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Deep	Dive	into	Targeting	–	Audiences	and	
Keywords	
 

Hello, hello, hello. Welcome, everyone. It's Andrea Vahl. Welcome, welcome. I'm super excited to see 
you here. We've got people coming in, Katie, Nicole, welcome. I know some others are joining us here, 
hopping on at the top of the hour. Welcome, Renee. Welcome, Nicole. Oh, no, I already said Nicole. Kim, 
welcome. Welcome. You guys, I am so excited about this one. This is going to be so fun. We're going to 
do a couple of different things here. I'm going to first present some top tips and best practices on 
targeting and then I'm going to do a live demo. 

What we're doing is I'm going to then put this into the course material where those sections goes. 
You're getting a two for one in this session. I'm also going to have this as a complete recorded session in 
the recordings area so everyone can get connected with it in multiple ways. Hello, Keith, welcome. So, 
awesome. Welcome, Karen, good to see you guys. Haley, awesome, awesome. We are going to jump in. 
I am excited. Welcome, Jennifer. I know we've got more people hopping on here soon. Like I mentioned, 
this is obviously being recorded. We're going to have the slides and then we're going to have live demo 
after that. 

If there are any questions that come up during the slides that are going to be better answered in the live 
demo, I'll just let you know that. Otherwise, I'll try and answer as we go, but some of the things will be 
easier to show in the live demo. This is going to be fun. I'm excited. Let me just get back to figuring out 
how I show my screens and get back to that. Okay. Great. Everyone can see my screen here, I think. 
Now, I have to find the advance. There, we are there. Perfect. Okay. Let's get started. We're going to 
today about targeting best practices. 

We're going to get into targeting your customer, split testing recap, keyword research, ad targeting tips, 
and audience ideas. For those of you who are listening into this recording, this is a live show that we did 
and I'm excited to be answering questions as we go live that will benefit everybody. First, we're going to 
talk about knowing your customer, because this is really important as far as getting a picture of what 
your customer likes, what they might do, what their income level, what their school level might be. 

The better you know your customer, the more you're going to be able to adjust the targeting. Now, we 
don't want to have our targeting go so narrow or we don't want to target something so generic. Like if 
we think our customer likes Home Depot when we're in a totally different market, it doesn't make sense 
to target Home Depot in that case. One of the key things is targeting what pages they like. This is going 
to be a great tool and resource for you. I have a lot of success with this. With the targeting, there's 
specific pages that you can target, but then also more general interest. 

Unfortunately, the way Facebook is structured, we can't always see exactly which is which. That's where 
the testing comes into play with this. There are certain behaviors that we can target. There used to be 
more behaviors we could target. Unfortunately, Facebook took some of that away in the Cambridge 
Analytica problem that happened a few years back. But there are still some capabilities there. Attitude, 
attitude comes into play more in designing the ad, but that's really helpful as well and it can also get 
back and come into play with your brand as well. 
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What I like to do when I think of my customer is really picture one or two people that I work with, that I 
really want to work more with, or repeat buyers or something like that. Think about them and their 
interest and how can we find more of them, obviously. Some of these that we're not going to get into 
today can come into play with Lookalike Audiences and things like that. In this section, we're not going 
to talk about Lookalike Audiences. That will be referenced in the other section because it's pretty 
involved when you start creating different Lookalike Audiences and where you can create those seed 
audiences. 

Today, we're just really diving into the keywords. The audience sections is at the ad set levels. So, when 
you go to create a campaign, you'll have this campaign structure on the left side, and you can see I 
haven't named my campaign or ads that are ad here. You do want to, of course, name that but in the ad 
set level you're going to see that section and you can edit the detailed targeting, and that's where you're 
going to put the keywords. That's one of the questions that comes up all the time, is where do I put the 
keywords? That is in the detailed targeting section. 

But of course, you also want to fill out their location, the age range, gender, things like that. I don't 
always use the languages area. Some people have that as a more important part of their targeting, if 
they're trying to just focus on the English speaking people in Europe, for example, or in certain areas. 
They might narrow that down a little bit, but typically, I keep my languages open. There's not, 
unfortunately, like I mentioned, a lot of information on how the keywords are formed. For example, we 
can look at small business owners as a behavior and then small business owners as an interest. 

Those can be very large audiences. We don't know what goes into that. It can be just determined by 
Facebook where they might say, "These collective interests are typical for a small business owner, or it 
doesn't really tell us. That's why we have to test these keywords. Small business owner as a behavior is 
going to be a very different targeting than small business owner as an interest. It might be, for example, 
your accountant is a small business owner but someone who likes your accountant's page would be 
someone who would be interested in that small business owner. 

You want to make sure you're thinking about that when you're looking at some of these keyword 
categories there. The interest behaviors or job titles. Like I mentioned, not all keywords are available. 
You just have to start typing the keyword and see if it comes up as a match. You also may not think of a 
keyword off the bat. Like, creative entrepreneurship would not have been something that I'd come up 
with out of the gate there. But it comes up when I start typing entrepreneurship, I can see some of the 
other keywords that come up. Then, I can select those. 

