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W H Y  F A C E B O O K ?
K e y  B e n e f i t s

1.  Huge Database of Converting Audience

Facebook is one of the largest social media networks, according to
Statista, with over 2.7 billion monthly active members as of the
second quarter of 2020.

With such a large number of monthly active users, you're able to
reach a large number of roofing-related audiences. As a result,
you'll have an evergreen lead supply for your company.
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2. Already Mobile Optimized

Years ago, the number of mobile users surpassed that of computer
users, and this gap is widening every year.

According to Statista (April 2021), 98.4 percent of Facebook users
use a mobile phone or tablet to access the network.

This means that by using Facebook Lead Ads in your marketing mix,
you will be able to reach a larger portion of your target
demographic. It also eliminates the need to create a mobile-only
ad because it's already mobile-friendly and optimized.
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F B  V S  A L T E R N A T I V E S
C h e a p ,  E x c l u s i v e ,  E v e r g r e e n  L e a d s

Unlike Home Advisor or Angie's list leads, the leads from your

own Facebook ad campaign are exclusive only to you.

That means you don't have to fight against other contractors, a  

model known to often leave you fighting on price that eating

away your ability to turn a sizeable profit.

You can control the flow of these exclusive leads. Because you

control the campaign, you can crank up or tone down the

campaign as you need them. Hired a new team or need some

more jobs to fill your calendar? Crank up the campaign and

start pumping out more leads.

There are almost unlimited number of ways to generate leads for

your roofing business. Some are great. Some are not. Let's briefly

see how Facebook leads can be more beneficial for you.

1.

2.

3.

Aside from these, there are other similar advertising avenues such

as Google Ads. The target market for such can be very different as

well as the requirements and approach for the campaign to be

successful. Without going into too much detail, if your focus is more

on commercial roofing, Google Ads might be a better choice for

you. However, if your market is home owners, Facebook will most

likely give you better leads for cheaper cost.
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The ads have a pre-built form that can be
completed without the users ever leaving
Facebook. No need to redirect them to a
separate landing page means boost in

conversions. It also helps you save money
by eliminating the need for you to create

landing pages for your campaigns.

LESS CONVERSION FRICTION

You don't have to guess with Facebook Lead Ads. It makes it
simple to reach out to your target audience looking for roofing
services. This is done using Facebook Lead Ads audience
selection and optimization. This allows you to target your ads
to people who are most likely to fill out your form and become
customers.

According to studies, Facebook Lead
Ads significantly lowers the cost per

lead. This eases up pressure on your
advertising budget allowing you to do

more with less.

REACH TARGETED PROSPECTS

CHEAPER THAN DIRECT ADVERTISING

W H Y  L E A D  A D S ?
E a s y ,  S i m p l e ,  E f f e c t i v e

5



H O W  T O  S E T U P  L E A D  A D S
O p t i o n s  T o  F i t  Y o u r  N e e d s

Here we come to the meat of this book. This is where the rubber really
meets the road. This is where you will create the campaign that sets up
the basic framework.

There is a plethora of options and choices here that is beyond the
scope of a simple book or even a much lengthier one. So a word of
advice is to slow down and not rush. Take your time to really explore.
Key areas I would suggest where you spend 80% of your time would be
audience targeting. This can be by far the most complex part due to
the sheer number of options and one that will undoubtedly give you the
best return for your time.  

Step 1: Go to the Ads Manager. Once there, click on “select your
campaign objective”. Since you are using it to generate leads, click on
Lead generation.
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Step 2: Under the lead generation, give a name to your campaign. You
also have the option of creating a split test and setting campaign
budget optimization.

Step 3: Select the Facebook page you want to use for the campaign.
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Step 4: Set up your audience. It is time to define your Facebook Lead
Ads audience. Here, if you have an already saved audience you can
use it, else create a new one. This section is divided into two – the
custom audience and the location. The custom audience is users you
already have their details such as their name, email address, phone
number, etc

Gentle reminder: In order to choose your website’s custom audience,
you need to have the Facebook Pixel running on your website. If you are
not running it, you can quickly check this guide and have it up running
just in few steps.

