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CERTIFICATION 
WORKSHOP JAKE MEHANI

■ Director of Growth (META & TikTok) at Creative Analytics 
■ Over 12 years of performance advertising experience & 

$150mm+ ad spend on Facebook, Instagram, and TikTok.

I currently work as the Director of Paid Social, Creative, and Training 
at Power Digital Marketing, a full-service performance marketing 
and creative agency.

Over the past 8 years I worked and scaled the following brands 
from their infancy in paid social to successive years in profitable 
revenue. Brands include Hooked On Phonics, Aeroflow Healthcare, 
Motif Medial, Goldbelly, Caraway, Justworks, Lacoste, Hippeas 
Snacks, WhatDoYouMeme & RBX Active.

https://dmanc.org/
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ABOUT US 

■ The Direct Marketing Association of Northern California was formed to educate, inform and provide 
networking opportunities for marketing professionals in the San Francisco Bay Area and beyond.

■ We have evolved to offering best-in-class live online education worldwide through our workshops and 
certification program, taught by world-renowned instructors. More than 2,500 professionals take 
advantage of over 100 workshops dates and times offered per year. 

■ Workshop topics include:

■ AI for Digital Marketing.

■ SEO

■ Google Ads

■ Google Analytics 4.0/Looker Studio

■ Email Marketing

■ Social Media (Organic and Paid Advertising)

■ Content Marketing

■ Personal and Thought Leadership Brand Marketing

■ Podcasting and YouTube Marketing

■ Copywriting and AI in Copywriting

■ Video Production for Social Media

■ B2B Product Marketing and 
Account Based Marketing (ABM)

■ Sustainable Marketing

https://dmanc.org/
https://dmanc.org/
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BECOME A CERTIFIED DIGITAL MARKETER

■ Earn a Certified Digital Marketer (CDM) certificate in by 
completing any eight courses within two years.

■ Take classes live online or recorded, or a hybrid 
of both. 

■ You decide the courses you want to take.

■ Students who complete a certification program will receive a 
frameable certificate and a digital badge for their website, email 
signature, or social profiles.

■ Find out more at: https://dmanc.org/certified-digital-marketer-
cdm-requirements/

https://dmanc.org/
https://dmanc.org/
https://dmanc.org/certified-digital-marketer-cdm-requirements/
https://dmanc.org/certified-digital-marketer-cdm-requirements/
https://dmanc.org/certified-digital-marketer-cdm-requirements/
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BECOME A CERTIFIED SUSTAINABLE MARKETER (CSM)

■ Earn a Certified Sustainable Marketer (CSM) certificate by 
completing the 3-module series.

■ Take classes live online or recorded, or a hybrid of both. 

■ Students who complete the CSM certification program will 
receive a frameable certificate and a digital badge for their 
website, email signature, or social profiles.

■ This Certificate also qualifies as 3 classes toward the 
Certified Digital Marketer (CDM) program.

■ Find out more at: https://dmanc.org/certified-sustainable-
marketer-csm-requirements/

https://dmanc.org/
https://dmanc.org/
https://dmanc.org/certified-sustainable-marketer-csm-requirements/
https://dmanc.org/certified-sustainable-marketer-csm-requirements/
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AFTER THIS CLASS

■ The video recording of this workshop will be sent the day following each module.

■ It will be sent from the email no-reply@zoom.us. 

■ If you don’t receive it, check your email spam or junk folder.

■ Please whitelist the above email address so it doesn’t go into your email spam or 
junk folder.

■ If you still don’t receive it, please fill out the Contact Us form at DMAnc.org and we’ll 
be sure to get it to you some other way.

https://dmanc.org/
https://dmanc.org/
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WE WANT YOUR FEEDBACK

■ Your feedback is very important to us.

■ We look at each survey and use the input to improve the 
class and plan future workshops.

■ We value your time, so we’ll send you a $10.00 Amazon 
eGift card as a thank you for completing the survey.

