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Collaborative Ads Overview

Introducing Collaborative Ads

- Target people
who are more
likely to buy.

Reach high intent shoppers .
at the right time to drive sales ' campaigns to

drive results.

/@@ ................................. MAAAA e -+ Measure the impact
|_| of your campaigns

on sales.




Collaborative Ads Overview

How Collaborative Ads work

Advertiser on Facebook

Run performance
marketing directly

on Facebook with
your products using
retailer’s catalog

Y

Retailer shares catalog
segment with advertiser

—

Advertiser drives
high-quality traffic to
retailer site or app

Y

Advertiser sees
performance
reporting for their
products

Retailer site or app

Send traffic from
shoppers with

high intent to
drive purchases

BRAND




Collaborative Ads Overview

Measure the impact
of your Collaborative
Ads on sales

In Ads Manager: High
Level Performance

In Product Level
Reporting: SKU Level
Performance




Collaborative Ads Overview

Ads Manager Reporting:
Available Collaborative Ads metrics

Typical Ads
manager metrics +

(Impressions, reach,
cost per result, etc.)

Mobile metrics

Mobile App Mobile App
Adds to Cart Purchases
with Shared with Shared

Items Items

Mobile App
Content
Views

Mobile App
Adds to Cart
Conversion
Value for
Shared Items
(0]31)%

Mobile App
Purchases
Conversion
Value for Shared
Items Only

Website metrics

Website Website
adds to cart Purchases
with shared with Shared

items Items

Website
Content
Views

Website
Adds to Cart
Conversion
Value for
Shared Iltems
Only

Website
Purchases
Conversion
Value for Shared
Items Only
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Collaborative Ads Best Practices: The Basics

Objective

Akemia Segment Create New Campaign © Use Exlsting Campaign ©

& canpaion Campaign: Choose your objective

L— objective

What's your marketing objective? Hep choosing an onjectve

Auction & Reach and Frequency ©

Brand awareness Traffic Converslons

Set your objective Fe Py

App installs Store visits

to catalog sales

Lead generation

to drive real business results

Messages

TN
(=)
Catalog sales

Create ads that automatically show items from your catalog based on your
target audience.

Campaign Name @) Akemia Segment

Catslog @ Catalog_Products
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Collaborative Ads Best Practices: The Basics

Product Set

Whatis a
product set?

0 Catalog

contains all products
available in merchant’s
site/app.

Catalog Segment

contains advertiser’s
products which is shared
by merchant to advertiser.

Product Set

is a grouping of related items

in a catalog, created by
advertiser/media agency.

MERCHANT’S CATALOG

o

Ve

ADVERTISER A’S
CATALOG SEGMENT

Product Set 1

Product Set 2 Product Set 3

ADVERTISER B’S
CATALOG SEGMENT

Product Set 1

~\

Product Set 2 é Product Set 3

™




Collaborative Ads Best Practices: The Basics

Product Set

Create Product Set - Catalog_Products

Create a product set using filters to better control which products appear in your ads. Learn more.

Name

Match items for  All »  of the following rules:

Category » is any of these w» Enter a category

Add another  Select w»

218
PRODUCTS

Chicken Bistro Fresh Garlic Noodle Apple Pie
$28.00 $23.00 $18.00

Create a product
set you would
like to advertise

We recommend that you start with
a broader set to efficient delivery
and performance



Collaborative Ads Best Practices: The Basics
Product Set

Create product
sets strategically

Product sets enable you to control
bids and product recommendations.
Choosing the right balance of clearly
delineated product sets without
over-segmenting, will enable you to

maximize your reach and control spend.

Product set

filtering options

Watch-outs

Create Product Set - M For Brands:

Create & product set using - Avoid creating too many
product sets with few items

Matchitems for  All »

For Merchants:
Use custom columns in your

Category » ina

product feed to create
advanced product sets.

Add another  Select

You can add up to 5 custom

497

PRODUCTS columns to your product feed
to add additional information
about your products. You can
use these custom columns to
create advanced product sets.

Don’'t use product IDs for filers-

brand name and product
names are safer. If IDs or SKUs

change with the merchant
update, it won’t show in your
product set anymore.
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Collaborative Ads Best Practices: The Basics

Targeting

Two main types of targeting for dynamic ads

RETARGETING

Target people who have
been to your site or app
to generate sales

BROAD AUDIENCES/
PROSPECTING

Expand your dynamic
ads to reach beyond your
website or app visitors

to generate demand




Collaborative Ads Best Practices: The Basics

Targeting

Ads Manager
Interface:
Targeting Types

Audience

Define who you want to see your ads. Leam More

Create New Audience Use Saved Audience »

Retarget ads to people who interacted with Find prospective customers even if they
your products on and off Facebook, haven't interacted with your business

Learn More Learn More

Viewed or Added to Cart But Not Purchased

*romote products from All Products to peopla who viewed or added those products to cart in the

Added to Cart But Not Purchased

Promote producis from All Products to people wh ded those product heir cart in the last

Upsell Products

romate All Products to people who viewed the product set below in the

Cross-Sell Products

Promote All Products to people who purchased from the product set below In the last

days

Custom Combination

Promote All Products to a custom audience based on how people interact with products

Broad Audience /
Prospecting

-+« Retargeting

Upselling

=« Cross-selling




Collaborative Ads Best Practices: The Basics

Targeting

Prospecting = . -

in action

Jillis in your She has been browsing for Your dynamic ad
target audience skincare on Facebook will display skincare
Pages and over the web from your catalog

to match her intent
But she has not been to
the merchant’s site yet




Collaborative Ads Best Practices: The Basics

Targeting

Prospecting:
Tips to get started

1.

