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PROVEN AUDIENCE FORMULA 
LIVE WORKSHOP 

 

Session 7:  

POWER OF RETARGETING 

& CUSTOM AUDIENCES 

 
00:01 Brett Bartlett: What is up, everybody at home? Just making sure you guys can hear me. 

Okay. We were having a lot of fun in our brainstorming sessions, so everybody, you're gonna see 

people sprinting into here. Go ahead and type in the comments. If you can hear me, see me good, 

give me a thumbs up from our team over here. This is actually gonna be... I haven't gotten to spend 

a lot of time with you guys either on this. I've been mentioning it here and there, which is the 

retargeting. Robert, can I get a water? I totally sound like a diva from stage asking for that. I 

apologize. So, what I wanna talk about is... Okay. Facebook, in my opinion, has built what I 

consider to be the ultimate funnel, okay? Thanks, man, so nice and refreshing, it's ice cold. They've 

built the ultimate funnel and what that means is that you no longer have to blow up someone's inbox 

to get their attention. So I was even learning this in the process of PAF. 

 
01:14 BB: This is really, this is probably the most recent update to our PAF strategy, which is you 

do not... A Messenger or a Messenger optin list is great but think about it almost as the last resort 

on when you're going to blow up someone's inbox. Okay, and that might seems weird 'cause I'm all 

about building the audience, but we used to live in a day and age where it was like, hey, get an 

email optin list, right? And then send them emails to hope to get some level of an open rate and a 

conversion rate. What I'm telling you right now is Facebook has built this amazing machine where 

you do not have to just focus on what is my message gonna be to the person. I still like sending 

them messages but there's a big, there's a lot of opportunity in between they came onto your 

Messenger list and you're gonna send them a message. Okay, so I'm gonna talk about that. 

 
02:12 BB: Before it used to be, you got their email, the only other way to stay in communication 

with them is to send them an email. There's a lot now, a lot that happens in between and this is the 

power of Facebook retargeting. This is probably one of the most recent breakthroughs that we've 

had on the Dynasty side. I'm actually gonna pull up, I was in the process of doing this. Let me just 

show you guys something real quick here. This is the launch of our birthday model. Actually, Brett, 

I wanna show this in here. I'm gonna play this video real quick, just to kinda showcase to 

everybody. 

 

[noise] 
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03:16 BB: Alright, that is the video we're using. We've built about a 3000person waiting list for 

our birthday party rental list from that video. Not that amazing, the video itself, highly effective. 

But it's effective because this is retargeting everybody who has engaged with our Dynasty videos 

over time, or has engaged with Dynasty in some capacity over time. You can keep a conversation 

going with potential audience members or already audience members without... People are so 

sensitive now. We actually saw this over our Black Friday to the end of Christmas sales for 

Dynasty. People don't like their inbox being blown up. They just don't. Even if they love you, they 

really don't like it. It's a very fine line and what I realized was it's almost better to really save those 

silver bullets of sending a message unless they said like, "Yeah, send me the giveaways, update me 

every time you go live," if they've optedin to that, that's fine, but for stuff like this, we actually 

don't want to send this to our 100,000person message list to their inbox. What we wanna do is we 

wanna retarget them. So think about it, think about it as, this is the way to have a conversation with 

people without potentially irritating them. That's how you wanna think about retargeting. And each 

one of you guys can use this in your business. 

 
05:00 BB: Alright, so the reason I showed you this exact one of using the spiders again, you notice 

it's spiders crawling on the ground. Well, why did I use spiders crawling on the ground? I know that 

the spiders work. That's what people, has caught their attention previously, but if you kind of 

imagine this storyline. We, as Dynasty Toys, go, "Hey, we wanna start a birthday party rental 

business, where people rent our Laser Tags for their birthday parties." Okay, how do we... Or first 

off, who are the best people to tell about our new program? Well, who do you guys think the best 

people are? 

 
05:46 S?: The audience. 

 
05:47 BB: Our audience, people who love Dynasty, or in some way are familiar with our product. 

Okay. If those are the people we wanna go to, in the old days what everybody would do is say, 

"Alright, well, send them an email." Or basically blow up their inbox. What I am saying is, yeah, at 

some time you can do that. But there's a big in between. What we wanna do is we wanna retarget 

everybody. And when I show you how many people have interacted with Dynasty, it's gonna be 

somewhat jaw dropping. There's a lot of people for us to retarget. I am actually more fond of 

retargeting than I am of blowing up someone's inbox. 

 
06:38 BB: Let me show why, I'm gonna build my argument here. When you send, let's assume 

you're gonna send something to someone's Messenger inbox. What's gonna happen? They're gonna 

get a notification up on their Messenger icon right, probably on their phone, maybe their phone 

buzzes. They gonna open it up and what's it gonna say? "Hey Dynasty Toys is launching their 

birthday party rental business. Do you wanna do this?" First off, that might bug you 'cause maybe 

your kid's birthday is not for eight months, that's not relevant yet. The second thing, even if it is 

relevant, you might go, "Oh, that's cool, good for you, Dynasty Toys." Maybe you book a 

reservation, maybe I get a conversion, but what it... I'll tell you what's most likely not gonna 

happen. They most likely are not going to share that message. Meaning, what is the whole point of 

PAF? The whole point of PAF is to create shareable content. 