■ Your Amazon eGift card will come from gc-
orders@gc.email.amazon.com (please whitelist). If you 
don’t see it check Junk/Spam folders or contact us using 
the DMAnc.org website Contact Form.

https://dmanc.org/
https://dmanc.org/
mailto:gc-orders@gc.email.amazon.com
mailto:gc-orders@gc.email.amazon.com
https://dmanc.org/
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TABLE OF CONTENTS 

▪ Meta + TikTok Data – How Facebook Collects Data

▪ Meta + TikTok Pixel 
▪ Installation, 
▪ Event Tracking

▪ Maintenance

▪ How Meta + TikTok Groups Audiences – Reach, 
Clicks, Conversions, Video Views & Watch Rate

▪ Meta + TikTok Audiences Building:
▪ Website Visitors
▪ Engagement 
▪ Customer Lists
▪ Behaviors + Interests - Trending + Viral Moments
▪ Lookalikes!
▪ Hashtags

▪ Video Completion Rate

▪ Meta + TikTok Attribution: Click vs. View 
iOS14.6 Privacy Update 101

■ Meta + TikTok Attribution: Click vs. View 
iOS14.6 Privacy Update 101

■ Funnel Strategy – Upper, Middle, Lower, 
Retention + DPA 101

■ Influencer Dark Post Strategy 101

■ Reporting/Metrics Analysis + Custom Metrics -
“Stop Rate” 

■ Funnel Setup – Upper, Middle, Lower, & Retention

■ Morning Optimization - how to constantly improve the 
performance of your campaign 

■ Google Analytics Reporting / UTM Tracking

■ Advanced Bidding Strategies: 
Cost Cap vs. Value Bidding +

https://dmanc.org/
https://dmanc.org/
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FACEBOOK DATA – HOW FACEBOOK COLLECTS DATA –
DOWNLOAD CHROME BROWSER FB Pixel Helper Tool

https://dmanc.org/
https://dmanc.org/
https://chrome.google.com/webstore/detail/facebook-pixel-helper/fdgfkebogiimcoedlicjlajpkdmockpc?hl=en
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FACEBOOK DATA – HOW FACEBOOK COLLECTS DATA – DOWNLOAD 
CHROME BROWSER EXT FB PIXEL + TIKTOK HELPER TOOL

https://dmanc.org/
https://dmanc.org/
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FACEBOOK DATA – HOW FACEBOOK COLLECTS DATA – DOWNLOAD 
CHROME BROWSER EXT FB PIXEL + TIKTOK HELPER TOOL

https://dmanc.org/
https://dmanc.org/
https://chrome.google.com/webstore/detail/facebook-pixel-helper/fdgfkebogiimcoedlicjlajpkdmockpc?hl=en
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PIXEL INSTALLATION & EVENT TRACKING  “EVENT MANAGER”

https://dmanc.org/
https://dmanc.org/
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RECAP

■ Facebook is not listening; it just knows you better than you know yourself! 

■ Without properly setting up the Facebook Tracking Pixel for both Browser and Server connection, the 
algorithm the entire platform is worthless.

■ Check the Facebook Event Manager once a month to insure all the Events are firing properly. 

■ Apple Privacy Update / iOS14 – affects targeting and reporting, specially for products with a high 
average order value and post 7-day customer buying cycling. Tools like Triple Whale and Northbeam 
are become the standard attribution tools bridging the gap of lost reporting data and signals. 
Furthermore, KnoCommerce post-purchase survey tool is mandatory for TikTok advertising. 

https://dmanc.org/
https://dmanc.org/


CERTIFICATION WORKSHOP 14© Copyright 2024 – The Direct Marketing Association of Northern California. All rights reserved. dmanc.org

iOS14.6 Privacy Update - 96% Opt Out Rate!

Apple drastically limited what advertisers and app developers can track in terms of user activity. 
The Apple update affected three main areas of the Facebook ads platform: Targeting, Reporting, 
Optimization

Targeting: Retargeting and lookalike audiences have long been a staple of advanced Facebook 
advertising and now they’re both largely unavailable or not performing well. The vast majority of 
96% iOS users are opting out of tracking. This means data collection will be reduced and your 
retargeting audiences are going to be a lot smaller. Additionally, lookalike audiences that are 
based on a data source—pixel conversions such as purchases or leads—aren’t being tracked 
correctly anymore. IG and Meta Shops are bridging the data gap so opt, even its just 5% of budget.

Reporting: Advertisers have relied on Facebook pixel conversion metrics like ROAS and CPA to 
determine the success of their campaigns. With the release of iOS 14.5, most advertisers have 
seen wild inaccuracies in these metrics. 
■ The Private Click Measurement (PCM) will create a three-day delay in attribution data for 

iOS 14.5 users. 
■ This causes advertisers to see fewer reported conversions with the Facebook Ads Manager, 

skewing their data. “Facebook used to capture around 95% of the sales data from clients. In one 
case now, there is a 57% gap between sales seen on Shopify and what Facebook is reporting.”

