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The WPP team

SPEAKERS

Agustin Prats Francois Faggianelli
Paid Social Director  Paid Social Strategist
at OSL (WPP) at OSL (WPP)

' Europe in my region
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Agenda for today

Paid social media campaign
process

* Project structure & tools

* New process & workflow

e Budget requests: how to

e Paid social activity: how to

* Types of activities supported
by DG REGIO

*  WPP campaign support

Q Europe in my region

Facebook & Instagram
Advertising Best Practices

Facebook/Instagram
Ecosystem

Campaign Types & Objectives
Campaign creation: Live
Demo

General Best Practices
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Why paid social?

Create a saved audience

Audience Name

Tuscany 18-65+

Custom Audiences

Q_ Search existing audiences

Exclude

Europe in my region

Locations

People living in or recently in this location

Paid social will help us amplify our message by reaching

Italy

out to larger audiences through the digital environment.

@ Tuscany

@ Include ~

Q, Search locations

T

Thanks to paid social media we can define our
audiences as we need, reaching those that are
relevant to the project.

3 SAN
MARINO
Hovr:v
\

‘4\

The reach of our campaign is defined by both our
targeting and the budget allocated to the campaign.

Paid social opens a door to our citizens’ pockets
via their smartphones.

This is now more relevant than ever as COVID-19 has
| caused a quick acceleration of digitalisation.

N POWERFUL |
¥ y

' Europe in my region WPP
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+

' Europe in my region

Member
States

Complex
national
realities

¢

¢ 0 !
"" ¢

o Y o? 0
o 0 \

@ ¢
© QQ

Supported by WPP

WPP 7



4 Managing Authorities from across the European ®
Union to take part in this campaign REGIO ’Europe in my region

. ¢

v Help organise budget requests from these

managing authorities Q ' Q 9 9 v
v’ Provide clear spending guidelines for the Q &% 0‘0% ©0 0
interlocutors 9 ©06000 0@@
©0000000

v’ Offer enough technical support for good 9
planning and execution of their projects

¢

v’ Control and limit the budget spend per countrﬁ e
and region

' Europe in my region WPP 8



v Process
v' Request form

v Budget &
performance
trackers

v Guideline
prospect

v’ 27 ad accounts

Q Europe in my region WPP 9
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Working model: budget requests

DG

REGIO

DG R
regio

actiy
anckt
proée

COOg(

#EUinmyregion

E is giving the opportunity to =
nal Managi horities to tap v
intoga-budgettof p t ITET e

. ge
ties. Due to the vorw. 2Uest  As
he variety of projects, we need a

2ss that provides flexibility to the

and facilitates DG REGIO's
Tination an@®fmahifEteht.

DGR

Q Europe in my region

Budge.t consumed e @
by region/country



Working model: budget requests

DG
REGIO

P °
N\ - /

! e v" Access to the relevant ad accounts

‘ = v Budget recommendation in EUR
v' Paid social recommendations

#EUinmyregion

9 Europe in my region



Bullet-proof semi-automated process

Managing Authorities to address any
budget requests directly to DG
REGIO via the proposed form If approved, the request goes

DG REGIO to accept/deny the to WPP, who will then look into
the level of resources they’d

allocate to that specific activity

request based on the budget
already consumed by that
country or region

Based on the audience size of the target
city/region and the objective, WPP will
make a recommendation for budget
allocation to that specific campaign activity

DG
REGIO
k\
The budget recommendation and any
strategic considerations are then shared
with DG REGIO. If/when approved, DG
REGIO to share this with MAs
If/when approved, the
Managing Authorities will If/when approved by DG
execute the campaign REGIO, WPP will add the
budget to the ad account

’Europe in my region WPP 13
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Which activities?

Local festivities, events...

Online events such as webinars, digital expositions... O
[ ]
L ]
-w

Promoting videos

Any other ideas? Share them with us!

9 Europe in my region WPP
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1 Basic information about the request
(date & person that made the request)

2 Information about the campaign you’re
requesting budget for

3 Information about access to DG
REGIO’s ad accounts

4 Form submission

’ Europe in my region

Date of the request *

MM-DD-YYYY

Date

Please introduce your personal details:

Name *

First Name Last Name

Email *

example@example.com

Please introduce the details for the campaign you're requesting budget for:

‘What institution do you
represent? *

What EU-27 country would Please Select ~

this budget be used for? *

‘What region(s) of that
country? *

Please describe the type of Examples of content are: short videos, story
content you wish to promote:  videos, carousels, still image...
¥

‘What platforms would you Facebook

like to push this content on? If
you don't know, WPP
specialists will provide a Both
recommendation for you. *

Instagram

I don't know

Ideal start date of the MM-DD-YYYY =]

campaign: *

Please bear in mind that the request will have to be processed by DG
REGIO and the communication agency, so please make sure you give
them enough time to prepare this request. We would advise to give
them at least 3 weeks to process this request.

