthodontist example,
you may have two or three kids in that family that come in and
become patients because of those initial ads. So it could actually
be $13,000 that you, you know, if it's worth spending a
thousand dollars if you're making $13,000 because they've got
three kids to put through braces. So I love that and I love that
you really touched on the strategy behind it and not just don't
just wing it. Customers are way too smart and so we have to be
smarter. Um, so I so appreciate your information, but I, before I
let you go, before I give you back to give your back, give your
day back to you. Please tell my audience where they can find
you and where they can find out more about what you do and
some ways that they can engage with you.

Amanda Bond:

32:48

Well, I always love hanging out with people on my facebook
page. I like to model different ways that you can do business on
facebook without appearing spammy, without being so business
first. So come hang out@facebook.com/theadstrategist and you
can come on over to our blog where I have some great blog
posts and tutorials on getting started with those three phases.
At theadstrategist.com.

Alisa Conner:

33:20

Awesome, and I will put those links in the show notes as well as
the two tools that we mentioned to get your video started and I
just really want to say thank you so much for being here today.

It was such a pleasure in what information, what value of algae
dropped for us, so thank you so, so much.
Amanda Bond:

33:35

Thank you so much for having me on the show.

