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Transcript:  Jama St John and Michelle Bridger 

Michelle talks about How to use Facebook Advertising to Draw in High Quality 

Leads and Sales 

 

Jama:  Hello, and welcome to your Strategic Business Building call.  I’m your host 

Jama St John of Strategic Virtual Solutions.  I started my business in 1996 and have 

grown it to a successful, multi-virtual assistant and Infusionsoft consulting and 

training business.  I know the challenges that online business owners face on a 

daily basis and started Strategic Business Building so you can get quick strategies 

from experts who have been there. 

The goal of these calls is to help you get strategies and tips that work.  We’re 

talking about a plan of attack that you can take action on immediately.  

Today we have Michelle Bridger with us.  I met Michelle recently at an event and 

enjoyed talking with her, so I’m really excited to have you on today, talking about 

Facebook ads!  Welcome, Michelle! 

Michelle:  Thank you!  I’m thrilled to be here. 

Jama:  And let me start with telling you a little bit about Michelle.  She’s a Facebook 

marketing expert with a proven track record of success utilizing the unparalleled 

potential of Facebook advertising to help business owners draw in their ideal clients, 

gain visibility and make money. 

After seeing the power and effectiveness of Facebook advertising to launch her own 

business she began specializing in launches for entrepreneurs who are wanting to 

lead with authority in a busy market place, exponentially growing their email list with 

highly targeted names and growing their bottom line. 

With her guidance and expertise even those brand new to doing a launch through a 

webinar have earned significant returns on investment. 

And today Michelle is going to talk to us about how to use Facebook Advertising to 

Draw in High Quality Leads and Sales. Keep listening to find out how you can  



 

 

Copyright 2014 Strategic Virtual Solutions   All Rights Reserved 

 

save time and money by avoiding the #1 mistake most marketers make with 

Facebook ads 

 Catch their eye!  Tips on using images that get the click. 

 How to consistently get high quality results using Facebook ads 

 3 key strategies to increase the conversion rate on the landing page 

So, Michelle, let’s start with how you got started with this. 

Michelle:  Well, Jama, it was a couple of years ago I had my own business in health 

and wellness.  And it really did well, for a short time, because I was just selling to 

friends and family; it was a local business.  And I didn ’t have an online strategy.  

And so my competition was doing well, and I really needed to be seen 24/7.  And so 

I just tried all kinds of different things: blogging and this and that to really get an 

online presence, and it just became very tedious and time consuming and 

expensive, and I wasn’t getting anywhere.  And honestly, Facebook is the last place 

I would have looked, but I just kept hearing the power of Facebook ads, and so I 

went and I got some really high quality training, and I fell in love with it.   I really saw 

the potential that was out there.  And I went back and got more and more of the high 

caliber of training, and soon colleagues and even clients were now asking me to 

take on business and advertise their business for them, and so I dropped my own 

business and really went after this will full vigor and have really gotten stellar results 

both for myself and then also for my clients. 

An example of that is a recent client who had an online fitness business and was 

able to draw in 868 highly targeted registrations for him, for his webinar, and 95% of 

the people were brand new to him.  And so those are people he can market to now 

and also in the future; possibly for years to come – that will buy from him 

continually.  Maybe even refer people to him.  So Facebook advertising really 

works. 

Jama: That’s so cool.  Facebook advertising scares me.  

Michelle:  You know it does a lot of people.  I guess it can be very intimidating. And 

that’s why I was hoping today I could break it down a little more clearly so that you 

could get a feel for some basic perimeters of what’s working and what’s not.   
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Jama:  Yes, I need that, and our listeners need that too!  So we all hear about 

Facebook ads and that they work and all this.  Do they really draw in the high 

quality leads and sales?  I mean you told us the one example.  Are there other 

examples of how that has worked for your clients? 

Michelle:  Great question.  Because the targeting in Facebook is so precise, you 

can absolutely laser target in on who you would like to work with and find them in 

Facebook.  It is just unsurpassed in the industry, what they know about people is 

great and scary, and you can find who you want to work with.   

And so another example of that is another of my clients.  She runs the business 

Brain Fitness Strategies, and she works with children who have neurological 

problems, reading problems, ADD, ADHD, dyslexia.  And she did a webinar on how 

to help your child read better.  And out of that webinar, it was her very first ever, she 

did $6,000 in business, and in the process of doing a webinar, likes were 

exponentially increased and she went from 162 likes to well over 10,000.  It was a 

fun process to work through with her, and she was thrilled with the results. 

Jama:  Yes, that’s awesome.  So let’s just get to the meat then. How can our 

listeners have successful ads? 