Optimization: We advertisers have relied on the algorithm to help optimize campaigns. We feed 
the algorithm data, conversions from your ads, and it automatically serves ads to people who 
match those who’ve already converted. With the new updates, you will have already seen that this 
is no longer the case. 
■ This will significantly affect smaller advertisers who don’t have lots of data points from large 

budgets.

https://dmanc.org/
https://dmanc.org/


CERTIFICATION WORKSHOP 15© Copyright 2024 – The Direct Marketing Association of Northern California. All rights reserved. dmanc.org

1 / 7 / Day - Attribution Reporting

Monday ThursdayWednesday FridayTuesday

A - Views/Clicks  Ad A - Purchases

Saturday

10 Purchases 7 Purchases 9 Purchases 8 Purchases12 Purchases 9 Purchases

15 Purchases 10 Purchases 12 Purchases 17 Purchases 11 Purchases 12 Purchases

https://dmanc.org/
https://dmanc.org/
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HOW FB GROUPS AUDIENCES – REACH, WEBSITE TRAFFIC, 
VIDEO VIEW, CONVERSIONS 

Facebook knows what kind of user you are and buckets you into various groups for targeting. For 
example, how many of you receive App Install ads or gaming App Installs ads? Exactly!

Facebook buckets users into 4 main groups.

■ Those who browse and scroll through their feed but don’t click to website or purchase (Frequency + 
Reach). Only for MAJOR brands! Low CPM’s

■ The “clickers” (Website Traffic) while traffic contains cheap CPM’s/website traffic the quality very 
POOR and must be checked via “time on site/bounce rate” metrics.

■ Users who watch videos for hours FB Watch/IG Explore (Video Views). Focus on metrics like Stop 
Rate, Average Watch Time, & Video Watch Rate Retention

■ The holy grail, the buyers!!! (Conversions). Right person, Right Place Right Time

https://dmanc.org/
https://dmanc.org/
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HOW FB GROUPS AUDIENCES – REACH, CLICKS (TRAFFIC), VIDEOS 
VIEWS, CONVERSIONS

https://dmanc.org/
https://dmanc.org/
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HOW TIKTOK GROUPS AUDIENCES  – REACH, CLICKS (TRAFFIC), 
VIDEO VIEWS, CONVERSIONS

https://dmanc.org/
https://dmanc.org/
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Meta AUDIENCES BUILDING:

Customer Lists + CRM:
▪ Upload lists of customers to retarget for retention campaigns 

or create Lookalike audiences.

Engagement:
▪ Users who watch video ads, stop scrolling for 2 seconds, visit 

Facebook or Instagram page.

Behaviors + Interests:
▪ Target shopping behaviors (luxury goods buyers) to parents 

with children of various ages, to competitor brands and 
Facebook Pages.

Trending + Viral Moments:
▪ See next slide

Lookalikes:
▪ The system leverages information such as demographics, 

interests and behaviors from your source audience to find 
new people who share similar qualities. When you use a 
lookalike audience, your ad is delivered to that audience of 
people who are similar to (or "look like") your existing 
customers.

https://dmanc.org/
https://dmanc.org/
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TikTok AUDIENCES BUILDING:

Customer Lists + CRM:
▪ Upload lists of customers to retarget for retention campaigns 

or create Lookalike audiences.

Engagement:
▪ Users who watch video ads, stop scrolling for 2 seconds, 

visited TikTok page.*Ad Set and Ad Level

Behaviors + Interests:
▪ Target shopping behaviors (luxury goods buyers) to parents 

with children of various ages, to competitor brands and 
Facebook Pages.

▪ Watched Videos or Followed Creator of specific verticals like 
beauty or sports.

Lookalikes:
▪ The system leverages information such as demographics, 

interests and behaviors from your source audience to find 
new people who share similar qualities. When you use a 
lookalike audience, your ad is delivered to that audience of 
people who are similar to (or "look like") your existing 
customers.

https://dmanc.org/
https://dmanc.org/
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AUDIENCES BUILDING: FINDING NEW CUSTOMERS/AUDIENCES

Audience targeting has gone through many iterations. B2B focuses more on exclusions and using the 
creative to guide the algorithm to target the ideal audience.

