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Video 1 Transcription 
 

David (00:01): 

Hey everyone. It's David Schloss. And I am going to break down for you 
what ad types you need to be using in your advertising today. Now, for 
those of you who have advertised in the past, you know, that picking 
the correct type or objective is crucial in whatever you're trying to 
achieve with your campaign. If you're trying to get leads, applications, 
purchases, whether it's physical or digital product, even if you're just 
trying to build a huge audience, the objective division is incredibly 
important when you want to achieve that intention, that result, 
whatever it may be now, for those of you, who've never run ads before. 
It's actually quite easy to determine what it is that you need to run. So 
on your screen, you can see we're in the ads manager. And when you 
create a new campaign, you click that button. The green button says 
create in your ads manager and it brings up this box. 

David (00:50): 

Okay? This box is essentially going to give you the choices of what it is 
that you need to decide on for creating an ideal campaign. So here's 
what you need to keep in mind. If you're someone who's looking to 
send traffic to a blog, post an article, maybe something you got 
featured in as press, you're probably going to choose traffic, but here's 
the thing. Maybe you want it to have shared quite a bit in the 
ecosystem that is Facebook and Instagram. In that case, then you're 
going to choose engagement. Cause it gives you likes comments shares, 
and it will generate clicks too. So you have to decide, do I want more 
clicks or do I want more people to be sharing it? Maybe I want more 
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people to be commenting on it. And that same thing can happen with a 
video. If you want a lot of views, you click video views. 

David (01:33): 

But if you want a lot of views, but also engagement, you could click on 
engagement. So you could see where things can get a little dicey. Some 
people are just like, I don't know what I want to choose and whether or 
not it's going to get me there. As an advertiser always told to test 
everything. And with this case, because you can select on engagement 
or video views or engagement in traffic, the only way to know which 
one's getting you. The result you're looking for is by trying both. But 
when it comes to something like a conversion campaign, that's because 
you're trying to get leads, applications, and purchases or something 
else along those lines that leads to your end result. Most people just 
want to generate sales. So naturally they're going to click on 
conversion. That's what a lot of people start with. Even brand new 
accounts. 

David (02:15): 

You can start with conversion, seasoning pixels and all that. Guess 
what? You don't really have to worry about that anymore. You could 
simply start with conversion and start generating sales. On the first day 
of you running a campaign, most people will take a little more time, but 
it is possible. So if you're trying to sell a physical or digital product, you 
need leads. He needs some applications. You need some people to buy 
your product. You're going to start with conversion. But remember, if 
you simply want a lot of people to see your content, you want them to 
engage. You want them to click, you could start with something else. 
You could start with engagement. Oftentimes when I'm trying out a new 
video and I want to generate leads down the line, I will actually start 
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with engagement because I want to see whether or not people are 
going to click on that video. 

David (02:57): 

They're going to share it. They're going to like, they're going to 
comment if they are, I then switched to conversion so that I could focus 
on generating those leads. But at least by doing that, I'm able to see 
whether or not the video is enticing enough for people to even care 
about what it is I'm going to talk about. Now, for those of you who are 
like, what's the purpose of brand awareness or reach it's simply so that 
people see your ad. That's all the intention is how many people see it 
and how often they can see it. So for example, you have a small 
audience of people you're targeting. Maybe it's, let's say a small town of 
10,000 people. You have a better chance of using reach because it's 
such a small audience. It's going to be tougher for Facebook to optimize 
for something like a conversion. 

David (03:38): 

But if you simply just want to be in front of a lot of people, you would 
use reach or even brand awareness, because that is set for just blasting 
out your message to as many people as possible so that they can see it. 
And that's it. And app installs very clear. You're generating apps that 
people want to install. You're just putting it out there. People want to 
download it. Boom. That's what you use. Lead generation. Those are 
lead forms. Now lead forms are a little dicey. Some people have great 
results with them, others don't, it's essentially so that people can opt in 
for more information from you. You leave information such as name, 
email, phone number, and other pieces of info in those forms. And 
when you click submit the person who delivered that ad now has that 
information, but you never left the Facebook ecosystem. 
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David (04:22): 

So it has a great way of generating leads, but sometimes the lead flow 
can be poor. So you have to decide on whether or not it's something 
you want to stick with. You don't have a landing page. Great place to 
start is creating a lead gen campaign messages. That's specific for 
messenger. You want to generate sponsored messages, things that go 
into the inbox of people who've already engaged with your page. 
Maybe they've already engaged with your content. In the past, you 
could send messages to them. Even people who had PMD or DMD on 
Instagram or Facebook, you could send a sponsored message through 
the messages, a conversion. Now, maybe you want to do catalog sales. 
That's more of an econ related item. That's something to where people 
who see a lot of products on your store. You want to create dynamic 
ads that it's the last, you know, three to five products they see on your 
store. 

David (05:09): 

And you want to retarget them with something that's where you'd stick 
with catalog sales because it's dynamically updated for every user. It 
works incredibly well for myself and a lot of clients in the eCommerce 
space. And that's primarily what it's used for and store traffic. That's 
more for foot traffic, brick and mortar. You want people to go to your 
store, click on, get directions, same thing with restaurants or anything 
of that nature. That depends on foot traffic. You would use store traffic, 
but most people course creators, realtors, coaches, consultants, 
authors, speakers. I mean a lot of people that I work with, they all start 
with conversion because they want a lead, an application, a purchase, 
you name it. So keep that in mind when you're picking these objectives, 
what's the intention at the end. I want sales. I want more calls. I want 
people to look at my fan page like it. 
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David (05:57): 

I want people to watch my video once you know exactly what it is you 
want. It makes it very easy to decide on the objective to choose. And 
let's not forget. Facebook tells you what it's for. Once you hover over it 
and click on this little icon here. So you're never having to feel like you 
don't know exactly what to pick. So with that being said, this is how you 
choose the ad type that works best for you. In the next video, I'm going 
to be breaking down how to find the audiences that are going to be 
best suited for whatever it is you plan to promote to your ideal 
audience so that you can generate sales, leads, applications, whatever it 
is you're looking for with ease, I'm gonna make it super simple for you. 
See in this next video, 

 

 


