Meta & LinkedIn Ads:
Time saving tricks to
boost productivity




Introductions

Emil Ougendal

 Paid Media Account Director
(Social Mediq)

« Runs ads across Metaq,
LinkedlIn, Twitter, Pinterest
and TikTok

* From Norway. Has lived
across England for 15 years+
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About Anicca

=)&)

Supporting your digital ambitions.

No Ego and No Bull, we invest in
relationships with businesses and brands to
drive growth and succeed in what we do.

Our multi award winning agency in the
heart of Leicester speaks for itself.
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We’re on a mission

...well 4 actually, and to celebrate our 15th
birthday, we want to support your digital ambitions.

Our specialism spans from B2B for construction to
trade with eCommerce and we want to work with
you to help us on our mission.

From SEO to Social Media, how can we help your
digital presence and engagement?

cO“sTRUCT'OM
v 10
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Agenda

Hacks and fricks to save time when setting up ads and
campaigns on Meta (Facebook/Instagram) and LinkedIn

Account, Campaign, Ad-Set and Ad set-up duplication

Copying and pasting ads and ad sets

Custom columns and saving presets

Pixel set up using partner intfegration
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Account Set-Up:
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What’s a Pixel/Tag?

A pixel or a tag is the connector between your website and your
social media platforms.

Without a pixel or tag installed properly, you are most likely
wasting money on your ads and you're unlikely to see any
relevant results.

You can install your pixels in a number of ways, some that
require developer input that can make the process time
consuming and take the control of the task out of your hands.

There are, however, simplified ways that have been created to
make the process easier and quicker.

0".
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Partner Integration

« Connecting your website to your social media pixel is essential for tracking and to
optimize performance, however a common error that is made by professionals is that
they opt for a manual option when it comes to the integration.

« Instead of needing advanced analytics or developer help, the pixel can be set up
using partner integration which makes the process extremely simple.

Connect Website Activity Using Pixel X

Choose how you want to install pixel code

Select the best method for adding the pixel code to your site based on how the website was built, what kind of
access you have to the code, and your technical support. Learn More

> Manually add pixel code to & Use a Partner Integration
website Connect your site using one of our many
Follow quided installation instructions partners inc!uding Squarespace, )
with detailed developer documentation Wordpress, Shopify, and others. This
Learh More method doesn't involve writing code.

Learn More

e
a

Give Feedback Email Instructions
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Partner Integration

What is a partner integration?

A partner integration refers to setting up 2N st
your pixel using one of the many ~
available partners that Meta has

teamed up with. o) orupal
Some of the more common partners are: N
« Google Tag Manager g
« Shopify

« WooCommerce B soomis
 HubSpot

« WooCommerce

 Magneto o7 Opancan

« Eventbrite

“ Bandzoogle
Eowid
e @

“Y% HubSpot

' Kajabi
A

g PrestaShop

:1 BigCommerce

M Magento

Segment

l Shopify (online)

-g Storeden
m Webflow

@\ WordPress
v

e Shopline
) .
Tealium

@) Squares pace
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Partner Integration

API Partner Integration

« Meta are also encouraging people to Choose a partner X
set up Meta API integration.

« This is a more complicated set-up that e Y WorcPress [0 weocommeres 3 restiom
will require technical expertise.
+ The list of partners for this is limited to R S M R e
the ones on the right.
Saogie Tag Conversions
Q e, ey o

Can't see the partner integration you want? Request a new partner

i) Get cne-on-one setup help Close
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Partner Integration

How to set up

In your Meta Business o
Manager, head o

Events
Events Manager Manager

Name your pixel

Create pixel %

Create a pixel to send web events and parameters from your website, including customer
actions and browsing behaviour. Learn more

Name your pixel

Anicca Digital's Pixel|

To comply with our policies and help protect your users’ privacy, don't share sensitive user
data with us when setting up events. Visit the Help Centre to learn more about sensitive data.

By continuing, you agree to the Meta Business Tools Terms.

Give feedback Back

Welcome to Events Manager
Set up and manage business tools that can help you
optimize your ads performance.

& Connect your data
Get set up on the right business tools so that you can
share data from your websites, apps, servers or stores

+ Gain actionable insights for your business
Measure the actions that pecple take after interacting
with your brand.

