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Driving ROI Through the Social Amplification Engine

Goals:
[Change the text to what the company’s goals actually are. Show that we understand what 
they are looking to do. Personalize when possible.] 

Target:
[If you already know their targets or their audience, make note of this. Again, 
personalize as much as possible.]

Content:
[Look over the client’s content and use existing knowledge of goals to tie the 
importance of content in the cycle.] 

More about the 
Business Strategy

Strategy:
Based on the client’s GCT, what is your proposed strategy?

(We'll refine based on joint feedback.)
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Learn What Content Works Best From Our Historical Results
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Content Spend Target Action

[Link to content]

[Screenshot of content]
$10.44

[Persona]

[Exact targeting used]

RCS: xxx
Website clicks: X at $x.xx CPC
Lead form visits: xxx
Important conversion 1: xxx
Important conversion 2: xxx

[Link to content]

[Screenshot of content]
$10.44

[Persona]

[Exact targeting used]

RCS: xxx
Website clicks: X at $x.xx CPC
Lead form visits: xxx
Important conversion 1: xxx
Important conversion 2: xxx

[Link to content]

[Screenshot of content]
$10.44

[Persona]

[Exact targeting used]

RCS: xxx
Website clicks: X at $x.xx CPC
Lead form visits: xxx
Important conversion 1: xxx
Important conversion 2: xxx

[Link to content]

[Screenshot of content]
$10.44

[Persona]

[Exact targeting used]

RCS: xxx
Website clicks: X at $x.xx CPC
Lead form visits: xxx
Important conversion 1: xxx
Important conversion 2: xxx
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Learn What Content Works Best From Our Historical Results
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Content Spend Target Action

IT Support Photo Album

$10.44

[Hispanics]
Location - Living In: United States: 
Pennsylvania
Age: 14 - 42
Exclude: Income: $125,000 - $150,000, 
$150,000 - $250,000, $250,000 -
$350,000, $350,000 - $500,000, Over 
$500,000, $100,000 - $125,000, $75,000 -
$100,000 or $50,000 - $75,000
People Who Match: Ethnic Affinity: 
Hispanic (US – All)

RCS: 18
Website clicks: 5 at $2.09 
CPC
Signup form visits: 4
Live chat count: 4
Click-through signups: 4
View-through signups: 0

Criminal Justice Photo 
Album

$26.20

[Young Females]
Location: United States: Pennsylvania
Age: 18 - 42
Gender: Female
Exclude: Income: $125,000 - $150,000, 
$150,000 - $250,000, $250,000 -
$350,000, $350,000 - $500,000, Over 
$500,000, $100,000 - $125,000, $75,000 -
$100,000 or $50,000 - $75,000

RCS: 59
Website clicks: 9 at $2.91 
CPC
Signup form visits: 10
Live chat count: 2
Click-through signups: 2
View-through signups: 0
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Targeting: 02/01/17 – 02/28/16
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DONE:
✓ Create top percentage of site visitors audiences.
✓ Create remarketing audiences against program landing pages.

TO DO: ***we have many audiences already created
❑ Expand audience lists (will follow up with Facebook rep to expand out to 10k audiences). 
❑ Jake to get with Adam and review the Envision audience naming convention and suggest audience 

creation depending on our current list.
❑ Create new saved target audiences based on what interests are converting via Audience Insights.
❑ Create remarketing audience of people who have viewed the program page but haven’t enrolled yet.
❑ Help implement a “win-back” program for teachers who have previously nominated students by 

conducting research into why they aren't nominating new students. Create a “nurture” campaign for 
these teachers (via the plumbing we have set up).

❑ Audience and fan analysis to drive informed decisions about campaign target groups.
❑ Evaluate which DM audiences are driving the highest results and try to recreate that success in our 

greenfield efforts via Lookalikes. 

Daniel Goodrich
danielg@blitzmetrics.com

Note: Change date for your client.
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The total owned audiences that you can reach via Facebook plus the organic fan base on other social 
networks.  

Total 
Audience
0,000,000

Website 000,000,000

Email 000,000,000

Facebook 000,000,000

Twitter 000,000,000

Linkedin 000,000,000

Instagram 000,000,000

Total 000,000,000

Owned Audiences
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Website Retargeting
Now: 0,000

Before: 0,000

Email Custom 
Audiences

Now: 0,000 
Before: 0,000

Fans
Now: 0,000

Before: 0,000

Interest Targeting
Now: 0,000

Before: 0,000

Lookalikes
Now: 0,000

Before: 0,000

00%

00%

00%

00%

00%

00%
Media & Influencer

Now: 0,000
Before: 0,000

We start each campaign with your core customers and influencers. We’ll grow and expand to each 
profitable audience based on how they relate to you. 

