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2022 TEST & LEARN
UPLOAD AND ACTIVATION OF HASHED EMAIL ADDRESSES

Optimize CPL of e-CRM leads adquisition campaigns

Platform: META

KPI: CPL < €2.8

GOAL

Use first-party data

• to make a Custom Audience excluding actual CRM registered users

• to build out Lookalike Audience (LAL)

APPROACH

1. Legal approval to use 1st PD
2. Digital Mkt upload the Customer List to Media Agency MBM

3. FB hashes the customer list data and confirms that the custom audience is

ready to use

4. Run A/B tests to know if we get better results with/without Lookalikes 

Audiences

STEPS

https://www.facebook.com/business/help/170456843145568?id=2469097953376494


2022 TEST & LEARN
No. 1

Hypothesis Test Set-up Findings Supporting Material

“A/B test, to test if we get better 

results with/without including 

LAL of CRM audiences (we setup 

an ad group 1 incl. LAL2%*; and 

an ad group 2 without including 

it). MBM optimized budget 

considering ad groups 

performance”

SocialAO_Bref Edición 

Especial #TiempoParaMi 

(100% FB/IG)

Better results with sociodemo audiences 

than with LAL of CRM audiences

Sociodemo vs. LAL NET NET Leads CPL NET NET Reach Impressions Start End

Sociodemo 856 374 2,29 358k 199k 20-may 2-jun

LAL 565 198 2,85 188k 107k 20-may 2-jun

Total 1421 572 2,48 546k 267k

* LAL2%: with 2% we maintain a significant volume to impact similar audiences of the CRM. The range allowed on the platform is from 1% to 10%, being 1% very similar to 

the CRM audience but very small volume, and being 10% a very large volume but less significant and less similar to the CRM audience



2022 TEST & LEARN
No. 2

Hypothesis Test Set-up Findings Supporting Material

"A/B test, to test if we get better 

results with/without including LAL of 

CRM audiences (we setup an ad 

group 1 incl. LAL2%; and an ad 

group 2 without including it).We 

extended the LAL to 3%*, to give it a 

little more reach. Also, setting same 

budget for both ad groups"

SocialAO_VernelAromaterapia

(100% FB/IG) 

Similar results with sociodemo

audiences than with LAL 3% of 

CRM audiences.

Sociodemo vs. LAL NET NET Leads CPL NET NET Reach Impressions Start End

Sociodemo 740 905 0,82 187k 310k 7-jul 19-jul

LAL 740 841 0,88 137k 250k 7-jul 19-jul

Total 1480 1746 0,85 294k 560k

* LAL3%: with 3% we increase the reach vs. 2% to increase volume and impact more similar audiences of the CRM. The range allowed on the platform is from 1% to 10%, 

being 1% very similar to the CRM audience but very small volume, and being 10% a very large volume but less significant and less similar to the CRM audience



2022 TEST & LEARN
LEARNINGS & TAKEAWAYS

▪ From an algorithm optimization perspective, it is easier for FB to find leads in a sociodemo

audience than in LAL audience

▪ Although CPL of LAL audience is higher, budget of it is more optimized than sociodemo audience

▪ As LAL audience is smaller and more qualitative, CPL is higher

▪ Generic products such as Vernel and Bref do not show huge differences in CPL basis, but more 

niche or specifics products could lead to different conclusions (to be tested in the future)

▪ It is recommended to continue excluding actual CRM registered users, testing LAL vs. sociodemo

audiences by playing with % delivery budget offered by MBM

▪ Every quarter, upload the latest Customer List from CRM database to update the entire existing 

custom audience
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THE CREATIVE HAS A MAJOR IMPACT ON THE 
SUCCESS OF A DISPLAY CAMPAIGN … 

12

Source: Google Creative Workshop (July 2022)

DISPLAY CREATIVE RECOMMENDATION



… AND WE ONLY HAVE A VERY SHORT TIME FRAME 
TO CONVINCE

13

Source: Google Creative Workshop (July 2022)