 
07:35 BB: Well, it is much easier to get shares with a already warm audience 'cause most of what 

we've talked about is a cold audience. When you use the power of retargeting, again I love sending 

stuff to people's inboxes, don't get me wrong. I'm not saying it's a bad thing. I'm saying there's a lot 
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of options before you do that now. So what I wanted to do and I have the data to support this, check 

this out. This ran and I'll show how I got to it, okay. You can see right here, we have 1,334 shares, 

let me zoom in. 1,334 shares on this with 421 comments. That's because we sent it to or we 

retargeted some of our more engaged audience members. Think about it as a highly likely to 

succeed ad. Not because the ad's awesome, we threw this ad together in 10 minutes. But we re 

targeted our group that we new already had context for who we are, and we wanted them to share it 

with people who have birthdays coming up. So we knew, in a message format that wouldn't make a 

lot of sense. So retargeting is very powerful when done correctly. And I'm using my case study not 

to say, "Hey go and copy exactly what we're doing", I'm using my case study to kinda give you a 

showcase, this is, retargeting really only works after you've done what we've talked about 

previously. 

 
09:13 BB: So if you don't do what we talked about earlier in the conference, you won't be able to 

really see any effectiveness from this. Retargeting only works like this. Let me show you, this was 

like, this is where my mind just kinda went upside down when I realized... And guys, this is semi 

recent, this is like even in the midst of Christmas, I was like, "Crap, I should have done this 

differently." I should have had more Ads like this running throughout Christmas, where people 

could have shared it instead of sending them a Black Friday, only a Black Friday, like, "Hey, our 

sale's live." I wish I would have ran stuff more like this. Alright, let me show you why. Or actually, 

let me just show you how to get there real quick. Mine's gonna look a little bit different, because I 

have a different set up for my brands manager or my Ads manager. But I all I did is I go into this 

top drop down. Some of you will have have it here under audiences, the other of you you're gonna 

go to all tools, you go to assets and then audiences. And we talked about it... We just did this a little 

bit yesterday when we were doing you guys's. 

 
10:23 BB: Aright, so on my Dynasty message list, this is our newest one, we have 120,000 people 

on our Messenger list, which is nice, that's a good segment. I can tell you though, when you send a 

message from ManyChat to 120,000 people, you basically break ManyChat. And I'm not kidding, 

literally I watched it and it was like... And then it just stopped. It couldn't handle the weight of that, 

it threw Facebook for a loop, they didn't understand what was happening. And really I started to 

realize, unless it's a Black Friday sale, something very timely like, "Our sale's live," I don't think 

sending a message to these people made a lot of sense at this... 120,000 people is no joke, at a 90% 

open rate. So that's when I started to look more into the retargeting side. 

 
11:16 BB: Now let me show you something else that I love about retargeting. This is everybody 

who's in some way, shape, or form engaged with a Dynasty post or ad. Meaning they've liked, 

they've shown us some level of interest. 730,000 people, that's a lot of people. I have not sold 

730,000 Laser Tags sets. So what that tells me is this is an audience, instead of continually trying to 

reach out, this is an audience that I need to remind we exist. That's why I think retargeting is very 

powerful, this is a more effective Ads spend than trying to acquire a new customer. So anybody 

who's ran Facebook ads, I would highly recommend going back into your audiences and start 

buttonsmashing a little bit to figure out what audiences you already have. Okay. Because when you 

understand that Facebook's built this multilayered option for you to run your ads. Like, I know 

you're running Facebook ads, right? Have you created these audiences before? These are beautiful, 

right? I mean, I love these. Because it's less work. And for us, the way we do our videos, it really 

helps us engage with the people that we might have missed. They just kind of went on with life and 

didn't remember us. Okay? So, it's nice to remind them with that. So, I think there was one more 
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actually, let me pull it up real fast, that I wanted to show you guys on the retargeting. 

 
12:51 BB: Let's see. Don't think that I'm doing this to brag, I'm doing this to show you how much 

of an audience we already have out there. Okay, so, these are all the people who watched our 1:20 

long spider video. We have 2.7 million people who watched that spider video 50% of the time. 

Okay, that's a lot of people. And when you think about retargeting, again, I haven't sold 2.7 million 

Laser Tag sets. These are the best people to go back and remind that we exist. That's the power of 

retargeting. That's the one... I think this is one of the areas that you should spend the most time on 

in your development of ads. Especially once... I hear a lot of like, "I spent $100, I don't know if it's 

worth... " You give me two waters? Thanks, man. If you spend $1000, I don't know if it's worth 

spending more. I would almost rather you start to play around with these custom audiences, because 

I think there's a lot that you can do with it. Okay? So, I think it's... Let's kind of go through how we 

set up an ad, doing a custom retarget. Help me develop my birthday party rental business. Let's do 

that as an exercise. 

 
14:37 BB: Here's Brett, he storms into the office one day. He goes, "I got a great idea. We're gonna 

do birthday party rentals for Dynasty Toys." Which I still think is a great idea, we're actually 

launching that on Monday, if you guys want any birthday party rentals, let me know. Monday is 

launching, and so... Robert, do you have a mic ready for these guys? What I want you guys to do is 

walk me through what should be do? What would be the steps if we're gonna launch this birthday 

party rental business? What are the steps? What's the first thing we need to do? 

 
15:13 S?: Shareable content. 

 
15:14 BB: Perfect. So we gotta create shareable content. Just to kinda go back, I just want to show 

how simple the shareable content should be. Actually, hold on. Let me zoom out, let me zoom out. 

One second, I'm gonna go back to it. 