Total: 000,000,000 people, 00% ROI

Audience Performance
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We start each campaign with your core customers and influencers. We’ll grow and expand to each 
profitable audience based on how they relate to you. 

example of how to fill this out. 
Audience Performance
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7 days WCA
172,400 people

65x ROI

1 day WCA
23,500 people

65x ROI

High buying intent 

branded search
45,000 Impressions

ROI 25x

Generic branded search
300,000 Impressions

ROI 10x

Keyword “Golden State 

Warriors“ in Display Network
2-2.5m Impressions

Remarketing Ticketmaster 180 
days

420,000 people

Remarketing video viewers 180 

days
8.8m people

30 days WCA
963,700 people

65x ROI

180 days WCA
1.62m people

50x ROI

Facebook Fans
5.36m people

45x ROI

Lookalike Audience Ticket Sales
9.81m people

25x ROI

Facebook – 5.36M people, 4,675% ROI* Google – 8.8M people, 1,793% ROI

Audience buckets correspond with ROI. Increasing the size of remarketing audiences leads to an increase in the overall ROI.
*) Timeframe is this season from 9/20 – 12/31, assessing different audience buckets based on the data available.

Investing Into Precise Tracking And Audiences Increases ROI
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Total 
Audience
0,000,000

Audience Overlap

Audience Overlap allows advertisers to take 2-5 audiences and find the percentage of overlap 
between them. In other words, how many users who are in Audience A are also in Audience B? We 
use this tool to better manage and optimize your custom audiences. 
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Capture Users With Retargeting

Recapture users who 
visited your site.

Show your site visitors 
your ads on the web.

Advertise to Facebook
users who have 
visited your site. 

Landing 
page 
here

Client Ad/ 
content 
from page
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Screen shot from conversion volumes by pixel. 
Notes:  If missing, show “missing”.
Show snap shot date since we will refresh this regularly.    

Website Yield 

Site-wide 30 day count xxxxxxx

Site-wide audience count for 180 days xxxxxxx

Increasing Website Yield via Retargeting
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00,000 people

Email Website Facebook Twitter LinkedIn Instagram

000,000,000 000,000,000 000,000,000 000,000,000 000,000,000 000,000,000

Have visited your website and are in your email list 00%
Audience Combination 1

We will identify your total audience and measure the growth between your important channels. When we fully utilize cross-
channel counts, we use your existing business logic to feed them content and deliver a unified message based on who they 
are and the relationship they have with your brand. 

00,000 Email list
00,000 Website

00,000 people
Have visited your website and are in your email list 00% 00,000 Email list

00,000 Website

00,000 people
Have visited your website and are in your email list 00% 00,000 Email list

00,000 Website

00,000 people
Have visited your website and are in your email list 00% 00,000 Email list

00,000 Website

Audience Combination 2

Audience Combination 3

Audience Combination 4

Total Audience

000,000,00

Cross Channel Counts
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Analysis and Discussion 
•
•
•

Audience Performance
Awareness Consideration Conversion

Reach Clicks CPV Action Clicks CPE Action Clicks CPA Action

Website Custom Audiences

Email Custom Audiences

Media & Influencers

Core Customers and Influencer Performance
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Affinity Analysis

[Company Name] and their closest competitors:
All of these companies are large airlines in Europe. They all have a similar male to female ratio of 
Facebook fans, about 48%/52%:

On average, all of these pages, including [Company Name], have a post frequency of about once 
per day.

Turkish airlines had the highest engagement rate per amount of fans (6.0%). The biggest insight is 
that they are posting an average of three posts every day, opposed to one post per day like all 
the other airlines.

We will perform real in-depth analysis and build the dashboards around it. We will analyze the 
factors that make your brand successful. This a sample analysis. We will look at a codeshare 
partners and global airlines, not just European airlines. 
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Name of Audience Exact Targeting Input Size Overlaps

Top Targeting Groups By Size

40138



Name of Audience Exact Keywords Size Overlaps

Top Keywords Groups By Size

41139
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Potential Facebook Targets

Total Audience
0,000,000
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Target 
Description

Audience Size
000,000,000

Target 
Description

Audience Size
000,000,000

Target 
Description

Audience Size
000,000,000

Target ContentAudience Size Landing Page

Replace with 
Content

Replace with 
Landing Page

Target 
Description

Audience Size
000,000,000

Based on the unique needs of each persona, amplify appropriate pieces of content. Address segment-specific objections to 
_________ and promote success stories of _______. Test our assumptions and place greater emphasis on __________ and 
_________. In lead up to every ____________, increase emphasis on ____________ content.

