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1. Consumer Insights

WHAT 2. Full Funnel Marketing
WE’LL 3. Audiences
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Mobile provides an always on opportunity

§ BEE [J8 []8EE (OB

6:00 7:30 9:00 10:30 Noon 1:30 3:00 4:30 6:00 7:30 9:00 10:30 Midnight
® @ Check emails Join a @ Eat dinner with friends
Eat breakfast conference call .
. . Shopplng with . Watch Netflix
@ Start a meeting ® Grab Coffec friends
© Wake up and get ready ® Dirive to work ® Eat lunch O Read Buzzfeed ® Call best friend ® Lights out

0 of people are Average number of

; O A) muﬁiti Ecreen viewers? 1 4 X times people check
Facebook per day!



2 Video Continues
to Explode




VIDEO CONSUMPTION ON MOBILE

ON-THE-GO

DISCOVERY AND CONNECTION




VIDEO CONSUMPTION ON MOBILE
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Consumers demand
instant experiences

ON MOBILE, YOU NEED TO BE FAST
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Source: Facebook data, Q3 2015
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of Facebook users access it
via mobile

! \ .
More time is spent on video content
v/s Static content by consumers

to stop someo
to 2.5s on deskt

Source: Juniper Research, October 2016 Source: Internal Facebook data



Gaining new customers with video ad

The ecommerce company saw a lower cost per app order
after adding motion elements to its performance ads

ZALORA

ZALORA - Fashion Shopping
Sponsored - @

Shop for the newest styles from ZALORA! Enjoy your
favourite brand together with ZALORA APP for free
delivery and returns!

3.5x 3x  32x 33”

increase in increase in lower lower
“add to cart” installs cost per install  cost per
in-app actions app order

Zalora was amongst the first ecommerce companies to launch in the Philippines.
Although popular in the Philippines, Zalora wanted to increase orders by highlighting
its unique selling propositions of variety, trust and ease of return. Focusing on 4
video ad principles for mobile-optimised creative, the company ran a video ad
campaign of motion features that played on loop. The campaign demonstrated that
video paired with photo ads performed significantly better than photo ads alone.

ZALORA

S —

ZALORA - Fashion Shopping Shop Now

OO;O; 1K 5 comments 14 shares 80.9K views
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Full-Funnel Marketing
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Awareness
* Brand Awareness

e Reach

Consideration

* Video Views

* Traffic (Landing Page View
Optimized)

Are you reaching out to

your prospects at every
step of the customer
journey?

Acquisition
* Lead Generation

* Conversions
* Messages

Purchase

e (Conversions
* Dynamic ads




Leverage forms different stages of the customer journey
Depending on your business objective, forms can help you move people through the

funnel

Sign up by providing your info below.

Zun Wang

wangzun1988@gmail.com

Back

TRANSACTION

Add a form to brand campaigns to
identify new customers, and high
quality leads earlier

Run a lead generation
campaign to identify leads who
are further down the funnel

Use dynamic ads for lead
generation to send forms to people
who have expressed interest



‘ Targeting

Audience Liquidity

Optimizing Audience Buying on the
Facebook Family of Apps

4
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Targeting Expansion

The ability to be specific while also giving Facebook flexibility to deliver additional results

Detailed Targeting @ INCLUDE people who match at least ONE of the following @

Add demographics, interests or behavic  Suggestions Browse

Exclude People

%xpand detailed targeting criteria when it may increase
conversions at a lower cost per conversion. €



Filling in the Gaps You Can’t See...

An Example...

Detailed Targeting @ INCLUDE people who match at least ONE of the following ©

Interests > Additional Interests

Eyewear

Add demographics, interests or behavior: Suggestions = Browse

Eye protection Interests

Glasses Interests

Sunglasses Interests

Ray-Ban Interests

Connections © Eye care professional Interests

Fashion accessories Interests

Expands to capture conversions only if there’s an Contact lens e
Optics Interests

opportunity to improve performance and provide
more cost-efficient outcomes



Broader
audiences can

make a real
difference

detailed targeting is

2.2X

more expensive compared to
broad targeting

broad targeting has

1.19x

more reach than detailed
targeting



l ‘ Placement

Automatic placements

Select to allocate ad set budgets across placements
where they’re likely to perform better

