
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 AI 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 likely 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
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Typical Remarketing Setup…

Same Ad, Optimization and Creatives for Everyone?
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A Better Remarketing Setup…

Lets take control!

For Each Segment… We Decide (and optimize)

Recency
Behaviour
Placement

Budget
Delivery Optimization
Creative
Frequency
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A Better Remarketing Setup…

Lets take control!

For Each Segment… We Decide (and optimize)

Recency
Behaviour
Placement

Budget
Delivery Optimization
Creative
Frequency

http://bit.ly/spashmore
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Segment: Recency

Recency

0-3 Days

4-14 Days

15-30 Days
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Segment: Recency

Recency

0-3 Days

4-14 Days

15-30 Days
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Segment: Recency

Recency

0-3 Days

4-14 Days

15-30 Days

Go for as small 
as possible!
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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 

Purchased
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Segment: Behaviour

Behaviour

Not interested 

Viewed Product 

Added to Cart 

Purchased
Best ROAS
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Segment: Placement

Placement

Desktop News Feed

Desktop Right Hand Side

Mobile News Feed

Instagram
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Segment: Placement

Placement

Desktop

RH

Mobile

Insta
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Segment: Placement

Placement

Desktop

RH

Mobile

Insta

Largest # Of 
Conv
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Segment: Placement

Placement

Desktop

RH

Mobile

Insta

Surprising 
Results
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Segment: Creative to Match Placement

Placement

Desktop

RH

Mobile

Insta

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

Placement

Desktop

RH

Mobile

Insta

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

Placement Ad Type

Desktop Carousel

RH Single Product

Mobile Carousel, Collection

Insta Carousel, Collection

Recommended Ad Type
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Segment: Placement

Placement Ad Type

Desktop Carousel

RH Single Product

Mobile Carousel, Collection

Insta Carousel, Collection

Great
Results

Recommended Ad Type
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Collection

Use Dynamic 
Video
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Let’s Take Control
Optimize By Recency
Recency Optimize Delivery Budget / Freq * Creative

0-3d Impressions or Link Clicks 4 Short, Hard Sell
Strongest USP

4-14d Link Clicks, Landing Page 
Views,  or Conversions

2 - 4 Longer
Secondary Benefits

15-30d Conversions 2 – 4 Special Offer
Strongest USP

* Adjust budget to achieve desired ROAS & Freq Target

Placement Budget / Freq * Creative

RH Placement 10-20 Very Short
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A Sample of the Segments (Adsets)
Recency Behaviour Placement Delivery Opt

0-3d Aban.Cart Desktop Impressions

0-3d Aban.Cart Mobile Impressions

0-3d Aban.Cart RH Impressions

0-3d Aban.Cart Desktop Impressions

4-14d Aban.Cart Desktop Link Clicks

4-14d Aban.Cart Mobile Link Clicks

4-14d Aban.Cart RH Link Clicks

4-14d Aban.Cart Desktop Link Clicks

15-30d Aban.Cart Desktop Conversions

15-30d Aban.Cart Mobile Conversions

15-30d Aban.Cart RH Conversions

15-30d Aban.Cart Desktop Conversions

Recency Behaviour Placement Delivery Opt

0-3d Viewed Product Desktop Impressions

0-3d Viewed Product Mobile Impressions

0-3d Viewed Product RH Impressions

0-3d Viewed Product Desktop Impressions

4-14d Viewed Product Desktop Link Clicks

4-14d Viewed Product Mobile Link Clicks

4-14d Viewed Product RH Link Clicks

4-14d Viewed Product Desktop Link Clicks

15-30d Viewed Product Desktop Conversions

15-30d Viewed Product Mobile Conversions

15-30d Viewed Product RH Conversions

15-30d Viewed Product Desktop Conversions
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Recency Behaviour Placement Delivery Opt

0-3d Viewed Product Desktop Impressions

0-3d Viewed Product Mobile Impressions

0-3d Viewed Product RH Impressions

0-3d Viewed Product Desktop Impressions

4-14d Viewed Product Desktop Link Clicks

4-14d Viewed Product Mobile Link Clicks

4-14d Viewed Product RH Link Clicks

4-14d Viewed Product Desktop Link Clicks

15-30d Viewed Product Desktop Conversions

15-30d Viewed Product Mobile Conversions

15-30d Viewed Product RH Conversions

15-30d Viewed Product Desktop Conversions

Recency Behaviour Placement Delivery Opt

0-3d Cart Desktop Impressions

0-3d Cart Mobile Impressions

0-3d Cart RH Impressions

0-3d Cart Desktop Impressions

4-14d Cart Desktop Link Clicks

4-14d Cart Mobile Link Clicks

4-14d Cart RH Link Clicks

4-14d Cart Desktop Link Clicks

15-30d Cart Desktop Conversions

15-30d Cart Mobile Conversions

15-30d Cart RH Conversions

15-30d Cart Desktop Conversions

How it looks in Facebook…
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Avoid Audience Overlaps
(It is Critical! Or they would compromise the structure!)
Audience Include Exclude

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 Product 14d 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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Audience Include Exclude

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 Product 14d 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

Avoid Overlaps
(They would compromise the structure)
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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 14d Product View 30d

Audience Include Exclude

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

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

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

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

Audience Include Exclude

15-30d Viewed a Product Viewed a Product30d Viewed a Product 14d
Added to Cart 30d
Purchasers 30d
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If not enough Traffic (yet) or CR is low…
Recency Behaviour Placement Delivery Opt

0-7d Viewed 
Product

Desktop Link Clicks

0-7d Viewed 
Product

Mobile Link Clicks

0-7d Viewed 
Product

RH Link Clicks

0-7d Viewed 
Product

Desktop Link Clicks

4-14d Viewed 
Product

All Conversions

15-30d Viewed 
Product

All Conversions

Most recent is key
Target viewed products, don’t 
exclude add to cart (they are in 
viewed products)

Merge & Simplify
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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

• Brand USP

• Brand Reviews (Especially 3rd party)

• Brand Warranties / Guarantees

• Product and Category USP

• Product and Category Benefits

• Product Reviews (Especially 3rd party & 
Controversial)

• Ads that address objections and 
obstacles head on

• Evergreen Content (Blog Articles)
• Product Comparisons
• Product / brand story
• Product awareness
• Etc.

• Promotions

• Past Customers?
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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”) 

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

• Ads relevant to the stage of the funnel.
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Remarketing
Similar Principles Apply…  Segment…
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2+2 = 5 …
1 Key Product, 6 Remarketing campaigns segmented (in addition to PLA, brand, category, etc. campaigns)
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What Works in FB often does in the GDN 
(And Vice-Versa! Remarketing & Prospecting)

Just use a landing page for the “long copy”
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