▪ *Targeting expansion

▪ Broad Audience – most common and recommended, includes excluding website visitors, 
customers, and other audience segments

▪ 1% VIP Lookalikes or value-based Lookalikes

▪ Behaviors – Targeting Admins

▪ Trending themes unrelated to product or brand like “NYC Fashion Week” Viral Moments -
Ruth Bader Ginsburg, GME, Meghan Markle - *No longer being updated

▪ Shopify Audiences – Test!

▪ Shared audiences from similar brands or 

▪ 3rd party audience brokers

▪ TikTok – Income, High Spending Power, Video, Creator, & Hashtag Interactions

https://dmanc.org/
https://dmanc.org/
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AUDIENCES BUILDING: B2B AUDIENCE TARGETING STRATEGIES

https://dmanc.org/
https://dmanc.org/
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PROSPECTING + CREATIVE TESTING SETUP + MANAGEMENT
Prospecting 

Creative Testing > Run Off > Iterations > Top Performers > Fatigue + Cost Cap (Press REPEAT)Campaign 

Ad Set 

Ad 

Creative Testing - 1

1    2 3 4

Creative Testing - 1 -
Run Off 1

1 2 3 4

Winner 
Ad - 2 

Creative Testing - 1 -
Iteration 1

Top Performers > 
BAU - 1

Top Performers > 
BAU - 2

1 2 3 4 1 2 3 4

Transfer via Page Post method for Run Offs and BAU Advantage+ / CBO Ad Sets

Iterations - Create 4+ variations for testing

Advantage+ or CBO

2.1 2.2 2.3 2.4

Creative Testing #1 -
Run Off  2

1 2 3 4

Creative Testing #1 -
Iteration 2

2.1 2.2 2.3 2.4

Ad Name System
■ Ad - # - Media Type - details (grid, unboxing, 

hook, etc) - length - status
■ Ad - 1 - Video - Unboxing-Hook-3 Reasons Why 

- 30s - Iteration - 1   

Audience Exclusion List
■ All Customers - All Time
■ Website Visitors - 30 Days   
■ Engaged Instagram or Facebook - 90 Days 

Increase Daily Budget by 20%

https://dmanc.org/
https://dmanc.org/
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CREATIVE TESTING – RUN OFF PROCESS

New Creative

Prospecting - Testing

Business Name

Broad Audience: Test 1

Winner 
Ad - A

CPA - $5 

Winner 
Ad - A

Iteration 

Ad - A
CPA - $5 

Ad - D
CPA - $7 

Ad - B
CPA - $9 

Ad - C
CPA - $8 

New Creative

Prospecting - Testing

Business Name

Broad Audience: Test 1 - Run Off

Ad - B
CPA - $9 

Ad - C
CPA - $8 

Ad - D
CPA - $7 B + C + D = Run Off

Scale + BAU + Iterate

Account Level 

Campaign Level

Ad Set Level

Ad Level

■ Before pausing an Ad, confirm a mixture 
of the following, spend 1x cost per 
purchase goal, minimum 100 website 
clicks or 2,500 Reach, Cost Per Add To 
Cart 2x more than most efficient ad

https://dmanc.org/
https://dmanc.org/
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PAID SOCIAL | CREATIVE TESTING – RUN OFF PROCESS

Setup Methodology
▪ Test new creative using your top performing prospecting or broad audience. The thinking here is 

that if it doesn’t work here, it won’t work at all.

▪ Losers get shut off; winners are graduated into “Top Performers” campaigns using Page Post ID.

▪ Top Performers campaigns contain only the winning evergreen testing ads. Ad Sets within each 
Top Performers campaign leverage top stacked audiences (mainly Broad Audience).

▪ Before pausing an Ad, confirm spend 1x cost per purchase goal, minimum 100 website clicks or 
2,500 Reach, Cost Per Add To Cart 2x more than most efficient ad. 

https://dmanc.org/
https://dmanc.org/
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RETENTION – CAMPAIGN STRUCTURE

Setup Methodology

▪ Segment customers into various 
cohorts based on various data points. 
Time since last purchase, # of 
purchases, type of product purchased, 
time of year, likely to purchase next, 
product release.

