FB Remarketing

Segmentation Strategies for maximum Revenue & ROAS
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Prediction

We target an audiences because what we know from them helps us
predict the likelihood of a conversion..
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Recency + Behaviour

One of the greatest predictors of future behaviour is...

“past behaviour”

especially, the RECENCY of that past behaviour.
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Cold, Large Audience

When we target a large, cold audience, we don’t really know what
they did last, and when.

Facebook does!

Thus, we can rely on Facebook algorithm to optimize the targeting.

It uses Al and it knows a lot about the prospects.
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Warm, Small Audiences

When we target smaller warmer audiences, like site visitors, we know what they
did and when.

Their behaviour is a strong signal of their level of intent and likelihood of
conversion.

The audience has already taken a step in the funnel, are more aware of the

brand, and are more like y to convert (due to consistency, commitment, familiarity and other
emotional triggers)

Therefore we can segment and take more control of the targeting to
get better results - more sales and better ROAS.
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Typical Remarketing Setup...

All Visitors + Optimize for Conversions

Ad Set Name - A Included Custom Audiences

@ Rem ALL Site Visitors 60 Days « Site Visitors - 60 Days

Optimization & Delivery

Optimization for Ad Delivery @ Conversions v

Excluded Custom Audiences

« Furchasers
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Typical Remarketing Setup...

Same Ad, Optimization and Creatives for Everyone?

Ad Set Name - A Included Custom Audiences Excluded Custom Audiences

@ Rem ALL Sitevi ' « Site Visitors - 60 Days « Purchasers

Optimization & De

Optimization fof elivery € Conversions w
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A Better Remarketing Setup...

Lets take control!

For Each Segment... |We Decide (and optimize)

Recency Budget
Behaviour Delivery Optimization
Placement Creative

Frequency
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A Better Remarketing Setup...

Lets take control!

For Each Segment... |We Decide (and optimize)

Recency Budget
Behaviour Delivery Optimization
Placement Creative

Frequency

-{ http://bit.ly/spashmore]
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Segment: Recency

0-3 Days
4-14 Days
15-30 Days
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Segment: Recency

0-3 Days -

4-14 Days
15-30 Days

PPCsniper.com .au



Segment: Recency

0-3 Days - Go for as small

4-14 Days as possible!
15-30 Days
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Segment: Behaviour

Not interested
Viewed Product
Added to Cart
Purchased
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Segment: Behaviour

Behaviour

Not interested
Viewed Product
Added to Cart
Purchased
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Segment: Behaviour

Behaviour

Not interested
Viewed Product

Added to Cart - Best ROAS

Purchased
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Segment: Placement

Desktop News Feed
Desktop Right Hand Side

Mobile News Feed
Instagram
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Segment: Placement

Desktop
RH

Mobile
Insta
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Segment: Placement

Desktop
RH
Mobile _ Largest # Of

Insta Conv
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Segment: Placement

Desktop
RH _ Surprising
Mobile Results

Insta
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Segment: Creative to Match Placement

AdName @  Abandoned Cart 14-21d, Right (¢) 2 Ad Preview @O 10f1 A

Placement

Products 1 of 5 Sample
Identity

D e s I(to p Desktop Right Column w 1

Facebook Page
“Your Facebook Page represents your busingss in ads.

R H 42 Pool & Spa Warehouse = -

. -
Mobile
o (MM Ad with an image Onga PPP1100
? poolandspawarehouse.com.au
I n st a MBI  Ad with multiple images in a carousel (Recommended) Take 5% OFF today with coupon code "FES". In
) Show multiple images for the same price. Learn more Stock, Same Day Dispatch.

Collection

Refresh preview = Report a problem with this preview

Make sure the creative format matches the placement!
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Segment: Placement

laenurty

Instagram

Facebook Page

Your Facebook Page or Instagram account represents your business in 'S gool-aﬂgfpa-war&hﬁuse ves
PONSo

ads.

Placement

‘3 Pool & Spa Warehouse =

Instagram Account €

Select an Instagram account to represent your business in your
e s ( o p Instagram ad. To manage available Instagram accounts, contact your

Business Manager admin.

R H 9 pool.and.spa.warehouse <

Creative

Mobile -

HEl Ad with multiple images in a carousel (Recommended)

I n st a Show mulfiple images for the same price. Learn more
N o B Cotcction

Feature a collection of items that open into a fullscreen mobile
experience. Learn more.

Ad with an image

Customize Your Instant Experience

ollection includes an Instant Experience that opens whe
nieracts with your ad. Us

atalnn nat now rictamare  intradoea vnor lrand - nr anecnnra,

Make sure the creative format matches the placement!