Then, entrepreneur does have a little indication there that it's Entrepreneur the magazine, because that 
is the title of a magazine. Not all keywords have some of those designations, but some of them do. So, 
you can differentiate between People Magazine or Good Housekeeping as a magazine versus someone 
who's just interested in general good housekeeping. Now, I don't think that's a keyword, but anyway the 
magazine is ... I don't think clean housekeeping is a possibility there. 

Then, one other thing that I like to mention is that if you're really wanting to test for sure that the 
keywords that you are selecting, never select the detailed targeting expansion. I will sometimes use that 
when I'm trying to try something new, where I might say, "You know what? This keyword has worked 
pretty well. Let's see if it works well in an expanded mode." I will then select that. I like to know for sure 
if my keyword is successful in the early stages and then if it is, then I can try other things around that. 
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If you do select the detailed targeting expansion, you'd get any keyword in there that Facebook decides. 
You're not really testing that particular keyword. So, for example, look at the size of this audience when 
I'm selecting these particular keywords. It's 3.6 million people. When I turn on the detailed targeting 
expansion, now, that audience size turns into 57 million people because Facebook is just going out and 
deciding any kind of targeting. You don't even know what their picking in that instance. In the testing 
phase, for sure, always turn off the detailed targeting expansion. 

Then, also just touching on Lookalike Audiences and when you add in keywords. What you're doing with 
that is you're starting with this Lookalike Audience. We've got a Lookalike Audience of this particular 
website visitor audience that we had in this case of 108 days. We were excluding people who had 
already become leads. Then, if we add in a keyword there, what we're doing is narrowing this audience 
by saying, "Let's only choose that keyword within this Lookalike Audience." Right now, I'm always 
keeping my Lookalike Audiences wide open. I have seen that working much better than narrowing 
down. 

I used to layer on top of the Lookalike Audience some keywords, but now I find that Facebook does a 
great job of optimizing within that wider audience. You definitely don't want to go too narrow with your 
targeting. You typically can't target less than a thousand people, so this makes it more challenging if 
you're trying to do something like a retargeting add to cart, for example, where you're saying, "Let's 
target people who visited this website or who have visited this add to cart page minus people who have 
purchased." 

That becomes a little challenging because you have to have a pretty high volume of people that are 
going through that add to cart process. You do want to watch your settings here and make sure that 
you're not narrowing down too far. Sometimes, I've seen this feature not working and where it's saying 
that our audience's size is too narrow when I know for sure that it's two million people. If you're pretty 
sure there's no other weird settings in here that are artificially narrowing this audience, then you can 
ignore the fact that that audience's size isn't working. 

But I want to just make sure that you're not accidentally checking something that is really cutting your 
audience way down. Some demographics are US only, and unfortunately, we just don't know which 
ones. Sometimes it will tell you when it says something like zip codes, obviously, or something like that. 
But certain categories are country specific. Sometimes you'll see it actually in the page name or 
whatever, or you recognize that that particular organization is only in Australia, for example. But 
sometimes, we don't exactly know. 

Let's just talk about split testing because the only way we can tell which keywords are doing well is by 
testing them individually. Sometimes we don't have the budget to test a keyword individually. So, 
instead, we just have to group our keywords into similar buckets and test them that way. If we were 
going to really focus out on certain keywords, I might say, "Let's test a group of magazines. Let's test a 
group of industry leaders." Then, maybe it would be job titles, for examples. If we were only testing 
keywords in that case, we might do it that way, or we may add in the Lookalike Audience if we have 
good Lookalike Audience in there to test as well. 

Then, what you have to do is track. You're tracking the fact that which audience did the best. I had a 
couple of different audiences here where I was testing a couple of Lookalike Audiences against Social 
Media Examiner and Hootsuite together minus the retargeting. That was a very cold audience because I 
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was making sure that it was people who liked Social Media Examiner and Hootsuite but had never been 
to my website. Now I know for sure that I'm trying to get cold audience people onto my list and grow my 
list just with people who are more familiar with me. 

Then, I was also testing MailChimp minus leads. I got some pretty different results here where the 
Lookalike time on site was giving me almost half the cost per lead of the MailChimp minus leads. When 
you cut your marketing cost in half, isn't that awesome? I definitely want to do that. Let me just get to 
the chat here. Okay, so Katie, yes, so Katie is asking, "When you test audiences, do you keep your 
keywords to one keyword per ad set in the ad level?" Ideally, that's what you would do, but we don't all 
have that kind of budget. 

If I know that I've got 10 different keywords that are probably a good match, then I'm not going to test 
them all individually for 50 bucks each. You could, yeah, if you've got a budget for that available to you. 
A lot of times there is also a balance between your keywords and the size that you're able to track as 
well, that you're able to use as well. If one keyword is too small, it's going to get burned out perhaps if 
you tried to put a bunch of budget into that. You might combine it with a few other keywords that are 
similar to that. 