DISPLAY CREATIVE RECOMMENDATION



SIMPLE VISUALS AND HIGH QUALITY IMAGES

14

1. Quality images, in focus, easily viewable (no text/logo overlays)

2. Single images

3. Full frame

4. No composite background

5. Minimal colour palette, striking colours

6. More showing than telling, to help understand the product/brand

Source: Google Creative Workshop (July 2022)

DISPLAY CREATIVE RECOMMENDATION



ONE MESSAGE ONLY

15

1. Communicate benefits with balance of text and visuals

2. Make it easy to process

3. Single message per frame

4. Use space to focus user on message

5. Message must be relevant for the audience

Source: Google Creative Workshop (July 2022)

DISPLAY CREATIVE RECOMMENDATION



TELL THE AUDIENCE WHAT TO DO NEXT

16

Source: Google Creative Workshop (July 2022)

DISPLAY CREATIVE RECOMMENDATION



DISPLAY ADS –
CHECKLIST FOR CREATIVE EXCELLENCE

17

Topic Best practice Checklist

Messaging Keep it simple: viewers have an average of 2.3 sec view time

Messaging Introduce either: insight-led messaging, touching upon a pain point or social proof

Image Choose colors that are easy to see and offer contrast & keep color palette reduced

Image Do more showing than telling, by using simple visual demos.

Image Don’t use text overlay!

Image Keep it simple: single images, quality imagery that is in focus, easily viewable

Image Communicate in text on image: benefits, price points, product features, offers

Image 8 Ensure visibility for brand name or brand logo visible on every asset

Copy Be concise and only communicate ONE message per frame

Copy Have a clear CTA on all frames, privileging action verbs

DISPLAY CREATIVE RECOMMENDATION



FURTHER RESOURCES

18

The Google Support hub is your best friend 

▪ Dynamic display formats (Responsive Display Ads, Discovery Ads, Dynamic Remarketing, 

Performance Max):

Display ads: A creative Best Practices guide - Google Ads Help

▪ Classic display formats, including HTML5:

Uploaded display ads specifications - Google Ads Help

▪ Overview all campaign types with image ads:

Image sizes for image ads - Google Ads Editor Help

DISPLAY CREATIVE RECOMMENDATION

https://support.google.com/google-ads/answer/9823397?hl=en-GB&ref_topic=10284034
https://support.google.com/google-ads/answer/1722096?hl=en-GB#zippy=%2Call-html-ads
https://support.google.com/google-ads/editor/answer/57755?hl=en-GB#zippy=%2Cdisplay-ads
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TECHNICAL ISSUES AND DATA LOSS
ADAPT & ADJUST

Due to the following reasons, we needed to adjust, 

adapt and think of a new approach to reach our business 

goals.

▪ Slow Landing Page Loading Time

▪ Not Convincing & Trustworthy Landing Page (in the eyes of the consumer)

▪ High Bounce Off Rate

▪ Data Loss due to IOS 14.5



THE SOLUTION - FACEBOOK LEAD ADS
AN EASY WAY TO GATHER REGISTRATIONS (SOI)

Identify Potential Customers and Collect Their Contact Information 

Without Leaving The Platform

DOI 

Email

Lead Capture Process

ON FB PLATFROM (SOI) OFF PLATFORM (DOI)

SOI: Single Opt In

DOI: Double Opt In

TECH SETUP NEEDED TO RECEIVE 

THE DOI EMAIL

DOI EMAIL SENT



MAJOR BENEFITS OF USING LEAD ADS IN 2022
IF NOT NOW, THEN WHEN?

• Simple Data Collection

Capture potential customer's information without having 

to create a new landing page or conversion path.

• Decrease in Conversion Drop Offs

With Instant Forms and great UX, lead ads make it less 

likely for users to get frustrated and give up on 

completing the sign-up process. 

Also, the Auto Fill function automatically fills in fields with 

users FB information making the experience quick, 

smooth and easy.



SO HOW DID WE USE FACEBOOK 
LEAD ADS TO GENERATE MORE 

SALES & CUSTOMERS
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GIVEAWAY!
ENTICE THE USER TO SIGN UP FOR THE NEWSLETTER

We decided to do a Giveaway to entice the user to sign up for our 

newsletter and in return, they will get an ANTI-Hair loss Shampoo Set.

