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WHO IS THIS BOOK FOR? 
WHO WOULD BENEFIT 
FROM THIS PROCESS?

If you run a “How To” business … a business that shows people 
how to solve problems …through an info-product, a training 
course, or maybe SaaS (software) solving a business problem …

Then you will greatly benefit from the process revealed in this 
book.

What information publishers, training & course creators, and 
SaaS sellers all have in common, is that they solve “how to” 
problems for individuals and businesses.

And the advertising they need to create to attract new customers, 
clients, and business, work best with “reason why” copy.

This book reveals a scientific testing process that allows your 
market to automatically inform - direct - and shape your winning 
ads & campaigns ...

... while also alerting you early on losers!

Ultimately, you’ll end up with more winning campaigns, 
delivering more paying customers BECAUSE you will be reaching 
out to them using the problems they acknowledge they need 
to solve, and communicating with them in the language they 
have indicated they understand.
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WHAT IS THIS PROCESS? 
WHAT WILL IT DO 

FOR MY BUSINESS?

Our scientific testing process finds out what customers are 
actually frustrated about, tests hundreds of ad variations using 
their language and words...

... and capitalizes upon the machine learning platforms of 
Facebook and Google to drive consistent and predictable 
results - which are both scalable and profitable.

When we execute this process for clients, we call the service 
“Fractional CMO - Paid Digital Channels”. And we deliver to 
clients the following:

1. For start-up businesses, or new product/service launches:

Research, create, test and prove out winning ads that deliver 
your desired result (leads, paid buyers, etc.) at an acceptable 
cost per acquisition.

Use a scientific testing process that allows your market to 
automatically inform - direct - and shape your winning ads & 
campaigns ... while also alerting you early on losers!

2. For businesses and/or products/services with existing sales 
flowing:

A. Stabilize the ad account, so it’s delivering consistent and 
predictable results, at an acceptable client acquisition cost
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B. Deliver on key business objective(s) at greater scale and/or 
greater efficiency

C. Manage long-term growth across all channels

Essentially, the process breaks down to three main deliverables:

Facebook Testing Process – Deliver results with acceptable and 
predictable KPIs, plus develop proven creatives to be used with 
all channels.

Scaling / Efficiency – Deliver key business objective(s) at greater 
scale and/or greater efficiency

Managing Growth – Manage long-term growth across all 
channels with the Marketing Growth Framework

Let’s take a high-level view at the process, that we call …
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FRACTIONAL CMO - 
PAID DIGITAL CHANNELS

Link to short 3.5 min video, which gives a quick overview of 
our Fractional CMO - Paid Digital Channels process: https://
kelvinsmba.com/cmo-process/

Fractional CMO - Paid Digital Channels is a service that delivers:

1. �Consistent and predictable results, at an acceptable client 
acquisition cost

2. �Key business objective(s) at greater scale and/or greater 
efficiency

3. And manages long-term growth across all channels

https://kelvinsmba.com/cmo-process/
https://kelvinsmba.com/cmo-process/
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The key intel & levers we focus on, include:

Budget - timeline - upside potential - roadblocks - risk tolerance - 
cash flows - AOV (average order value) - LTV (lifetime value).

Also, what’s the conversion of first purchasers to repeat 
customers? What’s the first sale margin compared to LTV 
delivered?
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The testing process allows you to solve for business objectives:

	• How do I reduce my cost per acquisition?
	• What appeals work best for lead generation, that generate 

the highest long-term value clients?
	• What follow-up products would have the most appeal, 

and in what order?
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The focus is on removing bad choices, simplification, monitoring 
the REAL results to the business. We use strategies to achieve 
stability, efficiency, and scale.
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Facebook is the best place to test - then use your proven 
creatives with other channels.

The Facebook Machine Learning Process involves:

	• Testing with Feedback Loop
	• Targeting with Creative
	• Manage by Business Objectives
	• Automated Rules to Train the Machine

Facebook’s powerful machine learning platform can uncover 
intent at scale. It has coverage of every possible market segment, 
and deep insights into what drives them to action.
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Facebook prioritizes attention and sells that to businesses for 
profit.

If your content is something people like and engage with, you 
will pay less to reach them.
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Success comes from giving the machine learning platform what 
it wants, and it will then in return deliver to you what you want.

Facebook targets your audience based on your ad creatives.

It reads your headline, copy, images, even videos - and decides 
who your ad will appeal to - based upon trillions of data points...

...billions of users tracked across millions of websites, 24/7.
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The focus is on ACTIONABLE INSIGHTS, based on TRENDS, for 
BUSINESS OBJECTIVES - such as prospecting, creative testing, 
or maybe a new product launch.

Finally, Facebook and Google also, they only perform as well as 
you train their machine learning. Automated rules train them on 
what are considered acceptable results and costs.
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Our testing process comes from 30+ years in direct response 
marketing ...
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... plus working with super savvy people such as one of the top 
100 Facebook advertisers, who has spent close to $500 million 
profitably.