Michelle:  Great question.  So the very first thing you want to look at is what ’s the 

offer.  And you want to have an offer that’s transformational for people.  So first you 

want to understand who you are and who you want to draw in as a business.  And 

you want to word it very carefully so that it ’s exactly what you want to say.  I don’t 

mean to sound vague here, but people will often ask me to review ads, and they ’ve 

been vague or what they’re offering – you don’t quite get it – where they are asking 

you to put your email in for the offer.  And so we really encourage you to be crystal 

clear about what your offer is, and that’s the number one thing that I see:  the offer 

just isn’t clear. 

And then second, if the ad isn’t working, the number one thing that is wrong is 

targeting.  And I would really encourage people to do their pre-work before they 

ever do a Facebook ad to get really clear on what kind of business they want to run, 

who they want to draw in, who their ideal client is, because once that ’s clear, then 

it’s easy to go into Facebook and really get great results with the targeting that they 

have in there. 
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And the third thing that I’d have people take a look at is the image.  Because you 

can have the best wording in the world; you can be a brilliant copywriter, but if your 

image looks like oh, that’s just a stock photo etc., people will just pass it by.  They’ll 

just scroll on by. You want an image that is just eye-catching, bright colors, big 

smiling faces, attention grabbing.  Even fun or silly is great.   

And then lastly, you want to look at the copy.  And in the copy you want to have a 

really clear call to action.  You want to tell people what to do:  Click here to learn 

more.  Click the image.  Click to sign up.  Be really clear about what you want 

people to do.   

So those are some things that might help people to get good results. 

Jama:  Michelle, can you give us an example on the offer – one that’s too vague 

versus one that’s crystal clear. 

Michelle:  Good point.  So one that is really clear is one that we call 

transformational.  If you had a freebie, and you were offering it on Facebook; if you 

offered the 21 Ways to Do Something, someone might say, “Oh my gosh.  That’s 

just way too much,” or “Way too much information to take in at one time.”  But if it 

were, “Here’s my number one secret to really capture the attention of an audience,” 

or “My number one secret to reducing belly fat,” or “My number one secret to getting 

rid of my headaches forever,”  people will think, “Okay, I can do one secret.”   

We don’t have time for a lot of things, but you can give them the number one 

transformational thing, they will often give their email address for that, and then you 

have them on the list.  You can give them great content and continue the 

relationship that way.   

Does that help?  

Jama:  That does help.  So is it best to keep it at ‘The Number One….” As opposed 

to saying, “My Top Five.”  Is five still too vague, too many? 

Michelle:  Not necessarily.  If they were five things that would really be 

transformational that they could put into practice within a relatively short amount of 

time, I think five is still fine.  We want it to be something they can put into action 

quickly and be something that is of real value.  When we offer things on Facebook, 

we really want to give high quality value.  So if you were still doing five or three or  
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four – I would just be careful about giving them too much.  And we really just give 

them so much all at once, and it just overwhelms people.  So it’s better to give them 

clear, smaller bits than huge chunks. 

Jama:  Okay.  And I’m assuming that with the ads they can tweak and play.  So 

they could try the Five Top whatever, and if that’s not getting a good conversion or a 

good click, then they could change it to the Number One and kind of change that 

wording to see which ad is going to get a better click? 

Michelle:  They absolutely can.  Because everything in marketing is a test.  And in 

Facebook, everything’s a test.  And so if you tried something and it didn’t work, you 

just try something else.  And you keep trying until you get the results that you want.  

But it is a fabulous way to grow your email list, and again, just really draw in those 

ideal clients.  So it does work, but it does take some tenaciousness at times.   

Jama:  Okay.  So let’s say we’re getting the clicks on the ad, but we’re not getting 

the conversion.  So somebody’s clicking on the ad, they’re going to the landing 

page, but then they’re not signing up.  Are there some ways that our listeners can 

make sure to increase their signup rates on their landing page? 

Michelle:  Yes, let me give you some hints on that.  So the first thing is again that 

clarity.  So just be really clear.  Sometimes I see landing pages that are really 

cluttered, and it just seems so busy.  Or, again, what they ’re offering is kind of 

vague.  And so the clarity is key. 

And then also, having the “button” (click here to enter your email; click here to 

register), you want that to be above what we call the fold.  That ’s what’s on your 

screen when you’re looking.  Because if people have to scroll, 50% of the time they 

won’t do it.  So in other words you have to have that button high enough so it ’s right 

within their view, because 50% of the time they won ’t scroll down to find the button. 

Jama:  And I’m just going to throw in my pet peeve here.  Have the button say 

something besides “submit.” 

Michelle:  Okay, good! 

Jama:  Have it say:  “Get access now” or something more beneficial than “Submit.”  