Creatives 1 Creatives 2 Adcopy

Engage with proper 

context

Present

Illustrate

CTA



CREATIVE & ADCOPY ESSENTIALS
SHOW THE VALUE IN THE AD

Our data have shown us that ads with the following points 

perform much better than ads without them

Adcopy

Engage with proper 

context

Present

Illustrate

CTA

▪ Incentives such as a Giveaway

▪ Exclusivity (Limited spots available)

▪ Product / Value shown on in the creative

▪ Scarcity/FOMO (For a limited time)

▪ Bold Commanding CTA (Register Now)



THE RESULTS
NUMBERS TELL A BEAUTIFUL STORY

CPL: Cost Per Lead

SOI: Single Opt In

DOI: Double opt In

CTR: Click Through Rate

CPM: Cost Per 1000 Impressions

ANTI – Hair Loss Giveaway

5-08 To 18-08

CTR: 1,38%CPM: 22€ SOI Leads: 794 SOI CPL: 2.30€ DOI Leads: 626 DOI CPL: 2.9€

People Who have Press On The 

Sign-Up Button
People Who Have Confirmed Their 

Email



WHAT SHOULD WE NOW DO 
WITH THE NEWLY GENERATED 

LEADS?
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EMAIL MARKETING BEST PRACTICES
NURTURE YOUR NEWLY GENERATED LEADS

You are 40 times more likely to get new customers from an 

impactful newsletter strategy than other digital methods. *

▪ Offer Incentives (Free shipping, % Off first order)

▪ Provide Value (Educational emails related to your brand / products)

▪ Run Contests or Sweepstakes (Giveaways)

▪ New Product / Service Announcements

▪ Testimonial Email (Trust Building)

Why marketers should keep sending you e-mails | McKinsey *

https://www.mckinsey.com/business-functions/growth-marketing-and-sales/our-insights/why-marketers-should-keep-sending-you-emails
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E-CRM TOOLBOX
Global eCRM Team



ECRM TOOLBOX NOW LIVE!

What is the eCRM 

toolbox?

The eCRM toolbox is a 

website with login required 

which provides insights, 

topis & tricks to operate Ask 

Team Clean in a country and 

get support with all topics 

related to CRM.



TOOLBOX OBJECTIVES & BENEFITS

▪ The eCRM toolbox:

▪ provides insights into the platform e.g. 
features / functionalities, framework etc.

▪ will share tips and tricks for optimizing 
the platform in a country 

▪ will provide inspiration for Best Practices 
on Services & Campaigns, Reportings, 
Analysis, Content & UX, Media etc.

▪ The eCRM toolbox:

▪ gives guidance to implement, operate 
and navigate a CRM platform in a 
country

▪ governs the framework for localization of 
standardized content, features & 
functionalities

▪ describes member experiences and 
member journeys on and outside the 
platform

BenefitsObjectives

The toolbox is meant to support in daily eCRM business in order to 

achieve objectives & goals.



TOOLBOX STRUCTURE & CONTENT

Welcome Page

▪ Owner

▪ Objectives

▪ Benefits

▪ Problem Solver

What’s ATC

▪ Brand Book

▪ ATC Explanation

▪ ATC Roadmap

Collaboration

▪ Who is Who

▪ Ways of Working

▪ Country Roll-out

▪ General Guidelines & 

Playbooks

Services & Campaigns

▪ Available Services e.g. 

Washlabel Scanner, 

Dosage Helper

▪ Existing Campaigns 

Mechanics e.g. Product 

Tests, Coupons, etc.

Reporting

▪ Introduction into Dashboards

▪ Available Dashboards for ATC

▪ Manuals and User Guides

▪ KPI Glossary

Media

▪ Intro to Paid Media 

▪ Best Practices

▪ etc.

Content & UX

▪ SEO editorial Content

▪ Member exclusive Content

▪ Global Articles

▪ Articles Repository

▪ Articles Localization and Publishing

▪ SEO & Social Media Intro and Best Practices



LET‘S TAKE A LOOK INTO THE LIVE TOOLBOX!

https://www.toolbox.askteamclean.com/


THANK YOU
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