Nicole is asking, "Facebook Audience Insights are going away." Yeah, and that's actually why I'm not 
covering that today, it's because they're going away July 1st and there is no alternative. Really, the only 
thing we can use is the suggestions, which is frustrating, and I'll get to that in just a bit. The more you 
track the better you're going to get, the more you can see, "Okay, how are people moving through the 
funnel? Is this audience adding something to the cart? Is this audience getting a little closer?" Maybe 
this audience is adding things to the cart a lot but not buying. 

Now we know that, avoid that audience, for example. They're cheap. I don't know. But yeah, always 
with our tracking, that's how we're going to know which keywords are performing well. Okay, so yeah, 
let's just get into keyword research and let's just take a look at that. Research with suggestions, keyword 
research. Some keywords are just too general. I try to avoid keywords that are like 89 million people, 
unless I know I'm going to narrow that further and layer other keywords on top of that. We can also take 
engaged shoppers and then must also match where we're narrowing this audience down. 

Because engaged shoppers is a pretty big audience, but now we're adding in some other interests in 
there, and possibility using the suggestions to find other interest. Now, for this, I might separate out. I'm 
just using this as an example, but I might separate out Brené Brown and Marie Forleo into their own 
keywords or into their own audiences. They both have pretty large audiences at this point. I might just 
say, let's try those by themselves. Then, the Female Entrepreneur Association is a little different than a 
personal figure in this case. I might separate all three of these into their own things. 

But I can look at the suggestions and see what else it might come up with and see if I think that's a good 
potential keyword for this ad. The other thing, I think that was all I was going to mention here. Yes, so 
we can see the audience definition. Actually, an interesting thing with this is, I've tried this engaged 
shoppers plus other keywords and sometimes that doesn't work as well as just opening it up with the 
keyword by itself. It depends a little bit on how much your pixel is tracking and how much Facebook is 
able to optimize around that pixel. 



 

 

© 2020-21 Andrea Vahl, Inc Page 5 

If it's brand new, sometimes it takes a little while for Facebook to find the right audience who's going to 
actually make that purchase. One thing that you want to look at when you're doing research is that you 
have to try starting with different seed keywords in the suggestions. In Audience Insights, it's polling up 
different page likes and things based on certain things that happened or whatever certain 
demographics, but unfortunately, in Audience Insights, we're not always able to use those keywords 
anyway, and Audience Insights is going away. 

With this method of research, we're able to see specific keywords that can be used and it is the same 
type of tool because it's pulling up similar keywords based on what seed keywords you're putting in. If 
you put in something that's a job title keyword, you're going to get more job titles out in the 
suggestions, versus if you put in a different ... like someone who's interested in pastors, in this case, we 
would pull up then different more on the interest side of things. Try starting with different seed words 
or keywords as the seed and then you can also group them and keep trying the suggestions. 

Because you'll end up pulling different things from the suggestions tool. Unfortunately, the only thing 
we've got these days is the suggestions area and we just have to go with it. That's it. Katie is asking, "In 
regards to audience size for small business, what is ideal?" Yeah, we're going to talk a little bit more 
about audience size. If you're a local audience, it's really different than ... and also it can be country 
specific too, because if you're in a small country and you know that you're only pulling from that 
country, you may not want to layer too many keywords on top of that smaller audience. 

It will be a balance between the Facebook algorithm being able to pull out the people who are going to 
purchase or be a lead, for example, versus using those keywords. There's no real ideal number for 
everything. Some of it is just really going to be testing and getting a baseline around what works. It's 
been interesting because I've seen small, tiny audiences out perform a wider audience a lot of times. 
You can't necessarily say bigger is better, or even you can't say smaller is better. There's no 
generalization, unfortunately. A lot of it is testing. 

Then, Nicole, you're asking a question about a video ad. I think that I'm not going to get into the video 
ads in this one but maybe at the end I can do a little bit of demo there. We're going to keep focused on 
targeting for now. Also, maybe that could be something you put in a group, too, if you need help with 
that, because maybe there's something else going on. But you can upload two separate videos. Browse, 
so the other thing that you can use, the other tool that's available here is the browse section. 
Sometimes, that pulls up targeting that I might not have thought of. I might not have thought to put a 
certain keyword in there, or I didn't see that some of type of behavior was in here. 

Try to browse, check things out a little bit and see if you've got ... there's parents, I've had good luck 
targeting parents of certain aged children in certain cases. Some of that can be helpful. If you're looking 
for a high income audience, you have to sometimes get creative. I didn't actually put in here college 
educated, but that could be a piece of it. It could be college. They went to college. It could be engaged 
shoppers. It could be by zip codes, that's unfortunately US only. Maybe it's targeting some luxury 
brands, like luxury travel magazines, or luxury magazines in general, luxury brands. 

