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ABOUT GET FOUND FIRST

Katie Harris is the COO at Get Found First. She has a degree in 
Advertising/Public Relations and is a member of the Forbes Agency 
Council where she regularly contributes to the Forbes Council Expert 
Panel. 

As a Google Premier Partner Managed Agency Get Found First 
manages ad spend for over 400 companies in all industries 
specializing in Regenerative Medicine marketing.

Katie is a John Maxwell Certified Leadership trainer and coach. She is 
also a Certified DISC Behavior Consultant. Helping employees and 
clients understand their personalities and grow their leadership skills 
and teams is one of her passions. 

Katie Harris, Partner
John Maxwell Certified, Forbes Council



ABOUT GET FOUND FIRST

Get Found First is a Digital Marketing 
Agency. We pride ourselves in our 
devotion to data, hard work, and 
success. We stand ready and able to 
assist any company with goals to 
improve or even transform their 
digital marketing. Our goal as a 
company is to give world-class PPC 
Management and SEO that is focused 
on the client’s ROI.

Based in Idaho, we deliver small town 
service with big time results!

About Get Found First



Marketing Managers

ABOUT GET FOUND FIRST

Senior Management Sales

Katie Harris - Partner Michael Johnson- Partner Michael Tominaga - VP Keegan Keller - BD Manager

Annie Davies - Digital Paul Hartley - Digital Nate Hartman - Digital Chantelle Richardson - Design



ABOUT GET FOUND FIRST

Qualifications

Brands that Trust Get Found First



Customer Journey
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We live in a Mobile 
Always World

It is Changing 
Patient Behaviors.



Source:  Lorem ipsum dolor sit amet, consectetur adipiscing elit. Duis non erat sem

Proprietary + Confidential



Proprietary + Confidential

Connectivity
has changed 
everything



Reach the right 
audience at the right 

time with the right 
message

The avg. consumer 
spends 5+ hrs 

online/day 



Proprietary + ConfidentialProprietary + ConfidentialProprietary + Confidential

Focus on the 
user, and all else 
will follow

Increase in connectivity is 
having a dramatic impact on 
consumer expectations.



Capitalizing on our customers 
behavior and intent.

Search for doctors 
in the area with 
good reviews

Browsed sites 
for pain management

Watched Youtube 
videos on exercises 

for back pain

Scrolled through 
Facebook groups 

about fibromyalgia
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Source: Google Data, US Jan - June 2017

Proprietary + Confidential

Starting in early 2017, 
search volume for local 
searches without ‘near me’ 
have outgrown comparable 
searches that included 
'near me.’

63%
of people expect brands 
to provide personalized 
experiences based on 
past interactions.

Source: Google/Greenberg, Rising Expectations in Consumer 
Experiences, March 2017, U.S. (n of 1,501 consumers 18-54)
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Be valuable

by offering 
meaningful 
experiences to reach 
your customers 
wherever they are

Be quick

by delivering on 
customer needs 
in real-time by 
leveraging the 
power of machine 
learning

for your customers 
throughout the entire 
purchase journey

Be there

Proprietary + Confidential

Be
Valuable

Be There Be Quick

Consumers are More Demanding Than Ever! 
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How Search Engines View Your Business...



What’s Your 
Goal?



ONLINE LANDSCAPE

This policy was updated mid 2019 and 
businesses across the country have had 
to pivot how they market their regen 
med services.

Bing hasn’t quite followed suit and there 
are still grey areas there, but there are 
opportunities to advertise on Bing.

Google’s Stance on 
Ads for Regen Med

Learn More: Google Ad’s Policy

https://support.google.com/adspolicy/answer/6008942?hl=en
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Let’s Talk 
Social Media…



Proprietary + Confidential

What Social Media should 
you be doing?

Source: 1.Google/SOASTA Research, Global, 2017.   2. SOASTA, The State of Online Retail Performance, Global, April 2017

What Social Media should you be doing? 



Know Your Audience

Identity
Understand who people are

Intent
what they want

Intelligence
and what they will do



 Facebook has 2.41 
billion monthly 

active users.

71% of American 
adults use Facebook.

Facebook is the 
world’s third-most 

visited website.

 71% of the billion 
monthly active users 

on Instagram are 
under the age of 35

People spend almost 
as much time on 

Instagram as they do 
on Facebook. Over an 

hour a day.

7 out of 10 hashtags on 
Instagram are branded

 30 million users 
are active on 

Youtube daily.

