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INTRODUCTION

You don’t often hear “Facebook” and
“relevant” in the same sentence, but
the platform holds incredible value
to your company’s marketing goals.




BUT WHY
FACEBOOK?

But why are Facebook ads
still relevant to ecommerce
brands in 20247 Facebook
has over two billion monthly
active users, and those
numbers are not slowing
down.

With the right ad campaigns
and marketing strategies,
Facebook can become an
excellent platform to promote
your products and services.

Facebook is the third most
visited website globally.
Statistics show that around
63% of Americans over 13
see Facebook advertisements.
In this article, we will discuss
how to best utilize Facebook
ads for e-commerce, and fine-
tune your campaigns.



https://www.socialpilot.co/facebook-marketing/facebook-statistics

Why Facebook ads are
important to your e-commerce
business?

FACEBOOK: ADVERTISING AUDIENCE OVERVIEW

THE POTENTIAL AUDIENCE THAT MARKETERS CAN REACH WITH ADS ON FACEBOOK

Potential audience Facebook's potential Facebook's potential Percentage of its ad Percentage of its ad
that meta reports advertisingreachasa advertisingreachasa audience that audience that
can be reached with percentage of total percentage of facebook reportsis facebook reportsis
ads on facebook. population. population aged 13+. female. male.

6(KOC000

211 26.7% 34.1% 43.4% 56.6%

BILLION

X

One of the primary advantages of utilizing
Facebook ads for ecommerce is the platform’s
sophisticated targeting options. The ability to
define and reach a specific audience enables
businesses to connect with individuals who are
more likely to be interested in their products.
This targeted approach not only improves the
efficiency of ad spending but also increases the
likelihood of converting leads into customers.

Along with a broad audience, Facebook allows
for visually appealing content that creates an
immersive experience for the users. This visual
appeal is essential for capturing attention in a
crowded and competitive digital landscape.




Facebook also offers a variety of ad formats,
including photo ads, video ads, and carousel ads.
This flexibility allows ecommerce businesses to
experiment with different formats to find what
resonates best with their audience. The ability to
showcase products in diverse ways contributes
to a more engaging and effective advertising
strategy.

Once you have your ads set up and your target
audience defined, Facebook also allows great
remarketing opportunities. If your customers do
not follow through on purchases, you can use
Facebook’s retargeting capabilities to engage
customers who have previously interacted with
your products.




TOP SOCIAL MEDIA
PLATFORMS

All of these capabilities make Facebook
iIndispensable for ecommerce businesses seeking
to build brand awareness, drive traffic, and
generate sales in a targeted and cost-effective
manner. The combination of a massive user base,
advanced targeting options, visual appeal, and
engagement opportunities makes Facebook a
powerhouse for ecommerce advertising.

TOP SOCIAL MEDIA
PLATFORMS BY
MONTHLY ACTIVE
USERS 2022
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Monthly active users in millions, as of Jan 2022




How to set up
your Facebook
Ads Account?




Setting up a Facebook Ads account can
streamline your tracking metrics and allow
you to view results in real-time. Follow our
steps below to make the most of your ad
account.

Create a Facebook Ads
Business Account

Facebook Pixel

Conversions API

Aggregated Event
Measurement (AEM)




Create a Facebook Ads
Business Account

To create more ads, you will need to head over
to your Facebook business manager account.
There, you can add your business, account name,
and business email. It is recommended that you
add a second admin to this account in case you
get locked out of the account.

After setting up your settings and payment
method, link your business’s Facebook page to
the business account. You can do this by locating
‘Pages’ under the accounts tab and adding a new
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Facebook Pixel

Facebook Pixel (Meta Pixel) is a piece of code
placed on your site. This code can help you view
and track important metrics for your ads.
Facebook pixel is helpful to businesses that have
more than one website or several products.

Its importance lies in its ability to offer insights
into user behavior. For example, Facebook Pixel
Is crucial for tracking cart abandonment. Cart
abandonment occurs when users add products to
their shopping carts but don't complete the
purchase. By understanding this behavior,
businesses can retarget these users with
relevant ads, offering incentives or reminders to
encourage them to complete the purchase.

To install Meta Pixel, go to business settings, click
data courses, select pixels, and add a name for your
pixel. Once that is complete, click ‘Set up Pixel Now.’
Now you can identify your Facebook and Instagram
users and view how they interact with your content.
With this tool, you can analyze page views,
purchases, product views, and cart abandonment
rates.

The pixel enables businesses to gain valuable
insights into user behavior, optimize ad delivery,
and create more effective retargeting campaigns,
laying the foundation for data-driven success in

ng.
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Conversions API

Conversions APl (CAPI) is a crucial tool within
the Facebook Ads ecosystem that enables
businesses to track and optimize their
advertising campaigns. This tool works in the
background, allowing businesses to send
customer data, such as purchases, sign-ups, and
other interactions, directly from their server to
Facebook.

This server-to-server communication ensures
more reliable and accurate data tracking,
especially in scenarios where pixel-based
tracking may face limitations, such as with
browser privacy settings or ad blockers.
Additionally, conversions API| plays a crucial role
in safeguarding against data loss due to browser
limitations, ultimately empowering businesses to
make data-driven decisions and maximize the
impact of their Facebook advertising efforts.




Aggregated Event
Measurement (AEM)

Facebook’s Aggregated Event Measurement tool
helps advertisers measure conversions for
customers using iOS 14. This feature allows
businesses leveraging Facebook ads to collect
and analyze conversion events on their websites
while prioritizing user privacy.

AEM operates by aggregating and processing
conversion event data in a way that ensures
individual user identities remain protected. You
can still receive valuable insights into the
performance of campaigns without accessing
personal information about specific users.