But just because you're targeting a luxury brand doesn't necessarily mean that person shops with that 
luxury brand. They might just like Lamborghini, it doesn't mean they're driving one. So, you can also 
check out frequent travelers. That, I've had good luck with that audience as a potential. Frequent 
international travelers is one of the ones that's an option, but in those cases you want to target the 



 

 

© 2020-21 Andrea Vahl, Inc Page 6 

behavior rather than the interest. But you may also test the interest to see, "Hey, maybe if I get a little 
more generic with it I'm still getting good results and getting the right potential buyer to me." 

Another thing that you can do is exclude certain keywords. You can exclude say Walmart shoppers. Not 
to pick on Walmart, everyone likes a good bargain, but maybe that's not part of your brand. Also, 
investing. I've had some good luck targeting investing keywords. That's worked really well for me in 
certain cases. Try testing Motley Fool, even what I've done is really get specific and granular with some 
of the investing vehicles so that you know for sure those are people who are really interested. 

If they're interested in the Vanguard index funds, for example, they're going to be a little bit more savvy 
than someone who's interested investing in general. We don't always know some of those wider 
keywords, what actually goes into them. A few ad targeting tips. Typically, I'm recommending 500,000 
to two million, even like three million as your audience size in general. If possible, and that's US specific, 
I apologize for being the US centric right there, but usually it's like, if you're in a different country, take 
that full size of that country and then think about narrowing that down by a tenth or something like that 
as your minimum size or even probably lower. 

I actually don't know what the ratio would be that. If I'm doing two million US, I don't know, I don't 
know what the population of the US is. Whatever that ratio could be. But again, if you got local targeting 
or you've got a market that you really know who you're trying to reach and that size is too large, ignore 
that recommendation. Just go with what you need to test there. Just as a reminder, not all pages are 
available to target. Typically, I found that it's over 50,000 fans. I've seen a lot smaller pages being able to 
be targeted. Then, I've also seen bigger pages that can't be targeted. 

You just, again, have to start typing in that detailed targeting section and then see if that comes up as a 
match. I have found that targeting audience too large may not lead to more conversions, sometimes it 
does better. I've targeted wide open and then I've also targeted more narrow and it just depends. That's 
why we have to test. A little bit on bullion operators here. Just so it's clear. This is an older screenshot 
but it's easier to show it because it expands in this way. But each section here is a little bit of an and. 
When we're saying, United States, we're putting age, we're putting gender. 

When you're doing and operations, that means that all of those conditions have to be met and it 
narrows the audience. If we are doing a location plus a detailed targeting, of course, we're narrowing it 
to people in that location who like that thing. The connections area is a little ... some people get 
confused by it, but if you're targeting the fans of your page and then you have all these other targets on 
top of that, then it's really narrowing that down. Because it's saying, people in this age range, in this 
location, with these interests and they're also a fan of your page. 

Usually, if you're trying to target fans of your page, I recommend keeping that as wide open as possible, 
or adding in, as other countries, adding in as much as you can to expand that. When you start grouping 
these keywords, that's where we're doing the or operation. Now we're saying, moms of grade school 
kids or stay at home moms in the targeting section. Then, if I wanted to narrow that further, I would 
then say, they have to match this and that in order to be valid for this targeting. Again, you can also 
exclude keywords, so you're making sure that's narrowing that a little bit further. 

Because you're saying, people who like this but not for sure people who like that. Nicole's saying, "A lot 
of times when you're trying to reach small business owners, the audience maybe less than 200,000." 
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Nicole, I forget, where are you located? Because usually, in the US ... Oh, in the US? That's weird. 
Because in the US, that small business owner's behavior is pretty large. I'm not sure if you're using that 
behavior keyword or if you're using other keywords in there. Yeah. So, oh, small biz plus interest. 

If you're narrowing that, if you're saying, they must be a small business owner as a behavior and then 
you're also saying, narrow the audience to also another keyword, that's that operation that's saying, 
they have to be this and that versus this or that. If that make sense. Maybe we'll talk about that in the 
demo section. Custom Audiences, just to make sure you understand what happens with Custom 
Audience, I usually am looking at the audience definition in the potential reach, but as soon as you add a 
Custom Audience, that potential reach goes away. 

You have to, sort of, if you know the size of that Custom Audience in general, sometimes you can see 
that in the audience's section, sometimes you can't. Then, you can just mentally come up with an idea of 
how much that possible potential reach could be. Then you know how much to spend, because you do 
want to match the spend level with the size of the audience or make sure that you're not overspending 
for an audience, for example. On the connection section, this is really your own audience only, but you 
can also target people who are similar to those who like your page. 

That used to be friends of fans, now it's similar to people who like your page. I just found that out 
actually a recently. I was like, "Oh, whoa, that changed." But if you are trying to target just your fans, 
then keep all the other targets open. Targeting tips using very similar keywords in one add or ad set 
really in that point, group them similarly so you're testing ideas together, like job titles, fan pages, or 
interests, or magazines, or gurus, or something like that, however that is. I say, keep audience size large 
to start. I'm testing even up to more like three million these days, because I do find that the Facebook 
algorithm does pretty well to adjust for that. 

