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FREE VIDEO #3: MAGNETS, LANDING PAGES AND MONITORING 
 
Hello again. In the last video of my free Facebook Ads tutorial, we looked at how to use 
the Facebook power editor to target our ads to the audience most likely to engage with 
them, but you don't want to put an ad live and then just cross you fingers. Facebook ads 
benefit from constant assessment and re-calibration. In this final video, I'll show you how 
I monitor my ads. Stick around for a free bonus. In the next e-mail I'll send you, after 
you've watched this video, I'll show you the exact copy, and the exact image that I used 
for one of my most high-performing ads. Are you ready? Let's sell some books. 
 
 In this third and final video in your mini-course to exploding your mailing list with 
Facebook ads, we're going to be looking at three things. I did originally say it was going 
to be landing pages and monitoring, but I think we also need to talk about reader 
magnets. Reader magnets, landing pages, and monitoring. 
 
 First of all, reader magnets. You might or might not know what a reader magnet 
is, but it's something that we offer to potential readers to tempt them to join our mailing 
list. Other people call it a bribe. It's kind of crude, but I suppose it does the job. I call them 
reader magnets. What they tend to be is something that is likely to be of interest to 
them, something congruent with the kind of thing that the potential reader is expecting, 
something original, something exclusive, something they can't get anywhere else. 
 
 It could be a starter library. That's what I use. Now that's only really applicable if 
you've got a really large back catalog. I've got 17-ish, I think, novels, and I choose to give 
away the two novels, or two starter novels in two of my series, and they're John Milton 
and the Soho Noir series, and also give away two novellas in those series as well. That's 
deliberate for a couple of reasons. The first is it's a good value item. You can say 
legitimately that it would cost ten bucks to buy that, 15 bucks to buy that, if you were to 
buy the books individually on Amazon, but also those are funnel starters for me, so those 
two books, I know from surveying my readers, are often the reason why people start 
with book one, then they buy book two, book three, book, four, book, five. In the Milton 
series alone there are six novels and two novellas, so each potential reader is worth a 
decent amount to me. Certainly enough for me to consider ignoring the potential income 
that I might've made for one book, the [clearing 00:02:56] of the first book in that series. 
 
 I've said it before, but I will always take a subscriber to my mailing list over a sale. 
It just makes a lot of sale to me. I know that I can market to them. I have their details, 
rather than the platform that they would otherwise buy the books from. It's a pretty easy 
no-brain decision for me to give them something that will tempt them in to buying the 
rest of my stuff. I guess it's kind of a gateway drug, if you want to use that analogy. 
 
 You could give them something like that, if you've got enough content to make 
that possible, but if you don't that's doesn't matter, because there are other things that 
you can do. You could give away a free novel. If you've just got one novel, you can give 
that away. If you've got two novels you could give the first away and link to the second. 
There's an awful lot of thinking that's gone in to this kind of offer, the kind of stuff that 
makes the decision really easy for the reader, compelling offers. It's something I'll get in 
to in a lot more depth in other videos, but for now, let it be said that developing this kind 
of strategy was the most important reason last year why my list exploded. What we're 
looking at now is what I'm doing now. Facebook advertising is definitely worth looking at, 
but you need to be looking at giving away free stuff.  



MARK DAWSON’s FREE VIDEO COURSE: 
How to EXPLODE YOUR MAILING LIST 

 

©2015 The Self Publishing Formula Ltd. All rights reserved. 

	
2	

 I added thousands of readers last year with this kind of strategy. I just made the 
offer visible in ways other than advertising on Facebook. If you're not interested in a free 
novel, you could write a free novella. Again, that's something I did. I remember a holiday 
last year, my family and I went to Spain, and whilst my youngest son was sleeping, I 
spent that time writing a 15 thousand word novella set in the John Milton universe. It was 
create fun to write. It was really fast, easy read. I've given thousands and thousands and 
thousands of copies of that book away. Of course, the end of that book contains links to 
the first novel in the series, so apart from offering something of value to get someone on 
your list, you're tempting by sending them to the next thing that you have available. It 
works really well. 
 