Parts of the process also came from a VP at Guthy Renker who 
spent $100 million a year, a North American director of Omnicom, 
and the ad tech engineers at Facebook.
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The process works for any company that does online lead 
generation and conversion to paying customers.

With a lead generation project - this process reduced the cost 
per lead from over $25 to $15.

With a book publisher – client acquisition cost was reduced 
from $40 to closer to $25.
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And with a large company selling golf training programs, who 
already had many control ads - the process uncovered new 
angles that delivered a return on ad spend around 2.1x.
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PRINCIPLES BEHIND 
THE PROCESS …

If you want to get right into the nitty-gritty of how to execute 
the process, jump down to page 38.

If you want to understand some of the principles behind the 
process, and why it works, keep reading!

There are key data points and levers that we focus on. Some that 
I had mentioned earlier include:

	• Budget
	• Timeline
	• Upside potential
	• Roadblocks
	• Risk tolerance
	• Cash flows
	• AOV (average order value)
	• LTV (lifetime value)
	• Conversion of first purchasers to repeat customers
	• First sale margin compared to LTV delivered

This is a lot of data points to focus on. However, to simplify how 
you look at the data and how you make decisions, we use a key 
equation called PSM.
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PSM – PROFITABLE 
SCALING MARGIN

PSM stands for Profitable Scaling Margin and it is the brainchild 
of Charley Tichenor IV – a brilliant marketer who has profitably 
spent over $500 million on Facebook.

PSM (Profitable Scaling Margin) = LTV / (CPA + COGs)

Where:

LTV = the lifetime value of an average customer

CPA = the cost to acquire a transaction

COGS = your cost of the product landed to the customer

There can be different versions of this equation for different 
applications, but generally speaking in the most simple for, the 
CPA + COGS are for the initial purchase your customer makes 
only.

We are measuring the projected lifetime value of the sale of a 
single item & the cost to make that sale happen as well as the 
average operating cost.

How much is a new customer worth? This equation answers 
that question.

How much they are worth depends on the strength of the 
first offer used to acquire them. And on the strength of the 
subsequent offers made to them after their first order.
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As a simple example – I have 2 products I can use as the first 
purchase offers to customers.

Product A:	PSM = LTV / (CPA + COGS)

		  2.77 = $2,500 / ($152 + $750)

Product B:	PSM = LTV / (CPA + COGS)

		  0.66 = $796 / ($226 + $975)

Product A will deliver 420% more profits to the company if used 
as the lead product offer.

The subject of PSM is a deep rabbit hole which we are not going 
to go further down today. Suffice to say, with PSM, you know 
where your greatest opportunities for success lie.

And you will know where NOT to invest your money and 
resources.

Once I know where the greatest opportunity is, how do you get 
there?

Map out the steps, and as you start making moves, there will 
be more steps. You must understand the VALUE of each effort 
(best LTV for money invested.)

The question is always – how do you leverage your largest 
possible investment into your best opportunity?

Also understand, your best opportunity will come with the 
BIGGEST ROADBLOCK to getting there. Your focus, therefore, 
becomes identifying and removing the BOTTLENECKS.
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Runway - budget - timeline - risk tolerance - AOV - LTV – they 
all come into play.

ULTIMATELY:

How do you get the most volume to the path of best opportunity?

And where’s the bottleneck, and how do you remove it?
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RUNWAY – ANOTHER 
KEY CONSIDERATION

Actually, before you start spending money testing and calculating 
PSMs, you must consider how much runway you have available.

	• How much can you spend, or are you willing to spend, to 
see if you can achieve your goal?

	• What is your goal, or goals, precisely?
	• What’s your budget + timeline?
	• What resources are available to get you to your goal?
	• What level of risk are you comfortable with?

All of this must be understood in the context of the business 
model.
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SOLVING FOR 
BUSINESS OBJECTIVES

Finally, what business objectives are you solving for? You are not 
just spending money and testing to see if you can sell a single 
product. That approach will hinder your success and slow you 
down.

The “Fractional CMO – Paid Digital Channels” testing process 
allows you to solve for business objectives.

	• How do you reduce your cost per acquisition?
	• What appeals work best for lead generation, that generate 

the highest long-term value clients?
	• What follow-up products would have the most appeal, 

and in what order?

You want to identify very clear business problems and use the 
testing process to solve them.

With the framework of this process, you propose or hypothesis 
an answer to a business problem, and then run tests until 
you have something that is delivering your desired result, in 
a consistent manner, and at a cost that keeps your business 
profitable.
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SCALING AND EFFICIENCY 
ON FACEBOOK 

(AND ALL CHANNELS)

The focus is always on removing bad choices, simplification, and 
monitoring the REAL results to the business. It is NOT on finding 
winning ads and then just increasing the budget.

At any time in the testing process or the life of a campaign, there 
are two different directions you can move in.

ONE: You can push for stability and efficiency …

OR

TWO: You can push for volume, which inherently brings with 
it volatility.