 

[noise] 

 
[background conversation] 

 
15:58 BB: Okay, perfect. There's our shareable content. I totally agree, that's the first step. You're 

getting good. Alright, next we have to kind of structure our ad, right? You guys see how simple I 

usually like to make things? Best kids' birthday party idea ever. And then we kind of outline this 

here. What we're gonna do is take out most of this now right here. Take out this part. We haven't 

gone live yet, that's why have some of that in there. "Have a Laser Tag party delivered to your door. 

Find out more here, get on the launch list here, spots are gonna fill up fast." Okay, so that's our ad 

set, or I mean our tagline. And then you see down here, we continuously respond to these 

comments, telling them to get on this list right here. 

 
[background conversation] 

 
16:49 BB: Yup. And just to prove... I don't know if I'm in my ManyChat. 

[pause] 
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[background conversation] 

 
17:09 BB: Oh, it is the mattresses. See. At least, you guys see, I do have mattress optins, right? All 

right. Growth tools. All right. So, here's where our birthday... On this current video, here's the opt 

ins that have come in with it, 2630. So, that's the next part, building the Messenger reference URL 

process, it's a pretty simple process though. Right here, here's the flow. "Awesome, so excited for 

you to have a Dynasty Toys birthday, what month are you to planning to rent the Laser Tag sets?" 

And here, I'm just trying to get an idea of what birthday months people are really eyeing. So, we 

have 480, 275, 113. Is that pretty crazy or what, though? It went from literally one day being like, 

"Hey, we wanna do some birthday party rentals" to, we have this net. I call it our net. Our net was 

up in a day. Guys, I am the ultimate 'get it up'. Get your thing up. It doesn't have to be perfect. Get it 

up. Start collecting. Because I didn't even know if people would be interested in this. You know 

what I actually did... Just so you guys understand the way Brett works. 

 
18:28 BB: When we first launched this, it was 10 people total within the first couple hours. I 

actually went on to here and I messaged the first 10 people individually, and said, "Hey, I will send 

you a free twopack if you hop on the phone with me. I'm the owner of Dynasty Toys and I wanna 

talk to you about our birthday party rental business. I wanna understand if we're solving a problem 

for you." And we got to do our brain storming session. I had very much come from the side of I 

really don't know what a person wants, but if I get really good at asking the right questions, I can 

start to develop that. I personally got on the phone and spent an entire day, calling each mom 

saying, "Hey, thanks so much for taking the time. How many would you normally buy? Are we 

even scratching an itch here?" So when you look at this, realize, you have so many different ways 

you can go about it. 

 
19:26 BB: I was asking things like, "How many months in advance would you plan a birthday 

party? What's too far? What's the price point that you're looking for? How much do you normally 

spend? How many kids do you have? Do you have our products from before?" And it was 

interesting answers, 'cause the reason I was very curious on it is, everybody who was seeing this ad 

was a part of our Messenger list. What I didn't understand was, "Did you buy our stuff for 

Christmas and you're excited to do our birthday party rentals because you already have our stuff? 

Are you excited to do our birthday party rentals because you just think it's cool to get Laser Tag 

delivered to your door? Why are you interested in this?" 

 
20:08 BB: And what I got of out was it was kind of a mixed bag. These were people who bought a 

ton of stuff from us and then there were people who've never bought stuff from us, that were still 

ready to book a birthday party rental. Why does that all matter? It matters because you have to 

understand your audience. You really do. If you're building an audience, take the time to understand 

them. Let's go back to our exercise. We create our shareable content. We build this ad. We build up 

the Messenger reference URL over here. When people click it, they say February... Which month 

specifically? So I drilled in a little bit more here. Why? Why am I doing this? What do I wanna 

know when I do these drill downs? 

 
[background conversation] 

 
21:00 S?: Resource planning, wasn't it? 
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21:01 BB: Yes, resource planning. Trying to understand... Okay, let's follow the map. If I send this 

ad out to 730,000 people, all my retarget, that's how many people are being retargeted, then, my 

question becomes, are people only gonna book this one month in advance, two months, three 

months, six months? How far in advance would they do it? And it was really interesting data. Check 

this out, okay? You can look at it. This makes logical sense: 21%, 12% and 5%. The further the 

dates got out, the more it dropped. The level of interest is very low. So what does that tell me to do 

even on our website's checkouts? Get their birthday dates. Get their birthday dates, know what they 

are because you're gonna be able to build out this more targeted version of what people are looking 

to do. 

 
22:01 BB: Alright. We built our ad. We now have our Messenger reference... Well, let me finish 

going through it. They click February and then this is all it says. "These spots are filling up fast so 

we wanna make sure you get taken care of ASAP. We will message you on the next steps", 

basically. But the key here is, right here, look. Who do you think, when we send this Messenger 

blast out, 'cause I will send an actual inbox message to certain people, who should I send it to? 

Everybody on this optin list. All 2,600 of them? 

[background conversation] 

22:39 BB: No, the people... Well, really it's the people who clicked all the way through. They 

showed the highest level of interest. Again, when you think of retargeting, this is like a blanket 

retargeting session. All people are not equal in retargeting. You have to understand, you are trying 

to serve them and if you don't understand how you could best serve them, you're gonna miss the 

boat. We'll hold the questions at the end. And the reason I'm saying that is, if I sent out even to the 

people who've opted in, if I sent out a message to all... There was a couple different optins we had 

in there, if I send it out to all 3,000 people, they might get mad at me blowing up their inbox on 

Messenger, especially since I've waited this amount of time. It's gonna get cold again. But these 

people, the people who came all the way through here, this 220 that are ready in February. Why do 

you think I'm trying to get it up by Monday? These are the people. Every weekend that goes by, I'm 

missing these people. This is why I wanted this here. These are the people I will send a direct 

message to. My form of retargeting these people will be a direct message. 