 If you haven't got a novella, and you don't have time to write one, then that 
doesn't matter either, because you can make some original content available that you 
can't get anywhere else. Again, for me, I've done this too. I spent a couple of afternoons 
whilst I was still in employment, don't tell my boss, and I wrote a two page PDF look in to 
the background of John Milton, and it was presented in the fashion of an MI5 psychiatrist 
report. He's got lots and lots of skeletons in his closet, and I wanted to write something 
that made him appear mysterious, dark, lots of questions that needed to be answered. It 
took me very little time to write, didn't cost me anything. It was pretty simple to present 
it in a form that was attractive. I kind of redacted bits, and I used official looking stamps 
that I found on the internet. All that kind of stuff. 
 
 You can give something like that as well. You could have character bios. You 
could excerpts. You could have location scouting reports. You could have something 
from you, like DVD extra, that kind of equivalent. Just put together something that makes 
it more likely that the potential reader that you're advertising to is tempted enough to go 
follow the link, click the link to your landing page, and then sign up for you offer. It's 
definitely worth doing that. I will repeat it again, ad nauseam. I'll probably repeat even 
more times as we go through this video, but for my money, a sale is not worth as much 
as a subscriber on my list. Giving things away is a long term strategy that will benefit 
your career. 
 
 The next topic is landing pages. Some people call them squeeze pages. It 
depends who you're listening to, but the purpose of a landing page or a squeeze page is 
quite simple. It's a destination that you will be sending all of the traffic that you're 
generating with your Facebook ads. It's a site that you own that you control, that will 
contain a number of things, but it generally doesn't contain many links away from the 
page. Once you have someone on that page, you really want them to fill out your sign-
up box, and get the stuff that you're offering. You don't want them to be distracted and 
navigate off somewhere else. 
 
 We'll look at my landing page in a minute. I had mine coded by some developers 
that I work with, but you don't need to go to that kind of expense to get something done. 
There are plenty of WordPress plugins that you can use. If you have a little bit more 
money, you could go to a company like LeadPages.com. He'll produce a number of 
different landing pages that they've tested, to make sure that the conversion rate is 
above the industry average. That's a pretty good middle ground to go to if you don't 
want to go to the time, bother, and expense of getting something hand coded. It's not 
difficult to find, but they are very, very important. With that, let's have a little look at my 
page, and I'll tell you a little bit about that, and the things that I'd like it to do. 
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 Here's a look at the squeeze page that I use. As I said before, full disclosure here, 
this is something that had been coded for me. My website is built in a language called 
Joomla. Most people's websites these days are built with WordPress. Joomla is a little bit 
more design-y. It's suited to the look and feel of the website that I wanted. You don't 
have to go to that kind of bother to get your website made out. You can get some 
absolutely brilliant WordPress designs, and that would be the one that I recommend if 
you're starting out in your career. You can always look to something else in the future if 
you decide you need something else. 
 
 This is the squeeze page. We'll look at my main website in a minute, but this is 
the page that people come to, if they come in from Facebook. You'll see here the URL is 
markjdawson.com/facebook. No one else comes in any other way, and this page links in 
to a specific mail chimp list that's just called Facebook, so I know that anyone that signs 
on to that list has come in from this page, and extending the logic, I'm reasonably 
confident that 99.9 percent of people who find this page have found it by following a link 
from one of my Facebook ads. That enables me to do another check for conversion, if 
I'm not using a conversion pixel. As you saw, when we looked at that in the last video, I 
do tend to use conversion pixels, but I don't always. It's nice to know that you can do the 
sums to work out the kind of rate that you're converting at.  
 
 A squeeze page. These have been around for awhile. The logic to them is pretty, 
brutally simple. The idea is if you land on a squeeze page, the only two things you can to 
get off them, is first of all to close the browser down and open another one, and off you 
go on another direction, or it's to sign up. Now, hopefully people who've come on to this 
page are at least warm to the idea of signing up to a mailing list. I've made it obvious in 
my ad that that's what I want them to do. This image will be something similar to the one 
that I've used on my ads, so as they arrive, they'll immediately see something that they 
recognize. Some people will suggest that you should try and brand your squeeze page 
so that it looks as much like the Facebook page as possible. I think that's going a little bit 
too far. I think you can call out elements from your Facebook advert. The copy can be 
similar. The image can be similar. That kind of thing. I think for me, that's more than 
enough. 
 