@ Optimise ads to drive real-world outcomes
Identify valuable customers and show ads to people

IPI
who are most likely to convert. \\
Connect Data

Select Web

Connect a new data source x

Send information about customer interactions with your business. This information can then be used to create audiences, run campaigns,
optimize ad delivery and more. Choose a data source to get started.

v
= o
Web App e RM
Connect your website to share Connect your app 1o share RM 1
activity that eccurs online, activity that cccurs in your nform
including view content, add to app, including installs and & mos
cart and purchase events. purchases. e

Give feedback Cancel m

Click
‘Connect Data’
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Partner Integration

How to set up

Check for partner integration b4

Once you have done
Mow that you've created a pixel, enter your website URL and we'll let you know if it's eligible
-I-h O -I- M e-l-o Wi | | OS |< yo U for integration with cne of our supperted partners, such as Shopify.
’

to enter your website. (roccns ] ‘

This is where the partner
integration part starfs =]

Connect website activity using pixel E] Th e N eX'I' S'I'e p Wi | | O S |<

Select the best method for adding the pixel code to your site based on how the website was

built, what kind of access you have to the code and your technical support. yo U Wh e'l'h er yo U WG n 'I'
<__"> Manually add pixel code to website . .

Follow guided installation instructions with detailed developer documentation or TO I n STG | | Th e p Ixe |

email instructions to your developer. Leamn more .

—— manually or using
. .

(§ Use partner integration po rTn er I n Teg ro TI O n .

Check if your website is eligible for integration with one of our supported partners,

such as Shopify, WordPress and more. Learmn more I ThGT iS Where The “ST Of
e partners appear.

Give feedback Email Instructions

(=

Conversion APl and Meta Pixel
is likely to become mandatory
in the near future so this set-up
Is recommended

Choose how to connect your website E]

Choose how you'd like to connect your website and send web activity to Facebook.

- Conversions API and Meta pixel Recommended ®

W Use the Conversions AP| combined with a pixel to send web activity and
customer actions from both your server and website. The Conversions APl sends
data directly through an APl connection, which helps improve targeting and
optimisation for deep-funnel events.
Learn more

- Meta pixel only

v

Use only a pixel to send web activity and customer actions from your website.
Browser-based ad blockers can prevent the pixel collecting data. You can always
set up the Conversions APl in addition to a pixel at a later time.

9 Fair Harbor Clothing used the Conversions AP1 with their pixel, resulting in over 10,000
incremental purchases and a 22% decrease in cost per result over two weeks.

The following pixel will be used:

Anicca Digital's Pixel

ID1063969834280203

Give feedback Back m
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Partner Integration

How to set up

° Once you’ve Selec‘l‘ed The por‘l‘ner Of your Connect your Google Tag Manager account to Meta %
choice, a number of steps for completion _
will appear.

f Automatic events

« For Google Tag Manager for example, you

You won't have to manually set up events while connecting your

will need to log into your GTM account e e o ——

‘l'hrough q pop Up qnd Select ihe ‘l'ag aul:';cm.aticill':.-' tl:ic-lzc-:cctidclgld :;hu:w;nTi-r;yu:u.JrF:cc-l:uuf:;k.&:s - [m.
° reporting. Youll always be able 10 configunz or turm o

manager you wish to connect through. automatic events Learn more

w Try the Conversions APl integration for Google Tag Manager

¢ The WhOIe process COn TOke O mOTTer Of The new setup will help you integrate both the browser pixel and Conversions API to your Google Tag
minutes to be completed if your GTM is set ienaer acount

up properly.

« Once set up, give the pixel a while to Give feedback o [
Process.
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Partner Integration

Benefits of Partner Integration

Beyond the obvious, which is the fime saving aspect of
the pixel set-up, partner integration also helps with your
conversion set-up.

Granted everything is set up correctly on the other end
(e.g. on your website, Shopify, etc) Meta will pull
conversion events through the integration.

This means that you won't have to manually set up
events such as:

« AddToCart

 Purchase

« Lead

You will also pull through important information like
purchase value in ads manager

Events

B

&

B

%

PageView
& Activ

View content
& ot

Add to cart
& ot

Purchase
& oot

Initiate checkout
& oot

Search
& Aot

Add payment info
& Activ
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Campaign and
Ad Set-Up:
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Duplicating Campaigns,
Ad Sets and Ads

« Duplications are a great way of saving yourself from doubling up on
work.

« Setting up new campaigns, ad sets and ads can take a significant
amount of time, so in an ideal world you don’t want to do it all over
again every single time you set up something new.