Nicole is asking, "Is there a reason I keep the audience as large to start with the benefit?" Well, it is a 
little bit like the benefit can be, if the audience is too small, there is going to be too much frequency and 
the audience is going to get burnt out sooner. Then, also, I just have found that there's just better 
potential if Facebook is also trying to optimize around the conversion, around the finding the right 
people within that audience. Now, of course, like I said, local audiences, that isn't the case. If you know 
your keyword specifically or if you really want to test a specific keyword for sure, then you can ignore 
that advice. 

Then, if you're really trying to test the targeting, if you really want to know for sure which targeting is 
the best, the advice would be only run one ad under each ad set where you've got the same ad under 
each ad set and you know the only difference in the performance is due to the audience. Now, a lot of 
times I don't have the time to run tests like that for clients, it's mostly because they don't have the time, 
because all of a sudden they're like, "Oh, my webinar is next week. Can we run ads?" I'm like, "Well, 
okay. There's not a lot of time for testing in here. We've got two days, three days for testing and then 
we have to run with the ad." 

But yeah, that is the purest form of test, is to only have the same ad underneath each ad set so that the 
only difference in your testing is the audience. Katie is asking, "What do you do when you get similar 
results from all tested audiences?" Then, I think they all work. I guess they all work if it is the result you 
want. Now, if you're still not getting the result you want, then it's like, let's go find other keywords. Let's 
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go see if we can find other things that we could test in that case. But yeah, a lot of times they are pretty 
similar. We're not seeing a measurable or significant difference between some of the test we run. 

In that case we can, all the keywords, can possibly work. With local versus global or country wide 
audiences, we're going to focus more on, for local audiences, we're going to focus more on different 
images, different content, or different offers a little bit more. That's going to be the only thing where it 
can really change in those cases. Whereas global or countrywide businesses, we just have a lot more 
options because we can test more things, like more Lookalike Audiences, we can really split test a lot 
more keywords. 

We got better options for retargeting in a lot of cases, and it's just higher available budget in general 
because we're not burning out the same audience. It's a challenge if you are a little bit hyper local. You 
have to vary your content more. Let me just look at the Q&A. Haley's asking, "Any tips if we struggle to 
get the audience small enough, like a coffee lover audience using keywords?" Yes, being 11 million, if 
you're going from 11 million to then way too small, you can't find the good in between. 

I would say, again, it could be getting a little bit creative there, and it also could be like, maybe let's look 
at Lookalikes a little bit more because may it’s people who are like the people who visited the website, 
for example, in that case. Because maybe it's coffee lovers plus people who are into a different type of 
lifestyle, or maybe it's a different store. That's maybe where that avatar comes into play a little bit more, 
is where does my audience shop? Are they higher end? Are they more into recycling? What is about that 
audience that causes them to buy this coffee versus another type of coffee? 

In that case, I might not test coffee lovers. I might start testing a real picture of paint a picture of who 
that person is and narrow it down that way. You might start really wide and then just use the 
breakdown reports to see, "Okay, what gender is responding better, what age range is responding 
better?" Then, maybe you're segmenting that way. Some more targeting test tips. You can't target less 
than a thousand people. Your ad typically won't run. You want to match your budget to the size of the 
target. 

If you have a previous small target, like in this case 15,000 people, we can't have a daily budget of $200 
because the frequency would get so crazy high. If you look at the estimated daily results, it's saying the 
reach in there is 3000 to 7000 of the potential reach, that's 50% of the potential reach. We'd want to 
have that much less than that. Actually, I'm looking more at like 30% of that. Maximum, for a short 
amount of time we could probably spend $75 a day. Then, I would probably only want that particular ad 
to run three or four days, otherwise we're burnt out. 

We can look at things like first time impression ratio to see, have we burnt this audience out at this daily 
spend? Let's see what else we've got here. Okay, good. All right. Making sure I'm answering the 
questions, getting the chats. Okay, so really, the good targeting comes down to testing. You're going to 
test for performance because I often don't pick the best keywords in my first rounds of ads. I'm iterating 
and rotating in nuance, trying something else. I'd definitely recommend watching the split testing 
section and the reporting section so that we can know how to read those reports, see which keywords 
are the best. 

Again, we can't segment these by keyword but we can make sure we're looking at different variables 
and different columns to see how is this keyword, how is this group of keywords performing along the 
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funnel and what else can we look at testing next? Maybe it's changing out the placement. Maybe it's 
changing out the age range, things like that. Again, here's an example of the targeting test plan. We 
might group Amy Porterfield and Marie Forleo. We might test Female Entrepreneur Association by 
themselves, Infusionsoft and WordPress is more like people who are using those tools. 

Maybe it's a small business owner behavior. We're adding in a Lookalike. This might be a great test plan 
to see what audience is going to respond best. I've got a couple more audience ideas for you here. If we 
are looking to test a totally cold audience, what we would do is we would exclude the retargeting. This is 
a great example of say we've got a good sized list and we want to make sure that we're only reaching 
people who aren't on our list already, or haven't seen our content, and we want to see how they 
respond. It's great for prospecting. 

