
3 Lines >  

2 Lines >  

DATE 
PLACEMENT 

1 Lines >  

  
More clear & useful ad 
metrics 


2.22.18 

Investing in transparency and education  



“

“Digital marketers today are drowning in 
metrics, but they don’t know which ones 

are important or how to connect the 
dots in a meaningful way that will drive 

marketing performance.”

Geoff Ramsey


E M A R K E T E R  C E O  &  C O - F O U N D E R  



Metrics may be labeled 

as “estimated” or “in development” 





Clean up of metrics that are redundant 
or outdated


L A B E L I N G  R E M O V A L  

Around measuring 

what matters





E D U C A T I O N  
 



  

Source:  Facebook Internal Data,  September-October 2017  

 
into how metrics are 

calculated 


 
 

on how to use metrics for 
decision making 
   

 
of which metrics are 

estimated and in 
development 


V i s i b i l i t y  

Advertisers want 


G u i d a n c e   

U n d e r s t a n d i n g   



Labeling

Visibility into how we calculate results


Facebook estimates some metrics 
using sampling or modeling. 


Estimated metrics can provide 
directional insights for outcomes that 
are hard to precisely quantify. 


They may evolve as we gather more 
data.


This metric is still being tested and may 
change as we improve our methodologies. 


We encourage you to use it for directional 
guidance, but please use caution when 
using it for historical comparisons or 
strategic planning.


E S T I M A T E D  I N  D E V E L O P M E N T  



  

Labels will be clearly visible in Ads Manager 


B E F O R E  A F T E R  
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Removal


Button Clicks 

Positive Feedback 

Negative Feedback 

Amount Spent Today 

Social Reach 

Cost per Page Mention 

People Taking Action  

Unique Social Clicks (ALL) 

Cost per Page Tab View 

Cost per Any Action  

Page Tab Views Actions 

Social Impressions 

Page Mentions 

Social Clicks (ALL) 

Link Click Destination 

Canvas Component Time Percentage 

Mobile App Actions Conversion Value 

R e d u n d a n t  

O u t d a t e d  

N o t   
A c t i o n a b l e   

I n f r e q u e n t l y   
U s e d  
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TO CUSTOMIZE WITH 
A NEW PICTURE 

Delete the current 
picture, if there is one. 

On the Insert tab, click 
the Pictures button. 

Navigate to the image 
you want to use and 
select Insert.  

Resize the picture to fit 
the slide, as needed. 
Hold the Shift key and 
click and drag a corner. 

On the Home tab, click 
the Arrange button, 
then Send to Back so 
the photo is behind  
the text. 

Click the Reset button 
to reapply the Layout 

 

CREATIVE OPTIMIZATION  

SHORT & LONG-TERM VALUE MEASUREMENT 

AUCTION & DELIVERY 

CROSS-CHANNEL ADVERTISING INSIGHTS 

VIDEO EFFECTIVENESS 

For Brand Objectives For DR Objectives 

How are my video ads performing?


How well are my ads driving conversions across media channels and devices?


How can I improve my ad delivery performance?


How can I make my creative stand out on mobile?


How can I shift my campaign strategy to drive short & 
long-term growth?
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Thank you