Upload any relevant files you wish to share with DG REGIO or WPP

Browse Files
Drag and drop files here

m DG REGIO Europe in my region

REGIO Budget request form.

Please read carefully

The campaign has to be executed via DG REGIO ad accounts. To do so you need to receive
access to one or more of these ad accounts.

You can either request to receive access directly to our ad account, or link this ad account
to your Facebook Business Manager if you have one.

If you need access to one ad account, please fill in section (1) or (2) below. We would
recommend option (1), if possible, so you can manage access to the ad account on your
side. If you already have access to DG REGIO's ad account, then please skip this step.

Do you already have access to DG REGIO ad accounts? If you don't, how would you
prefer to receive access? *

| already have access to DG REGIO ad accounts (if so, no need to complete the steps
below)

(1) Request to link the ad account(s) to your Business Manager

(2) Request to receive access to our ad accounts directly via your email address

(1) Request to link our ad account(s) to your Business Manager

(2) Request to access directly to our ad account(s) via your email address

Submit the form

WPP 17



MAs budget request reviewal process - JotForm

Form submitted by a Managing Authority The process outlined below captures the workflow starting with the Managing Authority
making a budget requests from DG REGIO EUIMR campaign, right until the end when
the budget gets approved, and they receive a set of recommendations.

DG REGIO (central) to review the requests based
on budget allocation and/or criteria previously
mentioned.

WPP/OSL to review the requests. Approve and send
recommendation would be the norm.

B Form & Email
s — _
To DG REGIO Central (list of

MAs form submitted different email addresses)

l

@ Approval
. BysharedaccountatDG
“ REGIO
; ! e
B8 Email B Email
To original sending Managing To original sending Managing
Authority & WPP Authority
@ Approval
.« Bysharedaccountat
¥ WPP/OSL
‘L—@ 1 M All steps except those with this
icon are fully automated.
& Email B Email
To original sending Managing To original sending Managing
Authority Authority

l |
@ cronn enrncion o ] JotForm
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Ad accounts & Facebook pages

The campaign will be managed by you, the Managing Authorities of
the EU, but will be launched through DG REGIO ad accounts.

v’ 27 self service ad

accounts: one per

Member State

v 1 Central DG REGIO ad

account

v 1Central WPP ad
account

' Europe in my region

Ad accounts

EUI ON_| 3 _MA_Austria_EUR_OSBXL_OSBXL_POL_A
regle m e Owned by: Social.Lab Group ID: 814836736091517 Close Account Edit

Filter By... - Sortby. -

@ Hide closed ad accounts
Peaple

EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se.
EUROPEANCOMMISSION_DGREGIO_Se.
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se..
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se...
EUROPEANCOMMISSION_DGREGIO_Se..
EUROPEANCOMMISSION_DGREGIO_Se...

EUROPEANCOMMISSION_DGREGIO_Se...

& Add People

Partners

& Assign Partners A Add Assets

Connected assets

People & Add People

These people have access to
EUROPEANCOMMISSION_DGREGIO_SelfService_MA_Austria_EUR_OSBXL_OSBXL_POL_A. You
can view, edit or delete their permissions.

Search by ID or name

Agustin Prats v
Frangois Faggianelli v
@ Jonathan Lundberg v

Open in Ads Manager



How to access DG REGIO ad accounts?

1 We link the ad account to
your own Business Manager

. Managing Authority Business Manager
Ogilvy ‘ Social.Lab ging y 9
. . Facebook Facebook
2 We provide you with access B o B =
to our ad account directly usiness usiness
Manager Manager

27 ad accounts ’

Austria ad account
Belgium ad account
Bulgaria ad account
Croatia ad account
Cyprus ad account
Czech R. ad account
Denmark ad account
/ Estonia ad account

2 Managing Authority campaign manager

' Europe in my region WPP 22



How to proceed once you’re in the right

ad account?