The second part is the location. You can choose the location where the
audience is located. Select their age, gender, and language.
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In the next section, you will see “detailed targeting and connections”.

Detailed targeting helps you to set rules and target people by
demographics, interests, and behaviors.

In the connection section, you can include or exclude a specific group
of people who have carried out certain actions on your page. For
instance, you can include people who like your page.

When you are done with the setup, click on “save audience”.
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Step 5: Select the ad placement. This is where you choose the location
of your Facebook Lead Ads. There are two options in this section.
Automatic placement and edit placement.

With automatic placements, Facebook helps you to optimize your ad to
reach more people. While the edit placement gives you the opportunity
to show your ads on specific locations on Facebook and also include
any Facebook products such as Instagram.
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Step 6: Set the budget and schedule. Now, that you have your
audience ready, you can set up your budget. You can set the daily
budget of the campaign or overall one for the campaign duration.
Decide how much you want to spend and adjust according to the
results. You can start slow and then increase the daily budget if
everything works fine. Just keep in mind to change your spending
gradually. Don’t go from $10 to $100 as it might mess up the Facebook
algorithm that will result in an ad performance decrease.

Now to the most interesting part of the Facebook Lead Ads set up the
design of the leads ads.

To design the leads ads, follow the steps below.
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H O W  T O  D E S I G N  L E A D  A D S
G e t t i n g  t h e  R i g h t  L o o k  &  F e e l

Step 1: Choose a Format

There are two formats of Facebook Lead Ads – Carousel and single
image or video. For this example, we will use a single image or video
option.

Having setup your campaign, you are well on your way to generating
leads from Facebook. Now the next step is to design an attractive ad
with eye-grabbing image and persuasive text.

Designing a winning ad involves many different factors including
continuous testing to improve key metrics. However, you cannot
overstate the importance of understanding your audience or market.
Knowing this well will help immensely in crafting a persuasive ad that
speaks to your audience.

With that being said, let's dive into the details.
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Step 2: Select the right image

The next step is to choose the right image that goes along with your
ads. You can get free stock images from Facebook. If you have a
specific image you want to use, upload it. There are free online image
editors such as Canva.com if you wish to do more than just put up a
generic stock image.

Step 3: Add the text and choose the CTA

You will want to create attractive text that will draw people to your ads.
Also, choose a CTA that applies to your offer. Examples are “apply now,
Book now, download, learn more, etc.

End goal is to appeal to your target audience and capture their
attention. Try varying the length of the ad copy, headlines, use of
emoticons, etc... 
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There are literally hundreds of things you could test. One thing to note is
that if your text is too long, Facebook will truncate it. So remember to
always preview how it will look and edit to have the most important
parts above the cutoff line.

Step 4: Create the Lead form

This is the most important step in ad creation. It is time to design the
lead form. Click on “New form” to begin.

There are five sections under the content as shown above. The form
type, the intro, the questions, user information, and the custom
questions.
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The form type is where you select the form type you want (volume or
higher intent).

Select the type that fits your marketing campaign. More volume will do
fine for most cases.

The second part of the form is called the intro. This is optional.

The third part is the question section. This is where you select the
details you want from your user. It pre-selects the popular user details
(i.e. the name and email). But if you need more than the email and full
name, click on the “show more options” and you can choose more
user’s information such as the phone number, city, state, and country.

In the custom question section, you can customize or add additional 
 questions as needed. It's easy to start asking too many qualifying
questions. But don't fall prey to this temptation.

Keep things short and simple. Ask the bare minimum to keep the
friction as low as possible. My default suggestions would be: name,
phone number, and email. You can qualify more later on the phone. If
you absolutely must ask more, then I would suggest asking whether
they need repair or new install.
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The next section is where you add the URL of your company’s privacy
policy and custom disclaimer. If you don't have a privacy policy yet
(you should), Google "free privacy policy generator".

Now to the last section.

This is where you set up your thank you screen.

Congratulations! You are done creating your first Facebook Lead Ads.
From here, you will need to monitor how well your ad performs and
adjust course as necessary.

16



Your campaign and ad are setup. If you have done everything right,
and with a little bit of luck, it will start generating fresh leads for your
roofing business.

