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MAIN SOCIAL PLATFORMS BY MONTHLY ACTIVE USERS*

Monthly Active Users Global Users Age Breaks per Platform Gender
= B
° .
% | 513.9M

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%0% 20%  40% 60% 80% 100%

W 13-17*** M 18-24 25-34 MW 35-45+ B Female B Male
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Sources: Statista July 2021, Hootsuite July 2021; Omnicore Agency June 2021; TikTok internal data, Pinterest internal data



INGREDIENTS OF A SUCCESSFUL PAID SOCIAL
ACTIVATION

Cross-functional planning Build & scale shopper audience

1. Content

r‘

2. Campaign

‘l

3. Website

Inhouse buying & optimization

[}

(TS Ty

W Look & W setting & JHIES
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THE STRUCTURE OF A PAID SOCIAL CAMPAIGN

Campaign

/
Ad Set

/ | \

\

/ | \

Ad Set

Each campaign corresponds to a single
objective, such as Conversion, Traffic etc.

audience, budget, placements, bid

{At Ad Set level we define the target
settings etc.

Ad Concept 1.2 Ad Concept 1.2

Ad Concept 2.1 Ad Concept 2.2

Each ad set should include multiple ads

""""" { with diverse formats (static, video, story
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etc)



STEP 1. SETTING THE CAMPAIGN OBJECTIVE

Fe@aoe o

Metrics: Reach, CPM, Ad

Awareness Reach/Awareness
Recall

Consideration Traffic/Engagement Metrics: CTR, CPC;
Engagement Rate

Sales/Leads/App installs
/ /APP Cost per Action, ROAS

*Naming of objectives and bidding settings can differ slightly from platform to platform.
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Metrics: Conversion Rate,



STEP 2: TARGETING OPTIONS (g@

Locations

Location:
« Germany

hge Brand safety
25-55+ guidelines apply

Gender
Men

.
0 I I d 7 Detailed targeting
WH wi see my a ° Include people who match @
WILERESLS > AULIIONE! IILERESES > sty

Hairstyle

Interests > Additional interests > Personal care
Personal care

Interests > Additional interests > Shampoo

Shampoo
ﬂ . @ Imerests > Beauty
Like :

® | e—— —— | Q Add demographics, interests or behaviours Suggestions Browse
Demographics 0
Interests [i]
Behaviours [i]

] Audience definiti
Custom Audiences: elence cefintion

Behavioral/Demographics Custom Audiences: FB/IG

Your audience selection is fairly broad.

advertiser website/app

Audiences data

Specific Broad

WARM HOT/

RMKT Estimated audience size: 4,600,000 - 5,500,000 (3]

AUDIENCE POTENTIAL
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STEP 3: PLACEMENTS OPTIONS

WHERE will my ad be show?

7

- Preferred -
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NEAREER

- Preferred -

 £[O)

Audience Network

- Lower Prio (performance/brand
safety) -

v

-

Brand safety
guidelines apply

Feeds -
Get high visibility for your business with
Facebook Feed v

Instagram feed v

Facebook Marketplace
Fapehook video feeds vy
Facebosk right colurmn

Instagram Explore

Instagram Shop

Messenger inbex

Facebook groups feed

Stories and Reels _ Stories and Reels

Reels overlay

Reach people vilh sticker or banner ads

Search

In-article

sith people reading conlen
shers

Apps and sites.




STEP 3: AD FORMATS (r@

([ ] o ([ ] ([ ] ([ ] [ ] [ ]
Feed Ads Story Ads Reels Ads (Video) Dynamic Product Carousel Ads Collection Ads Lead Form Ads
(Image/video) (ImageNideo) Ads Previously Instant Experience
] . 4
o — |
mip MiD
Kostenloser Kinderhaarschadt fir's Voriesen @
K.:Q"?:S:,s'a“a Schuppen? Juckende . . . . ls-z:;g:::;\:::?aaa:nFﬁmwn‘lvlrvnn Martha
IDu bist dir unsicher, welche . Mehr anzeigen

Unser Ritual fiir
"besseren Schiat

Shampoo S Anti- )
Anti-... JETZT SHOPPEN | Haarau:
195¢

nare
[v—
15¢ Stophem

/-\

D2C SPECIFIC -> Lead gen. SPECIFIC
- ADV. RETAIL MEDIA /
SOCIAL COMMERCE
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Mandatory for performance campaigns.