Avoid using filters such as city,
interest, category targeting.
These are the people who are
already more likely to be
interested in your products.

3.

Do not exclude all visitors to
make sure your ads leverage
this information to personalize
product recommendations.

2.

Avoid excluding all purchasers,
this will eliminate the potential
of repeat purchases.

4,

We do not recommend
using lookalikes audiences
to ensure delivery.

A

m

~

Ad

@



Collaborative Ads Best Practices: The Basics

Targeting

People who like
Why should | keep shoes and might like

my audiences broad? your brand’s shoes

Your custom
audience/
lookalike

audience



Collaborative Ads Best Practices: The Basics

Targeting

Retargeting in action

Merchant Facebook Merchant

Consumer views content
of Item A on marketplace
& adds to cart but did
not purchase

Dynamic Ad retargets

that consumer with their
abandoned basket

O Akemia Headphones with Jasper.com

Sponsored + &

Reinventing wireless headphones.

SHOP AT JASPER.COM SHOP AT JASPER.COM

Akemia Noise X Buy Akemia Noise X Buy
$499.99 $499.99
SHOP AT JASPER.COM SHOP AT JASI
Akemia Noise X Buy Akemia Tota
$499.99 $349.99
© 7% 0 John Evans and 23 others 2 Comments

Consumer clicks to continue
[f) Like D Comment d) Share qnd Complete shopping




Collaborative Ads Best Practices: The Basics

Targeting

Retargeting:
Tips to get started

1.

Start with a retargeting
audience who viewed or added
your products to their carts but
did not buy in the last 14 days.

3.

We do not recommend using
additional filters such as
city, interest, category
targeting as these are
shoppers who are already
interested in your products.

2.

Avoid narrowing down this time
frame (e.g. 3 days, 7 days) as this
may decrease the audience size
significantly, which can affect
delivery and performance.

4,

Set your conversion
windows based on
your sales cycles.

RETARGETING



Collaborative Ads Best Practices: The Basics
Targeting

Use both retargeting
and prospecting

to maximize your performance
with Collaborative Ads

o of successful Collaborative Ads
9 1 / campaigns used a mix of ¢
0 prospecting & retargeting

RETARGETING




02
Collaborative Ads

Best Practices:
The Basics

Objective

Product Set

Targeting

Conversion Event

Conversion Window




Collaborative Ads Best Practices: The Basics
Bid

Bid determines how you spend your budget

CONTROL

Lowest cost

with bid cap



Collaborative Ads Best Practices: The Basics
Bid

Lowest-cost bidding

When to use

When you are just
starting out, you want the
cheapest conversions
and you have no ided
how much a conversion is

Price

For illustrative purposes only



Collaborative Ads Best Practices: The Basics
Bid

Lowest-cost bidding with a bid cap

When to use

When you want the
cheapest conversions and
you know your max bid

Price

For illustrative purposes only



Collaborative Ads Best Practices: The Basics
Bid

Target cost bidding

Generally
+/-10% from
target cost

When to use

When you want to have
a certain target cost

Price

For illustrative purposes only T I m e
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Collaborative Ads Best Practices: The Basics

Conversion Event

Deciding your conversion event:
This tells the system how to optimize the results

Optimization & Picn ;

Not recommended
Optimization for Ad Delivery @
LINK CLICK VIEW CONTENT ADD TO CART PURCHASE

Link Clicks - Racommended

We'll deliver your uds to paopie who are =ore Wkery 1o cck the onsie hnk in your
......................... > (5) .
Impressions

We'll deliver your ads to people as many times as possible

v Conversion Events |ng —
Wea'll ke action when they see a produc
Purchase™”
YES YES YES
Test Test Test Start with
Link click View content event: Add to cart event: Purchase event:
optimization Are you able to get Are you able to get Are you able to

50 conversions? 50 conversions? get 50 conversions?
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Collaborative Ads Best Practices: The Basics

Conversion Window

Optimize toward “7 days
click or 1day view” for
FMCG purchase behaviors

1day view 1or 7 day click

\ /

Purchase
successful

Optimization for Ad Delivery @

Conversion window @

Bid Strategy ©

Convers ions w»

7 days click or 1 day view +

AFTER CLICKING AD
1day click
7 days click

AFTER CLICKING OR VIEWING AD yjg average cost per

1 day click or view
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Collaborative Ads Best Practices: Advanced
Budget

Recap: Campaign structure

Ad Account

Campaign 1

Total company /
brand / product level

Buy type, objective, split test,
campaign budget optimization

Targeting, budget, placement,
optimization, goal, conversion
window, delivery type

Ad format,
creative details, FB pixel



Collaborative Ads Best Practices: Advanced
Budget

Use campaign budget optimization (CBO)

Campaign budget optimization allows the system to
automatically allocate the budget to better performing ad sets.