 Here they are. They land on the page. This is a little catchphrase I use for some of 
my books. I reiterate the offer, so get a copy of the Mark Dawson starter library, you just 
need to tell me where to send it. Here we are. These are the books that have been 
offered, so Gaslight and the Black Mile are two books in my Soho Noir series, and then 
underneath here, A Thousand Yards and The Cleaner books from the John Milton series. 
Sometimes you'll see on these, these buttons will say, "subscribe," or they'll say 
something in a language that kind of demands something from the potential subscriber. I 
think that's too aggressive. My philosophy is, I want to re-emphasize the fact that they're 
here to get something. I'm giving something. I'm not taking something from them. 
 
 You could say it's semantics, but I find that kind of language just makes things a 
little bit softer. I've check the numbers, and when I went from one to the other, I found 
my conversion rates improved. Not by a great deal, but if it's one or two percent over the 
course of a month, or two months, or a year, that could be the difference between a 
thousand new subscribers, and a 1,200 subscribers. Those 200 people are worth having, 
absolutely worth having, so that's something to think about. 
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 If you click the button, up pops my pop-up box, and this is where we get the e-
mail address from the potential subscriber. Again, the language is all about giving, rather 
than taking. It's not, "Give me your e-mail address." It's, "Where should I send your free 
books? Where shall I send them?" Enter your e-mail address to get your free books 
delivered to your inbox. You'll also be added to my reader's group, and you'll be the first 
[inaudible 00:12:44] the next time I have some cool stuff to give away. You can 
unsubscribe at any time. That's important, as is the little disclaimer at the bottom, just 
making the claim that we aren't going to be spamming them, or selling the list, or 
anything like that. It would be a really dumb thing to do, but it's worth putting that down 
there, just so you can reassure your potential subscriber that their information will be 
safe. 
 
 We then enter our information. Send me my free books! That links through to my 
MailChimp account, and with some jiggery-pokery, you can replace the MailChimp page 
that be served to someone who's just signed up, or just entered their e-mail address 
with something that you've designed yourself. I do that. As you see, this page is called, 
"Facebook Confirm." As we mentioned earlier in these videos, this is the page where my 
conversion tracking pixel lives. This is the only page really you can get to if you've 
subscribed, or you've come this far, you've given me your e-mail address, and you've 
appeared on this page. At this point, the pixel will fire. It shoots back to Facebook and 
tells them that the subscriber that was sent from the Facebook ad to the site has 
actually gone through with the objective, and has signed up. That's the place where 
you'd want to put your pixel, if you decide that you want to use a tracking pixel. As I said 
before, it's not essential, but it does provide accurate information, and it saves 
calculations if you don't want to do it manually. 
 
 We'll close that one down. Of course, you all probably know that Joe Blog there 
will have received an e-mail in his inbox, which just says ... MailChimp will send the e-
mail. It just says confirm, that they do actually want to sign up. Let's just have a quick 
look at the landing page that I've had to put together for the Jet and The Cleaner 
campaign that I'm running with Russell Blake. You'll see the image is exactly the same as 
the one that they've seen on their Facebook feed. I like the idea that it is the same. I don't 
like the prospect of something causing a kind of disjunctive experience when you click 
from Facebook and go to the landing page. It should be the same kind of experience 
that's been demonstrated to lead to high conversions. 
 
 We've got the time limit up at the top. Limited time special offer. We've got the 
button here, one of the buttons that they can click to get the book, so, "Get my Free 
Books." Red is a highly converting color. That's interesting to know. Then a little bit of a 
blurb. Best-selling authors Mark Dawson and Russell Blake are offering The Cleaner and 
Jet, for free. Over 900 five star reviews. Totally unputdownable. To get both books, you 
just need to tell us where to send them. As before, hit the button, and there you go.  
 
 There we go. Just whilst we're looking at websites, and bits and pieces like that, 
it's just worth looking at something I would recommend for the front page of your 
website. What I used to do, when I was young and naïve, was to have my sign-up box all 
the way down here. No one ever got to this. I don't think I had any subscriptions from my 
mailing list, from this part of my website. I decided six or seven months ago that I'd pay 
for a little bit of coding to be done that would make my offer much, much more visible. If 
anyone comes on to my website, the first thing they'll see, this could be organic Google 
traffic, anything at all, the first thing that they'll see is what we saw before, just a different 
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color version of it. The functionality is exactly the same. The box will pop up. You can 
enter your details, and before you know it, there's an e-mail asking you to confirm, and 
then if you do, the next thing that you'll get is the first of these free books. Then I send 
them out over the course of a week. 
 