 
23:49 BB: It's starting to build these funnels and Chris, you had a good question even in there. 

You're like, "Yeah. But Brett, what do you do once you get 'em? How do you start to segment them 

and build a relationship with them, and what's the best way to build a funnel so you that you can use 

it later?" Not for just for getting them. This is where it's at. The better you can get at building 

funnels that put people in a bucket so you can best serve them, that's what you wanna work on. 

'Cause I come from the mindset of, I'm trying to solve a problem, I'm not trying to market to them. 

The people in February right now, they have a problem. They have a birthday coming up, and they 

need to book something for it. I am solving a problem for them. The people all the way back here, 

less of a problem. Yeah, they wanna book it, but for September, October, November, less of an 

immediate problem. I'm not solving as big of a problem for them. I still will send it to them, but you 

already see the numbers, it's gonna be less impact, less of a conversion. 

 
24:54 BB: So when you think of retargeting, think of it less like, "Ugh, I got to show these people 

my product. I gotta tell them what I'm selling." Think of it more like, "How do I build this so that I 

understand what their problem is, and how I can solve it." And I think that's one of my big issues 
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now with marketers is; they're still just trying to market to you. They're not trying to solve your 

problem. And I like people who try to solve problems. 

 
25:19 BB: Alright, back to our exercise. We have our video. We have our Messenger reference 

URL sequence built out. Now what do we do? 

 

[pause] 

 
25:32 BB: Let's pretend we've yet to run the ad. Okay, that's part of the exercise. We've yet to run 

the ad. What do we do? 

 

[pause] 

 
25:40 BB: I like it. 

 
25:40 S?: Build a custom audience. 

 
25:41 BB: Build a custom audience. Perfect. Alright, wait. Don't go away from him yet, Robert. 

[laughter] 

25:47 BB: Okay. Love the answer, but what should we build a custom audience of? 

 
25:52 S?: People who have engaged with the page. 

 
25:55 BB: I like it. Okay, so we got that here. Right. We got people who engaged with the page 

730,000. Why? Why those people? 

 

26:03 S?: 'Cause they've already shown an interest. 

 
26:04 BB: Yes, they've shown some level of interest. They've shown some level of interaction. But 

what's the key? 'Cause there's a key to this. I like that engagement, for sure, but it's a double edged 

sword. What do you have to make sure happened first on your content or your ads if you were able 

to get engagement? Remember when we were talking about your Polynesian stuff? The first thing 

we compared... What happened on that ad? How did people feel about it? 

 
26:32 S?: They didn't like it. 

 
26:32 BB: They didn't like it. Right? Okay. So when you do a retarget like this, especially, when it's 

associated with your brand, make sure that people had... That's why it's almost like... We start at the 

beginning of this conference, great shareable content that gives a person experience and excitement. 

When you retarget them, it's a high level of return on investment. Awesome. So people engage. Our 

stuff gets a lot of engagement, for the most part. Good feedback, comments, likes. Okay. So we got 

people engaged with our page. Who else? Who else should we target? 

 
27:06 S?: Customers. 
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27:06 BB: Customers. How do I define them? 

 
27:09 S?: Upload a customer list. 

 

27:11 BB: Upload a customer list. Love it. Let's call it people who visited our website, 'cause we 

have pixels on there, too. Perfect. Who else can we target? 

 

[pause] 

 
27:25 S?: You could do a lookalike. That's not... 

 
27:27 BB: Lookalike's a little bit too far out, because, remember, the point of this; this is a good 

way for me to put it, the reach of this is so big with 730,000 already with, they engaged with 

Dynasty. If we threw a lookalike on top of that, it's gonna take a lot of ad spend to reach them all. 

Okay, so, I already have it up here. I'll give you a clue. 

 

[background conversation] 

 
27:53 BB: The people who watch 50% of the video. Okay, 'cause, remember, if you're anything like 

me, it's key to remember the different types of people. I don't believe that I have ever commented 

on a Facebook video that I didn't know the person, like personally, and like a friend. I've never 

commented, liked, or engaged with it. But I may have liked the product itself. Right. I'm a guy, 

yeah, I'm... Guys are not good to go after, okay? But the point is, not everybody engages with a 

video that they like. That's why you see the number much larger at 2.7 million, who watched 50% 

of our video, and people who actually engaged at 730,000. But I would make an argument that 

people who watched 50% of the spider video at a 1:20, meaning they watched a good amount of 

seconds on that. They might be more valuable than the people who engaged with my page. 

 
28:57 BB: But that's also why I love video. Video's one of the ones that can give you that dynamic. 

Like people who watch this whole thing, you can retarget them. So, that's the build up. These are 

the custom audiences I would build. Okay. So, we have the retarget... I'm sorry, we have the people 

who watched 50% of the spider video. We have people who engaged with anything on Dynasty 

related. And now we have our ad over here. I think these two alone, when I create the ad, are gonna 

create a nice... A good amount of work just in that. Alright. So, what's next? What do we do next? 

We got our custom audiences. 

 

[pause] 

 
29:45 S?: Run the ad. 

29:46 BB: Create the ad. 

[background conversation] 

29:48 BB: Right. Let's create it. Let's do it. Alright, I'm gonna sit down because it is uncomfortable 
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to bend down the whole time. Alright. 

 

[pause] 

 

29:58 BB: Let's go here. Let's create the ad. Alright, what are we gonna choose? What do we decide 

our content is? We already saw it, let's pretend we made that. 