▪ The plan is to run both Conversion and 
DPA/Catalog campaigns. Likely 
scenario based on CPA and ROAS 
performance.

▪ New cohorts are created via Klayvio or 
Shopify Data

BOF / Retention Campaign (Conversion + DPA)

Ad Account

Creative CreativeCreative Creative

Account Level 

Campaign Level

Ad Set Level 
Audience

Ad Level

Active VIPIdle Churned

Seasonal 
Collection Holiday’sProduct SALEAd Set Level 

Audience

https://dmanc.org/
https://dmanc.org/
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BLACK FRIDAY CAMPAIGN STRUCTURE 

Full Funnel – ABO Campaign 

Ad Set 

Ad 

All Customers - All Time -
150,700

1 2 3 4

Engaged IG + FB  - 365 
Days

Website Visitors - 180 
Days

No Orders All Time for 
(Klaviyo) - 229,900

Increase Daily Budget by 20% - Every 3 hours

Purchased Once Not Last 
6 Months + Did Not Open 

Email Last 6 Mon 

Avantage/DPA

Engaged IG + FB  - 365 
Days - Cost Cap - 5x daily 

budget

Duplicate Top Performing Ad Sets w/ Cost Cap option 5x daily budget, keep close eye. Make sure to duplicate ads via Page Post method

Placed Order At Least 
Once - Not Engaged for 

Email 

https://dmanc.org/
https://dmanc.org/
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WHAT IS INFLUENCER WHITELISTING / DARK POSTS / SPARK ADS?

▪ Influencer Whitelisting, Dark Post, or 
Spark Ads for TikTok is a modern method 
of advertising through an influencer’s 
FB/IG and TikTok page or handles.

▪ Instead of delivering an ad from your 
FB/Instagram/TikTok page, you sync a 
influencers FB/IG/TikTok page to your ad 
account (to control the ad spend + 
targeting) and serve ads to your 
audience from their personal account.

▪ In return, this helps build trust + 
credibility and typically increases 
audience engagement. 30% increase in 
conversion rates.

https://dmanc.org/
https://dmanc.org/
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WHAT IS INFLUENCER SPARK ADS?

https://dmanc.org/
https://dmanc.org/
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WHAT IS INFLUENCER WHITELISTING / DARK POSTS?

https://dmanc.org/
https://dmanc.org/
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WHITELISTING / DARK POSTS / BRAND CONTENT (BCA)?

Dark Ads Whitelisting Ads Brand Content

https://dmanc.org/
https://dmanc.org/
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EDITORIAL WHITELISTING – WHAT’S THAT?

https://dmanc.org/
https://dmanc.org/
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PAID SOCIAL | STRUCTURE FOR CREATOR CAMPAIGNS 

Setup Methodology

▪ Test brand handle vs. influencer handles 
using the the top performing prospecting 
audience.

▪ Top performing ad with brand handle 
(control) vs. brand handle with influencer, 
vs. influencer handle with influencer 
creative.

▪ Before pausing an Ad, confirm spend 1x 
cost per purchase goal, minimum 100 
website clicks or 1,500 impressions, Cost 
Per Add To Cart 2x more then most 
efficient ad. 

Prospecting Influencer

Ad Account

Influencer
Creative

Influencer
Creative

Account Level 

Campaign Level

Ad Set Level 

Ad Level

Top Prospecting Audience Top Prospecting Audience

Brand Handle Influencer HandleHandle

https://dmanc.org/
https://dmanc.org/
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REPORTING/METRICS ANALYSIS + CUSTOM METRIC – “STOP RATE” 

■ Budget

■ Budget Remaining

■ Amount Spent

■ Cost per Purchase

■ ROAS – Return on Ad Spend

■ Purchases

■ *AOV – Average Order Value

■ *Conversion Rate

■ Cost per Add To Cart

■ *Stop Rate! (Video only) 3 second 
video views / impressions

■ *Hook Rate - 3 second video views / Video Plays

■ CTR – Click Through Rate (Unique + Outbound)

■ Click - Website Visitors (Unique + Outbound)

■ Cost Per Link Click – (Unique + Outbound)

■ CPM + CPM-R

■ Reach

■ Frequency

■ Attribution Setting

■ Preview Link – Ad Level 

■ Add To Cart to Purchase Ratio

■ *Cost Per Result (Purchase/Cart/Checkout)

https://dmanc.org/
https://dmanc.org/
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Reporting Dashboard (Google Sheets/Looker/etc)