 That's definitely worth doing. If you're spending a bit of money to get a landing 
page coded, then make sure that you do the same thing. Use the same kind of 
functionality on the front page of your website. Again, that's something you can do very 
easily yourself with WordPress. Don't rely on ... You often see the sign-up box up here. 
Sometimes you'll see it in the right hand side panel. In my experience, those don't 
convert particularly highly. It's much better to use this prime real estate here to 
concentrate on getting readers to subscribe to your list, because that should be your 
number one objective. 
 
 You've got your ad set up. It's running, you're spending money, you're generating 
traffic. You've got your landing page, or your squeeze page set up so traffic's coming in. 
Hopefully it's converting, getting mailing list sign-ups, but that's not the end of things. I 
found that the single factor that've given me the most bang for my buck when it comes 
to Facebook advertising, is ensuring that I take advantage of the reams and reams of 
information that Facebook makes available to you, to monitor the performance and the 
effectiveness of your ads. You really mustn't neglect this. It's very easy to get in to a 
situation whereby you just let things monitor in the background. If you don't check, that 
ten dollars a day that you're investing, suddenly the cost per click, or cost per 
conversion starts to drift up. Maybe it started at 15 cents, if you're lucky. Then it went to 
20, then 25, then 35. Before you know it, you're at 65, 70, 75, and it's costing you an awful 
lot to get those conversions. 
 
 Of course, if you set your budget to ten dollars a day, and it's costing your a dollar 
per conversion, which isn't unheard of. I know people who pay that and actually will pay 
it quite happily, you're only going to be getting ten conversions a day, whereas before 
when it was costing you 15 cents per conversion, obviously, you can do the maths, it's 
significantly less than you would have been having before. You need to keep an eye on 
this at all times. I monitor my ads at around about 2:00 PM every day. I set aside a half an 
hour, so I can sit down, get the spreadsheet out, open up my Facebook reports, and 
have a look. I'm going to show you the kinds of things that I am looking for, the kind of 
red flags that get me to paying special attention to an ad, and the restorative action that I 
take if something needs to be looked at. 
 
 Before I move on, this is just a quick plug. If you'd like to be in the Self Publishing 
Formula Facebook group, you only need to drop me a line. It's a closed group in name 
only. If you'd like to be involved, just reply to the e-mail I sent you, and I'll get you in the 
group straight away. Plug over. Let's look at the adverts manager. 
 
 We're going to be having a close look now at the metrics that Facebook provides 
us with, in order to make sure that our ads are performing as we want them to, and if 
they're not, how we can check to make sure that the changes that I've implemented are 
having the desired effect. There's dozens and dozens of pieces of information that 
Facebook makes available. We're not going to focus on all of those, just on some of the 
most relevant. You'll see we've got the campaign's ... that I'm running at the moment. 
First of all, let's just have a quick look at mailing list sign-up, Dawson and Blake too, 
because that has now been approved. It started to have been sent out. 
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 Once it's approved, it gets this little green active button. What Facebook is now 
telling us is that it's been served to 11 people, but so far we haven't had any website 
clicks, and no one has seen the ad out of those 11 and clicked across. Facebook is telling 
us this is where the budget is. Now this is a really great place to amend the budget if you 
want to. Just click that pencil, and we can amend it right there. That's where I do mine all 
the time. It will tell us how much money has been spent today, and also what the 
schedule is. We can then go in to ad delivery, which will tell us again the number it's 
been served to.  
 
 Frequency is the important one. We'll see that again in a little bit when we look at 
another campaign, but that's telling us how many times the ad has been served to each 
unique person in our audience. This ad has only been served one time, which is great. 
Two times if fine, three times is fine, but if you start to get the seven, eight, or nine, then 
you probably need to think about either canning the ad, or changing it and replacing it 
with another one. 
 
 Then we've got engagement. One person has liked the post, the ad. Remember, 
we've only served this to 11 people, so let's have a look at one with a few more likes, and 
then we'll look at one with a lot more likes. Russell and I have been running a campaign 
for awhile before this second one that I showed you earlier, so let's just have a quick look 
at this one. It's a similar kind of audience, comprised this time of lots of authors, Lee 
Child, Baldacci, Patterson, Clive Cussler, those kinds of guys. We've got a big audience 
size of about six or seven hundred thousand, which is slightly more optimal than the 
25280 we had for Lee Child.  
 