 

30:15 S?: Videos. 

 
30:15 BB: Video views. FYI, I can't remember if I mentioned this before or not, but when I talked 

to the Facebook rep, our Facebook rep, she says that video views as an objective on Facebook is 

still the top performing objective in all of Facebook ads. So she's saying that out of everything 

they've still tried, video views is still the best ROI on ad spend across all of Facebook, so I just 

thought I'd pass that on to you guys. Alright, so let's call this "retarget example." Alright. Let's 

continue. Alright. So this is where it's been different. Now this whole time I've said that the custom 

audiences, that we're not gonna do anything there, well guess what, we just built a ton of custom 

audiences. And what did we say? It's the "engage with post." Right, okay? It is the "Messenger 

List." We can leave it at that right now, that's fine, just for the example. You know what, actually, I 

should've done it this way. Check this out. What's this number over here? 720,000. Oh, I missed 

one, actually. Okay. So 720,000. Let's do fun numbers. Now let's add our Messenger list. You 

would think everybody who engaged with our post is on our Messenger list, right? Not the case. 

And these are big numbers, guys. What did that raise it to? 790,000 now. 

 
32:08 BB: That's 70,000 more people. 70,000 more people who clicked on our Messenger list, and 

they never commented on our video. They never engaged with our video. They never liked our 

video. They went straight to the Messenger list. Next, what was it? 

 

[background conversation] 

 
32:25 BB: Yeah. I have terrible names on all my custom audiences and so I have to write them 

down like a spreadsheet to know what they are. Alright. Now what did that jump to? 3 million. 

That's a lot. That is a lot to retarget. I'm just saying, you could almost take this off in bite sizes, 

but out of people who've shown a heavy form of engagement with Dynasty, that is 3 million 

people. 

That's a lot. That is my warm audience. 3 million people. If someone came up to you and said, "I 

have an email list of 3 million people," you'd probably be like, "Oh wow, that's awesome." 

Essentially, this is the same thing. And even if you take this out. I'd actually say this is one of the 

stronger ones, but even if you take that out, 790,000 people, not too shabby. But let's stick with the 

3 million. Again, I promise you, I'm not trying to show this off, what I'm trying to do is show you 

how, even if you feel like an ad hasn't been successful, you can still repurpose it and use it to guide 

you on your ad spend. 

 

33:37 BB: Okay, alright... So the cool thing is, now when we go down here, what I typically still 

do, even though those men have shown interest in our stuff, I still X'd them out. I'm messed up like 

that. 'Cause honestly, that's 100,000 men that are off our list, and seriously, I really don't think they 

were gonna buy anyways. 
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34:01 BB: So I'm at 2.9 million now. And all women... I don't care about the ages now because 

these are people who've already shown interest, I don't have to dial into that. So we've debated 

millennials versus Boomers, grandmas versus moms. Hey, they're on my list, I'm happy whoever 

they are. And that's why I say don't cast a super tight net at first. I should export all the data, but we 

are majorly 25 to 35 year old, that's our audience base, but we do get grandmas in there that love us. 

So I don't try to exclude 'em, but men typically don't get my retargets. 

 
[laughter] 

 
34:41 BB: I don't do anything on the detailed targeting here. And then let's do the "Edit 

Placements," gonna go "Mobile Only." Following the same protocol. I actually will X out Instagram 

on this one now, because this is not a test anymore. I already know these people respond. I want to 

do "Suggested Videos." This is only gonna show up in their Facebook feed. Alrighty. And then 

down here, this is gonna get really interesting. See the estimated daily reach. If I spend $20 a day 

right now, I'll reach between 3000 and 6500. Now what's my potential reach of people? Three 

million. I have to spend a lot of money to reach all 3 million of them. I don't plan on doing that, but 

the key on this is to realize that this audience will take a $20 a day ad spend and make it worth 

probably roughly $500. 

 
35:53 BB: Because what this audience is gonna do with the right offer, they're gonna share it. This 

is almost like shares in a box. Okay, this is... If you can't get this audience to share it, you're not 

gonna get shares. So think about it as a way to get social proof as well, if you ever wanted to run an 

ad, test it, you can put $20 behind it, and that's what we did. We actually tested five other birthday 

videos before this one that didn't test well. We didn't get the shares, and I'm like, "Look, if we can't 

get the shares with this audience, it ain't gonna happen." So what we did, we refined the video, you 

guys would probably be surprised that that's the video that did the best, but it did, and then we stuck 

with it. And that's the one we run the ads behind. But just understand that $20 a day, I'm only gonna 

reach, Facebook's only gonna show my video from an ad spend side to 3,000 to 6,500 people a day. 

But a lot of them are gonna share it, so it's probably gonna reach roughly, I'd say 20,000 people a 

day. 

 
36:53 BB: Not bad. And most, a lot of those people are gonna be new customers. So my current 

customers are gonna work as a attractor for our other customers, people who have a birthday. Does 

that make sense? 'Cause a lot of these people don't have a birthday coming up but they're gonna tag 

a friend who does. Alright, going down, going down. We'll leave all that default. Alright, let's pull 

up our Dynasty one here... Alright, we got a single video, I'm not gonna upload it right now. 

Actually, it should be, it might be in our library, let me see. No, it's not in our library. I'll get it later. 

So, I'm not gonna upload it right now. And then when we actually... 'Cause remember we did this 

to create a launch list. We didn't even have this live. So, when it's live it's gonna say something 

like, "Best birthday idea ever." 

 
38:00 S?: Birthday or birthday party? 