If you want stability and efficiency, then what you need are 
more ads from winning concepts. So, after you run through the 
testing process (to be described in detail starting on page 38), 
and if you have found a winning ad …

… you will then run another round of testing for a new concept. 
The idea is to create, test, and prove multiple winning ads, each 
appealing to a different concept.

If you want to get more efficient, you need more variations on 
winning concepts.
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However, if you want immediate increases in volume, you will 
inherently bring more volatility. Let’s say you want to increase 
your ad spend by 3x, 5x, 10x your current level or more.

It’s going to be very hard to find 10 times as many people to 
buy at a good efficiency or to sign up or to get a lead if you’re 
targeting only the same concept.

The secret to scaling without killing your cost per acquisition, is 
that to scale, you’re going to have to get more winning concepts.

The “Fractional CMO – Paid Digital Channels” testing process 
will show you how to solve problems for your business by doing 
creative testing.
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CORE FOCUS AND 
DELIVERABLES …

The total focus of this process is on achieving three objectives 
for your business:

1. Bring stability to your Facebook account so it delivers results 
at an acceptable and predictable CPA (cost per acquisition)

And only after achieving #1 …

2. Focus on your key business objectives – delivering them at 
greater scale and/or greater efficiency

3. Managing long-term growth across all channels with the 
Marketing Growth Framework

In other words, getting your business to work with online 
channels – and getting it to scale.

Every strategy, tool, and tactic used within this process is for the 
sole purpose of delivering on those key objectives.
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PREDICTABLE GROWTH 
AND PROFITABILITY …

The “Fractional CMO – Paid Digital Channels” process weeds 
out the things that don’t work, in the shortest possible time, 
at the lowest cost. For probably 90% of the things that make 
a business fail – when you follow this process – you won’t even 
start them in the first place.

This framework will save you from running down dead-end 
roads that cost you untold sums of money. It will keep you on 
track so you’ve only investing TIME and MONEY and EFFORT 
into things that are going to pay-off.

Or if they are not going to pay-off, you find out QUICKLY and 
terminate them.



How toProfitably Scale Your“How To Business”with Paid DigitalChannels  |  Kelvin R. Parker27

IS THIS VENTURE 
WORTH YOUR TIME, 

MONEY, AND EFFORT?

Using a fast-turnaround, low-cost, predictive testing method 
will help you clarify, prioritize, risk-test your ideas ...

... BEFORE investing too much time and money into them.

You’ll have a framework to get ideas, products/services, and 
businesses off the ground, and then to grow them.

Nothing is left to chance - it’s a complete framework to engineer 
a profitable business.

By sticking with the process, you’ll weed out losers early, and 
maximized profits on winners.

And for testing, Facebook is the ONLY tool on the planet, and in 
the history of business that can deliver these insights – quickly – 
efficiently – at low cost. It has the coverage of every possible 
market segment, and deep insights into what drives them to 
action.
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SIMPLICITY = EASY 
SUCCESS & LESS WORK

With Facebook – and all digital ad channels – success is MUCH 
EASIER if your account is built around doing one thing well.

Making it more complicated confuses the machine learning 
platform - thus delivering less desirable results.

The more complex your machine, the lower confidence it will 
deliver with the tests you run.
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FOCUS ON ACTIONABLE 
INSIGHTS – BASED 
ON TRENDS – FOR 

BUSINESS OBJECTIVES

When running your testing process on Facebook, the focus is 
on ACTIONABLE INSIGHTS, based on TRENDS, for BUSINESS 
OBJECTIVES (like Lead Generation, Strategic Testing or New 
Products).

Identify where your investments have the most value, and where 
your investments present the biggest liability.

You can test dozens of ideas at a super low cost, with laser-
focused insights using the scientific method, which provides 
super high confidence results to base your future investment 
decisions upon.

The focus is on making content people want to see, and then 
prioritizing the content that gets engagement and ALSO drive 
business actions. This strategy keeps your costs low and helps 
get them lower over time.

When you’re using proven high value assets, you can invest 
in them for much longer. This allows you to scale spend while 
keeping results predictable and consistent – versus – having ads 
“die” after a few days.
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HOW DOES THE 
FACEBOOK MACHINE 
LEARNING PROCESS 

WORK?

Facebook is the best place to test - then you use your proven 
creatives with other digital channels.

The Facebook machine learning process involves:

	• Testing with Feedback Loop
	• Targeting with Creative
	• Manage by Business Objectives
	• Automated Rules to Train the Machine

Facebook’s powerful machine learning platform can uncover 
intent at scale.

Facebook prioritizes attention and sells that to businesses for 
profit.

If your content is something people like and engage with, you 
will pay less to reach them.

Success comes from giving the machine learning platform what 
it wants, and it will then in return deliver to you what you want.

When we use the Facebook testing / machine learning platform 
to isolate by business objective … we will start to see what our 
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weaknesses are – what are our assets – and what we need to 
exploit more.

Our testing process lets you break everything down by ad 
elements, so you can see what is going to deliver Facebook’s 
overall business objective of maintaining attention over time, 
while also delivering the most desirable business impact.