■ Budget

■ Reporting Dashboard (Google 
Sheets/Looker/etc)

■ Daily revenue / CAC MER / Engine ROAS + 
pROAS

■ Revenue / Orders by new customers vs 
returning customers 

■ Daily orders Daily items sold (which is not the 
same as orders) 

■ AOV 

■ CVRs by landing page 

■ Funnel metrics that show total sessions > to 
add to cart > to checkout metrics

■ The top 5 most visited URLs 

■ Revenue per session 

■ Page views 

■ Percentage of new sessions

■ Individual channel ad spend vs individual channel 
revenue 

■ Top SKUs sold 

■ Current shipping costs

■ Daily top ad creatives (+ their spend, CPA, and 
RoAS)

■ Revenue by email and SMS 

■ Open rates and click through rates for email and 
SMS

https://dmanc.org/
https://dmanc.org/
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REPORTING/METRICS ANALYSIS + CUSTOM METRICS

■ Stop Rate - Meta - ( 3 sec Video Views / Impressions)

■ Stop Rate - TikTok - (2 sec, 6 sec Video Views / Impressions)

■ Thumbnail Rate - (Video Plays / Impressions)

■ Hook-25% Video Retention - Meta - (Video Plays at 25% / 3-second Video Plays)

■ Hook-50% Video Retention - Meta - (Video Plays at 50% / 3-second Video Plays)

■ Hold Rate - Meta - (Thru Plays / 3-second Video Plays)

■ Thruplay CTR - Meta - (Outbound Clicks / Thru plays) * 100

■ Average Watch Time

■ CTR - Meta - (Unique Outbound Clicks)

■ Conversion Rate - Meta - (Purchases / Unique Outbound Clicks)

■ *Thumb Stop Click Rate - (Clicks / 2 sec or 6 sec Video Views) 

■ *Contribution Margin - (Purchase Conversion Value *0.7) - Amount Spent)

https://dmanc.org/
https://dmanc.org/
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REPORTING/METRICS ANALYSIS + CUSTOM METRICS

TikTok Department

Contribution Margin is a crucial metric for direct-to-consumer (DTC) brands, providing a 
clearer picture of profitability than Return on Ad Spend (ROAS) or Cost per Purchase alone. 
It represents the revenue remaining after deducting variable expenses, helping to cover 
fixed costs. Key aspects include:

Fixed vs. Variable Costs: Fixed costs (e.g., rent) remain unchanged regardless of sales, 
whereas variable costs (like transaction fees) fluctuate with revenue.

Marketing Importance: Contribution margin, which includes variable costs, is crucial for 
scaling ad campaigns effectively and avoiding financial loss, a risk when focusing solely on 
ROAS.

Gross Profit and Margin Relevance: Marketers need to work with finance teams to 
understand how Gross Profit and Gross Margin impact profitability, especially when 
considering promotions and discounts.

Strategy in Marketing: Marketers should focus on product selection and promotional 
strategies to enhance Average Order Value (AOV), as they cannot influence fixed costs.

Calculating Contribution Margin: This requires collaboration with finance teams to 
comprehend Variable Expenses and to model different scenarios based on Customer 
Acquisition Cost (CAC) and AOV.

Ad Strategy Application: The contribution margin is used to identify ads that are scalable 
over time, effectively turning each ad into a productive sales agent.

https://dmanc.org/
https://dmanc.org/
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META + TIKTOK PLATFORM BUILDOUT

Ad Set Level – Naming 

■ Prospecting: Audience Detail – Date - Size

■ Prospecting: Audience Detail – Date - Size

■ *Prospecting: Audience Detail – Date - Size

■ Remarketing: Audience Detail – Date - Size

■ Remarketing: Audience Detail – Date - Size

■ Retention: Audience Detail – Date - Size

https://dmanc.org/
https://dmanc.org/
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META + TIKTOK PLATFORM BUILDOUT 

https://dmanc.org/
https://dmanc.org/
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META + TIKTOK NAMING CONVENTIONS 