 Again, the ad is active, but this one is scheduled. I am scheduling this one. You 
can see there, we just zoom up for you, I'm scheduling this from 7:00 PM to midnight, 
which means of course I've got a lifetime budget, and I'm spending, I think, 15 dollars a 
day on that. I'm doing that to see if I gain better engagement by serving it to when 
people are more likely to be on Facebook. Perhaps. Perhaps they're more likely to be on 
Facebook at work. Who knows. I'm trying this and experimenting right now. 
 
 We've had 45 website clicks. That doesn't mean of course that every one of those 
people, once they've gone on to the landing page or the squeeze page have signed up 
to join the list. The average is around about 30 percent. Three in ten people will go 
through the process, will enter their details in the box, and then click the opt-in e-mail 
that MailChimp will send them, which is about right. You can sometimes get it a bit 
higher than that, but that's fine, as far as I'm concerned.  
 
 Of course, because I'm not using conversion tracking pixels for this particular 
campaign, I'm having to draw the information I need to make sure this is working from 
two sources. First of all, I've got clicks, so I'll take that, which is here of course, and I've 
got the amount that I've spent, so daily will come in here. Sorry, it'll be around here, so 
it's 105 over the course of the lifetime. 15 dollars a day. From that, when I add it by going 
to MailChimp and finding out how many people have subscribed on a particular day, I 
can work out how much each subscriber has cost me. Provided that it's within 
reasonable parameters, I'll continue to do that. The one benefit of having a conversion 
tracking pixel campaign, is that Facebook will calculate that cost for you, so it just makes 
it a little easier in the backend. 
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 Then delivery. Frequency is 1.02. Absolutely fine. We've sent it to just over 3000 
people. That's all pretty reasonable. Then just finally engagement. We've had 46 people 
taking action. One person has liked the post, two people have posted comments, all that 
kind of stuff. It's very useful information, just to see that the ad is getting the kind of 
engagement that you want it to have. Again, that one too doesn't have very much in the 
way of data for me to show you. Let's dig out one that does have a lot of data. 
 
 This is one of the first ads that I created when I was getting in to this. This, again, is 
a subscription ad. At the moment it's running to ad sets, but you can see that it's run to 
quite a few more over the course of its life. I've switched those off after time. Lee Child, 
again, is one that I'm using, and a look-alike audience based on one of my mailing lists is 
the other one. Let's just have a look at Lee, first of all. 
 
 We've got two ads that are running in to this particular ad set. Both are active, and 
this is the one that has been running longest, so let me just drill down in to that one. 
You'll see just while we're loading up, it's been served to 104,685 people. I've spent just 
under 1400 dollars on the campaign since I fired it up on February 3 this year. You can 
see on this graph here, the topside here is telling me the number of clicks, and the 
bottom side is telling me the cost per results. In this case it's a cost per click. You'll see 
on a really good day, I was getting eight cents per click, which is fantastic. As time has 
gone on, the ad's got a little bit more stale, and it's costing nearly 15, 20, 17, 21 cents per 
click. A little bit less efficient than it was at the time, and the average over the course of 
its life is 15 cents per click. That's not too bad. 
 
 Relevance is a good one to note here. You can't see that. Relevance score. That's 
a rating that Facebook gives ads which tells you how effective Facebook thinks it is, and 
how relevant it is to the audience that you're sending it to. One is bad, ten is good. I'm 
obviously very pleased that's going ten. Let's have a quick look at delivery. Frequency 
here is 1.76, so that's still absolutely fine. I've got a lot more to go on before I need to be 
worrying about that. If we just come back, we'll just have a look at the other ad, whilst we 
are in this view. Again, this is a slightly new ad, so 52 thousand people, frequency of 1.65. 
That's still fine, and again we can see the kinds of costs that we've had. That's all good. 
 
 That's the end of video three, and the conclusion of our series on high-
performing Facebook ads. If you keep an eye on your inbox in the next couple of days, 
I'll send you the precise copy I use on my best performing Facebook ad, the one I used 
to explode my mailing list. I'll also send you the image that I used to give you an idea of 
the kind of assets that you need to be putting together in order to get the kind of results 
that I think you can get. Keep an eye out for that. In the meantime, I hope you found it 
interesting. I'll be back soon. Bye bye. 
 