Then, we're controlling that first touch experience, when people go through. Maybe we're trying to get 
new people into the funnel to try that out. Maybe we're trying to make sure that people who have 
purchased the thing before or seen the thing before, it's totally new to them. We could also think about 
reengaging an old audience. Here's an example of how you would do that in an ad targeting. What we 
would do is we would target people who have website traffic of 180 days. Then, we might exclude 
people who have been there in the past 30 days, or more, 30 and 90 days, for example, actually. 

Or, purchased in the last 30 days, or web traffic in the last 90 days. This is more Custom Audience things, 
but I want to just showcase some examples on targeting and things like that. Lead generation, if we are 
trying to target people who are going to opt-in to something, we might say, "Let's target these 
keywords, but then let's make sure we're excluding people who have already opted in in the last six 
months." That would work for purchases as well. We could say, include people who have gone to the 
checkout page but if they've already bought, we're making sure we're excluding them. 

We can exclude those Custom Audiences there. Again, that's a Custom Audience example, but I just 
wanted to showcase how that targeting work. Here's what you learned and then we're going to get into 
the live demo. If you guys are listening to the recording, live demo is in the next video, but we talk today 
about targeting your customer, split testing recap, keyword research, ad targeting tips, and audience 
ideas. Okay, I'm taking a little pause for the editing here. Now, I'm going to reshare my screen and we'll 
get into some live demo. 

Feel free to ask any questions that you have in here. Okay. All right. Let me just answer Nicole's question 
before we get into the live demo. In doing lead generation ads, is there a way to require just 
professional addresses versus Gmail addresses? No, there really isn't, unfortunately. I think if you are a 
B2B, you're going to sometimes naturally get more professional addresses, that does happen, but I 
would say you really want the address where people are going to get it. 

Now, a lot of times people have a burner email address that just goes for all their opt-ins, and it's just a 
fact of how things work these days. It is frustrating. I've seen more and more people requiring phone 
numbers. I think that's interesting and people are giving to them. Nicole is also asking, "For a B2B 
webinar, how much on average is a good cost per sign up?" I typically see, for B2B, I typically see more 
in the $10 per webinar sign up range. It's hard to get it a lot less than that. Sometimes, for certain topics, 
it can be closer to the $5 mark. 
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Also, if there's something more about making money for small businesses, sometimes you can get closer 
to $5. But usually, B2B, I've seen some B2B that are real specific, be more in the $20 per webinar sign 
up. Yeah, and then Keith is asking, "$10 for a free webinar with what price on the eventual conversion?" 
Yeah, so a lot of times the B2B things are higher. They might be promoting services or a mastermind, or 
like Sass, or something like that, where the pay off is higher. That math has to work out. The math would 
be like $10 per sign up. Here's an example. 

I have one client who's doing, she's getting about $10 per webinar sign up. Then, she books people into 
a paid call that's costing somewhere around $120 per booked call for the next step in that phase. Then, 
she has a, I think it's like a $5,000 thing that she sells on that consulting call. That math works out. She's 
able to do that all day long because we know that she eventually converts all of the people who sign up 
for the call, then she has so many conversions. Sass, that can work out as well when they have a higher 
ticket item. You just have to do the math along the way and make sure you're converting at the right 
rate. 

Typical conversions from a webinar to a sale can be anywhere from 2% to 3% on low end to 10% on a 
higher end for a conversion on a webinar. That's why I have that whole ROI calculator that I developed 
because it helps me. If there's a special case you might have to take a look at that ROI calculator and see 
what that's going to come out to be, but it's a math equation. All right, guys. Let me just reset because 
we're going to break these into two videos with the demo section. I'm going to re-welcome you.  

Hello, everyone, and welcome. I'm talking today about the demo for the targeting. 

I just want to talk about where we find the targeting, how we look at the research for it, how we might 
be picking keywords, and some of the things that we have to watch for in terms of pitfalls when we're 
doing our testing. When we start a new campaign, I've just already pulled it up, we get this campaign ad 
set and ad level. I haven't named my ad set. I would normally do that, but the targeting comes into play 
right in this audience section. Typically, what we're starting with is everything totally wide open, and I've 
actually got a couple in there and we're editing this detailed targeting. 

That's where we're putting in our keywords. If we had Custom Audiences, that, I'm going to talk about in 
a different section under the Lookalike and retargeting areas, but that's where we would put in the 
Custom Audiences. If we're really starting from scratch and just targeting by keywords, we would of 
course adjust our locations, adjust our age range, adjust genders if we're only targeting a particular 
gender. Then, the detailed targeting is where we're putting in keywords. If we started out by targeting, 
say we want to target the fans of Amy Porterfield. 