That’s my pet peeve. 
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Michelle:  Absolutely!   Yes!  Something that is enthusiastic and doesn’t say 

Submit.  The other thing that you can do is to have the same image that ’s in your 

ads to be on the landing page.  It’s called congruency, and it works really well to 

increase conversion rate.  It sort of in a sense keeps people feeling safe.  So they 

left Facebook to go out on the web from the ad, now to your landing page.  This 

makes everything gel in their mind, if they see the same image. 

Jama:  Yes, they’re not wondering if they went to the wrong page or something. 

Michelle:  Exactly. So keeping the same image is a nice benefit.  And then also, 

asking for the least amount of information as possible.  If you ask for name or phone 

number, you certainly can do that, but I would test to see if it lowers your 

conversion.  Because it often will. 

Jama:  Okay.  And how long do you suggest running an ad and what kind of 

budget?  We could spend thousands of dollars on Facebook.  I’m sure we’ve got a 

lot of listners who don’t have that in their budget.  So what would you recommend 

as the minimum time period to run an ad, and then a budget that people could work 

with? 

Michelle:  You know, that’s a great question, and I get that question a lot.  I would 

say to run the ad at least 72 hours, and that’s a minimum; you might even run it a 

little bit longer, but you really need to get some eyes on that ad. And unless you get 

some eyes on that ad, you’re not going to have a sense of how well it’s doing. 

You’re only going to see a fraction.  So I would definitely run it for 72 hours, if not a 

little big longer.  And then you can start to make changes after you ’ve had quite a 

few eyes on that for 72 hours. Then you can say, “Hmm. What should I change?  Is 

the offer clear?  How is my targeting?  How is my landing page?  How is my 

image?” Those are the things you want to start to look at then.   

And then budget.  Facebook is great:  what you do is set a daily budget.  So you tell 

them exactly how much you want to spend.  So I have clients that have spent 

hundreds of dollars a day, and then I’ve had clients that only want to spend $5 a 

day.  And you get to tell Facebook exactly how much you want to spend, and they 

don’t go over that.  Once the budget is spent, they are done running your ads for 

that day.  So there’s no, “Oh my gosh I went way over budget!”  As long as you set 

your budget in Facebook, and you have to, you know exactly how much you’re 

going to spend. 
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Jama:  Okay.  So the opposite end of that:  run it at a minimum of 72 hours; what 

would be the maximum that you would run it?  So let ’s say somebody has a webinar 

that they’re promoting.  When would you suggest they start running the Facebook 

ads for that webinar? Two weeks before it?  Or one week before it? 

Michelle:  It depends on the client. When we’re doing a webinar. I like to start the 

ads about two and a half weeks ahead of time.  Now that gives us cushion.  You just 

don’t know – you’re dealing with a whole herd of technology here.  It just gives me a 

cushion to breathe a little easier.  And so we say two and a half weeks.  But 

because of Facebook’s targeting and the power of the advertising, if you only had a 

few days or a week ahead of time, and you took that same budget that you were 

going to stretch over two and a half weeks, and you condensed it to a week or even 

a couple of days ahead of time, you could still get a ton of registrations in 

Facebook.  In fact a lot of people who do webinars a lot will start to advertise just a 

couple of days ahead of time. 

Jama:  Okay.  Well we have just a minute or two left.  Is there anything you haven’t 

shared with our listeners that you want to make sure they take away today?   

Michelle:  I would just say I see such potential in Facebook advertising, and it 

literally is getting better, just day by day.  Facebook is putting so much energy and 

effort into refining it and making it easier and making it better.  And I would really 

encourage you to take a look at Facebook advertising, and look at it as a vehicle for 

your business to bring in consistent, high quality leads and sales for you. 

Jama:  Awesome!  Great content!  I know you’ve got a gift for our listeners.  Do you 

want to share that information? 

Michelle:  I do.  The gift is called the 5 Mistakes Business Owners Make on Their 

Facebook Fan Page and How to Fix Them.  Often when I start to work with a client 

or even when I’m just on the web and I go to someone’s page, it’s not uncommon 

that I’ll go to their fan page, or they’re often called business pages, and you just see 

some things that could be refined on their page, so that they have a stronger 

presence.  And that is what my handout is about:  just having the strongest possible 

Facebook presence in your business page. 
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Jama:  Thank you for that!   And to get that gift and to get a transcript of our call 

today,  you can go to www.strategicbusinessbuilding.com/MichelleBridger.  And 

thank you so much, Michelle, for being here today. 

Michelle:  Oh, my privilege.  Really enjoyed it.  Thank you, Jama. 

  

http://www.strategicbusinessbuilding.com/MichelleBridger
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Contact Us: 

 

Strategic Business Building Website: 

http://strategicbusinessbuilding.com/ 

Strategic Virtual Solutions Website: 

http://strategicvirtualsolutions.net/ 

Phone: 

404-477-4267 

Email: 

info@strategicvirtualsolutions.net 
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