FB Ads -
learnings &
insights.



Best Performing Content



Try working
with

influencers
who have Pets
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larissaverbon

Utrecht, Netherlands
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465 likes

larissaverbon Let the summer days return please! &
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At Farmers, we've seen lots of unbelievable things.

deze foto zie je aan de ene kant een heerlijk fluff... more lee the tlme a QTOUChY goat COUId not discefn lts

all 11 co nts

2 July - See translation

larissaverbon
Utrecht, Netherlands

own reflection, but caused very discernible vehicular
damage. We covered it on 11/9/11.

Call me today so | can help you make sure you have
the coverage you need.

The Whelton Agency
Sponsored
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& Liked by christiancollins and 23,805 others

jiffpom SHOP my fave 100% vegan and cruelty-free
brand @kvdveganbeauty which just launched
@UltaBeauty today, Aug 23! #UBxKVDVB. What are you
putting in your cart?

PS. Dogs can have “cat eyes” too &

ultabeauty This is amazing @84

kvdbeauty Gotta get your PAWS on all the
#kvdveganbeauty faves at @ultabeauty!
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When possible,
work with
photographers

who take artsy
illusional photos.
(Higher
Engagement)

17:49 wlo

. 1.D. Sarrieri
Sponsored (l
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Breathable, soft-to-skin silk & cotton masks for getting around town with
| \

comfortable & effortless chic
AR i

Learn More >

oQv s W
568 likes

O Q V E] chefbenchurchill Today's recipe is for meringue dust. A
really simple yet effective recipe. | use it for anything
from the fake mould on my satsuma to the cigarette
ash on the edible ashtray. As always, head to my

danceandbeyond Try something new and different this @cooklybooklyhq page to learn it for free. Link in Bio
new year by experiencing a dance class with a fitness ed
| SARRIERI COM twist. ALL NEW! Adult Ballet Burn at Dance & Beyond

- —

D&w&ﬁlﬂﬂm_ﬁ_ﬁ@‘ ) Shop Now Y-
coverings, the Maria Mask

is available in a cotton 3-layered facial covering or a silk




ldeal Video length for ads

Videos under 15
seconds p(cejrfgrrrc] belst, 6 AIDED
seconds is idea RECALL _I 13X
Aided recall works best, 1 X
when brand is shown
within first 3 seconds

Not revealed After 4 seconds ~ Within
or more 3 seconds

BRAND PRESENCE




Amplification
Habits




OO
Upload.srt
(Subtitle)

files with
videos

Helps with seo (Google crawlers)

Captions increase view time by 12%

Not available for ig story ads (.srt file)

Video ads on IG and FB have limited reach if
over 20% of the thumbnail image is covered

with text, but captions uploaded as a separate
file will not count toward this text total.

Try keeping 14% of the top and bottom part
the video Text free



Best
Instagram

content with
objective

Objective Feed | Stories | Explore | IGTV | Reels
Brand awareness 4 4 v v v
Reach v 4 4 v 4
Traffic 4 v 4 v v
Engagement v v

App installs v v v 4
Video views 4 4 v v 4
Lead generation v v v

Messages v 4 v

Conversions v 4 v v
Catalog sales v v v

Store traffic v 4




Daily vs Lifetime Budget

Daily

Pros:

1. More evenly spread out spend
2. Easier to predict finances and performance
3. Will make it easier to predict kpi end dates

Cons

1. Facebook will spend money regardless of
performance (so better to set rules?]

2. To fill up the budget, Facebook might use more
impressions

Tip: Kee‘o budget adjustments within 20% of their
original level for each day

Life time
Pros:

1. More performance conscious.

Cons

1. Hard to predict the result on a given day, since
spending fluctuates

2. Not good if budgets tweaked mid campaign (Budget

or time wise)



OO

When to use
what?

Choose daily budgets when:

1.Your campaign will be evergreen
2.You want to maximize strong performance
3.You expect to change your budget regularly

Choose lifetime budgets when:
1.You need to run your ads on a schedule

2.Your campaign has a set budget and end date



|deal

Campaign
Duration




Porch+Hall oo
* Sponsored - 3

First impressions matter. Upgrade your entryway with the Outsider -
modern design meets superior strength and durability.