¢
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Facebook Feed

Instant Articles

In-stream videos

Right column

Marketplace

Stories

Available placements

Instagram Feed

Stories

Home screen
Sponsored messages

Native, banner and
interstitial

In-stream videos

Rewarded videos

28



Limiting your placements gives you less opportunities to connect

Original Coastal Clothing
500k pecple Ske this

OPT INTO

4+

PLACEMEN
TS




7 1 % decrease

On average . In cost per
t t- CONVeETrs1o
Automatic o
placement
/\

campaigns see...
higher

0
7 A) reach



I e Budget

Campaign budget optimization

Toggle on to find the best way to spend ac




3 key benefits of using CBO

MINIMIZE UNDER
DELIVERIES

000
ala

De-Duping Audience
Overlap

If one ad set has a high
audience overlap with
another, that budget can
still be spent in another ad
set.

SHIFTING BUDGET
WITHOUT NEED FOR
NEW LEARNING PHASE

Ox

Faster Results

CBO does not trigger learning
phase AGAIN when distributing
budget across ad sets, in
comparison to manually shifting
budgets between ad sets.

NO NEED TO ESTIMATE
APPROPRIATE AD SET
BUDGETS

Lt

Efficiency

Campaign Budget Optimization
can find the lowest cost
opportunities across all ad sets
(and therefore, all markets)



As a best practice, we recommend using both Automatic
Placements and CBO together

CAMPAIGN

Campaign
budget
optimization

AD SET
Automatic
placements
f~0 0@ +~0©

33



" Signals 101

Auto advanced matchmg

Accurately attribute




BEST

PRACTICES

Set up Advanced Matching

Enable Automatic Advanced Matching

@ Use Automatic Advanced Matching ©

Find more conversions, improve optimization and remarket to more people using Automatic
Advanced Matching. Facebook will use customer-provided data, such as email address and
phone number, to match more site visitors to people on Facebook. This can lead to more
attributed conversions and higher reach in your remarketing campaigns. Learn more.

Configure what customer data you want to be collected

(PP Email

("J) First Name and Last Name
()P Date of Birth

(J) Gender

(3P city, Zip, Country

This information will be hashed before it is sent to Facebook. Sensitive information, such as
financial, health, and government ID data will not be collected.




Brilliant Basics Checklist

ACTION ITEMS

BILLIANT BASICS

FULL-FUNNEL
MARKETING

Test Lower Funnel objectives (Lead Gen,
Conversions, Messages)

Use at least one objective in Upper
Funnel (Awareness / Consideration)
in addition to Lead Gen/Conversions
objective

STATUS

AUDIENCE LIQUIDITY

Select checkbox to enable Targeting
Expansion for all eligible objectives
(Conversions, Traffic, App Installs, Lead
Gen, Messages, Store Traffic)

Utilize Core, Custom and Lookalike
Audiences in campaigns

PLACEMENT
OPTIMIZATION

Select automatic placements or at least 5+
placements for every ad set

CAMPAIGN BUDGET
OPTIMIZATION

Turn on CBO across all campaigns

SIGNALS 101:
AUTOMATIC
ADVANCED MATCHING

Turn on Automatic Advanced Matching

= DONE —wir @

=NOT
COMPLETED



4 Strategic Audience Categories for Marketers

ON-FACEBOOK PIXEL- VALUE- OFFLINE DATA
BASED BASED
Ongoing campaign Precise, behavioral- “More valuable Making long-term
optimization & based marketing people are more data actionable

audience 1nsights valuable” TODAY



On-Facebook

Ongoing behavioral data that can feed
in to campaign optimization.

Post-campaign audience insights to inform
creative executions on and off platform.

¢
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Signals that matter
* Video view attention (>10s)
* Ad engagement (clicks, visits)

* Lead form engagement/submits

Business objectives supported

* Targeted awareness or consideration

¢ Lead generation

Value for advertiser

*  Minimize waste
* Increased relevance

* Insight into key audiences to inform creative on and off
Facebook

“‘pMU“ Pacific Moon University
&Y Sponsored - @

Graduate on your terms with your Bachelor's or Master's.
»
Cx i
PACIFIC MOON
UNIVERSITY

Example Creative

Execution

PACIFICMOON.EDU

i . Learn More
Online degrees for working adults



Pixel-based

Create an instant-feedback loop to tailor
marketing to user behavior.