12




What are your
Facebook
advertising
goals?
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When beginning your Facebook ad campaign, it
IS essential to set clear objectives. Well-defined
objectives provide measurable outcomes,
enabling businesses to assess the success of
their campaigns and measure return on
Investment.

Aligning campaign objectives with overall
Facebook ad goals is fundamental for a strategic
and cohesive marketing approach. This
alignment brings clarity and focus to your
efforts, ensuring that campaigns directly
contribute to broader business objectives.

Consistency in brand messaging is achieved
when specific campaign objectives align with
overall brand communication strategies. This
synergy contributes to a more cohesive and
compelling presentation to the target audience.

For example, if you want to generate more leads
for your sales team, you wouldn’t want to use
‘conversions’ as your campaign objective because
‘lead generation’ would be more effective. This is
iImportant to note because the Facebook ad
algorithm considers the intent of your campaign
when determining whether to place an ad based
on your audience’s behavior.

4
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Types of Facebook Ad
Objectives for Ecommerce

Facebook ad objectives serve as the guiding
principles for your advertising campaigns,

helping align your goals with the platform’s
capabilities. If you're unsure where to start,

check out common advertising objectives below.

AWARENESS CONSIDERATION CONVERSION
*  Brand Awareness " Traffic @) Conversions
7 Reach . % Engagement " Catalog Sales
%% Applnstalls = Store Traffic
W1 Video Views

= Lead Generation

e Brand awareness: Brand awareness is like the
friendly wave from across the room at a party —
it's about making your brand more recognizable
and memorable in the crowd.

e Engagement: Aiming for engagement in your
Facebook ad objectives is like turning your
marketing efforts into a two-way street. Your
audience isn't just watching but actively
participating in the conversation.
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e Reach: This metric denotes the total number of
unique users who have been exposed to a
particular ad. A high reach implies that the ad
has been displayed to a substantial portion of
the target audience.

e [raffic: When optimizing for traffic, the aim is
to boost the volume of clicks on ads and
generate more visits to your website.

e Lead generation: Advertisers pursuing this
objective encourage users to express interest or
provide their information through a lead form
directly within the ad. The focus is on cultivating

a pool of potential leads that can be further
nurtured into customers.

e Video views: A successful video campaign is all
about grabbing attention and telling an engaging
story. Video views create a visual impact that
solidifies brand identity and helps drive
conversions.

e Conversions: Advertisers use this objective to
turn clicks into actions, helping businesses grow
by converting interested folks into customers. A
conversion campaign turns online engagement
iInto real-world results.

e Catalog sales: This objective showcases your
products directly from the catalog, encouraging
users to make purchases.




Aligning Objectives and the
Ad Funnel

Now that you understand the main Facebook ad
objectives, it is important to align your objectives
with the ad funnel. We will discuss an overview
of the ad funnel later on, but for now, let’s dig
Into where each of these objectives land in the

funnel.
BRAND AWARENESS
N

TRAFFIC
ENGAGEMENT

CONSIDERATION APP INSTALLS
VIDEO VIEWS

LEAD GEN.
MESSAGES

CONVERSIONS

The top of the ad funnel (awareness) would
encompass brand awareness, reach, and
engagement from the desired audience.
Consideration bridges both the top and middle of
the funnel because it involves driving traffic as
well as lead generation and continued
engagement. The middle of the funnel also deals
with video views and increased traffic. The
majority of conversions occur at the bottom of
the funnel where many of the catalog sales and
purchases are made.
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Facebook
Ads Account
Structure
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Every business has individual goals and needs
for its ad campaigns, but every business wants
to generate more engagement and conversions.
Creating an organized ad campaign and ad sets
IS a key part of the success of your advertising
efforts. There are three levels to the Facebook ad
structure:

e Campaign: A campaign is a structured and
goal-oriented marketing initiative designed to
achieve specific objectives, such as brand
awareness, website traffic, or conversions.

e Ad set: An ad set is a subset of a campaign and
represents a targeted audience, budget, and
schedule for your ads.

e Ad: Ads consists of a specific piece of creative
content, such as an image or video, accompanied
by ad copy and a call-to-action.

==
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Every business is different, but three to four ad
campaigns is a good place to start. Campaigns
are used to segment the sections of the ad

funnel (top of funnel, middle of funnel, bottom of

funnel, and customer lifetime value). A test
campaign is also necessary to gather data and
Insights that can inform future campaign
optimizations.

Within these campaigns, you may want to
include three to five ad sets. Ad sets are used to
segment different audiences into demographics,
interests, lifestyles, and locations. With detailed
segmentation, you can target your users with
specific messaging based on their values and
principles. Within these segments, you can
identify top-performing customers and allocate
budget and resources to capture lookalike
audiences.

Within the ad sets, three to five ads are
recommended. This displays a level of creative
testing that is necessary for campaign success.
Having several different ads also minimizes the
frequency of each ad, reducing the likelihood of
poor performance.

20



Setting up a Full-Funnel
Account Strategy

The traditional sales funnel consists of three
parts: awareness, consideration, and conversion.
By aligning your Facebook ad funnel with the
stages of the customer journey, you can create a
high-converting funnel that effectively moves
users from awareness to conversion.

e Brand awareness: Awareness represents the
top of the funnel (ToFu) in marketing. This
represents the initial stage where potential
customers become aware of a brand or product.
It focuses on generating broad awareness,
attracting a wide audience, and educating them
about your brand.

e Consideration: Consideration is the middle of
the funnel (MoFu). The focus shifts to building
relationships, providing more detailed
information about products or services, and
addressing specific needs or pain points. The
primary function of this part is to guide prospects
towards consideration and decision-making,
fostering trust and positioning the brand as a
viable solution to their needs.
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e Conversion: Conversion represents the bottom
of the funnel (BoFu) where the leads progress to
the point of making a decision. At this stage, the
primary function is to provide targeted
iInformation, offers, and incentives.