MAIN KPIS — HOW TO ASSESS SUCCESS?

Every step of the journey counts.

Product ADD TO PURCHASE
Page VISIT CART

Link CLICK
on Ad

®
Offsite Onsite

wsion Rate (CR)

1 1

Q: How good is my ad? Q: How good is my website?

Click-through Rate (CTR)
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THE STEPS THAT GO INTO A CAMPAIGN
- WELCOME TO THE MACHINE ROOM -

1. WE CREATE A
TRACKING PIXEL &
DEFINE TRACKED
EVENTS

performance marketing

ch eshop Tracking is a MUST for

KOPFHAUT- UND HARRPFLEGE NI 2. WE BUILD
SOINDIIDUELL, WIE MANN SELBST - = 7 3 TARGETING GROUPS
BCSRIR L R  N £ FOR CAMPAIGNS

Direct-to-consumer is all . -
about the consumer o : »

3. WE MEASURE ALL e

eams

@ Gt

5 i St

P

KPIS FOR FAST &
DATA-DRIVEN
Bate().getTine), event: “gtn.Js')); OPTIMIZATION

tart': new
otELonentsByTaghang ()[#],

Createilennt(s), 6l - 1 I “Gatalayer’ 7 L=t < 1: %
i T . -
3. .
R con/ct.Jstlde” + 1+ 1 + " Daily monitoring & e
£.por rsertgetarets, 1); -

optimization based on data
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Conversion
tracking MUST-
have

for campaign

Demo & interests ‘/
Shopper
lookalike

Cart abandon

Real-time copy
edits

Live onsite
conversion

B < << (@

AN


https://business.facebook.com/events_manager2/list/pixel/1050307278741132/overview?business_id=2028621150486360&global_scope_id=2028621150486360

METRICS AND KPIS — HOW DO WE ASSESS SUCCESS?

Q: How good is my ad?

!

Impressions

How often your ads were on
screen for your target audience.

Impressions are different than
Reach because they do not count
unique users. If user A sees the
same ad twice, it's counted as 2
impressions

Link clicks

The number of clicks on links
within the ad that led to
advertiser-specified destinations.

CTR (Click-through Rate)
= (Link Clicks/Impressions) x 100

Benchmark: 1%

The percentage of times people
saw your ad and performed a link
click.

CPC (Cost per Click)
= Amount spent/LinkClicks

The average cost for each link click.

CPA (Cost per Action)

= Amount Spent/ Purchases

The average cost we pay after
users perform a valuable action,
such as:

* Purchase

* Registration

+ Add to cart etc.
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CR (Conversion Rate)
=(Purchases/Link Clicks) X 100

Benchmark: 3-5%

The percentage of times people
made a purchase on your website
after clicking on an ad.

1

Q: How good is my website?

AOV (Average order

value)
=Revenue/Number of Purchases

Average amount spent each time a
customer places an order on our
website

ROAS (Return on ad
sped)

= Revenue/Amount Spent

The amount of revenue earned for
our spend on advertising.



CHEAT SHEET: HOW TO MOVE A PERFORMANCE
CAMPAIGN FORWARD?

Evaluation prompts What to look out for
Optimization Strategy
) Am | utilizing automatic optimization to leverage the platform’s Al? —» Dynamic Product Ad, Broad Targeting, Campaign Budget

Optimization (CBO), Automatic Placements

) Am | leveraging in-platform user signals to target qualitative — Product Feed Catalogue, Lead Form ads, Retargeting Social
audience segments? Engagers
Ad Optimization
Is my ad thumb-stopping and relevant to the TA to achieve — C(lick-through Rate, Cost per Click, CPM
a good CTR?
Website Optimization
Are my message, UX and offer seamlessly aligned between what —» Ad-to-landing-page experience

users see in the ad and on the landing page?

() Is my website good at selling the product’s benefits to improve CR? — Conversion Rate, Add to Cart rate, ATC to Purchase Rate
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THANK YOU.