Minimize waste through exclusion audiences.

¢
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Signals that matter

*  Website visitors — behavior indicates level of intent (time on site, pages
visited, etc.)

* Lead start - retargeting

* Lead submit - exclude from prospecting, move to nurturing
* App start

*  App submit

* Exclusion audiences

Business objectives supported

* Lead Generation

* Application completions

Value for advertiser

* Increased Visitor CVRs
* Reduced waste / increased relevance

* Scaled bidding based on intent-levels

@ Pacific Moon University
(%)

Graduate on your terms with your Bachelor's or Master's.

Cx
PACIFIC MOON
UNIVERSITY

PACIFICMOON.EDU
Online degrees for working adults




Add Parameters to enhance the data you can use from your

Events | Higher Ed

You can use these for targeting, measurement or optimization

STANDARD WEBSITE
ACTION

SPECIFIC PAGES ARE
VIEWED

LEAD IS SUBMITTED

APPLICATION IS
SUBMITTED

Standard Event Code

fbq(‘track’,
‘ViewContent’);

fbq(‘track’, ‘Lead’);

fbq(‘track’,
‘SubmitApplication’);

Examples of Custom
Actions

When a page housing all
Business Degrees is viewed

When a lead is submitted for
an MBA degree program

When an application is
submitted for the spring
semester

Custom Event Codes

fbq(‘track’, ‘ViewContent’,

{program_type:
‘Business’});

fbq(‘track’,
‘AddToWishlist’,
{degree type: ‘MBA’});

fbq(‘track’,
‘SubmitApplication’,
{Semester: ‘Spring’});

42



Standard events
E-Learning

Track actions along
the consumer journey

START TRIAL

When a person completes sign up for a
free trial prior to full paid subscription

VIEW CONTENT

When a key page is viewed such
as a school or degree page

PAGE VIEW

Fire unconditionally on
every page on site

AWARENESS

CONVERSION

43



Recommended standard events and parameters for
traditional/online education websites

STANDARD
EVENT NAME LEGACY SETUP

RECOMMENDED OPTIMAL SETUP

RECOMMENDED PARAMETERS
BASED ON NEW SETUP

NOTES

View program/school specific
page

Search for programs

Lead submitted

Contact

Schedule

CompleteRegistration

InitiateCheckout

SubmitApplication

Application started

Donate

Fire on every page

View program/school specific page

Search for programs

Lead submitted

Send email/chat to admissions
Schedule mtg w/admissions

Register for classes

Application started

Buy merch/tickets or pay for classes

Application submitted

Donate to school

None required

program_name, program_type,
program code

(as content _id)
program_name, program_type,
program code

(as content_id)

Any info passed in lead form

(ex: GPA, program name, program type,
nursing- RN/BSN, currently employed,
transfer credits, start date, location)

None required
None required

None required

Any info passed in application up to that point

(ex: GPA, program name, program type,
nursing- RN/BSN, currently employed,
transfer credits, start date, location)

content_id, content_name, content_type,
currency, value

Any info passed in application

(ex: GPA, program name, program type,
nursing- RN/BSN, currently employed,
transfer credits, start date, location)

Currency, value

Must pass a content_id
param for DPA retargeting

Ensure program name or
code is passed (OPMs)

Ensure program name or
code is passed (OPMs)

Ensure program name or
code is passed (OPMs)

Version 1.0 (Basic):
PageView, Lead, App Start,
App Submit—base
recommendation.

Version 2.0 (Intermediate):
Adds View Content and
Search along with basic
parameters.

Version 3.0 (Advanced):
Adds additional parameters
that unlock DPA and value
optimization.

B BasIC

INTERMEDIA
TE

ADVANCED




Value-Based

Maximize ROAS and LTV by setting granular
values at the degree, program, and school-level.

Utilize VBLAL to maximize volume by
understanding what is high and what is low value
(greater accuracy than sending high value customers
alone).