3
$30 $

fee | conversion

campaign
spend

CAMPAIGN
LEVEL

L
L ] ]
B S

Ad Set 1 Ad Set 2 Ad Set 3



Collaborative Ads Best Practices: Advanced
Budget

Use campaign budget optimization (CBO)

Campaign budget optimization allows the system to
automatically allocate the budget to better performing ad sets.

Available
July 2018

CAMPAIGN
LEVEL

Ad Set 1 Ad Set 2 Ad Set 3 Ad Set1 Ad Set 2 Ad Set 3



Collaborative Ads Best Practices: Advanced
Budget

Test different CBD strategies

Potential Test 1 Potential Test 2

Ad Account Ad Account

Key Sale Date Always-on 50% 50%

Campaign Campaign prospecting remarketing

View content
Prospecting
Add to cart Add to cart

Remarketing Remarketing

Prospecting
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Collaborative Ads Best Practices: Advanced

Creative
Carousel Collection

11:23 PM 11:23 PM

Rainbow Beauty o8 Rainbow Beauty
»

U S e C a r O u S e I Welcome summer with 10% off on this season’s hottest N

new arrivals

or collection = N
Ad format

Note: Single image is also
available, but not recommended
for Collaborative Ads.

Hurry before offer ends

= =P Wi
Hurry before offer ends Shop Now Hurry befor¢ é' / !."

O0% v O0%
oY Like () comment #> Share oY Like () comment > Share

B & @ & = 5 & @ & =



Collaborative Ads Best Practices: Advanced

Creative

For carousel, option to add a
card in front to include branding
& other key information

1. 2.

Text communicating Brand image
value to consumer and communicating
where consumers can brand value on
get the product. the first card

3.

Rest of the cards are
dynamically generated
with products from
product set

00 T 2:04

Q, Search

Bt Live |&d Photo © Check In

Akemia Headphones with Jasper.com
Sponsored - @

o Reinventing wireless headphones.

Perfectionin

your ears

Rediscover wireless

headphones a

SHOP AT JASPER.COM - SHOP AT JAS
Best Akemia Headphones | Buy | Akemia Tot:
' $349.99
@7 O John Evans and 23 others 2 Comments

I ) D | R U7, e S AN



Collaborative Ads Best Practices: Advanced

Creative

Employ tailored
creative per
targeting segment,
with a specific CTA

Potential to improve View Content to
Purchase ratios by including a specific
concrete CTA per targeting segment

Prospecting Remarketing

2:04 2:04
Q, Search Q, Search
Bt Live lad Photo o Check In BtlLive |&d Photo o Check In
Akemia Headphones with Jasper.com Akemia Headphones with Jasper.com
Sponsored + @ Sponsored -+ @
Reinventing wireless headphones. Reinventing wireless headphones.

9.9 Sale.
Add To Cart Now! 9.9 Sale. Shop Now!
\ Yy \ Yy

Perfection in Perfectionin

your ears your ears

Rediscover wireless Rediscover wireless
headphones headphones

SHOP AT JASPER.COM . SHOP AT JAS SHOP AT JASPER.COM - SHOP AT JAS
Best Akemia Headphones | Buy | Akemia Tot:z Best Akemia Headphones ‘ Buy | Akemia Totz
$349.99 ' i $349.99
@7 O John Evans and 23 others 2 Comments @% O John Evans and 23 others 2 Comments

/Miiva Pamman + A Chara “Niiva () ~amman + A\ Chara
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Collaborative Ads Best Practices: Advanced

Placement

More placements, more opportunities for better results

Automatic
placements
(recommended)

O

Edit placements

Facebook
senee 8:00 AM -
* Original Coast Clothing i

Fall favorites are in. Find your next go-to
sweater today.

Free shipping on any purchase
over $20 Shop Now

ols Like P cComment M Share

“Cerissamnner

We made It to Seattle! Loving the pacific northwest.

B8

Nows Faed

Instagram

weees Camel 2:04 PM $ -

© Jnstaguam v

‘h OriginalCoastClothing
Sponsored

Qv A

® 4,589 likes

originalcoast Fall favorites are in. Find your next
go-to sweater today.

h Q (R

Messenger
wesse Carler 2:04 PM -
'&' Q, Search [ZT
Messages Active Groups Calls
9 Brendan Aronoff 11:00 AM
. That works for me
Sponsored

Original Coast Clothing
Fall favorites are in. Find your next go

to sweater today

Free sh
pure

ipping on any ["sHop NOW_]
" e

More Conversations

Evan Litvak 10:00 AM
Dinner tonight?

_—

Home y

5 O

Audience Network

..... o=
Lifestyle
e

‘i
A Scienti I thi Way To
How Medltation And Eat Sushi
Prayer Rewire Your
Brain

[

% Original Coast Clothing

.