Actually, something I've not notice lately is that this suggestion tool or this keyword matching tool is 
coming up a lot slower these days than it used to. Be patient with waiting to see if there's a match. Now, 
I can see that there is a match with that, with Amy Porterfield, and if I mouse over it, I can see the size of 
that. That typically is the size of the Facebook page but also other factors can also go into that. 
Sometimes Facebook is adding in other things besides just the page. Maybe it's other signals for Amy 
Porterfield. 

Now, if I were to target, let's just go with social media, so if I start with social media, then we've got a lot 
of different options here. It's pulling up job titles as a, for some reason, here more naturally, but if I start 
with the interest, now it's targeting fans, anyone who's interested in social media. That's 745 million 
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people, and that's a really wide keyword range. You can see that's 81 million people in the US, and that 
might be targeting anyone who's a fan of anything to do with social media. That's a really wide keyword. 

I typically wouldn't use something that's quite so wide or I would try and narrow it down a little bit 
more, or pick a different keyword in that case. Let's just say social media marketing. Again, it's pulling up 
job titles, employers, and then interest. Let's just target by interest. Now, I can see the audience 
definition is 24 million people, that's a little bit smaller for sure. I might go with the suggestions here and 
see what else gets pulled up, to see if there's a better keyword that might be a little bit more in tune 
with anything. 

Let's actually go with, Nicole was asking about small business owners. The small business owner by 
behavior is 53 million people. When I have it wide open, US, with the age range is 5.4 million people, 
and I would definitely want to narrow that down to a particular age range. If I click on suggestions, it 
comes up with some job titles. Small business as an interest, it could be anyone who's interested in any 
small business. Like, someone who's interested in the ice cream store down the street. That wouldn't be 
the appropriate keyword to target, for example. 

Nicole is saying, "I have an SEO business. I'm trying to sell SEO services to those small business." Yeah, I 
would definitely take a look at small business owners as a possibility. Again, I might narrow down that 
age range to say 35 to 60, let's just say. Sometimes, you might have a niche where you're targeting that 
older person who doesn't want to mess with SEO, for example. Now, we've got 3.4 million people and 
that's pretty good, but we could also maybe say, narrow the audience and let's just say Facebook page 
admins as a behavior. Let's just see how that ... Oh, it narrows it down to 2.2 million people. 

Now, we know for sure that they're small business owner. They also have a Facebook page. So, that 
could be an interesting thing to try. We're at 2.2 million people, with an age range that might be 
appropriate there. That could be a good test, for example, is someone who's slightly digital savvy. We 
know they've got a Facebook page. Maybe they're a little more serious because they've got a presence 
on social media and they might be interested in digital marketing. We could also say, let's just say that 
they're interested in digital marketing. 

Let's just see what it pulls up with then. See? That's pretty narrow. Now, we've narrowed that down a 
lot more tightly, that may not be appropriate in that case. We can just X that out and try something else, 
but that would be something that I would think would be a good test. Like I mentioned in the other 
section, we don't want to turn on detailed targeting expansion unless we are sure that this particular 
keyword already works. Because if we're trying to test a keyword, we don't want to have Facebook go 
out and find other keywords that they think might be a good fit for this. 

You can see, as soon as we turn on the detailed targeting expansion, this audience size goes up to 98 
million people as a possibility. When we're in the testing phase, for sure, we do not want to have that on 
because we want to know what works. One of the other things I just wanted to point out here in the 
show more options. This is where we're finding the connections to our page, where we're saying, "I 
want people who are only people who like our page." Now, if you look at that, if we check that, yeah, 
let's just check. Oh, add the page. We do have to add the page here. 

If I add that, now the audience is going to go down like way too small because I've got a keyword in 
there plus my page fans. I'm going to keep this open to target just fans in my page. I'm not going to put 
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any other keywords in there. Again, because the fan page that I've chosen here is 10,000 people, I'm not 
going to be able to have a budget that's really high for that, because that's a small group. But that is a 
possible audience that could do really well because they already know me and I could just spend 10 
bucks a day and really get reconnected to those fans, for example. 

Now I'm going to X that out, make sure that's not set. I can go in here and, again, I was talking about 
reaching high income people. I might choose investing as an option. Again, we have to wait. It's why I 
have tea and stuff. Investing, if I chose a general keyword here, that's 485 million people, that's really 
high. I might get into fidelity investments, for example. If I'm going to just have someone who's a little 
more savvy, they know about fidelity. Then, when I click on fidelity investments as my seed for my 
suggestions here, I'm going to click on the suggestions. 

Now, I'm coming up with some really specific investment keywords where I'm going to say, "Yeah, let's 
target some of these as well, where they're really specific. If they're a fan of that page, they're maybe a 
little bit more savvy in there." JP Morgan Chase, that's pretty wide, because it could be anyone who's 
interested in that bank. Retirement planning could be pretty general in that case. Motley Fool. Some of 
these are really good for reaching specific people who probably have some money in these cases. Let's 
see. Oh, yeah, Katie is asking about combining Custom Audiences. I do this all the time. 