Facebook is an OCPM platform

It prioritizes attention, and sells that to businesses for profit …

Bid = Budget x Estimated Action Rate x “advertiser score”

Budget: How much spend does the ad have each day.

Estimated Action Rate: How likely is a Facebook user to respond 
positively to the ad in their feed.

Advertiser Score: On average, is the advertiser an asset or a 
liability to Facebook’s primary objective of keeping people on 
the platform for as long as possible.

If you want to get cheaper results, you have to get a better 
Estimated Action Rate and protect your ”Advertiser Score”.

The absolute best way to achieve this is with a better ad.

If Facebook sees your content as something that helps keep 
people on the platform and that people like to see and engage 
with, you will pay less to reach people.

If you’re content is a burden to the user experience, you are 
going to pay higher and higher prices.
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Give Facebook what they want - and they’re deliver what you 
want …

The way Facebook works is that it tries to show content to the 
people it believes would like to see your content, so that they 
stay on the platform longer.

That’s why you’re measuring and optimizing a campaign that’s 
specifically designed to favor Facebook’s business objectives – 
which is brand lift, and people enjoying what they’re seeing.

Every decision that you make, needs to ultimately come down 
to how do I make Facebook want to show my content to the 
person that I want to see it because that person wants to engage 
with my brand.

We need to identify what language, positioning, and creative 
assets (images and videos) drive intent or interest.

Doing this well with broad targeting during testing, sets you up 
to scale later.

Facebook’s goal is to find content for users that keeps them 
on the platform, so they can control the customer journey 
across multiple platforms and devices and sell that attention to 
advertisers for profit.

An old advertising truth - find out what your market wants, 
then give it to them.

It’s literally the same when you’re dealing with an ad platform 
that uses machine learning. Find out how the machine works 
and what it needs and give it to it.



How toProfitably Scale Your“How To Business”with Paid DigitalChannels  |  Kelvin R. Parker33

When you feed the testing system different ideas, concepts, 
approaches, appeals, hooks, and so forth - give the machine the 
data it needs, you will eventually be led to what’s going to work.

As long as you’re flexible, as long as you’re not married to a 
concept.

You can’t force an idea to work.

Feed options to the system. Break them down by components, 
and let Facebook do what it’s great at, which is to combine all 
your winning elements into winning versions.
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TARGETING WITH 
CREATIVE

Facebook targets your audience based on your ad creatives.

It reads your headline, copy, images, even videos - and decides 
who your ad will appeal to - based upon trillions of data points – 
billions of users tracked across millions of websites, 24/7.

It’s important to understand that Facebook does the targeting 
for you – based on your ad copy and creatives – so each different 
ad concept will appeal to a different type of buyer, a different 
type of Facebook user.

You want to make sure that you have enough different types of 
ads, so that you can appeal to as many different types of people. 
And people at different points of the customer journey.

Based on the ads you give it; Facebook is going to try to find 
the right user.

Every ad is its own webpage within the Facebook ecosystem.

Every ad creates its own lookalike audience.

Facebook goes out into the Facebook ecosystem (which includes 
all the data it has on its users interacting with sites outside of 
Facebook) and tries to find people that are a good match for 
that specific ad.
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MANAGE BY BUSINESS 
OBJECTIVES

The focus is on ACTIONABLE INSIGHTS, based on TRENDS, for 
BUSINESS OBJECTIVES - such as prospecting, creative testing, 
or maybe a new product launch.

Use automated rules to dynamically optimize performance …

Test creatives by concept …

Scale performance by incrementally improving efficiency …

Optimize machine learning within a single campaign …

Stabilize performance by eliminating volatile ads …

Clean social proof for each ad daily …
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AUTOMATED RULES

Finally, Facebook and Google also, they only perform as well as 
you train their machine learning. Automated rules train them on 
what are considered acceptable results and costs.

The machine learning is kind of like a dog that needs to be 
trained for walking or house trained, etc. It doesn’t know what 
you want it to do unless you continually reinforce the right 
actions.

It’s the same with the machine learning.

Let’s say your acceptable CPA is $20. And Facebook is delivering 
results with a $45 CPA. More than double what you want.

If you let that ad keep running, well, the machine learning 
doesn’t know what you want.

So, if you let it keep running, it will think it’s acceptable.

Facebook machine learning figures $45 CPA is acceptable, so it 
will keep delivering at that rate.

But if you have a set of automated rules that check the results 
every 30 minutes, and if it sees that a particular ad has gone 
more than 20% over its target CPA, then I will turn it off.

And we’ll turn it back on at midnight.

It’s best to use a 7-day rolling average CPA. So, if you turn the 
ads off today, at midnight Facebook turn the ad back and also 
check on the CPA again.
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If it’s still over your target of $20, it gets turned off again.

Next day, same thing. But after a few days of being turned off, 
it’s 7-day rolling average will have dropped, so when it gets 
turned back on, it stays on.

The automated rules are giving the ad a 2nd chance, now that 
it’s CPA is back within the acceptable range.