Free shipping en any purchate over $20

originalcoastclothing.com




Collaborative Ads Best Practices: Advanced

Placement

Automatic
placements include
a variety of ad
opportunities

Single image
carousel collection

Platforms
¥  Facebook
Feeds

Instant Articles
In-Stream Videos
Right Column
Suggested Videos
Marketplace
Stories

Instagram

Feed

Stories

Audience Network
Native, Banner and Interstitial
In-Stream Videos
Rewarded Videos
Messenger

Inbox

Storles

Sponsored Messages

seeee 9:41 PM

© nstagram

spearmintbaby
Sponsored

Learn More

IR N

345 likes

spearmintbaby Clover Field Liberty Baby Bonnet
Free shipping on all US orders.
No order minimum.

View all 8 comments

h Q O




Cost per outcome

Collaborative Ads Best Practices: Advanced

Placement

Opt for automatic placements for media efficiency

Avg. cost
per outcome:
Facebook only

Avg. cost

per outcome:
Facebook,
Instagram,
Messenger and
the Audience
Network

\ 4

Time Elapsed




Collaborative Ads Best Practices: Advanced

Placement

Carousel creative on automatic placement

f o

ah Original Coast Ciothing shared a page
Sponsored © @

Refresh your wardrobe. Shop in store today and take
advantage of our annual sale prices,

Chic Sweaters
O%0 334 22 Comments Leam More
—
o Like (D comment £ Share Qv
Shali Nguyen & © 1,084 likes
Thursday at 2:04 PM - @

B & 8 & =: hA Q B O S

Facebook Feed Instagram Feed

® ‘nstogram v

. harleyaustralia Sponsored v

&

ooooo * 9:41 AM 100% -

P S Q Saurch “

Messages Active Groups Calis

W Sounds good.

p Aude Reynolds 9:41am
. @ Thatworks for me

@ Jasper's Market

Freshness you can trust

Messenger Inbox

f

e. Jasper's Market
y !

Save Onvelt seasonal organic produce today!

C"fi'

Facebook Marketplace

Q

ng%

A Scientist Explains m Hum-lu( Way To
How Meditation And
Puyu Rewire Your

D Jasper's Boutique

Now gear for e ummart Wet s onfine o

maton 10 v 0L C3480G 3nd o in On the fun _
Jaspersbor

Audience Network



Collaborative Ads Best Practices: Advanced

Placement

LL LI 9:41 PM

@) nstagram

L'Oréal Paris
e Sponsored - @ LA gpooi‘éored
Experience Everyday Luxury with L'Oréal Paris's full
collection on Lazada. Enjoy the luxury of convenience CHUP DULU your favourite Sekkisei Skincare
when you pay cash on delivery and avail of nationwide starter kit when you pay a 10% deposit from
shipping when you buy on Lazada. now to 11 December. ...5ee more

o/ / \(/ 1/

Collection creative on L'OREAL

PARIS

M o

CHUP

automatic placement _ e

SEKKISEI SKINCARE STARTERKIT

CHUP NOW FOR DISCOUNT P TO 40x

i+ LOREAL grnsa
L a
!_, E More
meverra. [ wveverra (RN
Q0% 71K 181 comments 137 shares 495K views CHUP & BEAUTIFY YOURSELF

o) Like () comment @ Share

B ® ® 8 & = "

B o=
h |
! —
A

i

Facebook Feed Instagram Feed
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., NVX \
N



Collaborative Ads Best Practices: Advanced

Always-On

Why should we run
Always-On eCommerce
campaigns?




1.

Products can be
bought at any of the
365 days in a year.




Collaborative Ads Best Practices: Advanced

2.

Facebook Pixel and SDK
capture signals of a consumer’s
purchase intent in real time.
Seize daily signals.

Consumer A

viewed content
but did not
nor

JSHERS BT

HIGH QUALITY GOODS & MORE

3
|

:]’.‘."’ nvr"',n'.‘.w"mm,

E
B
h_
»
)

e

l

Bottle of Water
1.9 USD
Mineral Water 500ML




Collaborative Ads Best Practices: Advanced

Always-On

3.

Always-on presence can
ensure on-going learning for
Facebook algorithm

with expanded buyer pool for
the brand and positive ROAS

Return on Ad Spend (ROAS)
= Purchase Value divide by
Advertising Spend

Purchase Value (1000USD)

—— X = ROAS 10
Advertising Spend (100USD)




Collaborative Ads Best Practices: Advanced

Always-On

Collaborative

Ads: Always-On
checklist

Determine clear objective
and sales KPIs (Sales Growth
X%, ROAS >1)

Product Set

Do not micro-segment
product catalog and advertise

Campaign Structure

Split campaigns by prospecting & retargeting.

Use campaign budget optimization.

Targeting

Use broad audience for prospecting
campaigns and viewed/added to cart but
not purchased for re-targeting campaigns

Optimization Event

Optimize for lower funnel events: View content,
ATC, Purchase. Do not use Link Clicks

Placements

Opt for Automatic Placement
for media efficiency

Bid
Bid using Auto-Bid (lowest cost bidding). Only
place a bid cap if you have a max bid per result.