%]

s
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Segment: Placement
Recommended Ad Type

Ad Type

Desktop
RH

Mobile
Insta

Carousel

Single Product
Carousel, Collection
Carousel, Collection

PPCsniper.com .au



Segment: Placement

Recommended Ad Type
Desktop Carousel
RH Single Product
Mobile Carousel, Collection Great
Insta Carousel, Collection Results

-l
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Collection

Edit Instant Experience
Product v Instagram

Catalog @

@ This ad uses the catalog you selected for this
campaign. To use a different catalog, edit your
campaign.

s o o

||
Products will be chosen and sections will be arranged in a different
order for each person based on what's most relevant to them.

Product Set ©

|
VI d e o All Products 2 046

Cover Video or Image

éaf

-EJ|1Skim -L

Dynamic Video w

Products from All Products @
=38 Customization Options

Automatically group into relevant sections @ ()
This option only applies to ads on Facebook.

- = S 5

Edit secfion titles
Include discount section @ C)

Show Advanced Options *
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Let’s Take Control
Optimize By Recency

0-3d Impressions or Link Clicks Short, Hard Sell
Strongest USP
4-14d Link Clicks, Landing Page 2-4 Longer
Views, or Conversions Secondary Benefits
15-30d Conversions 2-4 Special Offer
Strongest USP
RH Placement  10-20 Very Short

* Adjust budget to achieve desired ROAS & Freq Target
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A Sample of the Segments (Adsets)

0-3d
0-3d
0-3d
0-3d
4-14d
4-14d
4-14d
4-14d
15-30d
15-30d
15-30d
15-30d

Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart
Aban.Cart

Desktop
Mobile
RH
Desktop
Desktop
Mobile
RH
Desktop
Desktop
Mobile
RH
Desktop

Impressions
Impressions
Impressions
Impressions
Link Clicks
Link Clicks
Link Clicks
Link Clicks
Conversions
Conversions
Conversions

Conversions

0-3d
0-3d
0-3d
0-3d
4-14d
4-14d
4-14d
4-14d
15-30d
15-30d
15-30d
15-30d

Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product
Viewed Product

Viewed Product

Desktop
Mobile
RH
Desktop
Desktop
Mobile
RH
Desktop
Desktop
Mobile
RH
Desktop

Impressions
Impressions
Impressions
Impressions
Link Clicks
Link Clicks
Link Clicks
Link Clicks
Conversions
Conversions
Conversions

Conversions
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Ad Set Name

Abandoned Cart 0-3d, Desktop (Ic)

Abandoned Cart 0-3d, Mobile (Ic)

Abandoned Cart 0-3d, Right {Ic)

Abandoned Cart 14-21d, Desktop (c) #*

AlView Chars #*Edit (W Duplicate

Abandoned Cart 14-21d, Mobile (c)

Abandoned Cart 14-21d, Right (c)

Abandoned Cart 4-13d, Deskiop (c)

Abandoned Cart 4-13d, Mobile (c)

Abandoned Cart 4-13d, Right (c)

Viewed Product 0-3d, Desktop (Ic)

Viewed Product 0-3d, Mobile (Ic)

Viewed Product 0-3d, Right (Ic)

Delivery

@ Active
Initial leaming complete

@ Active
Initial leaming complete

@ Active
Initial leaming complete

@ Active
Initial leaming complete

@ Active

Initial leaming complete

@ Active
Initial learning complete

@ Active
Initial learning complete

@ Active
Initial leaming complete

@ Active
Initial leaming complete

@ Active

Initial leaming complete

@ Active

Initial leaming complete

@ Active

Initial leaming complete

Website
Content Views

107

594

54

74

306

95

i

234

189

1.0m

2710

687

Website Adds
to Cart

28

83

16

34

16

33

34

59

62

25

How it looks in Facebook...