* In this section you will learn how to use copy/paste and duplications to
build new:
« Campaigns/Campaign groups
« Ad sets/Campaigns
« Ads

0".
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Ad Duplication

« The most common use of duplications comes from ads. *

- Example: You build an ad from scratch that you're using for * s
prospecting. It could be a carousel ad that has taken a significant 0.
chunk time to upload and double check, and you've finally . \
launched it to your aftribution/interest target audience. * "

« But now you want to add it to your lookalike ad set/campaign.

» Instead of starting all over again, you can copy the full ad and paste
it info the ad set.

» This can also be done to multiple ads and ad sets at the same time.

Allrightsreserved 2022



Ad Duplication

How to: Meta

Tick the ad(s) you
want to duplicate
and click the
‘Duplicate’ drop-
down.

Select copy.

If you want to
duplicate the ad into
the same ad set click
duplicate.

Also found underneath

the ad if you hover
above it

i Duplicate
Cuick duplicate
Clipboard

Copy

L=

Now tick the ad
set(s) you want to
add the ad(s) to
and click the drop
down again.

You will see the
‘Paste’ option
appear

All products - Catalogue Sales #
M View Charts g bdit  (l§ Duphcate

i Duplicate

Ctrl + D

Quick duplicate

Split Audiences
Clipboard

Copy Ctrl+ C
Paste Cirl +

See Copied tems

[
]
I

=
p-

{
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Ad Duplication
How to: LinkedIn

On LinkedIn it works slightly differently. If you want to
use an ad from another campaign you select ‘Browse
Existing Content’ when creating ads.

Create new ad | Browse existing content

If you want to duplicate and ad, click the three dot
drop down and select duplicate.

You can then make any necessary edits and the same
can be done if you select existing content and want
to make edits to the ad in the new campaign.

Edit
Preview
Duplicate

Show in feed (B

Manage Tracking

@

@
v
B

-3
0".
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Ad Duplication
Next Step

« Once the ads have been pasted/duplicated/added from
exisfing confent, you can make edits to the parts you want 4 . o
to change instead of starfing from scratch. 0.

« SO you may want to change the tracking parameters ’ + | ‘
(explained later) or alter the captions slightly. ’

* In some cases you may be festing the creafive, then you
simply change the creative and leave the rest.

When duplicating ads it is even more important to
quality check your ads because any error will be
carried through to the other ad sets.
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Ad Set/Campaign Duplication

* There are a few different scenarios where you may
want to duplicate or copy over ad setfs. Some are:
* You want to run the same ads but change the targeting
« E.g. Same ads but different targeting
* You want to use the same targeting for a different campaign

« E.g. You want to run a traffic campaign as well as a conversion
campaign
* You want to test different objectives

« E.g. See how optimising for AddToCart compares to Landing
Page views

0".
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Ad Set/Campaign Duplication
How to: Meta

On Metq, ad set copy and pasting, as well as
duplication works the same as on ad level. As

Optimisation and delivery

o Optimisation for ad delivery @ # Edit
does campaign manager. st forsaetven
From there you can make all necessary Evert Type

Furchase

changes. Common ones include:

Cost per result goal @

. °
 Changing the audience
Meta will aim 1o spend your entire budget and get the most purchases using the

* Changing placements e e s e
« E.g. original ad set was for Facebook only,
* new one is for Instagram only.

Show more options -

« Changing attribution window
« E.g.from 7-day click + 1-day view to 7-day click only

« Changing optimisation for ad delivery or event type
« E.g. from purchase to AddToCart

g Allrights reserved 2022
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Ad Set/Campaign Duplication
How to: LinkedIn

* On LinkedIn, campaign Campaign Name 3 g
duplication works slightly different _
from ad duplication. G
. . 0 Remarketing - 50% Video Watch |
* You can duplicate the campaigns D: 204215063 - Sponsored Contert |
fI’Om The main CCImpCIign O eCommerce Targeting Edit .
Manager view by selecting the D 204615333 - Sponsored Conte ot
three dots next to the campaign ;)  Conversions - Home &Garden | ppjca -
. . |D: 208587223 . Sponsored Conte
you wish to duplicate. Delete J
O Conversions - Construction ‘

o Once dUpllCGTed YOU cdan m(]ke D: 208862743 - Sponsored Conten
any relevant changes to targeting,

odfforn?o’r elfc’ TG nﬁ hTGVS the ad formats in one campaign.
SR I SSlsCl el RIeh ey E.g. single image, video, carousel.

want to include. »
® ‘
Q

LinkedIn does not allow multiple ‘
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Customising Views
and Saving Presets

e




Customise Columns

What are we referring to?