Conversion Window
Set 7 day click and 1 day view
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Collaborative Ads Best Practices: Advanced

Mega Sale Date

What strategy
should | use for
Mega Sale Dates?




Collaborative Ads Best Practices: Advanced

Mega Sale Date

Differentiate Always-on
Vs Key Sale Date Strategy

Potential areas to test via

Always-on campaigns are meant to build audiences and drive split testing:

baseline purchases, while key sale dates are focused on driving
high sales volume.

Optimization window of
7-day click / 1-day view

Prospecting Creative messaging
Retargeting

KEY SALE DATE

Use of video vs static
within collection
Prospecting

ALWAYS-ON
Retargeting

»
»

Month 1 Month 2




Collaborative Ads Best Practices: Advanced

Mega Sale Date

Teasing phase

Brands should start campaigns at most
2 weeks leading to mega sale to be top
of mind for consideration

Consumers do increased product views
9-10 days before Mega Sale to identify
- what they want to buy during Mega Sale.




Collaborative Ads Best Practices: Advanced

Mega Sale Date

Teasing phase

Brands should optimize Mega Sale Campaigns
for product views (‘View Content’)
to drive consideration for their products.

Purchase Rate drops 10-11 days before Mega Sale.
g During this period consumers are considering
products to buy during Mega Sale.




ds Best Practices: Advanced

[
‘eative Placement

Unpause campaigns instead
of creating new ones

Restart a paused campaign within 14 days
for previous learnings to continue.

o= } Active R Unpause Campaign
l \Y | - ‘ (Learning (Continue with
Complete) Same Learning)

About 50 adds to basket recommended
Based on 7-day click and 1-day view attribution window

Active Unpause Campaign

(Learning ;
Complete) ,  (Restart Learning)

Facebook system would keep previous
performance campaign’s learnings for up to

14 days. Restarting paused campaigns after
_— . . .
14 days would require in a new learning phase.

Applicable to Traffic, Conversions, and Catalog Sales campaign objective




Collaborative Ads Best Practices: Advanced

Mega Sale Date

Learning phase

At the start of a campaign or after you edit it, B

Facebook doesn’'t have all the data = SEEE

necessary to deliver it as stably as possible.
In order to get that data, we have to show
ads to different types of people to learn who
is most likely to get you optimization events.
This process is called the “learning phase.”

THINGS TO KNOW

1. 2. 3.

Facebook requires Expect more Making significant
50 optimization performance edits to your ad
events at ad set fluctuations than set will reset

level to complete usual during and reinitiate

the learning phase Learning Phase learning phase




Collaborative Ads Best Practices: Advanced

Mega Sale Date

Avoid creative changes
during high traffic periods
or time sensitive campaigns

Creative changes may impact the delivery of
your ads in the middle of a campaign. If you
must make creative changes to your ads, do
so at a low-traffic time.



Collaborative Ads Best Practices: Advanced

Mega Sale Date

Mega Sale Media Plan

PRE-TEASING TEASING SALE DAY
D-14 TO D-8 D-7 TO D-1 D-Day
BUDGET 20% 50% 30%

DRIVE AWARENESS OF FLAGSHIP STORE AND MEGA-SALE CAMPAIGN
* Objective: Product Catalog Sales

PrOSpeCting + Targeting: Broad

* Optimization Event: View Content

DRIVE CONSIDERATION & CONVERSION FOR MEGA-SALE CAMPAIGN
. Objective: Product Catalog Sales
RetCI rgetlng Targeting: Last 14 days View Content or Add to Cart (minus) Purchase
Optimization Event: View Content & Purchase
CBO for Retargeting Ad-Sets

DRIVE CONVERSION FROM PAST VISITORS
. * Objective: Product Catalog Sales
PGSt VISItOFS « Targeting: Last 180 -14 days View Content

e Optimization Event: View Content

CBO: Campaign Budget Optimization



Collaborative Ads Best Practices: Advanced

Mega Sale Date

Collaborative

Ads: Mega Sale
days checklist

Campaign Period
Start running campaigns
2 weeks before mega sale.

Product Set

Do not micro-segment
product catalog and advertise

Campaign Structure

Split campaigns by prospecting & retargeting.

Use campaign budget optimization.

Targeting

Use broad audience for prospecting
campaigns and viewed/added to cart but
not purchased for re-targeting campaigns

Optimization Event

Optimize for lower funnel events:
View content, ATC, Purchase.

Do not use Link Clicks

Teasing: Optimize for View Content
During sale: Optimize for Purchase

Placement
Opt for Automatic Placement for media efficiency

Bid
Bid using Auto-Bid (lowest cost bidding). Only
place a bid cap if you have a max bid per result.

