Meta

Meta is the company that owns Instagram and Facebook (plus WhatsApp). In advertising,
“Meta” usually refers to Meta Ads Manager—the tool you use to create, target, and track ads on
Instagram and Facebook. [T]

e Instagram Ads — a practical overview [T]

e Meta Pixel & Conversions APl (CAPI) — what they are (and why they matter) [TT]




Instagram Ads — a practical
overview []]

Instagram ads are paid placements (powered by Meta Ads Manager) that let you reach specific
audiences across Instagram (and optionally Facebook, Messenger, and the Audience Network
) to drive outcomes like awareness, traffic, leads, app installs, or purchases. You can run ads
from the Instagram app for simple boosts, but Meta Ads Manager is the standard for serious
targeting, testing, and measurement.

1) What you can achieve (common
goals)

1. Brand awareness & reach

e Maximize how many people see your message.
2. Traffic

e Send people to a website, landing page, or in-app destination.
3. Engagement

e Increase likes/comments, post engagement, or video views (depending on setup).
4. Leads

e Collect lead info using Instant Forms (native lead forms) or your site.
5. Sales / conversions

e Drive purchases and revenue on your website or app (typically via Pixel/CAPI).
6. App promotion

e Encourage installs and in-app actions.

Leads

Leads are potential customers who share their contact info (or otherwise show clear interest)
so you can follow up and try to convert them into buyers. [T]

Common examples:

1. Someone fills out a signup form (name/email/phone).



2. Someone submits an Instagram lead form (“Instant Form”) from your ad.
3. Someone messages you asking for a quote or consultation.
4. Someone books a call/appointment or requests pricing.

In ads, you’'ll often track cost per lead (CPL) = how much you paid, on average, for each
person who became a lead.

2) Where ads appear (placements)

Instagram offers multiple placements; you can let Meta choose (recommended early on) or select
manually:

Feed

Stories

Reels

Explore

Shop / Shopping surfaces (varies by region/account)
Profile and other surfaces (availability can change)
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Tip: Creative should be built for the placement—e.qg., vertical video for Stories/Reels,
square/vertical for Feed.

3) Core ad formats (creative types)

1. Image ads
e Simple, fast to produce; best with clear visual + strong headline.
2. Video ads
e Strong for attention and demonstration; often best-performing on Reels/Stories.
3. Carousel
e Multiple cards for features, steps, or product catalog browsing.
4. Collection / Instant Experience
e Mobile-first browsing; good for product discovery.
. Shopping / Catalog ads
e Pull from a product catalog (dynamic ads, retargeting, etc.).
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4) How targeting works []

Targeting is typically a blend of:

1. Core audiences

e Location, age, language, interests, behaviors (availability and granularity can vary).

2. Custom audiences

e People who interacted with your Instagram profile, ads, videos, website visitors (via

Pixel), customer lists, app users, etc.
3. Lookalike audiences

e People similar to your best customers/visitors (where available).

Best practice: Start broader than you think, then refine using performance data—overly narrow

targeting can inflate costs.

5) Budgeting & bidding (the
basics)

1. Budget types
e Daily budget: steady spend per day.

e Lifetime budget: spend across a scheduled period.
2. Bidding

e Often you’ll use automatic bidding (“lowest cost”) initially.

e Advanced setups can use cost controls (useful once you have stable conversion
data).

3. Learning phase

e New ad sets often need time and enough conversion events to stabilize
performance.

6) The campaign structure (Meta
Ads Manager)

Meta uses a three-level structure:



1. Campaign

e Choose your objective (e.g., Sales, Leads, Traffic).
2. Ad set

e Audience, placements, budget/schedule, optimization event (e.g., Purchase).
3. Ad

e Creative (image/video), text, call-to-action, destination.

This structure enables controlled testing (e.g., changing creative without changing audience).

7) Measurement & tracking (what
“good” looks like)

Key metrics depend on goal, but common ones include:

1. Awareness
e Reach, frequency, CPM, video views.
2. Traffic
e Link clicks, landing page views, CPC, CTR.
3. Leads
e Cost per lead, lead form completion rate, lead quality (down-funnel).
4. Sales
e Purchases, ROAS, CPA, conversion rate, AOV.

