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Executive Summary
Entrepreneurs who are the sole person in their business, or per-
haps have only one part-time or full-time person on their team, 
often have a harder time getting results from their pay-per-click 
advertising.  They have smaller overall ad budgets, which means 
their campaigns need to be tightly optimized with focused target-
ing.  

The Challenge
The mistake a lot of entrepreneurs make is simply “boosting” a 
Facebook post. This allows them to quickly spend a small amount 
of money at any one time and perhaps get a few likes or com-
ments.  However, they quickly find out boosts don’t result in 
paying customers, or even new leads.

We compared results from three of our entrepreneurs in the 
same industry at the three-month and six-month point in their 
new pay-per-click advertising campaigns on Facebook. One had 
never done paid ads, and the other two had only done “boosts” 
on their Facebook page.

Each of these entrepreneurs are real estate agents at different 
stages and levels in growing their business.

None had their own website - only what was available through 
their broker which they weren’t able to edit; and no way to auto-
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mate the process or connect leads to an existing CRM 
or email list - so we had to set up those basic pieces.

None had an “item of value” to offer, until they were 
far into the process and ready to buy or sell.  All three 
wanted to capture prospective clients long before 
that point so that they had already established a rela-
tionship by the time they were at a transaction stage.  
Each also had a different target audience - not just 
geographic, but also different demographics.

The Solution
Initial setup:
·  Create a customized item of value for two pri-
mary target audiences (buyers, sellers).
·  Create basic landing pages for each item.
·  Create a basic automated follow-up funnel that 
delivers the item of value plus sends an additional 
sequence of three emails.
·  Create organic posting strategy that was a com-
bination of interesting posts plus CTA posts on a 
weekly basis.

6-Month Advertising Plan:
·  Select target audience demographics
·  Design pay per click ads and variationes
·  Perform A/B testing and optimize ads 

Results
Client 1
This client had set up their Facebook business 
page a few months before our project, and had 
only invited friends and family and hoped to 
slowly grow his page without doing only “like” or 
awareness ads.  He was nearing retirement and 
wanted to do less physical prospecting.  We also 
had to consider that he has an older demographic 
that wasn’t as tech savvy.

Clent 2
Client 2 had been a real estate agent for about 
10 years by the time we started working with 
her and was a top agent in her office.  She had a 
Facebook page for years and had been posting on 
it occassionally. She preferred to work by phone 
and was wanting to test if Facebook ads, done 
properly, could make a difference.

While we did not have access to a list of leads 
that eventually closed for Client 2, including the 
number of visitors to the landing page that con-
verted by submitting their contact information, 
data shows she experienced solid results.
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Clent 3
This agent had only been in real estate for a 
couple of years, but was hitting it hard and heavy.  
She was already a top agent in the entire DFW 
Metroplex, and was social media savvy.

She had enough knowledge that she could have 
been able to get her campaign up and running 
relatively easily, but didn’t have the time.  She 
also knew that our expertise could get better 
results quicker, versus her having to try multiple 
optimization strategies since she had never set up 
pay-per-click advertising before.