Understand, the goal of Facebook’s machine learning is to keep 
running ads because that’s how they make money. When the 
data shows that every time this ad delivers a CPA over $20 it 
gets turned off …

… the machine learning is going to try harder to find the audience 
that converts at the right price.

That’s how you train the machine learning.

* * * * *

Okay, enough of the theory, now let’s get into executing the 
“Fractional CMO – Paid Digital Channels” testing process!
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EXECUTING THE 
“FRACTIONAL 

CMO – PAID DIGITAL 
CHANNELS” PROCESS …

To watch a “live” demo of the testing process, visit the link below. 
You will find a 28-minute live demonstration given to a client, 
where I go step-by-step through the process…

… and also share my “Marketing Growth Framework” – a scientific 
and systematic method of keeping track of your testing – your 
progress and results – and planning next steps to be tested.

This is the precise process I use to drive profitable results and 
scale campaigns, when working with information publishers, 
course creators, and SaaS sellers.

“Live” Demo of Testing Process

What follows is an edited version of the demo – along with some 
screenshots from the video (but I highly encourage you to also 
watch the video) …

When you’re starting out, you maybe you need to acquire a 
client and you have a target. KPI, a target cost per acquisition, 
let’s just for argument’s sake, say it’s $20.

The whole process is to test until you achieve that objective, and 
then scale.

https://kelvinsmba.com/process-demo-managing-for-target-kpis-scale-efficiency/
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The best channel for testing is Facebook for a number of reasons.

It has access to pretty much any market segment you might 
want to target. And it also has the most advanced machine 
learning system that lets you test different messaging, hooks, 
angles, concepts.

Facebook targets now based on the ad. In the old days, you 
would go to an ad channel, and you would say, okay, who’s my 
target market.

There was a lot of time spent on figuring out the targeting, and 
then you would test the message.

Well, now, because Facebook’s advanced enough, you don’t 
need to do that targeting, you just leave it at broad, and it targets 
based on what’s in your ad.

Facebook can read the ad copy, it can read in an image, it can 
even read what’s been said in a video, and based on that, it will 
decide who to target.

So, let’s say we’re at square one, and we’re trying to achieve a 
certain cost per acquisition.

Initially, with the testing process, the only thing we’re trying to 
achieve is to acquire customers at a certain price.

And then once that is to a point where it’s both consistent, and 
predictable, and an acceptable CPA, then you work on scaling.

You can scale both on Facebook and all the different Google 
platforms, which includes search and display and video. And 
obviously, there’s other channels besides that.
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Here’s an example of testing from a live client project.

Instead of just writing an ad and coming up with an image or 
what some agencies I have worked with in the past would do – is 
use some software to generate hundreds of headlines, ad copy 
images, and then it will just throw it all up there …

… like throwing spaghetti on the wall to see what sticks.

Instead of using that inefficient and expensive method of 
testing – with no guarantee that anything’s going to work …

… what I do here is blend old school copywriting skill and current 
day modern machine learning and testing.

The old school copywriting skill would be okay, we’re trying 
to achieve a certain objective for the certain target audience. 
We have a certain offer, what are some different concepts that 
would sell that offer?
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So, if we look at this test, this one is for golf. I have the perfect 
shot, impressing tour pros, golfing over 55 and 60. And so far, so 
these are different concepts that appeal to golfers.

But when I test initially on Facebook, I don’t create completed 
ads, I just test individual elements of ads.

With Facebook, you have the primary text, which goes above 
the image, you have the image or the video, which is creative, 
and then you have a headline.

We don’t bother with the description because most people 
don’t see it, anyway.
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I’m a copywriter myself, but I also work with a copywriting team, 
and with a creative team.

You can see there’s lots of copy here to be tested. A whole bunch 
of headlines, primary text copy, and the creatives – different 
images that I worked with designers to create.

I test these individual elements.

The reason I do this is because the way to achieve the best 
results on Facebook is to understand what Facebook’s business 
model is. And their model is to keep people on the platform as 
long as possible.

Which is not actually in contradiction with what we want. We 
want them to click and leave the site, of course, when they click 
on our ad and leave the site.

Where do these two meet in the middle?

They meet by reading between the lines. Facebook want to 
keep them on the platform.
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In other words, they want to keep them happy. They want people 
to have a good experience on Facebook and come back and 
use Facebook again and again and again, and keep scrolling, 
scrolling, scrolling, that’s their objective, because they’re selling 
eyeballs for profits.

They don’t want to lose their eyeballs, by having advertisers 
peeve them off, or make them mad or offend them or anything 
else. So, the way to achieve meeting Facebook’s objective while 
meeting your own is to use something that Facebook called 
branded estimated action rate.

That’s a particular metric that they use when you’re testing.

When I’m doing these initial tests, and I’m breaking it down by 
element, and just testing the individual elements. We are not 
testing for conversion. Rather, I’m testing for branded estimated 
action rate and cost per click.

The branded estimated action rate is Facebook’s algorithm 
telling me how engaging is this content for the audience. Will it 
keep them on the platform? It’s basically a score.