So, how do you build a successful ad funnel for
Facebook ads? Creating clear objectives for your
funnel strategies is an essential first step. You
may want to reference Hubspot's Facebook Sales
Funnel strategy, which includes the following
tips:

e Segment campaigns by funnel stage

e Define and segment target audiences for each
campaign

e Craft unigue messaging for each audience
segment

e Test, iterate, and optimize your content

22




Understanding Funnel
Stages

At the top of your funnel, you'll want to focus on
sending traffic to your homepage. The top of the
funnel is about brand awareness, so if users end
up on your homepage, they can learn about your
products.

The middle and bottom of the funnel are
targeted for user interaction on your site. How
does your audience interact with your site? Do
they frequently add things to their cart? If you
notice that the audience is abandoning their cart,
you would push them into the middle and
bottom funnel so you can send them back to the
checkout page to finalize their purchases.

At the top of your funnel, you'll want to focus on
the homepage. A good homepage is the first
point of contact for potential customers. If your
homepage is optimized and engaging, your
customer is more likely to progress down the
funnel. If you want to focus more on the middle
and bottom of the funnel, optimizing your
collection and product pages may be an efficient
use of your time.

23



Once your campaign is up and running for a
while, you can begin to analyze your data and
metrics. It is important to regularly review
Facebook Insights and other tools to evaluate ad
performance at each funnel stage. If something
isn’t working, you can adjust ad creative,
targeting, and budget based on performance
data.

As your campaigns progress, you can also enact
A/B testing to try different ad creatives, copy,
and targeting parameters. Over time, you'll
refine your campaigns and your funnel will
Improve.

24



Facebook Ecommerce Q?
Bidding, Budgeting, and QQ
Campaign Strategies

Facebook offers various ad bidding strategies to
advertisers, allowing you to optimize for
different campaign objectives and goals. There
are five major bidding strategies marketers use
to get the most out of their campaigns.

FACEBOOK ADS BIDDING STRATEGIES

il

HIGHEST COST PER
VOLUME RESULT

FORMERLY FORMERLY
LOWEST COST COST CAP

Highest volume

This spend-based strategy focuses on getting
the most results possible from the budget. The
highest-volume strategy is best if you don’t have
a specific cost-per-action (CPA) goal and you
aren’'t aiming for specific metrics to define the

success of your campaign.
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When aiming for the highest volume, it’s
important to consider the trade-off between
volume and efficiency. While strategies like
Auto-Bidding and Campaign Budget
Optimization can maximize volume, they may not
always ensure the most cost-effective results.
You'll want to regularly monitor the performance
of your campaigns and adjust your bidding
strategy based on your specific goals and budget
constraints.

ROAS goal

The Return on Ad Spend (ROAS) goal bidding
strategy on Facebook revolves around optimizing
campaigns for a specific target ROAS, which
represents the desired revenue-to-ad-spend
ratio. Advertisers using this strategy set a target
ROAS, indicating the minimum return for each
dollar spent on ads.

The versatility of the ROAS gaol bidding
strategy allows its application across various
campaign objectives. Advertisers can tailor
campaigns to focus on diverse outcomes, such as
maximizing sales or overall revenue.

A9 28



Highest value

Using the highest-value bidding strategy is best
If your main goal is to maximize the value of
conversions. This strategy is more likely to
increase your return on ad spend (ROAS) on
conversions that are the most useful to your
campaign.

The difference between the ROAS (return on ad
spend) strategy and the highest-value lies in the
budget spend. If you utilize the highest value
strategy, you want to spend the entire budget by
the end of the ad’s schedule, while you are less
likely to use your whole budget when using the
ROAS strategy.

Cost per result (Cost cap)

The Cost Cap strategy empowers advertisers to
set a maximum cost per optimization event. In
the context of Facebook ads, an optimization
event refers to the desired action users should
take, such as clicking on an ad or making a
purchase.




Cost Cap specifies the highest amount you are
willing to pay for each of these events. This can
include the cost per click (CPC), cost per
thousand impressions (CPM), or another relevant
metric aligned with their campaign objectives.
Ultimately, the strategy helps advertisers avoid
overspending on individual actions while
retaining the flexibility to allocate more budget

to actions likely to deliver optimal results.

Bid cap

The bid cap strategy in Facebook advertising is a
mechanism that enables advertisers to set a
maximum bid limit for each optimization event.
An optimization event could be an action like a
click, impression, or conversion. By implementing
a bid cap, advertisers exercise control over the
maximum amount they are willing to bid for each
of these events.

A bid cap is a valuable strategy for advertisers
who want to maintain a level of control over
costs while optimizing for particular actions. It
allows flexibility in achieving campaign goals
while preventing bids from surpassing a defined
maximum, providing advertisers with a useful
tool for efficient and goal-oriented Facebook ad
campaigns.
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In conclusion, the alignment of your bidding
strategy with your overall goals in Facebook ads
IS paramount for a cohesive and purpose-driven
advertising campaign. However, recognizing the
dynamic nature of the digital landscape, it is
equally crucial to embrace a culture of
experimentation. Testing different bidding
strategies allows marketers to uncover nuances
within their target audience, campaign
objectives, and industry trends.
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Audience
Targeting

\

.
|

e

1

O

30



In the dynamic realm of Facebook advertising,
audience targeting emerges as a linchpin for
success. Beyond the mere dissemination of
content, precision in audience targeting ensures
that your ads resonate with individuals who are
not just passive viewers but potential customers
showing genuine interest.