Persona Modeling

141



44

Media Influences Audience Size
4,200

Audience Size
380,000

Tennessee
Car Insurance
Renewals

Audience Size
220,000

ContentAudience Size Landing Page

Replace with 
Content

Replace with 
Landing Page

College students
within 50 miles of 
Nashville

Audience Size
13,000

We are able to target the interests, competitors, media, and skills that make your clients unique. Once we have narrowed down your 
target audience, we can send relevant content directly to them. They can then be lead through nurturing paths. After customers are 
sent an email, click a link, or visit Direct Auto’s website, they are then directed through a path of information specific to their interests 
and needs.

Example: Direct Auto 

Persona Modeling

Target

Parents in
minimum wage
jobs
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Segment, Message, and Drive Business Results

v

Goal: State client’s 
awareness goal

Goal: State client’s 
consideration goal

Goal: State client’s conversion goal

Insert name of
segment

Insert name of
segment

Insert name of
segment

Insert name of
segment

Insert name of
segment

What will they do at 
this stage?

What will they do at 
this stage?

What will they do at 
this stage?

What will they do at 
this stage?

What will they do at 
this stage?

Where will they go 
next?

Where will they go 
next?

Where will they go 
next?

Where will they go 
next?

Where will they go 
next?
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Segment, Message, & Drive Business Results

Target audiences based on app stage & objective and then direct to related 
experiences

New Customers
Installed, 
Yet to act Reengagement Retention Resurrection

Inform people about items 
available in their interest / LAL 

category

Highlight collections / categories 
to churned browsers / buyers

Highlight browsed / related / 
complimentary categories to 

lapsed buyers

Showcase items that were 
previously added to cart to drive 

purchase in app

Feature collections / 
categories / popular / 

browsed items

Drive to App Drive to Collection Page in App 
via Deep Link

Drive to Item in App via Deep Link Drive to Collection Page in App via 
Deep Link

Drive to Collection Page in App via 
Deep Link

v

Goal: App Install or Web Visit
Goal: App Install or Web Visit Goal: Drive Revenue

144



Amplification: 02/01/17 – 02/28/17
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Adam Needs 
aneeds@envisionexperience.com

Aarun Rumbaugh
aarun@blitzmetrics.com

DONE:
✓ Boost posts with call to action buttons. 
✓ Collect the TFN for click to call ads. 
✓ Mark all paused ads with “xx_” naming convention.
✓ Create dark posts bidding to website clicks (CPC) for landing page using saved audiences. 
✓ Remarketing ads for 1-day landing page abandoners via Google and Facebook.

TO DO:
❑ Launch MED greenfield pilot on Facebook, nurturing to click-to-call ads.
❑ Create lead ads (Jake Campoli).
❑ Specify call to action buttons on User Mapped posts (send to URL, watch a video, etc.), which is perfect 

for remarketing sequences.

Note: Change date for your client.
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Put in rules of business logic that drive ROI for your business into a system. 

1
2
3

Identify a segment from your total audience.

Feed your audience segment-specific content across all channels based on business logic. 

Use your logic to move your customers through the funnel based on your goals. 
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Move People Through The Funnel With A Turnkey Marketing Solution

Ad Type Ad Type

Ad Type Ad Type

Ad Type Ad Type
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Advance people through the funnel with an end-to-end 
marketing solution 

Video Instagram  Photo/Video

Carousel
Ads

MAI / MAE DPA

Video Link Ad Link Ad
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Optimization: 02/01/17 – 02/28/17

51

Adam Needs 
aneeds@envisionexperience.com

Kenny Hoang
kenny@blitzmetrics.com

DONE:
✓ Complete Facebook Ads audit and post in Basecamp. 
✓ Complete first round Google Ads audit to reduce waste across campaigns. 
✓ Execute recommendations made in Google Ads audit. (Adam and Jake).
✓ Execute recommendations made in Facebook campaigns audit. (Adam and Jake).

TO DO:
❑ Sean to discuss reporting requirements and cadence with Marcie and Ringer. How to consolidate 

Facebook exported data broken into gross and derived metrics with standing reporting spreadsheet.
❑ Relevance scores of at least 6, 4, and 2 (respectively) for content Awareness (1_ ), Consideration (2_ ), 

and Conversion (3_ ).
❑ For conversion events that have at least 20 conversions in the last month, switch bidding from website 

clicks (CPC) to website conversions, if not already.
❑ Scale: If video generates a CPV below $0.005 and ad frequency is below 1.2 after 3 days, increase 

budget by 10%.

Note: Change date for your client.
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The Highest Grossing Facebook Ads

52

What are the results from this 
ad? Spend? ROAS?

Who did it target? What was 
the ad about? How long did it 
run?

What are the results from this 
ad? Spend? ROAS?