And then the cost per click, when they click on the ad and they 
are engaging with it, that’s telling me or at least give me some 
kind of score is this element’s engaging enough that it looks like 
the audience will take some action that I want.
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Which is to click on the ad and go buy something, of course.

So essentially, I test the individual elements, I have a scoring 
system, I have winners and losers.

Once I get the winners, Facebook has this thing called dynamic 
creative.

You give it individual headlines, primary text and creative 
and it will combine them and create all the different possible 
combinations of ads that there are and run them all at the same 
time.

It will use its machine learning to find the ideal audience for 
each of those combinations of ads.

What a lot of people don’t understand with Facebook is it 
doesn’t keep data on the account level, or the campaign or ad 
set level. It keeps it on the ad level.
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Every ad is an individual landing page in the Facebook ecosystems 
as keeping lots of data on that level. It’s accumulating what 
type of target audience works for this ad. What type of stick 
rate does this page have. What type of positive versus negative 
engagement and so on.

What I do is, after test individual elements, I combine them into 
a dynamic creative.

If you were to feed Facebook, the maximum number of elements 
you can 5 headlines, 5 Primary Text, 10 creative and so forth, you 
get 250 ads, which is way too many.

Because you would never have a budget to support that kind 
of test.

My goal is to have no more than 20 ads per dynamic creative 
test. The way everything gets a statistical significance test.

People have all sorts of trouble with Facebook, Google search, 
YouTube and so on. And they throw their hands up and say it 
doesn’t work. They’re just taking their money, nothing works. 
But it’s because they never found out what the machine learning 
platform wants, and thus never gave it to them.

The system of testing I use – I’m not going to claim I was smart 
enough to come up with it all myself. I’ve worked with many 
different people. For example, one person I’ve worked with has 
profitably spent over $500 million on Facebook. And worked 
directly with the ad tech engineers at Facebook that develop 
many of the features in the ad platform.

A lot of this system came out of him working with the engineers 
at Facebook, and also working with a VP from Guthy Renker 
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that used to spend $100 million a year on infomercials where 
your only attribution is whoever calls within 15 minutes of the 
end of the show.

So, a lot of these system details came from people like that. And 
also, of course, I’ve been doing this for 35 years myself. So, there’s 
a lot of my own stuff in the system also.

So, that’s the testing.

But this is just the start.

The goal is to get one control ad and then get a collection of 
control ads.

I define a control ad as an ad that delivers consistent and 
predictable results at an acceptable CPA (cost per acquisition.)

Until you have that, obviously, you can’t move forward. You 
have to have a collection of ads that are predictable, consistent, 
at an acceptable cost, then you can start to test all sorts of new 
things.

Now that I’m delivering a stream of customers that are 
profitable because they’re the right CPA, I can now test 
completely different marketing objectives and test different 
ad channels.

This is the way that this is tracked – this is called the Facebook 
Daily Scrum Doc. Here you’ll see I have currently three objectives. 
Prospecting - retargeting - strategic testing.
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I could have any kind of objective I want.

If you look at the reporting inside each of the ad channels, they 
all report by campaign, ad set, ad level, and so forth.

But you cannot get any reporting based on objectives.

So, I extract the data from the platform. And I do a pivot table. 
And then I flow the data in here on a daily basis.

And what this allows me to do is look at the trends because it’s 
not about the daily results. It’s about the trend. How is the data 
moving week-over-week, month-over-month, quarter-over-
quarter, year-over-year?

Year-over-year can be interesting, because if you run a certain 
campaign, say, Black Friday-Cyber Monday, how did it work last 
year? You can check when you coming up to it this year? How 
did the numbers look?

And also, I would be keeping this Testing Roadmap for the next 
30, 60, 90 days.
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But I’ll also have this Testing Log for major tests.

What were we trying to achieve?

What were our numbers?

What was the status?

Did it succeed and it has become part of the program?

Is it still in testing?
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Did it not succeed? And so forth.

But also, on here, I will have what happened last Black Friday, 
Cyber Monday.

So, I can go back and look, what did we do last year? And what 
was the data so that we can think about what we’re going to 
do this year.

When it comes to just more immediate changes and 
optimizations – I’ll have the Optimization Log.

My goal here is I’m attempting to increase the budget while 
keeping the CPA the same.

And so, I will map it out before I do it, and then do it, and then 
put the results in here.

But the other thing is this allows me, if something goes wrong, 
to roll back my actions. I can look at the Optimization Log and 
see what changed before it all went haywire. And I can roll it 
back.

Normally, the algorithm will pick up where it left off if I remove 
a bad move.
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The Testing Roadmap is where I break down the testing by 
category. And it’s also mapped out by week. There may be co-
dependencies between the tests, like I can’t do certain tests 
until the previous test is done.

And of course, obviously, I can change tests based on things 
that are going on. Nobody has an unlimited budget. So 
that’s the other constraint is budget. And the budget also 
has to be assigned between testing and then depending 
upon results.