Conversion Window
Set 7 day click and 1 day view
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What'’s New: Conversion Objective

This enables brands to:

®,

Use
in their campaigns

Use

based
on conversions they
are driving

©)

Use Facebook’s native
targeting options and their
first-party audiences to

&

Direct people to a

on their website/app




What's New: Conversion Objective

CATALOG SALES OBJECTIVE

CONVERSION OBJECTIVE (New)

Targeting

Optimization

Creative

Landing Page

Reporting

Placement

* Retargeting of people who engaged with brands’
products in merchants’ website/app

» Dynamic Ads Broad Audiences

¢ Linkclick, view content

« Conversion optimization (such as Add to Cart or Purchase) based
on conversions including one of brand’s products

» Limited customization of creative!
« Static image (optional) in Carousel
* Heroimage in Collections

» Mostly directing to product details pages, only limited
customization through?:

* Linksin caption
¢ Links from static/last card in Carousel

« Performance reporting (View Content, Add-to-cart & Purchase
Value for brand's products, SKU level Reporting)

* Any placement can be used except newer placements like
Facebook Video Feeds, Messenger Stories, Audience Network videos

« Any targeting (it does not include retargeting of
audiences on merchants’ website/app)

» Link click, view content and landing page views

« Conversion optimization (such as Add to Cart or Purchase) based
on all conversions that are driven by the brand

¢ Full customization of creative!

* Anylanding page?

« Performance reporting (View Content, Add-to-cart & Purchase
Value for brand’s products, SKU level Reporting)

+ All placements

TAll creatives used by the brands can be viewed by merchants in Partner Ads tab in Catalog Manager
2Domain safeguard makes sure traffic always go back to the merchant’s site/app



What's New: Conversion Objective

ata

Brands want to

1 c—

3 —

Brands who have a

and experience delivery/
performance issues

Brands who are in

and
cannot utilize the catalog
sales objective due to their
ads being rejected in ad
review process

[~

Brands already want
to

but would like to
measure this activity




What's New: Conversion Objective

Catalog Sales Objective

@ Akemia Headphones
Caption can S
be customized at Jasper Market

Static card can be
added in the first slot
and can be customized

OP AT JASPER.COM SHOP AT JAS

Akemia Tot

Akémia Noise X Buy
$499.99 $349.99

Q% O John Evans and 23 others 2 Comments

lb Write a comment... »

Stories
See fullscreen photos and videos before they disappear
s O o :
B> i

Caption can
be customized

All other cards are
dynamic from
catalog segment

Conversion Objective

Akemia Headphones
Sponsored - @

iting eless
er Market

OP AT JASPER.COM SHOP AT JA

Akemia Tot

Akémia Noise X Buy
$499.99 $349.99

2 Comments

™ s 1 [ - R I
@7 © John Evans and 23 others

lb Write a comment... »

Stories

See fullscreen photos and videos before they disappear

B &0 &® & =

All cards can
be customized



What's New: Conversion Objective

Catalog Sales Objective Conversion Objective

11:23 PM

11:23 PM

i~

Rainbow Beauty

Rainbow Beauty coe
\ﬁ

(%)

Hero image can — " Hero image can ==
be customized ;

 — be customized "

Hurry before offer ends

Hurry before offer ends

All other cards are All other cards are
= =P I ; ; .
= T = W

dynamic from aen Y "y customizable
catalog segment

oo:.: . - oo:o: . -
oY Like (D comment &> Share

B & & & =

oY Like (D comment ~> Share
B 8 & 5 =



1.

Greater creative
transparency

for merchants.

The

we launched in
Catalog Manager for
Collaborative Ads give
merchant full visibility
to merchants on their
brand’s partner creatives

2.

Merchants can see
the total value they
receive from their brand
partners through
Merchant Reporting,
whether it’s from
Conversion or Catalog
Sales objectives.

3.

Domain safeguards
are in place to ensure
brands send traffic to
only to the merchant's
website/app.

4.

They can have access
to net new audiences
through their brand
partner’s Conversion
Objective campaign,
since brands are able
to target new people
and use their 1st party
audiences



What's New: Conversion Objective

How do you create
Collaborative Ads
under Conversion

Objective?

Fill out form, selecting Conversion
Objective & save to draft

Switch ‘On’ the new
Collaborative Ad toggle

Select a catalog segment,
then select Website or App

‘ Create New Campaign O Use Existing Campaign @

Campaign: Choose your objective.

Switch to Quick Creation I ’

What's your marketing objective? teip: Choosing an Objective

Auction Reach and Frequency

Awareness Consideration

% Brand awareness W Traffic

~}€' Reach ..~ Engagement
ﬁ App installs
14 Video views
Lead generation

) Messages

Conversions

Conversion

! Catalog sales

T4 Store traffic




What's New: Conversion Objective

How do you create o
Collaborative Ads ———
u n d e r C o nv e r si o n Campaign Name  nter a campaign name

Buying Type Auction w

Objective? e

B splitTest® (B

Campaign Budget®  poiy gudget w | B3,000.00

Use Quick Creation to
create new campaign

Actual amount spent daily may vary. @

Create New Ad Set ¥

Ad Set Name Enter an ad set name

Create New Ad ¥

Ad Name Enter an ad name

Switch ‘On’ the new
Collaborative Ad toggle

Creating 1 campaign, 1 ad set and 1 ad

Cancel

Select a catalog segment,
then select Website or App




What's New: Conversion Objective

How do you create
Collaborative Ads
under Conversion %mﬁimmemsmm
Objective?

