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What One factor that you can influence your clients?

FACTORS CAUSING LOW CONVERSIONS:

BEST PRACTICES – CAMPAIGN SETUP DEFINITIONS

1. Audience • Split campaigns by prospecting & retargeting

• Spend at least 30% on Prospecting and Remarketing 

2. Placement • At least 95% of spend apply Automatic Placement or 6+ Placement

3. Optimization • Optimize for purchase to achieve the best sales outcomes except during the teasing phase, when View Content/ Add To Cart should be used to collect 

signals for retargeting

• Use Catalog Sales as core strategy or optimize for ROAS or conversions (with atleast 80% spends)

• If able to achieve sufficient investment to efficiently exit learning, supplement with Conversion Objective at 80:20 ratio which can drive more focused 

efforts

4. Ad Sets • Simplify and maintain <= 4 Adsets per campaign

5. Always - On • Keeping always on investment both during sales and non-sales periods 

6. Learning Phase • Ensure campaign exits learning phase and ramps up quickly by decreasing number of ad sets or increase conversion

• Maintain <41% Learning Phase Spend
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PRO TIP 1: 

Do not mix Prospecting and 

Retargeting in a campaign that has 

CBO turned on, as Retargeting Ad Sets 

will get more delivery over Prospecting 

Ad sets

40% of campaigns today are still 

mixing retargeting and prospecting 

ad sets under one campaign!*

Audience
Best Practice: Split campaigns by prospecting & retargeting. LATEST guidance: 30-70% 

prospecting spend during always-on 

*Source: Auction drivers research for collaborative ads - Data science 

analysis of all Collaborative Ads campaigns running from Mar-May 2021

Based on historical analysis of lift studies, we observe that a 

range of 30 – 70% Prospecting spend for Always On provided 

the best CPA and buyer volume outcome.

Source: Meta-analysis of 274 studies and 395 cells from CPG advertisers in APAC using Collaborative Ads from Oct 2019 – July 2021. 

During MSD week, a range of 70 – 100% Prospecting spend has 

the highest buyer volume with no noticeable difference in CPA

PRO TIP 2: 

Keeping atleast 30% spends on prospecting 

& remarketing leads to efficient CPA and also 

higher weekly buyers
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Placement
Best Practice: At least 95% of spend apply Automatic Placement or 

6+ Placement

Show your ads across 6 or more 

Placements

From Brand and Conversion lift studies for 

Purchases, campaigns running across 6 or more 

placements marginally outperformed campaigns 

running across 4 or fewer placements with a 73% 
probability 

For Ad Recall, Brand Awareness, and Purchase 

Intent Lift, the 6 or more placement strategy 

outperformed campaigns running across 4 or fewer 

placements with a 99% probability

Source: Liquidity in Action
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Optimization Event
Best Practices: % Investment optimized for purchase > 80%

First ensure sufficiency of investment on Catalog Sales to exit learning phase, 

then experiment with Conversion Objective (suggested 80:20)

CATALOG SALES – MAIN PLANNING OBJECTIVE

FOR COLLECTION OR CAROUSEL FORMATS

CONVERSION – SUPPLEMENTARY PLANNING OBJECTIVE

FOR FORMATS INCLUDING STATIC/VIDEO, IN-STREAM, 

BRANDED CONTENT AND AR
Important! Ensure spend for campaign is enough to efficiently exit learning 

phase before using Conversion Objective

Conversion objective has been 

observed to work well for more 

focused campaigns 

This could be smaller ranges 

where there are fewer 

opportunities for catalog sales 

to match right product to right 

person 

It is also suited to high priced, 

high-consideration SKUs 

requiring rich brand experiences 

and advocacy along the path-to-

purchase

5x
Higher purchase intent vs. CPG norm 

when using Conversion Objective for AR 

(beauty advertiser in Thailand)

4x
More purchases when using 

Conversion Objective for BC 

(beauty advertiser in Thailand)
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Potential Simplification

•4 ad sets, 4 ads

•Prospecting 

• Broad demo targeting

•Retargeting

• Added to cart or viewed

• Past purchasers

• Lookalikes or Custom 

Audience

Based on historical analysis of lift studies, campaigns 

with fewer Ad Sets (4 or less) spent 15% less budget 

in Learning Phase

*Diagram of ad sets and Illustrative audience size in each ad set

Ad Sets
Best Practices: Simplify and maintain <= 4 Adsets per campaign

Optimal

(>75% impressions in 

campaigns with < 4 ad sets)

Sub-optimal

(<25% impressions in 

campaigns with < 4 ad sets)
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Keeping continuity beyond sale period in an always on fashion leads to lower 

CPA and higher purchase volume

With increase in every week of activity there is incremental higher 

purchase volume indicating Always on

• CPA: CPA was up to 19% cheaper than MSD 

in preceding weeks, providing additional efficiency 

opportunity to marketers. 

• Additional Purchase Volume: There was additional 

volume opportunity in the weeks leading up to sale 

period. Each week sees additional cumulative 

purchase volume.

• These trend are similar across different periods, 

with larger MSD’s offering additional efficiency 

benefit outside of sale week.

Add to Cart, Purchase Volume & CPA’s are indexed to sale week.

Analysis includes 62,000 ATC events and 33,000 Purchase events

Always on
Best Practices: Always on % (% of weeks with $0 minimum spend) = 100%
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The learning phase is when the delivery system is actively exploring audiences, 

placements and more to optimize campaign outcomes

60%
Of all ad spend today is 

stuck in learning phase

Number of Conversions
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Calibrated CPA

Ad sets exit the learning phase as soon as performance 

stabilizes – the rule of thumb is 50 optimization events per 

ad set.

During the learning phase, ad delivery has not yet 

optimized, so ad sets in the learning phase are less stable 

and have higher CPA. 

Keeping spends below the median learning phase of 41% 

leads to higher CPA reduction. 

18 – 29%
CPA reduction upon exiting learning 

phase

Source: Auction drivers research for collaborative ads - Data science analysis of all Collaborative Ads 

campaigns running from Mar-May 2021

Learning Phase
Best Practices: Ensure campaign exits learning phase and ramps up quickly by decreasing number of ad sets or increase 

conversion. Maintain <41% Learning Phase Spend
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To ensure a campaign exits learning phase and ramps up quickly, it is 

recommended to decrease number of ad sets or increase conversions

Understanding the learning phase

CAMPAIGN CAMPAIGN

60 UNOPTIMIZED CONVERSIONS

Ad Set A Ad Set B Ad Set C Ad Set A

20 conversions 20 conversions 20 conversions 60 conversions 

10+ OPTIMIZED CONVERSIONS

FACTORS CAUSING LOW CONVERSIONS:

Small audience size

Insufficient budget

Infrequent 
conversion events
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Suggested Scorecard
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Collaborative Ads Best Practice Scorecard

Scorecard

Audience Always On Placement Optimization Ad Sets Learning Phase

% Investment Prospecting 

- Remarketing

% of weeks with >0 spend % Investment that apply 

Autoplacement or 6+ 

placements

% Investment optimized 

for purchase

Number of Ad sets % of Investment 

campaign still on 

learning phase

Brand 1 50:50 70% 50% 100% 90% 20%

Brand 2

Brand 3

Brand 4

Brand 5

Brand 6

Optimal 

Target Goal:

> 30% 100% 95% 80% =<4 <41%

Analysis Period: 







Thank you