Choose the frame and insert color that complements your home. won  VUOFi o
. . . —_—
+Order today and enjoy free shipping! Sponsored - @

"Form-fitting, stretchy, beyond comfortable. | LOVE these pants." -
Sheena %% % % %

Ads
Headline

VUORICLOTHING.COM

Feel Good in the Ripstop Climber Pant Shop Now
The Women'’s Ripstop Pant is our women's version of... Use tEXt that helps feel

O 05 £ (9 52 ofx
connected with the brand
WWW.PORCHANDHALL.COM

Reimagine Your Front Door Shop Now
Free Shipping!




B Peet's Coffee

Sponsored - @ tark's Vacuums
Your morning ritual, delivered. A Peet's subscription provides your
favorite coffees, freshly roasted, shipped to your door. Get 30% off
your first subscription shipment with code NEWSUB30.

oonsored -

1 For Easy Breathing & Daily Use. Nose Guard P
From Fogging. Water Resistant, Washable & Rel

Emphasize
sales or
deals

oM

PEETS.COM | Free Shipping | Buy 4 Get 1 Free |
30% Off First Subscription Order With Code Shop Now d
NEWSUB30 ] OR




Joss & Main
Sponsored - Q v

Porch and patio furniture can be affordable. Make it yours.

JdNLINYNd ¥004ALNO

We @ pets. We @ viruses.
clean-republic.com

Save 15% on a cleaner cleaner Use Code
JOSSANDMAIN.COM FB1 5 for 15% Off

Outdoor Furniture Made Affordable Shop Now

OO 1.6K 105 Comments 110 Shares

Highlight brands USP




@ Purple
Sponsored
No more being jostled awake when your sweetheart @

moves or your kids crawl into bed & . Just sleep great
through it. &

Try CTAs

PURPLE.COM
Try 100 Nights Risk-Free Learn More
Mother's Day Gift Guide



Shine Bathroom oo
Sponsored - Q3

"Alexa, tell Shine to clean the toilet, please."

Try

explaining
the product

SHINEBATHROOM.COM

This smart device cleans your toilet Get Offer
automatically.



Campaign
Naming ldeas

Date + Influencer Name + Funnel + Campaign
Objective + Conversion

Funnel:
1 = Awareness = Top of Funnel
2 = Consideration = Middle of Funnel

3 = Conversion = Bottom of Funnel

Examples for Campaigns:

1 - Engagement

1 - Video Views - ThruPlay

2 - Conversion - Add To Cart

3 - Conversion - Purchase

3 - DPA (Dynamic Product Ads)




Ad Sets

Influencer Name + Audience Type
(Custom, Saved or Lookalike) +
Targeting + Location (if needed)

Examples:
* Lookalike - 1% LAL Purchasers
* Custom - 30 Day Engagers




Ad + Type of Ad + Ad Number +
Tracking #'s

AdS Examples:

 Check Rides Testimonial - Video 1 -
#HQWERTY

* Kinfill Features - Video 1 - #1234
* Spring Story 2 - Image 3 - #QAZX




Example of
Campaign

Date + Influencer Name + Funnel + Campaign Objective
+ Conversion

Campaign:
19/09/2021 + Mbappe + T.F + Engagement + CBO

Influencer Name + Audience Type ‘Custom, Saved or
Lookalike) + Targeting + Location (if needed)

Ad Set:

Mbappe + 30 Day Engagers + Interests(PSG) + France

Date+ Ad + Type of Ad + Ad Number + Tracking #

Ads:
19/09/2021 + Home Jersey story 1 + Ad 1 + #YNWA




Budget splits across
funnels

Campaign budgets or CBOs are best for people who:

* Are more interested in optimizing at the campaign level
rather than ad set level

* Manage campaigns with lots of ad sets

Ad set budgets or ABOs are best if:
* Are testing ads to see how they perform
* Have ad campaigns that have only a couple of ad sets

* Have ad campaigns that have mixed audiences or
campaign goals

Campaign Budget

Total Campaign:

$100
[ | 1
Ad Set 1: $10 Ad Set 2: $30 Ad Set 3: $60

Ad Set Budget

Total Campaign:
$100

Ad Set 1: $30 Ad Set 2: $35 Ad Set 3: $35



Best Audience size for
conversion

500,000 - 1,000,000
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