Merchant Business

Use Quick Creation to
create new campaign

Campaign Details

Buying Type  Auction w
Fill out form, selecting Conversion Objective (@) Conversions w
Objective & save to draft Show More Options «

Select a catalog segment,
then select Website or App




What's New: Conversion Objective

How do you create
Collaborative Ads

under Conversion

Objective?

Use Quick Creation to
create new campaign

Fill out form, selecting Conversion
Objective & save to draft

Switch ‘On’ the new
Collaborative Ad toggle

Website

il amate v S

-“‘;;.. ln‘dounﬁm;o—-
v e St P gwdan -

*Need to create a separate ad set
each for iOS and Android
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L'Oréal Paris
Sponsored - @

Experience Everyday Luxury with L'Oréal Paris's full
collection on Lazada. Enjoy the luxury of convenience
when you pay cash on delivery and avail of nationwide
shipping when you buy on Lazada.

LOREAL

PARIS

Shop Our Flash Sales on Lazada

LOREAL UOREAL pras LOREAL ginsa

4 = =

{ ! S ! = More
(/1 - -

. II meverra. RS  oveverrae [EEEEEN

OO 71K 181 comments 137 shares 495K views

o) Like (J comment > Share

B & 06 & & =

Increasing sales with
Facebook’s Collaborative Ads

L’'Oréal Paris Philippines ran a campaign for its Lazada store
using Collaborative Ads to boost online sales and significantly
increase the revenue contribution of its ecommerce channels,
resulting in a 55-point lift in sales.

96% bHO0pt bbpt 8pt

increase in traffic lift in buyers for
for L’Oréal Paris LOréal

lift in online sales
for L'Oréal Paris
on Lazada

lift in sales for L'Oréal,
Garnier and MBNY as
result of this campaign

To optimise its ecommerce campaigns and boost sales, L'Oréal Paris tested the effectiveness of Facebook’s
Collaborative Ads in combination with dynamic ads. This campaign was the first of its kind in the Asia Pacific
region, using Facebook’s Collaborative Ads to significantly increase online sales and attract a new audience.
It ran for about 3 weeks in August 2018 on Facebook, Instagram and Audience Network.

=
4 R
I_O EAI_ https://www.facebook.com/business/success/loreal-paris-philippines



New Case Studies

Increasing sales with Collaborative Ads
and dynamic retargeting

Huggies Vietnam ran a performance-driven product marketing

campaign, combining Facebook’s collaborative ads, dynamic ads
and retargeting to increase Lazada sales, achieving a significant
3.8X return on ad spend. G g Vienam

Duy nhat ngay 8/9 & 9/9! Nhan con mua voucher
cling freeship toan quéc khi mua Huggies Gold

3 . 8 X 2 1 o/0 2 . 2 X 3 . 4X s mue

returnon lower cost lift in sales value increase in
ad spend per purchase within 2 weeks weekly purchases

To boost online sales, Huggies tested Facebook’s Collaborative Ads in combination with dynamic ads

and broad audience targeting. Huggies was able to run performance-driven dynamic ads to promote
MUA2GOI HUGGIES GOLD

products from its Lazada store directly on Facebook, creating a Catalog Segment with the brand’s sate. '\ TANG QAU TRiGiARO0OOVND ] 4
products hosted on the ecommerce website, and then directly include the products in the dynamic ads .

in a Collection Ad format, pairing a hero video ad with 4 dynamic ads in a Carousel that featured , T4 dén cao ¢
products from Huggies’ store on Lazada. xh? ;Z:;hs'%dg‘g/g \ Shop Now l :t:g%igs GO

o Like () Comment ~> Share

@ https://www.facebook.com/business/success/huggies-vietnam

B O 8§ & & =



utl 9:41 AM @ 100% () 4

£ Q. Search Facebook

Promotion by PepsiCo
Sponsored + @

¥ e

sadaundonriu 30 w.. §

ihayn Ing Suiiewns [ —
NN 25% + AALNN 1... (W@ 3) wad du

o) Like () Comment @ Share

8 @ & =

Driving food and beverage online sales
with Facebook Collaborative Ads

PepsiCo used Facebook Collaborative Ads for the first time to
boost ecommerce sales in Thailand, resulting in a 3.8X increase
in return on ad spend.

3.8X 28% 15%

Returnon ad spend  of people who viewed PepsiCo’s conversion rate (people who
products on Lazada added added products to their cart on
those products to their cart Lazada and completed purchase)

“As one of the leading global brands, PepsiCo believes that Facebook’s Collaborative Ads will revolutionise
advertising by directly approaching customers with targeted offers, further increasing traffic and PepsiCo’s
ecommerce sales. PepsiCo has the utmost confidence in the future growth of ecommerce and has chosen
Mindshare as our digital partner to help accelerate PepsiCo’s growth in ecommerce.”