But if we go back to the scrum docs, this is for Facebook, for 
Google Search, GDN. That’s display. YouTube. Email is not a paid 
channel, of course, but I put in a scrum doc as another channel, 
because ultimately, in the end, nobody really cares about their 
Facebook results versus the YouTube results.

What they care about is their overall ecosystem results. The 
reason for the individual docs is obviously that’s where you’re 
doing the advertising or you’re running campaigns.

But what you’re really paying attention to is overall, what’s my 
CPA or cost per acquisition?

Overall, what’s my blended CPA?
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And in this document, here, I have the different channels, that’s 
Facebook, search, GDN, YouTube, email, and so forth. And then 
the Ecosystem CPA this is a total of all those channels.

You’ll see I’m using 1 day click data. And that’s because there’s 
an issue with attribution with these digital channels. There’s has 
always been an issue with attribution, even before digital.

If you think about it, if you’re a one channel company, say you’re 
only doing direct mail, I used to do that a lot. If we send out a 
mailing, and then the coupons come back in direct mail, so 
comes in the mail has a little code on it. I know for sure where 
it came from.

But the truth is, most companies are not one channel. And so 
even if a direct mail coupon comes back, somebody might have 
seen it in the magazine, or they might have seen it online, or 
they might have seen on the Billboard.

Do I really know it was just the direct mail that caused them to 
buy or was it a combination? We don’t know. And we’ll never 
know. I mean, people have spent billions of dollars trying to 
come up with a multi-channel attribution system and they fail.

Because it’s not possible to know precisely.

So, to take account of that, I set all the channels to 1 day click.

What that means is, each channel will only count a sale for a 
particular ad, if the sale came the same day that they clicked 
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on the ad. And if I have Google the same GDN, YouTube and 
so forth, all on 1 day click, it doesn’t make any of them more 
accurate per se but cuts down the overlap.

The longer a person takes to make a decision, the more 
channels they were probably exposed to. So, I cut down the 
overlap.

Also, even if it means we’re under reporting, if I can improve the 
1 day click, then I’m absolutely improving the overall number. 
Because I’m improving the toughest one to get. 1 day click is 
the toughest sale to get.

So, looking at the Ecosystem CPA, this is a summary of all the 
channels when they click. This is a summary of what’s really 
going on. This is the bank, your source of truth, your CRM, 
shopping cart, whatever you want to call it.

This is the actual sales in the bank, and there will be a difference 
between the source of truth and the total of the ad channels. 
Normally though, because I tracked these percentages, 
normally the difference between the two is generally the 
same.

It generally tends to be the same and each of these ad channels 
tend to have a particular percentage that they are off. So, 
Facebook might be showing 70%, Search might be showing 
80% but they generally stay the same.
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And the interesting thing is when I’m tracking target CPAs by 
channel is not just by channel, if it’s a multi-channel campaign, 
I’m trying to find the optimal cost per acquisition based on how 
much percentage of spend that channel gets.

An example is, if I’m running both search and Facebook, and it 
looks like search does better, and I could make the argument 
search is intent traffic, so they are looking for me, so they’re 
probably more ready to buy.

So, I might think, well, I should cut my Facebook spend because 
Facebook’s CPA is higher, it’s not doing as well as search. So, I 
could completely cut my Facebook but if I was tracking it like 
this, using trend analysis, I find if I cut my Facebook budget, that 
my cost per acquisition on search actually goes up.

And the reason it will go up is because actually a lot of people 
saw me on Facebook first and then went and searched for me.

So, Facebook was actually helping and contributing to my 
Google search results. And the only way to know that is to track 
it using the Ecosystem CPA doc.

You can do tests, where you can cut the budget on one channel 
by 10% for a week and see what happens. And you might find 
that yes, the profit goes up immediately.

But then it starts to trend down because now they’re not seeing 
it on Facebook and searching on Google. And then the results 
on other channels tend to go down.

Of course, if you think about it, email is a channel – so let’s say 
they see you on Facebook, they don’t convert, then they search 
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for you on Google, convert and end up on the email list – all of 
these channels are helping the email channel also.

People think – we should just do email because there’s no cost. 
But email is really taking all the credit for everything else.

So, the whole idea is to find your best blended CPA result across 
all channels.

That’s why you have this Testing Roadmap. You’re testing all 
these different things to find out how to get to the right point 
where you have the lowest CPA delivering consistently.

The only other thing I want to show you is this thing called 
Automated Rules.
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With machine learning systems, and Google are not too far 
behind Facebook in terms of the sophistication of the machine 
learning, you will get the best result when you train the machine 
on what results to deliver to you.

And the best way to train the machine is to use automated rules.

I discussed the general concept of how automated rules work 
on pages 36 - 37. So, I won’t repeat myself here.

The chart above shows a number of different methods or 
strategies that can be used with automated rules.
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The strategy used in the example on pages 36 - 37 is called 
Performance Gate Scaling. It will scale when it’s doing well, and 
it will contract when it’s going over budget.