Website
Purchases

12

20

14

Website Leads

16

16

22

13

Results

12
Purchases

20
Purchases

3
Purchases

5
Purchases

7
Purchases

3

Purchases

2

Purchases

0y
Purchases

"
Purchases

9
Purchases

14
Purchases

6

Purchases

Reach

332

1,769

350

829

2,205

1,191

729

1,680

1,248

3,136

10,046

4,667

Frequency

2.40

2.46

4.63

4.64

3.56

16.28

345

2.60

1419

2.88

2.00

713
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Avoid Audience Overlaps

(It is Critical! Or they would compromise the structure!)

nudience  lincude locude

0-3d Cart Abandoners Added to Cart 3d Purchasers 30d

4-14d Cart Abandoners Added to Cart 14d Added to Cart 3d
Purchasers 30d

15-30d Cart Abandoners Added to Cart 30d Added to Cart 14d
Purchasers 30d

0-3d Viewed a Product Viewed a Product 3d Purchasers 30d
Added to Cart 3d

4-14d Viewed a Product Viewed a Product14d Viewed a Product 3d
Added to Cart 14d
Purchasers 30d

15-30d Viewed a Product Viewed a Product30d Viewed a Product 14d
Added to Cart 30d

Purchasers 30d
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Avoid Overlaps

(They would compromise the structu . ... ..o

15-30d Viewed a Product Viewed a Product30d

Promote All Products to a custom audience based on how pe

From All Products w

Included Audience Interactions

Product Viewed «
+ Add inclusion
But Not Purchased «

Added to cart -

Viewed «

In the last days

In the last 30 days ¥
In the last 30 days ¥
In the last 14 days ¥

Viewed a Product 14d
Added to Cart 30d
Purchasers 30d
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Avoid Audience Overlaps

How to visualize exclusions, examples

0-3d 4-14d 15-30d
Add to Cart 3d Add to Cart 14d Add to Cart 30d
Product View 3d Product View 14¢ Product View 30d

nudience  lincude /Ny |Eclude

4-14d Cart Abandoners Added to Cart 14d Added to Cart 3d
Purchasers 30d
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Avoid Audience Overlaps

How to visualize exclusions, examples

03d 414 daaiid

Add to Cart 3d Add to Cart 14d Add to Cart 30d

Product View 3d Product View 14d Product View 30d

nuience  incude Plocua, [/

15-30d Viewed a Product Viewed a Product30d Viewed a Prod act 14d
Added to Carc 30d
Purchasers 30d
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If not enough Traffic (yet) or CR is low...

0-7d

0-7d

0-7d

0-7d

4-14d

15-30d

Viewed
Product

Viewed
Product

Viewed
Product

Viewed
Product

Viewed
Product

Viewed
Product

Desktop

Mobile

RH

Desktop

All

All

Link Clicks

Link Clicks

Link Clicks

Link Clicks

Conversions

Conversions

Merge & Simplify

Most recent is key

Target viewed products, don’t
exclude add to cart (they are in
viewed products)
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Remarketing is Critical
and Larger than you think!

Don’t just do Dynamic Remarketing Product Ads!
At least cover the areas below. You will find that 2+2 =5

* Brand Story « Ads that address objections and
Brand USP obstacles head on

 Evergreen Content (Blog Articles)
* Product Comparisons
* Product / brand story

Product and Category USP * Product awareness
* Etc.

Brand Reviews (Especially 3" party)

Brand Warranties / Guarantees

Product and Category Benefits
* Promotions

Product Reviews (Especially 3" party &
Controversial) * Past Customers?

PPCsniper.com.au



Remarketing is Critical
and Larger than you think!

Don’t just do Dynamic Remarketing Product Ads!
At least cover the areas below. You will find that 2+2 =5

* Brand Story « Ads that address objections and
Brand USP obstacles head on

 Evergreen Content (Blog Articles)
* Product Comparisons
* Product / brand story

Product and Category USP * Product awareness
* Etc.

Brand Reviews (Especially 3" party)

Brand Warranties / Guarantees

Product and Category Benefits
* Promotions

Product Reviews (Especially 3" party &
Controversial) { Past Customers? J_
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Remarketing is Critical
and Larger than you think!

* All purchase decisions are emotional. The rational
reasoning is a mere excuse to justify it. ©

* People tell themselves their own stories about buying. (It
is about them, their world, their “before” and “after”)

e Give them more resources (ads), emotional and rational to
help them do it.

* Ads relevant to the stage of the funnel.

PPCsniper.com .au



Remarketing
Similar Principles Apply...

Ad Set Name

Satisfaction Guarantee - Abandoned Cart 3-30d

Satisfaction Guarantee - Viewed a Product 8-30d

Satisfaction Guarantee - Viewed a Product 0-7d

Satisfaction Guarantee - Abandoned Cart 0-7d

Results from 4 ad sets

Reach

2196

14,567

13,024

1,927

23,943
People

Website

Frequeni Purchases
Conversion

427 &53,065.00
259 $4,013.00
2.06 52.826.00
275 54,862 80

Ky | £14,756.80

Per Per... Total

Segment...

