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Facebook Ad Case Study
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Why Facebooke
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Facebook Audiences

Custom (Target) Audiences Lookalike Audiences

Custom Audiences € Browse
Audience Definition facebook.

Create New Custom Audience...

Locations @ | United States /\ Your audience
All United States selection is fairly
I / broad.
Speciic Broad
I . LOOKALIKE
Age O 18w - 65+w Audience Details: [ AUDIENCE
= Location 1 - |
Li wi
Gender @ m Man e o United States
= Age:
Languages O o 18- 65+

o on News Feed and right column
on desktop computers, Mobile

Interested In Feed and Third-party Apps

More Demographics v £5Eioements: Retargeting AUdienceS

Create Audience

| Education R
elationship Status
Interests @ P Browse " ‘e

Work L Potential Reach: 180,000,000 people

| Pixel & ® Facebook Pixel
Financial Pixel ID: 92639084409
Home LEERETEE  Anyone who visits your website v

Behaviors ) Browse
Ethnic Affinity Inthe Last @ | v Anyone who visits your website
Generation People who visit specific web pages
Parents Audience Name People visiting specific web pages but not others
c 5 o | People who haven' visited in a certain amount of time
onnections € Politics (US)
tion targeting Custom Combination

Life Events

o roancel | |




Retargeting

RETARGETING
STATISTICS

Diﬂal Ads Get You Visitors retargeted

0.07% CTR. The Avg  with display ads are

CTR for Retargeting more Iikelx to convert
Ads is y

Visitor Your Ad on

Other Sites

- -

Ileid?eﬁng Boosts Consumers Who have

Ad Response by a positive reaction to

retargeted ads

eting Typical Conversion
ighest Lift Rates for I;%inesses

ueries By who depend on
st refargeting
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Case Study Custom Audience

Reverse Mortgage Actions ¥

Audience Name Reverse Mangage/
Size 21,000,000

Type Saved Audience
Created 10/16/2017 6:54am
Last Updated 10/16/2017 6:54am

Labels |Add labels...

Audience Details '

View how this audience is defined

Audience Name Reverse Mortgage

Saved Audience | ocation - Living In: United Stat
Details

Exclude Location: Upi
Age: 62 - 65+

People Who Match: Home Types: Home > Home Type Home Type 3 Single-family :
dwelling, Home Ownership: Home > Home Owner e
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Types of Facebook Ads

What's your marketing objective?

Awareness Consideration
Brand awareness Traffic
Reach Engagement

App installs
Video views

Conversion

Conversions

Lead generation

Messages
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Product catalog sales

Store visits




Facebook Ad Formarts

Format
Choose how you'd like your ad to look

Carousel Single Image Single Video Slideshow
Create an ad with 2 or more Create up to 8 ads with one image Create an ad with one video Create a looping video ad with up to
scrollable images or videos each at no extra charge 10 images
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Facebook Ad Pictures

Sad 4am7

with a Reverse Mortgage

You can't zeverse theie clock
‘ but you can zeverse their loan
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Facebook Ad Text

J’( New American Funding

Start planning for your secure retirement!

Sad 41@77

with a Reverse Mortgage

Turn Your Home Into Cash With Reverse
Homeowners: You may qualify for cash for your equity

il Like @8 Comment A Share
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ife Like Page

Learn More

) New American Funding
K Sponsored (demo) -
Use part of your home's equity for cash proceeds that you can use in any
way you choose. Learn more about a versatile tool that nearly a million
homeowners have used to age-in-place and so much more.

- g/

Adventure Still Awaits in Your Golden Years

Bring financial stability to your retirement by letting your home work for you, after
age 62.

Learn More
O=0D30 7 Comments @ v

[fb Like () comment

e




Facebook Ad Text
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New American Funding

JK Spons

Use part of your home's equity for castNgroceeds that you can use in any
way you choose. Learn more about a versiile tool that nearly a million
homeowners have used to age-in-place and\yo much more.

ored (demo) -

Adventure Still Awaits in Your Golden Years

Bring financial stability to your retirement by letting your home work for you, after
age 62.

O=030 2
[ﬂ) Like () comment

Ad Engagement:

Reach: 3290 people (329/day - .10/person) —
Total Impressions: 3,982

All Clicks: 214

Engagement with Ad: 6.5% of Reach

CPC (Cost Per All Clicks): $1.56

CPC (Cost Per Click) to Lead Form: $3.15

All Clicks - Note: Clicking
on picture or button goes to
the Facebook Lead Form




Facebook Ad Lead Form

% New American Funding % New American Funding

Sai, 4W7

with a Reverse Mortgage

G Pictyure defaults, but
could be different

Reverse Mortgage Benefits

No mention of

I Reverse Mortgage - only benefits

ag.qiore by providing your info beiow.

I Better if something more specific

St bt it Email Iberkowitz@launchhawk.com _ A U TO m O Ti C O | | y fi | | e d i n
, : — by Facebook

e s
S
State co
G Prospects may be
Phone number US+1 v 7203845953

uncomfortable with this
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Facebook Ad Lead Form

% New American Funding

Learn More By Providing Your Information Below

Email |berkowitz@launchhawk.com
First name Jm

Last name Berkowitz

State co

Phone number US+1 v 7203845953
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Lead Form Engagement (Landing Page):
Link Clicks (Image & Button Click) To Lead Form:
CTR To Lead Form: 106

CTR %: 3.22 %
CPC: $3.15/Click

Leads From Ad:
Lead Form Conversion Rate: 17% (from Form)

Leads Generated: 18
Cost per Lead: $18.54



A/B Testing: Test, Test Test

So, How do You Maximize
Lead Generation at The
Lowest Possible Cost?



A/B Testing: Test, Test Test

So, How do You Maximize
Lead Generation at The
Lowest Possible Cost?

Always Be Testing!
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Mobile Tel#: 720-384-5953

Email: jberkowitz@launchhawk.com
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