But it will start the next day, if it scales, and it’s all okay, it will 
stay at the higher level and the next day, then scale some more. 
And if as long as it stays within budget, it will keep scaling but 
if it doesn’t, it will turn the ads off and pull back.

And it does this automatically thanks to the automated rules.

The other thing to mention about scaling is this: many people 
running ads have the view that the way to scale is to run some 
tests, get an ad that works, and then increase the budget on 
that ad.

And that is absolutely a way to have your ad tank.

Because there’s a certain formula going on with every ad. And 
budget is one of those elements. So, if you increase the budget 
without increasing the other operators in the equation, then all 
you’re going to do is increase the price that you get delivered it.

So, the way to scale by increasing efficiency is, as I mentioned 
before, you want a collection of control ads. And the way that 
Facebook and more so these days Google work is that they will 
read the copy.

And they have so much data on users that they not only know 
who to target and what they want, but they know where they 
are in their customer journey.

So, if you have a collection of ads, from different angles, different 
appeals, but also at a different point of the customer journey, 
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then the algorithm will figure out who gets to see which ad 
based on where they are in the customer journey.

I mean, if they see that a person has been visiting Carmax 
multiple times and looking for a Lexus IS 250 (that’s what I’ve 
been doing) … that person becomes a prime candidate at the 
bottom of the funnel to see ads for a Lexus IS250.

Facebook will show ads that appeals to bottom of the funnel 
instead of top of funnel as long as I give it the collection of ads.

So, the way to scale results by increasing efficiency is to give the 
ad channel more options. Give the algorithm more options to 
pick from and it will get more efficient on what price it delivers. 
And as my CPA gets reduced below my target I can increase my 
budget. That’s when I increase my budget.

View the “Live” Demonstration of the Fractional 
CMO – Paid Digital Channels Process

Visit Here ==> Process Demo - Managing 
for Target KPIs - Scale - Efficiency

https://kelvinsmba.com/process-demo-managing-for-target-kpis-scale-efficiency/
https://kelvinsmba.com/process-demo-managing-for-target-kpis-scale-efficiency/
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ABOUT KELVIN PARKER …

A little about my background:

35+ year in direct marketing ... I started out as the marketing 
director of publishing companies - which led to copywriting, 
deal-making, media buying - and A.I. & machine learning, the 
Fractional CMO paid digital channels process and more.

I’ve recently worked on lead generation for a $50 million/year 
gold company - a $25 million/year training company - and 
generating sales for a $10 million a year golf training company, 
a relationship app, and a write your own book service.

Some career highlights:

	• Worked with some of the brightest marketing minds in 
the world, such as Jay Abraham, Ted Nicholas, Clayton 
Makepeace, and many others …

	• Opened up new businesses all over the world – each 
turning over millions of dollars for Reuille Holdings – a 
$300 million a year Swiss company …

	• Built start-ups - going from ZERO to 200,000+ names on 
the customer file within 12 months, and ran programs that 
included 60 active promotions running at one time …

	• Copy has generated up to $16,140 per 1,000 names mailed 
(84% prospect names)…

	• Increased sales and conversions by 260% for Dr. Robert 
Anthony, by 420% for OptionsMONSTER, and over 600% 
for Inspired Publishing Group …
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	• Worked in most every marketing channel, dozens of 
industries and niches, and ran an international program 
marketing in over 190 countries and 12 languages …

	• Key industries include Info-publishers – Course Creators – 
SaaS Sellers …

“I don’t claim to be the world’s greatest 
or best at anything.

“But I’ve spent 35+ years in direct 
response marketing. I’ve run 
campaigns for some of the brightest 
marketing minds in the world - and 

also total beginners, start-ups, and everything in-between.

“I’ve experienced, executed, and succeeded - and at times 
failed - at almost every aspect of this business.

“From the 30,000-foot strategic view to the nitty-gritty minute 
detail, from crafting copy to executing analytics systems, from 
high-level deal-making to doing customer service...

... if it’s part of the equation that makes money - with my 
experience I can most probably get it working for you delivering 
the results you desire.”

* * *

.
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CONSISTENT & PREDICTABLE 
RESULTS AT ACCEPTABLE KPI’S ... 

Kelvin Parker - CEO

Kelvin is a 35+ year veteran of direct marketing – has worked 
with start-ups up to multi hundred-million-dollar enterprises, 
and everything in-between – driving new leads, clients, sales, 
and profits.

Ready to Transform Your Facebook Advertising?

Discover how our Fractional CMO process can deliver predictable, 
scalable growth for your business.

Watch our 3-minute demo to see the process in action: Watch 
Demo Video

Let’s connect for a brief 15-minute call to explore the next steps.

Contact Details - Kelvin Parker, CEO

Email: kelvin@KelvinsMBA.com
Phone: 303-596-1958

Web: www,KelvinsMBA.com

.

https://kelvinsmba.com/cmo-process/
https://kelvinsmba.com/cmo-process/
https://calendly.com/kelvinsmba/15min
mailto:kelvin@kelvinsmba.com
tel:13035861958
https://kelvinsmba.com/cmo-process/