Yet, the job is far from over.

Unfortunately, or rather fortunately, there is much room for
improvements and the spoils will often go to those who constantly
tweak their campaigns and ads.

Much like roofing, a good setup may bring great results for a while. But
left neglected, it will age and parts of it will become worn out, obsolete,
or unable to keep up with the demands of the changing market.

That means, if you are willing to do the work or work with someone who
knows their way around Facebook ads, you will have access to near
endless supply of fresh leads for a long  time to come.

G O I N G  F O R W A R D
C o n s t a n t  A n d  N e v e r  E n d i n g  I m p r o v e m e n t  ( C A N I )
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There is a ton of different metrics that can make your head spin.
However, most of them are suitable only for hardcore pros who require
in-depth analysis. When all said and done, there are only four you
really need to keep an eye on.

Results: The number of leads you've generated.

Reach: The number of people to whom your ad has been shown. This
doesn't mean that they have seen it as people often zoom through
content while browsing Facebook.

Impressions: The number of times your ad has been shown. This will
always be higher than the Reach as your ad may be shown multiple
times to a person.

Cost Per Result: This is the bottom line figure. This is how much you are
spending to generate a lead. From here, you need to take into
consideration how well you convert those leads into customers. That
will give you your price per acquisition.

Keep an eye on these and improve their performance by creating new
ad sets or ads with slight changes. Use the old one as a benchmark
and try to beat those figures. Take the winner of the two and repeat.
This is basic split testing and a crucial element of any ad campaign.

It can be confusing and frustrating at first. But the results can be well
worth it once you really start to dial in the campaign.

I wish you all the best in your campaign and your roofing business!

Key Metrics
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N E E D  H E L P ?
E x p e r i e n c e  a n d  R e s u l t s

With the increasing popularity of Facebook and the simplicity of Lead
Ads, it's easy to see why this can be such a powerful weapon in your
marketing arsenal. Besides what I have covered in this E-book, there
are so many nuances to discover that can boost or kill your campaign.

If you have the time and desire, you can do very well with the
information presented here. Just be sure to take advantage of all the
tutorials and videos available on YouTube. Keep in mind that it will take
time to figure out how to find the right videos, learn, and implement.
Also, expect lots of trials and errors. Then, be ready to commit a few
hours a week to go through your data and continually adjust your
campaign.

It is a big commitment. But all the time and effort is worth it. Or...

The alternative is you focus on what you do best and let someone
handle the rest. A smart homeowner will not mess around trying to
repair his own roof. He just doesn't have the right tools and knowledge
to do it right.

Instead, he hires a competent roofing company to handle that for him.
The assurance of job well done and the time freedom he gains far
outweigh the few dollars he could save. At the same time, the potential
damage and cost in time and money may just not be worth the risk. 

Imagine he missed a rotten beam or mold while attempting the repair
himself. The outcome could be disastrous. Similarly, imagine if you
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unknowingly used a copyright image and got sued (doing a Google
search for royalty free image does not guarantee your safety) or didn't
follow Facebook's advertising policies and got your account banned.
The impact could be disastrous and it would cost you a lot more to
repair the damage before even getting a single ad up and running.

I'm not saying these things to try and scare you, but rather to inform
you of the potential pitfalls so you can avoid them.

Just like the smart homeowner, you have a choice. And it's entirely your
choice. You can go about it on your own or you can outsource it to an
expert with the right tools, knowledge, and experience.

If you decide that you want the benefit of the Facebook Lead Ads, but
the time, effort, and the potential risks are just too much, then get in
touch with me and let's discuss how I may be able to help you.

Thanks and wishing you all the best,
Thomas Cha
thomas@onthemarklocalmarketing.com

*PS. If I am already working on a Facebook ad campaign with another
roofing company from your area, I cannot help you as a client for
Facebook ad platform. In such case, I will offer consultation in other
methods of online marketing that suit your particular needs.

*PPS. Again, I truly appreciate your time and am grateful. Thank you. If
you have any questions about Facebook marketing or online marketing
in general, feel free to get in touch. I don't use pressure sales tactics
and my only desire is to help guide you to choose the right marketing
method for your needs. All the best...
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