. . iy > Rules w View Setup @ [ Nl Columns: Performance w ] “E Breakdown w
When talking about views, | - |
elivery T Bid strategy Budget setting © Results Reach Impressions Cost per result Amount spent Ends
C U S -I- O m C O | U m n S O n d o Indraft Using ad set bid strategy Using ad set budget - - - -
) 9 @ In draft = Using ad set budget - - - -
presets, we're referring to - | -
Ad sets off Using ad set bid strategy Using ad set budget | 7-day click or. - - - - £0.00

. " "
-I- h e V I eW yo U U S e yo U Off Using ad set bid strategy Using ad set budget ~ 7-day click or.. - - - - £0.00
. k lead ¥ F "
G n G | S e C G m O I n S O d Dff Using ad set bid strategy Using ad set budget | 7-day click or - - - - £0.00
Of Using ad set bid strategy Using ad set budget = 7-day click or... — = — = £0.00

t in ad
S e S O n d O d S I n O S Off Using ad set bid strategy Using ad set budget | 7-day click or... - - - - £0.00
I I l G n G g e rS off Using ad set bid strategy Using ad set budget | 7-day click or._ = = = = £0.00

Highest volume £20.00 | - - - - - £0.00
Using ad set bid strategy Using ad set budget | 7-day click or._ = = = = £0.00
Using ad set bid strategy Using ad set budget = 7-day click - - - - £0.00
Using ad set bid strategy Uzing ad set budget = 7-day click - - - - £0.00
Also applies to LinkedIn ‘ ‘ ‘ :
o) o] - -
Of Highest volume £18.50 = 7-day click or... - - - - £0.00 1

) ) - .
T'kTok, P'n terest and Highest volume EZ:.E..E-S 7-day click or.. . - - - - £0.00 1
TWitter Off Using ad set bid strategy Using ad set budget =~ Multiple attri_.. = = = = £0.00

Highest volume £10.00 | 28-day click - - - - £0.00
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Customise Columns

How to

In Ads Manager:

Click ‘Columns’ and
select customise
columns from the
drop down.

View Setup

M Columns: Key Stats w

Applications [ Performance (Default) ][
submitted

Setup

Delivery

Engagement
Video engagement
App engagement
Carousel engagement
Performance and clicks
Cross-device
Offline conversions
Targeting and creative
Bidding and optimisation
Messaging engagement
Digital circular

@ Key Stats *

Customise Columns...

Set as Default

You will then be
presented with all
the different pieces
of information you
can to include in
your preset.

For e-commerce
you're likely to want
to look at purchase
dataq, for example.

Customise Columns

Custom metrics

Everyone
Performance

Engagement

Conversions

Standard events

Settings

A/B test

Save g preset

Metrics to include Tot=
Landing page views v
Leads "

Levels achieved

Location searches

Meta workflow completions

Mobile app D2 retention

Mobile app D7 retenfion

Cther offline conversions

Phone number clicks

Products customised

Purchase ROAS (retumonad «
spend)

Purchases o
Ratings submitied

Registrations completed

Searches

Subscriptions

Trials started

Tuterials completed

Unique

Create custom metric

Walue

Cost

Website apolications

submitted
Unique Meta applications
east submitted

Adds to cart

Website adds fo cart

Meta add to cart

Landing page views

Cost per landing page
wigw

Frequency

Contacts

Cost per purchase

of each purchaza

The average cost

i Insod

Cost per add to cart

Cancsl
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Customise Columns

LinkedIn view

Columns: Performance Customize columns X
Custom Views View name
Default
M M Delete View | | Duplicate view
New View
Performance
’ c + Add view Available columns 1selected column Clear
Delivery
-
SE&'C"C_- column name e
W Engagement € &) Name

[] Details Columns
Conversions & Leads

. [] status

| Sponsored Messaging

- 4 [ Otjective
Video [ keyResus @
Budaet & Bi [ ] start Date

udget & Bid

: . c [[] End Date

Talent Leads [[] Bia & Budget Columns

[ costrerresut @

Job Applicants [[] Total Budget

Documents [] Awg. Daity Spend
[] Daily Budget -

. Customize Columns i @
¥ =
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Saving Presets
How to

Once you've selected your
columns you can click ‘apply’.

However, if you're likely to want to
view the metrics regularly you'll
want to save the view.