 
38:01 BB: Birthday, who caught that? Great catch. I've been caught on that a couple times. "Best 

birthday party idea ever." Much better. That is a powerful difference on that. Thank you for 

catching that. Alright, "best birthday party idea ever", and then something like, "Check it out here." 

This link, we have two options. Now we did build out a Messenger reference URL. We would have 
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two choices, this is actually gonna switch when we do our launch on Monday. On Tuesday, we'll 

start running our ads. This link will actually go directly to our website and we'll have pixels on that 

page, so that we can build an audience to retarget eventually on that page, but I think you could 

make an argument two ways. You could put a Messenger reference URL here and get 'em into a 

Messenger sequence, but you could also pixel your Shopify page if you wanted to and send them 

direct to your website. I think both options are good for the sake of this exercise, we are going to 

put a Messenger reference URL. Do you guys see how many options we are getting on our 

Germany, Australia... It's beautiful, man. All from that same... That same spider video. It's plug and 

play. Alright, copied that. Alright, so, and we're gonna delete this. 

 
39:34 BB: That, if it populated, I don't have the video up right now. That, here let me just show 

what the ad said, I'll just pull up a video real fast. Let's pretend this is the video. I don't want to do it 

guys, sorry. I don't want to bring down the feed. Alright, so it would say this, "Best birthday party 

ever, check out here." And that's it! That's the ad. So we're gonna run that and when we're running 

that, depending on where we're at, you are either going to see your conversions come in. The main 

place you're going to look is the comments of the videos but you guys can already see if it doesn't 

work with that audience, your ad probably is bad. And that's okay. A lot of your ads are gonna be 

bad. A lot of my ads are bad. But I don't spend a lot of money on those. I get 'em down quickly and 

I get 'em back up again. So, retargeting, the whole reason I wanted to put this out is, I didn't say, 

"Hey, I got 120,000 people I can send this notification to," right? 

 
40:49 BB: What I did is more of a soft like, "Hey, still over here, gentle reminder we still exist. By 

the way, we're doing birthday party rentals now." 'Cause what I wanted to do is reengage them 

without upsetting them. And that's why you see, that's why I believe retargeting is one of the most 

powerful ways you can nurture your audience. 'Cause, Chris, I know that was one of your main 

questions, like, "How do you keep a relationship with these people? How do you keep reminding 

them you exist?" You don't have to blow up their inbox, use retargeting more. If you have articles, 

depending on what you're in, use retargeting more, get good at that, then you don't have to always 

depend on blowing up their inbox. So, we haven't sent one message yet about our birthday party 

rental. All we have done is retarget. And like I said, we have 3,000 people who have clicked that 

link, but we have over 1,000 people that are like, "Show me where the buy button is." 

 
41:53 BB: And we did all of that to prove the concept, and every day, what this ad is doing is it's 

scooping up, out of that 2.9 million, it's scooping up some percentage of them every day, and bring 

them in to our birthday funnel. But it's their choice, think about it. They are choosing whether they 

wanna engage with us. I am not forcing them to read something of ours. Meaning, they're scrolling, 

those are the people I want. Think about it, these are the people that took their time to be on their 

news feed, see my ad, click it, and go all the way through, those are the people who I wanna send a 

message and follow up to. So retargeting is very powerful, and those are also the people who are 

sharing it with other people. So retargeting can be one of the biggest game changing parts of your 

business, if you do everything we talked about at the beginning of this conference. If you don't do 

that, you can't retarget. And if any of you guys are thinking about doing this stuff as a service for 

other people, other people who've run Facebook ads, the first place I would go, is I'd be like, "Hey, 

can I see your Facebook ads? I wanna see and build these custom audiences for you." 

 
43:04 BB: Because there's people out... Most of the time, they don't know how to organize that 

stuff. Have you guys started doing that? You have a service in a box that you can provide people. 
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Retargeting, done right, using the PAF strategies, I believe is the most powerful way to continually 

engage with your audience. Don't think you have to come up with the next best thing to send them 

in Messenger. If you get good at retargeting, they get to choose if they're in a good mood or bad 

mood that day, and wanna engage with your content. Because sometimes you have great customers 

who are just having a bad day. They just maybe got some bills, their kitchen flooded, and they don't 

want something blowing up their inbox saying, "Hey do you wanna pay for Dynasty birthday 

rentals?" They'll be like, "I hate you Dynasty." But they don't, they're just having a bad day. What I 

like to do, the reason I like retargeting is they get to vote whether they want to engage or not. And 

they don't feel offended when they just scroll past you. That's why I love retargeting. 'Cause some 

days they want to engage, some days they don't. And I've realized that. Do you guys have any 

questions on it? 

 
44:15 S?: When you made the initial spider video, with that 2.7 million views, how did... 

 
44:21 BB: When I made the spider video... You mean, when I made it, like when I created that 

audience? 

 

44:25 S?: Yes, yes. How did you get that many... Did you advertise that video, or... 

 
44:31 BB: Yes, did we put ad spend behind the original spider video? 

 
44:34 S?: Yes. 

 
44:35 BB: Yes, and the total views at that time I wanna say, were right around 10 million. So it was 

about 2.7 million of that, or two whatever that number was, 2.3 or whatever, that watched it 50%. 

 

44:50 S?: And who did you target when you advertised that? 

 
44:53 BB: Moms with kids. 

 
44:54 S?: Just anybody. 

 
44:55 BB: Three to five, yeah. Almost like what we've done before. 

 
44:56 S?: So nobody, nobody in your list yet. 