By delving into the intricacies of Facebook’s
advanced targeting capabilities, businesses can
unlock the full potential of personalized
messaging, adapt to diverse marketing
objectives, and navigate the customer’s journey.
In this digital arena, audience targeting serves as
the cornerstone upon which impactful and
efficient Facebook ad campaigns are built.
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Prospecting

Prospecting in marketing refers to the process of
identifying and reaching out to potential
customers or leads who are likely to be
interested in your services. |t involves various
strategies to expand the customer base and
initiate relationships with individuals who may
not be familiar with the brand. Related terms
associated with prospecting include broad
targeting, interest-based targeting, and lookalike
audiences.

e Broad targeting: Broad targeting involves
reaching a wide audience without specifying
detailed characteristics. Ads are shown to a
general demographic, allowing marketers to
explore a larger pool of potential customers.

e Interest-based targeting: Interest-based
targeting focuses on reaching individuals who
have demonstrated specific interests or
behaviors related to the product or service. This
targeting method uses data on users’ interests,
activities, and preferences.

e Lookalike audiences: Lookalike audiences are
created by platforms like Facebook based on the
characteristics of an existing audience. The
platform identifies users who share similar traits
to the original audience.

32



Remarketing in Facebook O
Ads

Remarketing in Facebook ads involves targeting
iIndividuals who have previously interacted with
your website, app, or content. This audience is
more familiar with your brand, making them
more likely to convert. Remarketing to users who
have abandoned their shopping carts is a highly
effective strategy to recover potential lost sales.
Read on for tips on integrating the ad funnel
with your remarketing efforts.

Remarketing for middle of the funnel
Implementing remarketing strategies for the
middle of the funnel involves targeting
individuals who have shown interest or
engagement with your brand but haven't yet
reached the conversion stage. Middle-of-the-
funnel audiences typically include website
visitors and those who engage with your brand
on social media.

You can start by defining key engagement
actions and installing the Facebook Pixel for
tracking. Then, create segmented Custom
Audiences based on user interactions, such as
page visits or product views. Finally, craft
compelling ad content tailored to users in the
middle of the funnel, addressing their specific
needs and incentives.

A9 *




Remarketing for the bottom
of the funnel

For strategic remarketing at the bottom of the
funnel, first, clearly define conversion actions
such as completing a purchase or filling out a
form. You can develop highly personalized ad
content emphasizing product benefits, limited-
time promotions, or incentives to encourage
iImmediate action.

Bottom-of-funnel audiences typically include
those who have added to their cart, the email list
of subscribers, and the top 10% of those who
engage with the brand on social media. By
tailoring remarketing efforts at the bottom of the
funnel, you can capitalize on the customer’s high
intent and drive them toward completing the
desired conversion actions.

AWARENESS

KNOWLEDGE DEMAND GENERATION
INTEREST
CONSIDERATION
INTENT CONVERSION
PURCHASE =
ACTIVATION J"
-FEPEAT RELATIONSHIP MANAGEMENT
PREFERENCE
LOYALTY
REFERRAL / ENDORSEMENT PROPAGATION
ADVOCACY / EVANGELISM
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As you can see, mastering remarketing on
Facebook ads involves strategic finesse. By
combining the tactics above, you can create a
robust and efficient remarketing strategy on
Facebook. This keeps your brand at the forefront
of users’ minds and nudges them toward
conversion. A few short and sweet remarketing
tips are also outlined below.

e Use Facebook Pixel

e Create an abandoned cart custom audience
e Set up dynamic ads

e Craft compelling copy

e Create a sequence of ads

e Use eye-catching visuals

e Include a CTA

e Exclude converted users

e Continue to monitor and optimize

Lifetime Value/Retention

In the dynamic landscape of Facebook
advertising, the focus shifts from transactional
interactions to enduring customer relationships.
At the heart of this shift lie two pivotal metrics—
lifetime value (LTV) and retention. Beyond the
iImmediate success of individual campaigns,
understanding the lifetime value of a customer
unlocks the door to sustainable growth and
efficient resource allocation.
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Retention, on the other hand, is the cornerstone
of building customer loyalty. In this realm, where
personalized marketing and data-driven
decision-making reign supreme, the strateqic
emphasis on LTV and retention in Facebook ads
IS not just about capturing a moment; it's about

fostering long-term connections that fuel the
enduring success of your business.

e Very important persons/customers (VIPs):
Characteristics of VIPs include high-frequency
purchases who contribute significantly to your
revenue and engage regularly with your brand.
e Most valuable persons/customers (MVPs):
MVPs not only contribute significant revenue but
also have a broad influence on others. Targeting
these customers at the bottom of the funnel can
involve fostering a sense of community.

To better understand these ideas, take a look at
the infographic above. The original marketing
funnel is linked to a linear journey from
awareness to conversion. Over time, this funnel
has transformed into an hourglass shape
because the modern customer’s interaction with
a brand is continuous.

After conversion, the emphasis shifts to
customer retention, satisfaction, and advocacy.
This updated model recognizes the importance of
post-purchase engagement, loyalty-building
strategies, and the potential for customers to
become brand advocates.
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The hourglass shape captures the ongoing
relationship between brands and consumers,
emphasizing the cyclical nature of the buyer’s
journey and the value of fostering long-term
connections in a business landscape driven by
customer experience and relationship-building.

Pay attentionto LTV

A lot of marketers overlook the LTV part of the
funnel because they think the job is done after a
purchase is made, but there is more work to be
done. Check out the steps below to drive repeat
purchases and retain your most valuable
customers.

e Segment your audience: |ldentify your most
valuable purchasers (MVPs) by segmenting
customers based on their LTV. These are your
most valuable customers who consistently
generate high revenue. The goal is to target your
MVP and VIP customers who have shown
consistent loyalty.

e Develop retargeting campaigns: Design
retargeting campaigns specifically for your MVP
and VIP segments. Craft personalized messaging
that acknowledges their loyalty and offers
exclusive benefits.

e Utilize dynamic ads: Implement Dynamic Ads
to showcase products related to previous
purchases or complementary items.
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This personalized approach can drive additional
purchases from your high-value segments.

e Implement retention ad sequences: Develop ad
sequences for retargeting that nurture your high-
value segments over time. Create a series of ads
that gradually introduce new products,
promotions, or exclusive content.