500 hours of video 
content is uploaded to 

Youtube every day.

35+ and 55+ age 
groups are the fastest 

growing YouTube 
demographics.

Twitter users are more 
likely to like brands 

that are inclusive and 
transparent

 Twitter has 330 million 
monthly active users.

Approximately six of 
every 10 (63 percent) 

Twitter users 
worldwide are 

between 35 and 65 
years old.



 Facebook has 
2.41 billion 
monthly 

active users.



Organic Post



Brand Recognition 
Campaign



Ads Using 
Target Audiences



Lead Ads



Reviews



BUILD TRUST and CREDIBILITY 



LET YOUR PATIENTS KNOW, LIKE AND TRUST 
YOU Before they ever step in your office.



Win with Social Media
 

Target - Credibility - Branding - Top of Mind 



WHAT’S
NEXT?
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Common behavioral 
patterns

People who book 
on your app also 
have an interest 
in photography

In Japan, cherry 
blossom season 
sparks travel bookings

Where is your Audience?



What’s your 
Goal?



Q&A
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THANK YOU!

(208) 681-6448
katie.h@getfoundfirst.com

www.getfoundfirst.com

Text “Social” to
208-782-4433

for a copy of this slide deck.

mailto:katie.h@getfoundfirst.com


Create a Campaign

Addendum



Campaigns
The first step when creating an ad is creating the 
campaign. This is structured very similar to Google 
Ads where you have a Campaign, Ad Group, and Ad. 
Facebook is setup the same way. 

You will need to first pick the type of campaign you 
want to run (next slide). Once you have chosen your 
objective and name your campaign. You will also 
have the chance to decide how you want the budget 
to be split and if you want to do some A/B Testing and 
how you want to test those variables. 

When naming your campaigns find a good way to 
organize all of your campaigns. Typically I like to 
have the Campaign Name, some type of identifier for 
the purpose.





Ad Sets
A good portion of the heavy lifting will be done at the 
ad set level. While configuring your ad set you will set 
budgets, audiences, targeting, platforms to be shown 
on and how you will be charged.

When setting budgets you can have it be a lifetime 
budget or daily budget. You will also pick the times 
the ads will run and when they will stop. 

If you need something to get views as fast as 
possible you can change the delivery type to 
accelerated to help get views as fast as possible. 
This will use the daily budget as fast as it can vs. 
having it use the budget evenly through the day on 
standard delivery.  

Make sure you name the ad set specific to your 
targeting and what makes that ad set different from 
others you might be testing.



Audiences
Audiences are a big part of getting your ad set right. 
You can use custom audiences that you have made 
from a customer list or users from the pixel that is on 
the site. You can layer on those audiences as desired 
or you can create more generic audiences with the 
below options.

You first will need to select the geographic areas you 
want to target. Then you can select age, gender and 
language. After that you will want to select your 
detailed targeting. While doing this you can create 
and/or statements to make your interests really 
specific. If you put all of your interests in one box it is 
an “or” statement. If you click narrow and add more 
interests they have to be both sets of interests to 
have the ads shown.

You can also use connections like friends of people 
that like your page or exclude people that already like 
your page from seeing the ads.



Ads & Creative
Creating ads are simple and straightforward. You will 
first need to pick which FB and Instagram Page you 
will be advertising for. Once those have been 
selected you will pick your images and write your ad 
copy.

Depending on the types of ads you are doing you will 
pick your CTA button for the ad and fill out a lead 
form or chat box for automatic responses. 

When creating ads this is a great place to test 
different ad types and creatives to see what works 
best. Keep in mind you really need to grab 
someone's attention on social for an add. So think to 
yourself what you would want to see to make you 
interested in the product or service you are 
advertising for.



Conversion Tracking
Just like on Google we can set up conversion 
tracking. You will do it just like you do on Google 
Analytics in Goals. If you go to the menu and go to 
Custom Conversions you can access all your 
conversions. Once you have created one you can’t 
edit it. So if you need to edit it you will need to create 
a new conversion.

For example if you are driving people to a form on a 
site you can use the thank you page as the URL and 
then you can set a value to that form fill conversion.

You are also able to put these conversions in your 
reporting columns to see how each ad or ad set is 
performing. We can now try and close the loop with 
our social advertising.



Pixels
Having a pixel installed on a site is critical to being 
able to see the real performance of your ads. These 
pixels track conversions and help create audiences 
using user data. 