 
45:01 BB: Nope. 

 
45:01 S?: Okay. 

 
45:01 BB: Nope. I don't even... I don't remember the size of our list at that time, but no, nobody on 

our list. But you could, you could, it would be a great strategy, but at that time. 

 

45:10 S?: [45:10]  . 
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45:12 BB: Exactly. 

 
45:13 S?: So I have two questions. One is just I'm wanting to clarify what I heard. So, basically 

you're saying that you're using the list and you're retargeting the ads to the people who have 

engaged in some way, shape or form. And in a sense, you're still talking to those people that are on 

your list, but you're not talking to everybody, so that you can start segmenting them further? 

 
45:37 BB: Over time, you will talk to everybody. My list has gotten very big. So it was at one 

point, I could have talked to everybody in one day. It's just so big now that it takes time to chew 

through that entire amount. But the best picture I can kinda give, it's like you're walking down a 

street. And you're coming this way and the person is coming this way and you know that person. 

And you give him like a, "Hey, what's up?" And you're waiting to see if they wanna talk to you, and 

you're not stopping them to talk to them. That's what I'm doing every day now. Because our videos 

went semiviral and built this larger funnel now, or larger opportunity, it makes more sense for us to 

focus on that, because it's in the 3 million range. What were we doing before, where it dialed down 

to like 4.5 million, something like that. My audience base, that has engaged with us, is the size of a 

lot of demographics. It's money well spent for me to focus on them, as opposed to trying to capture 

new, new outliers that are already in our funnel. 

 
46:48 S?: So you're getting permission, even though you have permission with some of these 

people to talk to them, you're getting permission again to talk with them, you're not just showing up. 

 

46:56 BB: Exactly. 

 
46:56 S?: Plus you're doing it in a way that they can share it with their friends more easily. 

 
47:01 BB: Yes, yup. That's exactly right. 

 
47:03 S?: And then, just on the model itself, the business model of the renting the toys, I mean 

that's interesting like, concept wise. It's a whole logistical nightmare it seems to me, so I'm just 

curious about the revenue aspect of it at all. 

 
47:21 BB: Well, the beautiful thing in the way we're doing it is, it all starts with how many sales 

can we get? So we're gonna launch this in looking at, how many did they book? Where did they 

book from? So a lot of these things that a lot of people get held up on in the beginning, kinda what 

you're talking about. I don't even know the magnitude of the problem if it's a problem yet, until I see 

where the sales come in. So I am the type of guy that worries about a problem once you have a good 

problem, so that problem is a good problem. A bad problem is, "I have no sales." A good problem 

is, "Hey I have so many sales, how do I figure out the logistics of this? Does that makes sense? 

 
48:02 S?: I'm trying to figure out the logistics ahead of time. 

 
48:04 BB: I like everything I do is driven by get the sales first, you can pay for operations through 

sales. Sales, no sales, no operations. So that's how I base most of my decisions is, is there a way we 

can test and bring in the sales, and then build after that? Otherwise, you're gonna think there's a 
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potential problem or worry about something or spend money on something. You're like, "Oh, that 

didn't go the way I thought it would." And then boom, out of cash, right? And I've done that way 

too much, so that's where a lot of that comes from, for me. Any other questions? 

 
48:50 S?: Do you guys do any... Like when you get down the funnel to more of a hard sell point, is 

there any retargeting there? Like someone hits your product detail page on Shopify, what does any 

of that retargeting look like? 

 
49:03 BB: Yes, some of our retargeting is very direct. So I should've brought it up. So when we 

were first running the spider video, the spider video is a 1:20 long. I created an audience that 

watched 75% of it. In the retargeting, I was very direct and it said... It was just a picture of the 

spider and it just said, "Go here to buy this." And I retarget everybody with that one. So I do think 

there's times where you could be that direct. And I did it to... I basically had it follow everybody 

within a day that came there, even to our website page, and that's who I was retargeting. So I do 

think there's times to be very aggressive and try to get the close, but for the toys that was... I upped 

that amount during the Christmas season. If I did that right now, I'd kinda ball on my ad spend 

because parents are like, "Dude, I'm still recovering from my Christmas spend." So that's why we 

kinda shifted to the birthdays, but I do think there's times to be very direct. When we ran our Black 

Friday sales, we really didn't do anything but say, "Get your Black Friday deal here. Click here." 

Very, very direct. Does that help answer the question? 

 
50:17 BB: I think there are times to be very, very direct and short to the point. One of the biggest 

reasons I did the spider image with a link to the website, I realized the spider video was growing at 

such a fast pace. I didn't have anything that directly linked them to the product so I had to send them 

a reminder, a follow up ad that said basically, "Hey, check out this awesome spider you loved here." 

And so that's why it followed them after they watched the video. Very, very direct, very abrupt, but 

I felt it was the right timing for it. That's how we took in 5000... I can't remember the number now, 

it was either 5000 or 8000 pre orders of individual spiders, was from that direct ad. That's what 

drove most of 'em. Anybody else? Keep it coming, man. Leave the mic with you. [chuckle] 

 
51:07 S?: Have you ever uploaded an Amazon customer list for... 

 
51:11 BB: No, I haven't. They got pretty harsh on their Terms of Service of that and honestly, I 

don't feel like I really needed to. If you don't use shareable content, I understand why that's 

tempting. But because I use shareable content, it's just not worth the risk to me. I don't think 

Amazon can come after you. I don't really think it's that big of a deal, but it's not something I'm in 

love with, is uploading that customer list. Yeah, fair question though. Anybody else? 