By combining LTV insights with targeted
retention strategies, you can create impactful
Facebook ad campaigns that nurture your most
valuable customer segments. Retaining these
customers over time contributes significantly to
the overall sustainability of your business.

38
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Facebook Ads
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Experimenting with various types of Facebook
ads is essential for a multifaceted advertising
strategy. Diverse ad formats cater to different
audience preferences, ensuring broader
engagement and preventing ad fatigue
associated with repetitive content.

By diversifying ad types, brands can reach
different audience segments more effectively.
Certain demographics or behaviors may respond
better to specific formats, increasing the overall
relevance of campaigns. Check out the different
types of Facebook ads below.
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Image Ads

Image ads are a classic and straightforward
format, utilizing a single compelling image with
accompanying text. These ads are effective for
creating eye-catching visuals to promote
products, events, or general brand awareness.
The simplicity of image ads makes them easy to
create while allowing for impactful storytelling.

Video Ads

Video ads harness the power of dynamic visual
content to tell a story, showcase products, or
convey brand messages. This format is highly
engaging, allowing businesses to capture
attention and convey more information than
static formats. Video ads are versatile and can be
used for various objectives, from brand
awareness to product promotion.

Carousel Ads
Ads

Carousel ads enable advertisers to showcase a
series of images or videos within a single ad unit.
Users can swipe through the carousel, each item
having its link. This format is excellent for
highlighting multiple products, features, or a
sequential narrative.
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Slideshow Ads

Slideshow ads are a visually appealing
alternative to video ads, combining a series of
still images, text, and music to create a video-
like experience. They offer a more lightweight
option for businesses that want the visual impact
of video without the same production
requirements.

Collection Ads

Collection ads bring together the power of
visuals and product catalogs. Users can interact
with the ad, exploring a range of products with
the option to click and purchase. This format is
particularly useful for ecommerce businesses
looking to showcase and sell multiple products
In a single ad.

Instant Experience Ads

Instant Experience ads offer a full-screen,
Interactive experience that immerses users in a
brand story or product showcase. Designed for
mobile, these ads provide a highly engaging and
immersive format, allowing businesses to convey
their message in a visually rich way.
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Stories

Stories ads on Facebook are a dynamic and
immersive ad format that appears in the Stories
section of the Facebook mobile app. This type of
media includes short, vertical, full-screen videos
or images that users can swipe through. Ads
within Stories blend seamlessly with user-
generated content, providing a native and
engaging advertising experience.
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How to Create
Engaging
Facebook Ad
Creative
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Facebook ad creative is like the secret sauce that
makes your ads pop on people’s feeds. Think of
It as the personality of your ad—what it looks
like, what it says, and how it connects with your
audience. Every brand has individual goals, but
there are many factors to consider when crafting
an effective Facebook ad. You may want to
consider the following:

e Compelling Visuals: Successful ecommerce ads
often feature high-quality, eye-catching visuals
that showcase the product or service.

e Clear Value Proposition: The best ads
communicate the value proposition of the
product. Whether it’'s a unique feature, a special
offer, or a problem-solving solution, the
messaging should be concise.

e Engaging Copy: Ad copy should be concise,
persuasive, and directly aligned with the target
audience. Use language that resonates with
potential customers and prompts them to take
action.

e Social Proof: Incorporating customer
testimonials, reviews, or user-generated content,
adds credibility. It helps build trust and
reassures customers about the quality of the
product.

e Call-to-Action (CTA): A clear and compelling
CTA encourages users to take the desired action.
Whether it's “Shop Now,” “Learn More,” or “Get

Started,” the CTA guides users on the next steps.
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e Dynamic Ads: Ecommerce brands often
leverage dynamic ads that automatically show
different products to different users based on
their browsing behavior.

e Mobile Optimization: Given the prevalence of
mobile users, ads should be optimized for mobile
viewing. Visuals and text should be clear and
concise.

e Adherence to Brand Aesthetics: Consistency in
brand aesthetics, including colors, fonts, and
imagery, helps reinforce brand identity.

The Importance of UGC

If you want a successful ad creative, focus on
user-generated content (UGC). UGC is the digital
marketing gold that comes straight from your
audience. It's content created by users,
customers, or fans rather than the brand itself.

Studies find that people are 2.4 times more likely
to view UGC as engaging than other traditional
photoshoots. Because UGC is such a successful
technique, you will want to reach out to content
creators in your field to collaborate and create
unique content. Check out the following section
for examples of successful ads.
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Best Facebook
Ad Examples for
Ecommerce
Brands

\

Iy

]

O

47



As we embark on an exploration of the best
Facebook ad examples in the ecommerce sphere,
we unravel the tactics, creativity, and innovation
that set these campaigns apart. These select
examples showcase the prowess of ecommerce
brands in captivating audiences, driving
conversions, and building lasting connections.
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Lume Deodorant
Smell Better

LUMEDECDORANT.COM
Claim Your Starter Pack

L
Solid Stick
DEODORANT
Stops Odor For Your -
BEFORE It Whole S =
Starts Body
P

Get offer

125,000+ five-star reviews
. J

Why this ad is effective

This ad is effective for a potential audience
because it showcases vivid colors and highlights
the most important information of the ad. The
advertiser wants you to know the main ad
objective, which is that the product stops odor
before it starts. The smiling model gives the
audience a sense of ease and comfort, portraying
that we should feel confident using this unique
deodorant that can be used all over the body.
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The ad also has a clear call to action with a
prompt in the bottom right that urges the user to
“get offer.” This is a hassle-free proposition that

Is not intrusive, providing a gentle nudge to
move down the ad funnel.