I am constantly ... Oops, I did turn that off. Yeah. Okay, so I am constantly combining Custom Audiences. 
I don't necessarily combine Lookalike Audiences because I want to test that Lookalike Audience by itself, 
but I am combining things like retargeting audiences, like all of these emails. I would then also pull up 
my website traffic, all my traffic. I would pull up older email list, perhaps. Although, there's things you 
have to watch with targeting there. Keeping that current. I might target the video views, that's an older 
one, but if I have, there's a video engagement. 

I could definitely combine all of these and this is my warm audience. I'm doing that kind of thing all the 
time, because these audiences by themselves might be too small and they really aren't going to ... I'm 
not going to, unless these are bigger, I'm not going to gauge whether my email subscribers or my fans 
are really driving more traffic. If they were big, if I had big audiences of each, I might then segment 
those. But for this, I would just say, "Let's target all my warm audiences in one and put those into a 
group." 

Or, if I had a specific goal in mind, where I was saying, "Let's only target the people who watch these 
particular videos or this video with the next video where I'm doing sequencing, or message, or 
something." Oh my gosh I'm yawning, sorry, guys. Yeah, combining audiences, but then if you're using 
these Custom Audiences that are your warm audiences, you definitely do not want to add in any 
detailed targeting. Because, again, you're narrowing this audience and I will also expand this age range 
out probably quite a bit too just to reach a wider group here. Unless for some reason my offer was not 
appropriate for 25-year olds. 

But I have had 25-year olds purchase my stuff, so that is a possibility. I'm trying to keep that as wide as 
possible. I would also include more location, so I'm widening that out to reach more of this particular 
Custom Audience. I don't want to, if I have a Lookalike Audience, I don't want to ... Let's just do 
Lookalike of people who have been engaged with my videos. I'm going to only keep this Lookalike 
Audience by itself because I want to just test this particular Lookalike Audience, and it's large enough, 
it's two million people, it's large enough to be a good test in this case. 
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If I was in a small country, I might combine a couple of Lookalike Audiences in that case. But typically, I 
would not and then also, something to note is something newish is this Lookalike expansion. Again, I 
don't want to turn on these expanders because I want to specifically test this particular thing. I keep 
Lookalike expansion off and detailed targeting expansion off until I've specifically tested those. Let me 
just think of what else is in here that I wanted to cover in the targeting. Oh, the browse section, that's 
the other thing that we can look around and say, "Okay, what other keywords might I not be finding?" 

I might target, let's just target people in advertising, for example, but you can find that particular 
keyword in there, but it's just an idea for additional targets that could be in there that you might miss. 
Then, if we wanted to target people who liked Social Media Examiner, oops, did I do employers? You got 
to watch for sure that you're choosing the right one. I set interests. Then, I'm going to narrow this 
audience and say they have to like Social Media Examiner and also like Hootsuite. Actually, you can see 
that I don't have this on because I've got this Lookalike Audience. 

I usually do not layer Lookalike Audiences with targeting. I usually keep those wide open. For some 
reason, it's coming up with just 22,000 people, but it is a wider audience, typically. Like I said, sometimes 
this audience definition gets a little out of whack if we're trying different things. Let me just X that out. 
Yeah, something is wrong because Social Media Examiner itself is an audience of almost half million 
people. It's saying that there's only 96,000. I know this is worldwide audience as well, but something is a 
little off with the audience definition. But you want to make sure that that is a little wider, usually. 

If this was the case, where it was 96,000, I might add in something else and see how that goes. Now it's 
up to 1.2 million. Yeah, so this is either HubSpot or Social Media Examiner, and if I were to narrow the 
audience where it must also match something else, it's going to get a little bit smaller. I think that is 
most of the ... Oh, and we are actually out of time now. That is what I wanted to cover in the demo 
section. Just to, again, couple that with the testing and find out which keywords are going to perform 
the best for you and watch those reports to see how they're doing. 

Watch for audience burn out if you're doing longer term ads. Keep rotating in, finding new ad, finding 
new things to target, finding new keywords in there, seeing what works best. Awesome. Let me just 
make sure and see if there's any other questions. Oh, Karen is asking, "Automatic placement or 
manual?" I always recommend manual placement, always. The only time I do automatic placement is for 
retargeting ads. That is the only time. I definitely find so much more value in the manual placement in 
the newsfeed only. There you go. All right, everyone, thanks so much. 

Oh, Keith is asking one thing about accelerated delivery. Accelerated delivery is under the more bid 
strategies right here. No, where did it go? Oh, yeah, delivery type, standard, and you have to have ... 
What do you have to have? Some sort of setting in there to be able to use it. It is bid cap. I have tried 
accelerated delivery. I haven't gotten great results from it. I find that it just actually goes through my 
spend a lot faster in the beginning, so I'm not a huge fan of accelerated delivery. Maybe other people 
who have figured it out how to use it better, maybe, I don't know. 

But I've tried it a few times and it hasn't been great for me. I just like standard delivery type. All right, 
everyone, thanks so much and we'll talk to you again soon. 

 

 