Campaign Level – Naming 

■ Prospecting – BAU – Conversions

■ Prospecting – Creative Testing – Conversions

■ *Prospecting – Social Engagers - Conversions 

■ Remarketing – Conversions 

■ Remarketing – Conversions - DPA

■ Retention – Conversions

Ad Set Level – Naming 

■ Prospecting: Audience Detail – Date 

■ Prospecting: Audience Detail – Date 

■ *Prospecting: Audience Detail – Date - Size

■ Remarketing: Audience Detail – Date - Size

■ Remarketing: Audience Detail – Date - Size

■ Retention: Audience Detail – Date - Size

Ad Level – Naming 
■ Ad - 1 – Video or Static – description of video

https://dmanc.org/
https://dmanc.org/
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TABLE OF CONTENTS
The History & Evolution of Performance Creative (ads) 
on Paid Social.
▪ Reviewing the Top Performing Ads 
▪ Why User-Generated Content is the best thing to happen to 

advertising and why it’s here to stay.
▪ What is Crossover Creative?
▪ Creative Metrics 101
▪ Top 10 Crossover Creative Hooks Ads
▪ The Hook & Questionnaire List

Getting Started with Ad Creation & Script Writing 
▪ Research Method + ChatGPT
▪ Formula - Educate, Demonstrate, Inform, and Entertain” (E.D.I.E) 
▪ Formula - 3 Reasons To Buy
▪ Script Building – Basic Version (Creator Edition)
▪ Script Building – Advanced Version
▪ Video Ad Lengths, Dimensions, Safe Zones, & FAQ’s

Creative Testing Process Best Practices.
▪ Creative Testing Campaign / Ad Set Structure
▪ How much budget should be allocated to creative testing

Creative Testing Process Best Practices. (cont.)
▪ When to pause or continue iterating on an ad showing promise 
▪ Run Off Test

Measuring Creative Success & Failure.
▪ How to interpret creative metrics and create actionable insights
▪ Why the first 3 seconds are so important in your ad creatives. 

Stop Rate!!
▪ Thumbnail / Video Cover Image Testing

Iteration Process & Avoiding Ad Fatigue.
▪ Explain Unicorn – Mini-Unicorn Process.
▪ Examples of using the Creative Playbook to create Iteration of 

top performing ads or ads that are close to the KPI goal.
▪ Iteration Best Practices.
▪ What is Ad Fatigue and how its measured?

How to get started with User-Generated Content.
▪ Which services to use for UGC, and what to look for in a content 

creator + video content editors 
▪ Should you be looking at a creator marketplace or should you 

find creators on your own?
▪ META + TikTok Creative Ad Library

https://dmanc.org/
https://dmanc.org/
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CALENDAR OF UPCOMING WORKSHOPS

■ See a full list of upcoming live online and all recorded workshops:
https://dmanc.org/digital-marketing-certification-workshops/

https://dmanc.org/
https://dmanc.org/
https://dmanc.org/digital-marketing-certification-workshops/
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WE WANT YOUR FEEDBACK

■ Your feedback is very important to us.

■ We look at each survey and use the input to improve the class 
and plan future workshops.

■ We value your time, so we’ll send you a $10.00 Amazon eGift 
card as a thank you for completing the survey.

■ Your Amazon eGift card will come from gc-
orders@gc.email.amazon.com (please whitelist). If you don’t see 
it check Junk/Spam folders or contact us using the DMAnc.org 
website Contact Form.

https://dmanc.org/
https://dmanc.org/
mailto:gc-orders@gc.email.amazon.com
mailto:gc-orders@gc.email.amazon.com
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CONTACT US

Instructor Name

■ Email: Jake@creativeanalytics.cc

■ X (formerly Twitter): @JakeMehani 

■ LinkedIn: Jake Mehani

■ Slack Group for Office Hours + Q&A: Send request to JakobMehani@gmail.com

■ Send follow-up questions and I’ll reply.

Laurie Beasley

■ Email: lbeasley@beasleydirect.com

■ Twitter: @BeasleyDirect

■ LinkedIn: linkedin.com/company/beasley-direct-and-online-marketing/

https://dmanc.org/
https://dmanc.org/
https://twitter.com/JakeMehani/status/600791329262739456
https://www.linkedin.com/in/jake-mehani-1a200919/
https://twitter.com/beasleydirect
https://twitter.com/beasleydirect
https://linkedin.com/company/beasley-direct-and-online-marketing/
https://linkedin.com/company/beasley-direct-and-online-marketing/
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