To do so, simply tick ‘Save as preset’
and name.

3 Unique CTR {3

v Save as preset | Type 3 name

9

Once you've save the
preset, you will find it in the
column drop down.

Extra hack:

If you want to save the
same preset for separate ad
accounts in your business
manager, select your saved
preset in account one, move
to ad account two and save
the column named ‘Custom’.

I Columns: Custom w

Performance (Default) ]

Setup

Delivery

Engagennent

Video engagerent

App engagement
Carousel engagement
Performance and clicks
Cross-device

Offline conversions
Targeting and creative
Bidding and optimisation

Messaging engagement

Digital circular
Key Stats *
@ Custom Save

Customise Columns....

Set as Default
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Checking URL
Parameters
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Checking UTM Parameters

« Another nifty Meta trick involves URL parameters

 URL Parameters are codes added to the end of you URL for
tracking purposes

* Insome cases, you may want to check or change multiple
URLs. On a large scale this can become an extremely time
consuming task if you have to click onto every single ad to

Ssee.

* |Instead there is a trick that allows you to see all the URL
parameters listed next to the ads so you can efficiently look
for errors and differences.

0".
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Checking UTM Parameters

How to

Repeat the first steps
from saving
customised columns.

In Ads Manager:

Click ‘Columns’ and
select customise
columns from the
drop down.

View Setup

Il Columns: Key Stats -

Applications [

Performance (Default)

submitted

Setup

Delivery

Engagement

Video engagenment

App engagement
Carousel engagerment
Performance and clicks
Cross-device

Offline conversions
Targeting and creative
Bidding and optimisation
Messaging engagement
Digital circular

@ FKey Stats
Customise Columns...

Set as Default

)

} par

Then you type in

parameters, or URL
and ‘URL Parameter’
should appear.

1 COLUMM

URL parameters

Tick the box and
apply.

All the URL -
parameters will then ~Paid S
appear in your ads
manager. I
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Don’t Double Up on
URL parameters
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Adding URL Parameters

When adding URL parameters to your ads, people often add
them to every link in the ad set up.

HOWEVER, you only need to add it to the bottom ‘URL
Parameters' box because it automatically applies it fo the
other URLs.

For a carousel ad, this method is particularly useful as it saves
you from adding the same parameters up to 10+ fimes.

There will be cases where you want to add individual
parameters to different areas, but in general this should help
save time.

0".
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Adding URL Parameters

Build a URL parameter x

The box can be found at the bottom when .

. . Fill in the fields in the form below to add parameters to your website URL To
-I- A | |< | |< -I- h | ° automatically get information from your campaign, ad set or ad, click on each field and
C re O I n g O n G . n O O S I e e e OW . select a dynamic parameter, such as ID={{ad.id}}. Learn mone

Campaign source  facebook

URL parameters )
Campaign X
medium paid

wim source=facebopkiytm medium-paid_flanseiutim camp
algn rema'f.e‘tlng.sq,.1_",‘_-:-:'|'.ent cata iDaLe

Campaign name remarketing

Build a URL parameter

This section also has a builder which allows ...
you to add sections instead of writing the
code out. An example is displayed on the
right. S |

Parameter preview

0".
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Thank you

Disclaimer

The materials set out in this document are concepfts only (the “Concepts”) and, in addifion to any rights
vestingin Anicca Digital Limited (“Anicca”), may be the subject of existing third party intellectual property
rights.

If the client wishes to utilise any of the Concepits, it should notify Aniccain writing and Anicca will then put
in place the appropriate intellectual property searches (the "Searches”). The use of the Conceptsis
therefore subject to the results of the Searches.

Anicca shall not be liable for any damages, costs or losses whether direct or indirect (and including,
without limitation, loss of profits, loss of business and loss of goodwill) arising out of any claim by any third
party relating to the Concepts proposed by Anicca where the client uses a Concept:

prior to Anicca confirming whether or not the Concept is subject to existing third party intellectual property
rights; and/or

in breach of existing third party intellectual property rights following the Searches.

All Aniccarights to proposed technical, content and creative concepts belongto Anicca unless paid for
by the client. Should the client subsequently use any concepts without paymentto Anicca (unless agreed
otherwise by both parties in writing), Anicca reserves the right to take action torecoup, without limitation,
damages for breach of intellectual property rights and/or any lost costs associated with the development
of such concepts from the client.
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Questions?

P.S. Please leave me a review!