Tassanarom Goodler
eCommerce Lead, APAC, PepsiCo. Thailand

2 PEPSICO



New Case Studies

Increasing online sales and brand
awareness with Collaborative Ads

The skincare brand’s sales-focused Facebook campaign @ 100% 4
improved both brand and online conversion metrics, achieving

a 5-point lift in awareness and a 4.9X increase in sales.

opt 4.2X 4.9X

14 Q  Search

Simple Skincare
Sponsored -+ @

Simply a great deal for skincare with No Baddies, Just
the Goodies for Sensitive skin!

lift in brand awareness lift in brand awareness Increase in sales
among the target audience within consumer packaged
(young female millennials) goods category

“We have proven that conversation campaigns can also drive awareness. Therefore, we now always simple ?anﬁ?
think of campaign executions that benefit the brand overall and that aim at a variety of objectives, Wi \'./ simple
regardless of what stage it is in the funnel. ﬁ & ;_‘:J
Dennis Perez g 2 SBT) - '
Head of Media, Unilever Philippines ¢ -
No Baddies, Just the Simpl
Goodies! \M. Make

simple

oy Like (D) comment > Share

5 3 B ® & =
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Getting Started

Get started with Collaborative Ads today!

¢ Start here

From evaluating the fit for your client

to creating your first campaign!

ONBOARDING GUIDANCE FOR COLLABORATIVE ADS

Find a Partner
Merchant/
Marketplace

YOU’RE ALL SET!

2. 3.
Merchant Creates Acceptance of
Catalog Segment Terms & Conditions

and Catalog

e

4,
Create a New dedicated
Collaborative Ad Account
per Merchant

Launch
Collaborative
Ads




Getting Started

1.
Find a Partner
Merchant/Marketplace

Find a Merchant that you’d like to partner
with. Either contact the Merchant Team
directly with the contact above or work
with your Facebook Client Partner or
Client Solutions Manager to connect you
to the respective Merchant.

Check on available merchants through here.



https://www.facebook.com/business/partner-directory/search?solution_type=collaborative_ads_merchants

Getting Started

2.

Merchant Creates [W“ib

Catalog Segment

Request your Merchant/
Marketplace for your catalog
segment which will be shared

Merchant Business shared a catalog segment with you.

t h ro u g h yo u r' B u S i n e S S To accapt the catalog and 30 m Coll ive Ads. please view and accept the partnership agreement with Marchant Business

Manager ID. [ Click to accept the TOS ?

Check out your Business
Manager Notification that
“Marketplace has shared a
catalog segment with you”.




Getting Started :
Follow the guided flow to
Accept partnership and create
a new ad account

3. »
AC Ce pt a n C e Of Accepthannership with M'erchant Busine:s
Terms & Conditions and Catalog

need to know:

@chm--dvmbing dicated to running collaborative ads with
this merchant partner. This will help make reparting clearer.

@ All of your ad campaigns using this catalog segment must link to your merchant
partner's website or app.

@th&&wmﬂ.mmmmddwﬂwwmﬁﬂhsw

with your merchant partner.

By clicking "I Accent,” you agree to Facebook's Coliaborative Ad Terms and Conditions.

o

o0

Bogment Access P Ad Accomt Adi peasie

Add People To Your Catalog Segment

Give the right people in your business access 1o the catalog segment so they can
start running ads.

Search




Getting Started

S
4,
Create a New dedicated Collaborative Ad Account per Merchant

Follow the guided flow to create Collaborative Ads setup completed! Move on
a new ad account and accept catalog. to creating dynamic ads via shared catalog.

‘ 0 ’ (@ Ad Account 1 has bean craated and connected tho this Business Manager account.
1 2 2 3

Sagment Acosas New A Account Add people
Note: To use this ad account, you'll need 10 select a paymant method, To set-up a new
Segment Access New Ad Account

Add People to your Ad Account e | o el it
New Ad Account Give the right people in your business access to this ad account.

As part of Collaborative Ads, you're required to use a sep and dedi ey Start Running Collaborative Ads
for each hant you work with.

mnmmmacmmmwmmmmwm
v 10of 1 Person Selected Default Role:  Ad account admin v these best 10 help you run

Ad accountname  Ad Account 1 < Fistisst o % =

Brand Busis
Advertising on behalf of iness v 8 Create product sets
Use a separate i account 10 running
merchant partner, This will helo make reporting clesrer.

Time zone (GMT-08:00) America/los A... +

Currency USD — US Dollars ~ (%) Use Broad Audience and Retargeting
Brood sudience targeting can help you bring new customers 1o your brand page on the

No merchant's site or app. Retargeting will help you connect with previous customers.

@ Optimize for conversions

Chocse a bid strategy which opti for ions on with & 7 day post-
ciick, 1 day post-view conversion window.

i —

ay creating an ad account, you agree, on behalf of Lindenmart as its authorized representative to
s terms ding the terms for the selected payment method.




Questions?

Please reach out to your Facebook Sales
team or visit our Help Center.



https://www.facebook.com/business/help/318073302165120?id=1321866301271922