To measure sales accurately, you'll typically use:

1. Meta Pixel (web event tracking)
2. Conversions API (CAPI) (server-side tracking, improves resilience)
3. UTM parameters

e For clean reporting in Google Analytics or other analytics tools.

8) Creative strategy that tends to
work well on Instagram []

1. Design for mobile
e Vertical (9:16) is often ideal for Stories/Reels.
2. Hook fast



e First 1-2 seconds matter for video.
3. Show the product/service in action
e Demos, before/after, “how it works,” quick outcomes.
4. Use social proof
e Reviews, UGC-style content, testimonials (authentic wins).
5. Keep copy scannable
e Short primary text + clear CTA.
6. Match the landing page
e Message consistency improves conversion rate.

9) A simple starting playbook (for
most businesses)

1. Set up tracking
e Pixel + CAPI (if possible), and UTMs.
2. Start with 1-2 objectives
e Common: Leads or Sales.
3. Use Advantage+ placements (automatic)
e Then review placement performance later.
4. Launch a small test
e 3-5 creatives per audience; let it run long enough to learn.
5. Scale what works
e Increase budget gradually; refresh creatives regularly.

10) Common pitfalls to avoid

1. Judging results too quickly
e Early volatility is normal; give tests time and volume.
2. Changing too many variables at once
e Makes it hard to learn what caused the shift.
3. Weak landing pages
e Ads can’t compensate for slow load times or unclear offers.
4. Creative fatigue
e Performance often drops as audiences see the same ads repeatedly.
5. Optimizing to the wrong event
e Example: optimizing for clicks when you really need purchases/leads.



If you tell me a bit more, | can tailor this

What's your goal (sales, leads, traffic, awareness), what are you selling, and what’s your monthly
budget range?



Meta Pixel & Conversions API
(CAPI) — what they are (and
why they matter) [T]T]

Both Meta Pixel and CAPI are tools that help Meta (Instagram/Facebook ads) measure results
and optimize delivery (i.e., show your ads to people more likely to take the action you care
about, like Purchase or Lead).

1) Meta Pixel (browser-based
tracking) []

Meta Pixel is a small snippet of code you add to your website. It runs in the visitor's browser
and sends events back to Meta when people do things like:

View content
Add to cart
Initiate checkout
Purchase

Lead (form submit)
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What it’s used for:

1. Conversion tracking
e Attribute purchases/leads to your ads.
2. Optimization
e Let Meta’s algorithm learn who converts and find more of them.
3. Retargeting
e Build audiences like “visited product page but didn’t buy.”
4. Lookalikes
e Create audiences similar to your customers/visitors (where available).

Limitation: Because it relies on the browser, it can lose data due to ad blockers, cookie
restrictions, or browser privacy features.



2) Conversions API (CAPI) (server-
to-server tracking) []

CAPI sends the same kinds of events to Meta, but from your server (or via a partner like Shopify)
rather than from the browser.

Why it’s valuable:

1. More resilient tracking
e Often captures events the Pixel might miss.

2. Better measurement
e Improves attribution quality and reduces “missing” conversions.

3. Better optimization
e More complete event signals can help Meta learn faster.

Important note: When you run Pixel + CAPI together, you must use deduplication (an
event id) so the same purchase isn’t counted twice.

3) How they work together
(recommended setup) []

1. Pixel captures browser-side events (fast, easy, widely supported).

2. CAPI captures server-side events (more reliable).

3. Meta deduplicates overlapping events and uses the combined signal for:
e Reporting (what happened)
e Optimization (who to show ads to)
e Audience building (retargeting/lookalikes)

4) Quick “when do | need this?”
guide []




1. If you run Sales or Leads campaigns — Pixel is the baseline.

2. If you want more accurate conversion reporting and stronger optimization » add
CAPI.

3. If you're on Shopify/WooCommerce/BigCommerce — CAPI is often straightforward via
integrations.

To tailor the setup: what platform is your site on (Shopify, WordPress/WooCommerce, Webflow,
custom), and are you optimizing for purchases or leads?