Once the pixel is set up you can use it to create 
lookalike audiences or do remarketing to people that 
went to the website you are running ads for.

You can also see if the pixel is working or if it is failing 
and not tracking traffic or conversions. 





Create a Campaign Recap

Structure

The thing that will help you in the 
long run is finding a good structure 
to organize all your campaigns, ad 
sets and ads. As time goes you will 
have a lot of ads and you will need 

to be able to sort through them 
quickly and see what worked and 

what didn’t

Ad Creative 

Test, test, test! Always have multiple 
creatives to see what works and 

what doesn’t It could be as simple 
as a different image or ad text that 
make all the difference. Take notes 
of what works with the audiences 

you are targeting.

Conversions & Pixels 

Even though social is a top of funnel 
activity the more information you 

can acquire on how it is converting 
will be huge. Make sure your 

tracking is in place and working. 



Managing a Campaign



Analytics
Facebook is always adding to this section of their 
platform and it will continue to get better. If you go to 
the analytics portion of the menu you can start to see 
what people are doing and how they are getting the 
site. You can create dashboards to review or to share 
with clients. If you have conversions set up you can 
start to see lifetime value of people and other value 
metrics.





Optimizing & Testing
Optimizing a campaign can happen in a lot of 
different ways, but the key is trying to find out is it a 
creative or targeting issue. Facebook is different 
since we aren’t targeting by a keyword or intent. We 
are looking for the right audience that would be 
interested in the ads we are serving up.

Here are a few tips to look at when optimizing your 
account and looking for ways to improve 
performance.



Ad Schedule
Ad Schedules are an easy way to look at high 
performing times of the day. You can segment your 
view by day of the week and then adjust the the ad 
schedule to match your findings. You will adjust this 
in the ad set.

You will have to have a lifetime budget in order to use 
this feature. You can’t use the daily budget for this 
feature.



Ad Fatigue
Ad fatigue can happen with ads that have been 
running for some time or just delivered to a small 
audience frequently. You can review ad frequency 
and see how many times on average you audiences 
has seen the ads. If this is getting higher than 3 or 4 
and performance has dipped it is probably a good 
idea to create new creative.

You can see this column under Delivery when you 
open which view you want to look at.



Review Ad Placements
Not all placements were created equally and should 
be used as such. Depending on the type of ad you 
are using and the objective of the campaign will 
decide where you should have your ads placed. 
Typically Audience Network isn’t a great place to put 
ads. It usually get impressions to make sure you hit 
spend goals. 

You will want to test different placements with 
different clients to see what works well and what 
doesn’t.



A/B Testing
When setting up your campaigns you can select to do 
an A/B test and test a factor in your ads. 

You can test audiences, ad creative, or placements. 
You will want to make sure when you do test you 
don’t try to test too many variable at a time. You need 
to make sure you know for a surety what it was that 
drove the desired or undesired result. 

By using this option it will make sure budgets and 
traffic is split equally for the test.



Exclude Converters
As you gain more conversions and have more data to 
work with, it might make sense to exclude these 
converters from ads. Especially if most transactions 
for the client are only made once. This will help you 
make sure you only use budget for people that can 
still convert. 

It makes sense to create a lookalike audience out of 
the converters and then target that audience. This is 
if you have enough conversions to make that 
audience.



Lookalike Audience - 
Converters
This is where you Facebook ads can become really 
efficient. If you have enough customer/conversion 
data you can make some really cool audiences. 
Lookalike audiences can be a great source for finding 
others out there that will most likely convert for those 
same ads. 



Automated Rules
Automated Rules can be a great way to help you 
manage the account and make sure things are 
happening even when you aren’t in the account. You 
can create rules to pause budgets when they hit 
certain levels or increase budget if certain metrics are 
met.

A good exercise to do is to think of all the different 
circumstances you may have that you may want to 
automate. Maybe if you hit a certain cost per lead you 
want to open things up, or it’s the end of the month 
and you want to make sure your campaigns turn off 
before they overspend.



Managing a Campaign Recap

Put Yourself in Their Shoes 

Would you click on your ad? Does it 
seem too good to be true? Ask 

yourself these questions and make 
sure your ads seem genuine and 

authentic. 

Creative, Creative, Creative

Social is so much about creative 
and always catching someone's 
eye. Don’t be afraid to test your 

assumptions and see what works. 

Just Ask 

Not sure what to do next? There is a 
vast amount of information. But, feel 

free to reach out and just ask. 