¢
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Lookalikes today

When advertisers provide info on
their “top cut” only without value “Top cut”

®© © 000
€« .

Low value High value



Value-based lookalikes

When advertisers provide full
range of customer data along with
value information

Low value High value




Signals that matter

* Program-based value (nursing vs. business, etc.)
* Degree-type value (undergrad, graduate)
* True value at Lead, App, Enroll levels

* Search-based activity

Business objectives supported

* Hit program-based targets

*  Move from channel-based Lead targets to
cross-channel portfolio management

Value for advertiser

* Higher volumes at acceptable costs
(greater accuracy)

*  Higher LTV /ROAS

Pacific Moon University
Sponsored - @

)

Graduate on your terms with your Bachelor's or Master's.

Example Creative
Execution

> ) ¥
PACIFIC MOON
|l j UNIVERSITY 4
PACIFICMOON.EDU
Online degrees for working adults




. 4
Oftline Data

Tap into wealth of 1st-party CRM and
call center data to enhance upper-funnel
and lead generation activities.

: Shorten the time from insight to action in
marketing activities.

¢
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Signals that matter
* Applied, but not enrolled

« (all center ‘could not contact’ list

* Students who enrolled/reserved seat - reminders to show up
* Highest LTV students for seed list

* Continue to engage enrolled students- retention / LTV

*  “Closed leads”- Re-engage past leads to restart process

Business objectives supported

*  Enrollments
* Retention

* Student Experience

Value for advertiser

* Extend reach of call center (contact more Leads)
*  Low-cost/High-impact

*  Model off ultimate goal (e.g. enrollments vs. leads)

eeec0 Carrier 10:04 AM 4 -

w Pacific Moon University

Have questions about your application? Talk to the Pacific
Moon EnrollmentBot right now.

CHANGE MY LIFE?

PACIFIC MOON
UNIVERSITY

OPENS IN MESSENGER
Connect in Messenger @ Send Message
Get answers immediately.



Supercharge your digital efforts with real world metrics

Connect your offline data to your Facebook campaigns

MEASURE
TRUE VALUE

Account for your
ad spend across

channels

i

TARGET MORE OF
THE RIGHT PEOPLE

Create richer audiences
based on offline
behaviors and attributes

OPTIMIZE YOUR
PERFORMANCE

Make better decisions
based on timely insights



Match your transactions to your campaigns

Offline Conversions work for all advertising objectives, across Facebook, Instagram and Audience
Network

Your customers on Facebook

YOUR CUSTOMER TRANSACTIONS YOUR FACEBOOK CAMPAIGN
AUDIENCE

CRM data, POS Systems

Attributed Transactions



Getting started with Offline Conversions

Set up Create Run View

Create your event set, Create offline event- ° Run your campaigns ° View your results
assign it to your ad based Custom across Facebook, in Ads Manager,
account(s) and enable Audiences based on Instagram and Facebook Analytics or
auto-tracking offline behaviors and Audience Network Lift Tools
attributes
Offline event sets are created and 1
assigned to all your campaigns.

For Offline Conversions API Only: . . : SHSE R
There is a one-time integration process to Hone your campaigns with offline IIlSIghtS

connect your transaction records (e.g.
POS, CRM) to the API, after which data
transfer will take place automatically.



Connect your data 1in one of three convenient ways:

w

MANUAL
CSV UPLOAD

Upload a CSV file
manually with
transactions data on a
daily basis. Requires

no technical expertise.

&

API
INTEGRATION

Direct integration
from
client’s customer
system to Facebook
for real time coverage.

et

TECHNOLOGY
PARTNERS

Leverage FB partnerships
with customer systems
vendors and systems
integrators. All the
benefits of API, but you
don’t need to build it
yourself.



ON-FACEBOOK

Capitalize on
interest by
remarketing to video
viewers

KEY TAKEAWAYS & ACTION

ITEMS
PIXEL- VALUE-
BASED BASED
Implement standard Enhance current
events for improved LAL strategy to

performance

Layer in exclusion
audiences for
increased relevance
and minimized
waste

include values and
full spectrum of
students

OFFLINE DATA

On-board call center
“could not contact”
or “closed/lost”
leads as starting
point