Amazon Event Ad

-

AMmazon.com
T = L*

We're counting down the days to Black Friday. Check out today’'s deals.

I///17

COUNTDOWN TO

BLACK
FRIDAY

[I"EALE- WEEK

'
//ff o W W WL

Check Out Today's Deals

acoopFrea Ultra Salf Cleamng Littar Box - Purple

ALl T i Eh{lp Mo

L= o

Why this ad is effective
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The image showcases a sample product with
clarity, while the inclusion of an impressive
product rating reinforces its credibility. Instantly
recognizable, the ad focuses on a specific event
— Black Friday — creating a sense of urgency
and aligning with user expectations. Ecommerce
giants like Amazon leverage event ads to drive
sales during key periods, utilizing Facebook’s
platform for seamless promotion.

Amazon’s clear call to action, urging users to act
‘today’ to seize the deal, encourages immediate
clicks. In essence, this ad exemplifies a blend of
visual appeal, relevance, social proof, and a
compelling call to action.
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Shutterfly Multi-Product Ad

4 M

Shutterfly

Sponsored

This sale deserves a cap toss % Snag up to 50% off grad
cards & gifts — see site for details. Ends soon. T&Cs

apply.

Celebrate Every Senior Rosd Travelod

Shop Grad Photo Book

SHUTTERFLY.COM SHUTTERFLY.COM
Shop Grad Up To 50% Off
Cards & More Eh-:lp Now Photo Books Ehﬂp N
Limited Time Only Limited Time Cnly

. Limited Time Only Limited Time Only J

Why this ad is effective

This Shutterfly multi-product ad exemplifies a
strategic and visually appealing approach. It
leverages multiple images with distinct offers to
cater to diverse audiences. Each image maintains
a consistent look and feel, aligning seamlessly
with the Shutterfly brand.
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The ad goes beyond mere discounts, providing
added value by showcasing the diverse ways
individuals can create graduation cards and gifts
using Shutterfly. This tactic has the potential to

unveil product options that users may not be
aware of.
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Ad Placement
and Format
Options
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Strategic ad placement on social media ensures
ads align with user behavior, offering an
engaging experience. Tailoring ad formats to
specific placements maximizes visual appeal,
taking advantage of platform-specific features
and targeting options. You'll want to consider
the following when deciding on your ad
placement.
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Determine where your
audience engages onthe
platform

The success of an ad often hinges on its position
within a user’s digital journey. While some
placements, such as those in users’ News Feeds,
are inherently more noticeable and offer prime
real estate, others, like right-column ads, may
receive less attention. Marketers carefully
analyze user behavior and preferences to ensure
their ads appear in the most noticeable places.

By strategically placing ads in high-traffic areas,
advertisers aim to capture users’ attention and
drive desired actions, contributing to the overall
effectiveness of digital advertising campaigns.

Manual Ad Placement

Manual ad placement holds significant
importance in the realm of digital advertising as
it allows advertisers to exert precise control over
the location of an ad. While automated
placements are convenient, manually selecting
ad placements ensures that your advertisements
populate in strateqgic places. This level of control
Is crucial for aligning your ads with the
preferences and behaviors of your audience.




By handpicking placements, you can optimize
visibility, choosing platforms and positions that
are effective for specific campaign objectives.
This strategic approach not only enhances ad
performance but also allows you to allocate
budgets more efficiently.

Analyze Audience Behavior

By scrutinizing performance data associated with
each placement, advertisers gain nuanced
insights into user behavior. For example, if
certain placements garner higher engagement
rates, advertisers can strategically prioritize
those areas, ensuring a more efficient and
effective use of ad spend. Over time,
performance data becomes a guiding compass,
directing advertisers toward the most impactful
ad placements.

Use the Correct Ad Format

Ensuring that each Facebook ad adheres to the
correct dimensions is paramount for optimizing
visual appeal and user experience. Facebook
offers a variety of ad formats, each with specific
size requirements tailored to its placement and
purpose.
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It’'s essential to note that these
recommendations may change. You should
regularly check the official Facebook Ad Specs
for the most current information to ensure their
ads display correctly.

e Image Ads: Recommended Aspect Ratio: 1.91:1
to 4:5

e Carousel Ads: Recommended Aspect Ratio: 1:1
e Video Ads: Recommended Aspect Ratio: 9:16
to 16:9

e Slideshow Ads: Recommended Aspect Ratio:
16:9

e Collection Ads: Recommended Aspect Ratio:
1:1

e Mobile: Given that mobile devices are often
held vertically, square (1:1) or vertical (e.g., 9:16
for stories) ad formats tend to perform well on
mobile

1300 X 600,

i i
1160 X 600"
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Mobile First Approach

As a significant portion of Facebook users access
the platform on mobile devices, this strategy
prioritizes creating ad content that is visually
appealing, easily digestible, and engaging on
smaller screens.

Advertisers adopting a mobile-first approach
consider factors such as concise ad copy,
compelling visuals, and mobile-optimized
formats to ensure an effective user experience
for those using smartphones or tablets. This
strategy aims to maximize the impact of
advertisements on the mobile audience.
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Measuring the
Success of Your
Facebook Ads

Strategy
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Embarking on a successful Facebook ads
campaign is not a one-time endeavor but a
dynamic journey that necessitates consistent
measurement and analysis. The importance of
regularly gauging the success of your strategy
cannot be overstated—it serves as a compass,
guiding advertisers through the intricate
landscape of digital advertising.