Who did it target? What was 
the ad about? How long did it 
run?

What are the results from this 
ad? Spend? ROAS?

Who did it target? What was 
the ad about? How long did it 
run?
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Warriors-Cavs Rematch generated 
$24,000 from only $277 spend, an 
ROAS of 8,643%.

The ad ran 11/27/15 to 11/30/15 and 
targeted Warriors and Ticketmaster 
visitors in the Bay Area. 

Xmas Day Game Giveaway brought in 
$25,000 from only $366 spend, an ROAS 
of 6,830%.

The ad ran 12/4/15 – 12/23/15 and 
targeted Warriors and Ticketmaster 
visitors in the Bay Area.

Carol of the Dubs for the Warriors-Cavs 
rematch made $44,000 from only $300 
spend, an ROAS of 14,667%.

The ad ran for three days (12/23/15 –
12/25/15) and Targeted Warriors and 
Ticketmaster visitors in the Bay Area. 

Highest Grossing Facebook Ads This Season
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Ad Spend Target Actions

$00,000 Consideration - Online Shoppers, 
Women, over the age of 18

000 
Actions

$0.00
CPC

Top Performing Ads by Spend
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Example: Direct Auto 

Top Performing Ads by Spend
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Ad Spend Target Actions

$00,000 Consideration - Online Shoppers, 
Women, over the age of 18

000 
Actions

$0.00
CPC

Top Performing Audiences By ROAS
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Ad Spend Target Actions

$00,000 Consideration - Online Shoppers, 
Women, over the age of 18

000 
Actions

$0.00
CPC

Worst Performing Audiences By ROAS
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Ad Spend Target Actions

$00,000 Consideration - Online Shoppers, 
Women, over the age of 18

000 
Actions

$0.00
CPC

“Blacklisted” Audiences By CPL Target
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Systematically Optimizing for Client Goal at a Set Threshold

59

Do NOT 
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Awareness:
Use this for simple campaigns. Explain the MAA.  
•
•
•
•
•

Consideration:
•
•
•
•
•

Conversion:
•
•
•
•
•

Analysis & Action
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Awareness CPF Fans

Total Audience Campaign $0.00

Audience
•
•
•
•
•

Analysis & Action - Awareness
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Consideration 
•
•
•
•
•

Engagement CPE Actions
Total Engagement Average $0.00

Analysis & Action - Consideration

160



63

Conversion CPA Actions

Total Conversion Average $0.00 000

Conversion 
•
•
•
•
•

Analysis & Action - Conversion
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Audience Audience Size Reach Clicks CPC Spend

Total Conversion Average 000 000 $0.00 $0.00

Analysis:
•
•
•
•
•

NOTES: Who are the audiences that are converting 
better? 

What are the next steps with the audiences that have 
high conversion rates? 

Analysis & Action – Conversion Audiences
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Media Targeting Results 

Overall Results xxxxx

Gross Audience Size

Reach

Clicks

Media and Influencer Targeting (Dollar a Day Strategy)

More about the Dollar a Day 
Strategy

Target 
Description

Audience Size
000,000,000

Target 
Description

Audience Size
000,000,000

Target ContentAudience Size Landing Page

Replace with 
Content

Replace with 
Landing Page
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Target 
Description

Audience Size
000,000,000

Target 
Description

Audience Size
000,000,000

Target 
Description

Audience Size
000,000,000

Target ContentAudience Size Landing Page

Replace with 
Content

Replace with 
Landing Page

Target 
Description

Audience Size
000,000,000

Media and Influencer Targeting
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XX Clicks
Click to Sale Rate: X%
CPA: $XX 

Audience 
Variable 1 

Audience (type 
and size) Conversion  

By testing a single step vs a two-step conversion, we can assess the value of the intermediate 
step. Of course, we expect the conversion rate and cost per conversion to be favorable from the 
intermediate step to the purchase. 

XX Users 

Audience (type 
and size) 

XX Clicks
Click to Sale Rate: X%
CPA: $XX 

XX Users 

XX Users XX Users XX Users 

Conversion  

Lift Testing SAMPLE PAGE
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Client’s Name Optimization Team

[Name]
[Email]

Project Manager

photo

[Name]
[Email]

Team Lead

[Name]
[Email]
Analyst

[Name]
[Email]

Senior Analyst

photo photo photo

See your Basecamp: [Insert URL]
See your Dashboard: [Insert URL]
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Your Optimization Specialists

Each unit has 3 members, which interface 
with 3 named members of the client

[Name]
[Designationl]

[Name]
[Designationl]

[Name]
[Designationl]

[Name]
[Designationl]

[Name]
[Designationl]

[Name]
[Designationl]
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