Website
Purchase
ROAS
ww Shop with confidence we
18.61 If for any reason you are simply not happy with
any product you purchase from us, you arg
more than welcome to return it to us for a refund

7.99
or exchange.
v/ Retumns are free
5.63 v We will cover shipping
W Itis easy!
32.60
11.20
Average

POOLANDSPAWAREHOUSE.CO_.

Happiness Guaranteed

Shop with confidence.
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2+2=5...

1 Key Product, 6 Remarketing campaigns segmented (in addition to PLA, brand, category, etc. campaigns)

Website

Campaign Name - Purchases
Conversion

Warm Traffic, L3, Zodiac CX20 Offer &7 42500
Warm Traffic, L3, fodiac CX20 Reviews, Page Fost &7 56880
Warm Traffic, L3, Zodiac CX20 Vid1 §3,803.02
Warm Traffic, L3, Zodiac CX20 Vid2 54 416.99
Warm Traffic, L3, Zodiac FX18 CX20 CX35 Exclusive Range \/ 51,528.00
Warm Traffic, L3, Zodiac FX18 CX20 CX35 Warranty & Exclusivity §15,166.01
Results from 6 campaigns £39,963.81

=

Website

Purchase

ROA =

12.58

6.99

2.0

10.42

312

20.62

8.62

Average

Ad Set Name

URL = Robotic Pool Cleaners, Review2, 30d

URL = Zodiac CX20, Review2, 30d

URL = Pool Cleaners, Review2, 30d

"| was a little nervous about buying this unit._ "

"The Zodiac CX20 Robotic Pool Cleaner well
and truly exceeded my expectations. | was a
little nervous about buying this unit as it was a
quarter to half the... More

FEEFO.COM

Best pricing, excellent LEARN MORE

communication and quic...

004

76 Comments 3 Shares
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What Works in FB often does in the GDN
(And Vice-Versa! Remarketing & Prospecting)

o  POOLEQUIFMENT - SPA EJUIFMENT - SPAREPARTS - ACCESSORIES - CHEMECALS - TOVS

Just use a landing page for the “long copy”

"The pump unit is usually the largest single user
of residential electricity” - energyrating.gov.au Ad Set Name

The typical pool pump takes about 30% of the
total bill - which is more electricity than what
your washing... Maore

ﬁniﬁ’ -ﬂ .\\i{:\\\“kh \}'\9\:‘\ \h‘\\
Engaged w/Page 30d (pp) Your pool pump is the single large
home.

(It doesn't have to be that way)

vpically takes about 30% of B nlal eledricly bil - which i mom than what your sashing machine, dothes dryer and dishwasher

ps ane also al tha center of neighbaur dispules becausa they are noisy. Ausiralia boasis the ward's highest

2 and pouncls ane Soaded with pocl pump noise-realied complaints

LnLa T U L T LU LI s

eyt e e = P :

P "’L-‘:* - ;;;—Tﬂ;#.-#r

Py e e A ;. .

-:-‘Jr:;:‘;’lﬂ"fﬁ#’ﬂ fp i ;\h g f "2 D00l pUME CAN be fhe aepest user of sisciinty In 8 bome”
- - s S .

YOUNRIgFEAy INgE. gov.au

“the pump unk IS useelly the jages singfe user of resioenfiay’ slecinictly™

o Wi snergyrating.gov.au

=5 one NouSEnoid ARSiancs Marcan BUmp Ao EoWer BINS By ooy MUNeS, WNCL! home GRTIANS raalsing JUs? how much sisctroly s being
useg.”
emih.oom.au

POOLANDSPAWAREHOUSE C._ on electricty + Be a good neighbour - Switch to an Energy Efficient Pump

Your pool pump is the

largest user of electricity o Ad group

7 Sawe batweaen 505 bo B0%. on elkecinciy.

0 Cac e By LS SUMeron bechnalogy. Howevar, thiny wil pay themsahes genanally

o during e weakend, but & s & smphs and sirsightioreand

DW= 39 56 Comments 13 Shares A E— 'Pool Pump

30d . ) eed help choosing a pool pump?
S tl-‘-e E r-lgle EPQES: L’SEI D_ e it ool pume will BRSNS ¥OU SN0y & Caan and inviting podl with 0w oparating and Mant@nancd cosls a5 wall 25 minimam

i . = MEncRs. In addton, thae right pume wil aSune al comMEananms in T Araban Syslom aoerate Comectly and last lngest. Far help
All Other electricity in your home ;

. 1|’I' IStDrS Sﬂlj 1g the bect cultabde pool pump for your pood ollok here
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