61




By measuring key performance indicators, from
engagement rates to conversion metrics,
advertisers gain real-time insights into what
works and what needs adjustment. The sections
below detail Facebook’s attribution models
along with important terms to know when
tracking metrics.

Understanding Facebook’s
Attribution

e Last-click: This method in digital advertising
assigns full credit for a conversion to the last
touchpoint a user interacts with before
completing a desired action, such as making a
purchase or filling out a form. This model
simplifies the attribution process by emphasizing
the final step in the customer journey, often the
click on an ad, as the sole determinant of
conversion.




e 1-day view: The 1-day view attribution model
assigns credit for a conversion to an ad
impression that a user viewed within a 24-hour
window before taking a desired action. Unlike
click-based attribution models, the 1-day view
model acknowledges the influence of ad
impressions even if a user did not click on the ad
but went on to convert within the next day.

e /-day click: This model extends the attribution
window to /7 days but focuses specifically on
Interactions where users click on an ad. This
model attributes credit for a conversion to the
last click within a /7-day timeframe before the
desired action is completed. It allows advertisers
to capture a more extended influence period,
recognizing that users might not convert
immediately after clicking on an ad but may do
so within the following week.

iOS 14 Update and its effect
on Facebook’s attribution

The i0OS 14 update introduced changes that
impact how Facebook and other apps can track
user activity and collect data on Apple devices.
Specifically, Apple’'s App Tracking Transparency
(ATT) feature requires apps to obtain explicit
user permission before tracking their data for
targeted advertising purposes. This has
significant implications for attribution models on
Facebook ads. Here’'s how the iOS 14 update
affects attribution:
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e Limits tracking and attribution

e Impacts conversions and events

e Delays in reporting and attribution

e Conversion value optimization (CVQO)

challenges

Leveraging third-party
attribution software

The use of third-party attribution software in

conjunction with Facebook ads can significantly

enhance your attribution data. This can provide a

nuanced understanding of the customer journey.

STAGE 1 Ly STAGE 2 -}
€) Facebook )} Purchase
(?) Pinterest | G Google
& Tik Tok W = Klaviyo
& Google (@ Pinterest
% Snapchat

1 Direct

S

D) - STAGE 3 - QXD - STAGE 4 - EIETD) - STAGE 5
{3 Snapchat 1 Purchase 1 Purchase
1 Purchase = Klaviyo
@' €) Facebook

Several third-party attribution software solutions

exist, offering a range of features to enhance

attribution modeling and analytics. Here are

some examples of popular third-party attribution

tools:
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e Google Analytics: Google Analytics is a
comprehensive analytics tool that also provides
attribution modeling features. Advertisers can
use Google Analytics to create custom
attribution models, analyze cross-channel
performance, and gain insights into user
journeys.

e Growify.ai: Growify.ai aims to provide users
with actionable insights into their campaign
performance. The platform’s user-friendly
Interface, seamless integration with Facebook
Ads Manager, and robust reporting capabilities
contribute to its effectiveness in tracking and
attributing conversions. You can analyze the
impact of each campaign, ad set, or individual ad
across various channels, helping you understand
the customer journey and the touchpoints that
lead to conversions.

e [riple Whale: Triple Whale is a relatively new
tool that helps companies track metrics. This
platform handles the heavy lifting and delivers
all of your marketing data in a single, sleek, and
comprehensive dashboard, customizable based
on the metrics that are most important to you.

e Northbeam: This useful platform has a
technology called ‘universal attribution’ that
utilizes elements from multiple attribution
models to achieve an unparalleled view of the
customer journey. With this technology,
Northbeam accurately measures attribution
across all of your data sources.

A9 o




Account Audit

An account audit in Facebook Ads refers to the
process of systematically reviewing and
evaluating the performance, settings, and
configurations of a Facebook advertising account.
This comprehensive examination helps
advertisers identify areas of improvement,
optimize campaign strategies, and ensure that
the account aligns with business goals.

An audit provides a comprehensive review of
your Facebook Ads account’s performance,
including key metrics such as click-through rates,
conversion rates, and return on ad spend
(ROAS). This assessment helps identify what is
working well and what needs improvement. Our
typical account audit analyzes the following
aspects of a Facebook ads strategy:

e Ad performance

e Target audience review

e Budget and bidding strategy

e Ad creative analysis

e Ad placement effectiveness

e Conversion tracking and attribution

e Ad scheduling
e Ad set and campaign structure
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Account audits for Facebook ads are paramount
for maintaining the health and effectiveness of
your advertising campaigns. These audits
provide a comprehensive examination of various
facets, including campaign performance, budget
allocation, ad quality, targeting accuracy, and
compliance with advertising policies. Getting a
fresh pair of eyes on your metrics can help you
better understand the strong and weak points of
your ad strategy.

Leveraging third-party
attribution software

When analyzing the effects of your Facebook ad
campaign, you'll want to define the metrics that
are most important to your strategy. Common
KPIs (key performance indicators) include:

e Impressions: The number of times your ad is
shown.

e Click-Through Rate (CTR): The percentage of
people who clicked on your ad after seeing it.

e Conversion Rate: The percentage of people
who completed the desired action (e.g., making a
purchase).

e Cost per Click (CPC): The average cost for each
click.

e Cost per Conversion: The average cost for each
conversion.
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e Engagement rate: The engagement rate is
calculated by taking the total number of
interactions (such as likes, comments, shares,
clicks, etc.) and dividing it by the total reach or
impressions, then multiplying by 100 to express
It as a percentage.

e Return on ad spend (ROAS): A marketing
metric that measures revenue earned for each
dollar spent on advertising.

e Marketing efficiency ratio (MER): This ratio
measures the success of your marketing
campaigns: total sales revenue divided by total
marketing spend.

e Cost per mille (CPM): Cost Per Mille (CPM) is a
common advertising metric that represents the
cost of one thousand impressions.
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Common ecommerce
benchmarks