 
51:54 S?: I just want to be sure I'm getting it right. I think you said you basically don't message the 

people again, unless it's a really super big thing... 

 

52:02 BB: Yeah, I almost. I save... I should say that differently. We try to build our funnels now, so 

that we know the people that want to be messaged and the people that don't. Now the people that 

don't, it's a bummer because if you didn't use retargeting, you'd be like, "Oh, great. Now I can never 

talk to them again." But that's not true, you can use retargeting. So my better way to say that is, we 
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message the people that wanna be messaged, and we build that understanding in our original 

funnels, and then everybody else who doesn't, we retarget them. And we retarget the people who 

wanna be messaged too so they can share it. 

 
52:39 S?: So how do you determine that they don't want to get messaged? 

 
52:42 BB: So we'll literally ask them, like if any of you guys have ever gone through a Dynasty 

funnel, it'll say something like, "Hey, do you want us let you know when we go live? No? Okay, no 

problem." We won't alert you. Like that, yeah. Yeah, anybody else? 

 
53:02 S?: So you're really seeing the power of retargeting in your business right now, but kind of in 

the big picture, how do you allocate your ad spend between cold audiences versus retargeting? 

 

53:14 BB: Almost all of our ad spend is now on retargeting because of the girth of it. So that is a 

great question, let me answer that even better. Our ad spend, let's just use numbers. Let's say we 

spend $100 trying to eat through the 2.9 million you just saw on the screen. That will retarget our 

current audience, but that audience will also invite new audience members in. Therefore, the $100 is 

better spent, not only in reengaging a current audience, but growing... There's almost like an 

economies of scale when it gets so big, where that audience grows your audience faster than you 

trying to go get the new audience. Does that make sense? Yeah, so that's a better way for me to 

answer. We are now finding, we can't spend enough money even on the 2.9 million. Because every 

time we do it it's like it goes from 2.2 to 2.3 to 2.4 and it keeps growing and just retargeting our 

current ones and we couldn't build that when we did it before. So that's the better audience to go 

after. 

 
54:19 S?: How about in Europe where you're in the earlier stages, is it still almost all retargeting 

or... 

 

54:24 BB: No, that is all literally replicating exactly what we did in the US. So right now, we are 

just in the process of getting the leads in and I think where we are ending them right now, "Hey, 

here is your promo code." yeah, so it's just literally right at the point of, "Hey, here is your promo 

code," but within the next probably 30 days, we'll begin the retargeting process. 

 

54:51 S?: To tag off of his question, what would be that tipping point? Like how many people 

would you say you want... 

 

54:56 BB: That's a great question. 

 
54:57 S?: To switch over to where you're retargeting and would it be like half and half or just all 

retargeting, at what point... 

 

55:02 BB: Well, obviously it's depending on a business. Meaning, if you're trying to land clients 

that are going to write a cheque for $10,000 versus selling a little robot bug for $15, the market size 

is very different. I would say when you can build a Messenger list, so a Messenger list of 2000 or 

more, you're better off retargeting them than you are of trying to get new audience members in. 
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Because my theory is, you can grow your audience bigger by throwing the sharable content at those 

people because they are gonna invite the other people in. And you guys know, when a friend invites 

you in versus a stranger... Like who likes to walk into a stranger's house? Not very comfortable. 

Versus like your friend's house or your friend brought you over to that person's house, you feel a lot 

more comfortable. So I'd say it's right around there. 

 
56:03 BB: It's actually something I would have done very differently, that's what I'm saying. This is 

new enough if you're a part of PAF Certification or anything like that, this was like, this hit me like 

a brick wall during the Christmas season. I was like, "Crap. Dammit, Brett, you did it again. You 

should have done it this way." So it was something that I really learned. I was actually on the phone 

with Jim as we were kind of talking about it and I was like, "Man, ManyChat just can't handle our 

girth when we are sending out these messages." I'm like, "I'm gonna really try this retargeting 

thing." And I was like, "You know, Jim I think this retargeting thing is more valuable than I once 

thought it was." And that's kind of where it came from. 

 
56:46 S?: Segmenting is so big now even with email marketing and people still doing that, the way 

that they are still making that viable is by segmenting based on interesting relevance. 

 

56:52 BB: Yes, exactly. It's no different, just a different mouse trap, that's all it is. Any other 

questions? 

 

57:02 S?: I am not going to be able to do all this because I am running our company. Is it okay to 

share this content with my social media admin? 

 

57:12 BB: Right. Yeah, you can definitely share this, for sure. And we are actually going to be 

coming out with a more step by step PAF course. You gotta remember, PAF has been expanding so 

quickly so fast for me. Jim was like, "Okay, put that in the course." I'm like but everything changed 

from three weeks ago. So we are just kind of figuring out what this looks like. And PAF 

Certification was great because I got that same feedback and saw where some of the struggles were 

and everything. So our goal is to give you the tools to be able to hand this off to someone, 'cause I 

totally understand that if I didn't have the Kyle, Roberts, Billies, Glens and I would just, I couldn't 

do all this at once. It's a lot of work, for sure. 

 
57:53 BB: Awesome! Well, we're right at our mark. If you guys are good, everybody at home, we 

are going to... On the schedule, it says we are back at 4.15, we are actually going to take a break 'til 

4.30, and then we are going to come back for questions. So everybody at home, when we go live at 

4:00, we'll be live at 4:25, start posting your questions on that feed and then we will be answering 

them from on stage. So everybody else, you get about a half hour break, okay? Cool. Alright, 

everybody. I will see you at 4:30. 

 