Key performance benchmarks for Facebook ads
are crucial indicators of the success and
effectiveness of your advertising campaigns.
These benchmarks can vary based on the specific
goals of your campaign, industry, and target
audience.

e Average Click-Through Rate (CTR) on
Facebook by industry

e Benchmark: The average CTR on Facebook is
around 0.9%.

e Importance: CTR indicates the engagement
level of your audience. While benchmarks can
differ by industry, a higher-than-average CTR
suggests effective ad creative and targeting.

e Average Cost per Click (CPC) on Facebook by
industry

e Benchmark: The average CPC on Facebook is
typically around $1.72.

e Importance: CPC measures the cost you pay for
each click. Industry benchmarks help you assess
the competitiveness of your CPC and optimize
your budget for cost-effective results.

e Average Conversion Rate (CVR) on Facebook
by industry

e Benchmark: Conversion rates can vary widely,
but an average of 9.21% is common across all
industries.
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e Importance: CVR indicates the percentage of
users who take a desired action. Comparing your
conversion rate to industry benchmarks helps
you evaluate the effectiveness of your campaigns
in driving meaningful actions.

e Average Cost per Action (CPA) on Facebook by
industry

e Benchmark: The average CPA on Facebook is
around $5-S20.

e Importance: CPA reflects the cost of acquiring
a lead or customer. Understanding industry
benchmarks helps you gauge the efficiency of
your campaigns in generating desired actions
within your budget constraints.
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Strategy Tips

1

Iy

]

O

71



There have been many updates and algorithm
changes to Facebook over the last few years, but
It remains a relevant channel with millions of
potential customers. In this article, several
campaign strategies are addressed, but are you
still wondering how to take your Facebook ad
strategy to the next level? Read below for some
advanced tips.
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Consolidate your
conversions

This strategy refers to the process of gathering
and organizing various conversion data from
different sources or campaigns into a unified and
coherent view. This consolidation aims to provide
a comprehensive understanding of the overall
performance and impact of marketing efforts.
Conversion consolidation is useful for:

e Multi-channel marketing

e Attribution models

e Cross-device tracking

e Integrating several different marketing
platforms (ex. Google ads, Facebook ads, email
marketing tools)

e Customer segmentation
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Choose the right bidding
strategy

Selecting the right bidding strategy for Facebook
ads is paramount to the success of advertising
campaigns. The chosen strategy directly
influences ad delivery optimization, cost
efficiency, and the achievement of campaign
objectives. |If you have a fine-tuned bidding
strategy, it can also help the following aspects
of your campaign:

e Optimized ad delivery

e Cost efficiency

e Reaching campaign objectives

e Targeting the right audience

e Maximizing return on investment (ROI)
e Adapting to platform changes
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Use Automation

Using automation in Facebook ads offers several
benefits that can streamline campaign
management, enhance efficiency, and improve
overall performance. Here are key reasons why
automation is helpful in the context of Facebook
advertising:

e Time efficiency

e Real-time optimization

e Precision in targeting

e A/B testing experimentation

e Improved ad delivery timing

e Enhanced reporting and insights
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staying up-to-
date on
Facebook Ads
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Facebook experiences many changes a year, so it
IS important to remain up-to-date on changes to

the platform. Staying up to date on Facebook ad

updates is crucial for digital marketers to ensure

they are leveraging the latest features, tools, and
strategies. Here are some effective ways to stay

iInformed:

e Follow official Facebook Resources like
Facebook Business and the Facebook Ads Blog
e Subscribe to relevant newsletters and
reputable sources that focus on digital marketing
(ex. Ninetaps Agency)

e Follow influencers in your field to build
collaboration opportunities

Regularly checking official resources, engaging
with the community, and exploring educational
content will keep you informed about the latest
developments in Facebook advertising.
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Future Trends for Facebook
Ads

It is impossible to know exactly what the next
year will look like for Facebook ads, but there
are several trends marketers predict for the near
future. If you can optimize your ads to predict
future trends, you are more likely to align your
objectives with your buyer’s journey and increase
the rate of conversions. Check out some
predictions below.

e Increase in video ads: Video ads are effective
for grabbing a customer’s attention and driving
engagement. Because original videos are vital to
your ad campaign, you may want to utilize this
media to showcase product features and create
more immersive experiences.

e Dynamic ads and hyper-personalization:
Dynamic Ads on Facebook are a type of
advertising format that allows advertisers to
automatically promote relevant products or
services to users based on their past
iInteractions. These ads are highly personalized
and dynamically generated based on the
individual user’s behavior and preferences.

e Continue to optimize for mobile: As mentioned
earlier in the article, the mobile-first approach
will hold for the foreseeable future. Advertisers
need to follow the trend of mobile shopping and
optimize ad campaigns to accommodate mobile
use.
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e Al-driven ad optimization: The adoption of Al-
driven ad optimization for Facebook ads is crucial
for precision targeting, efficient resource
allocation, and delivering personalized
experiences at scale. This trend provides
marketers with the tools to enhance campaign
performance, improve user experiences, and gain
a competitive advantage through real-time
adaptability and continuous improvement.

If you are interested in learning more about
successful marketing strategies and preparing
for future trends, check out our white paper
about the Ultimate Guide to Growth Marketing in
2024.
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As ecommerce continues to evolve, staying at
the forefront of Facebook advertising trends and
leveraging the platform’s innovative features will
be the cornerstone for brands aspiring to truly
thrive in the competitive world of online retail.

If you want to skyrocket your brand’s success on
Facebook, Ninetaps can be your strategic partner
in Facebook advertising and optimization. Boost
your visibility, engage your target audience, and
maximize conversions. Contact us today, and
let’s elevate your brand’s presence in the digital
world!
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