1 Do not use Boost Post functionalities

Boost Post

AUDIENCE

« People you choose through targeting

More ~

People who like your Page

BUDGET AND DURATION

Total budget

$6.00

Estimated People Reached
380 - 990 people

People who like your Page and their friends

Edit

j In: United States: Cleveland {+25 mi) Ohio

Create New Audanca

By clicking Boost, you agree to Facebook's Terms & Conditions

DESKTOP NEWS FEED

Hel

@ cleveland.com
ponsored + @

Another meney saving bonus: $1 of

Cleveland Cinemas brings back $5 Mondays

“Cleveland Cinemas was the first in Cleveland to offer a discount day for movie
goers," says Jon Forman, President of Cleveland Cinemas. “We are happy to be
able, to once again, offer our original Bargain Monday price of §5.*

p Center

1Y JOEY MORONA

' Europe in my region

2 Follow this naming convention

* |nstitution name
« Country
* Region

* Activity name

Example:

JuntadeAndalucia_Spain Andalucia_ticketsmuseum

WPP 23
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] DG REGIO - REQUEST TOOL

v" Recommendation on s Qoo
platform and placements

This tool is
a WIP

v' Some benchmarks you can
compare your campaign
against

FFFFFF
nnnnnnn

Austria

v" Budget recommendation

v" Variety of resources to
Improve your experience
and campaign |
Mmanagement

vEurope in my region WPP 25
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A unified advertising solution

OB

' Europe in my region



Facebook Business Manager

Business Business

Manager Manager
Admin/Employee

Al Ad Account

Page

CEIMEIET Advertiser

Manager

——

You need to be both to be able
to run your campaigns

Manager

TOOLS ROLES

Q Europe in my region
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Reach & Frequency VS. Auction

Buying Type

‘ Reach and Frequency v

Auction

® Reach and Frequency

e Good for all types of budget and
audience size
* Cost effective for direct-response .
campaigns .
* Full freedom to edit, pause and .

Broad Awareness campaigns

Wide audience

_ Predict reach and frequency

cancel the campaign e Predict placements and costs
e Significant budget needed

9 Europe in my region



Facebook/Instagram Campaign Objectives - Overview

Awareness Consideration Conversion
Brand awareness Traffic Conversions
Reach Engagement Catalog sales

App installs Store traffic

o Video views

Lead generation

Messages

9 Europe in my region



Objectives - A selection

* Brand awareness: Show ads to people who are more likely to recall them

* Reach: Maximise the number of people who see your ads and how often they see them

* Traffic: Send more people to a destination on or off FB, such as a website, app or Messenger conversation
* Engagement: Get more people to see and engage with your FB post or Page

* Video Views: Get more people to watch your videos

* Lead generation: Collect information from people interested in your organisation

* Messenger: Start or renew conversations with your audience

9 Europe in my region



Choosing the right objective

When running a paid social campaign, it is
important to focus on one or two main
objectives, so you can more easily achieve
that objective, optimise your campaign for it
and track your performance.

Indeed, your campaign could be successful
at a certain level (engagement) while not
achieving its actual main purpose (driving
traffic).

’ Europe in my region

EXAMPLE

You want as many people as
possible to ‘attend’ your
conference about Erasmus

You run a video post on
Facebook which drives
“ people to your Facebook

Y Event page

At the end of the campaign, your video has driven
a lot of views, reactions and comments but only
10 people are ‘attending’ your event

Q®
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Setting up your campaign - Process Overview

—

START

CAMPAIGN LEVEL

CAMPAIGN NAME

CAMPAIGN OBJECTIVE

CAMPAIGN TYPE

)

9 Europe in my region

—

AD SET LEVEL

TARGET AUDIENCE

SCHEDULE/TIMINGS

BUDGET

PLACEMENT

)

AD LEVEL

EXISTING POST

DARK POST (COPY, CREATIVE)

PAGE SELECTION

O

Final check

LAUNCH
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Campaign Budget Optimization - What and Why?

Without Campaign Budget With Campaign Budget
Optimization Optimization

( Campaign ) ( Campaign @

P PP QD O

3

Ad Set 1 Ad Set 2 Ad Set 3 Ad Set 1 Ad Set 2 Ad Set 3
$18
|
[ ]
[ |
Jﬂ
I
J
I [ [ [
|| | [ | | [ | ||
Total Conversions: 10 Total Conversions: 15
M Budget allocated ] Budget spent M conversions

' Europe in my region

Obtain more value for your campaign
Reduce campaign management time
De-duplicate audiences

Avoid restarting the learning phase

Efficiently spend across audiences



Audience - Size matters

* Not too wide, not too narrow
* Use exclusion wisely

* Use narrow audience wisely
* Monitor your potential reach

* Find the sweet spot between size and relevance

' Europe in my region

Interests > Additional Interests
Cake
Cake decorating
Cupcake
Interests > Food and drink > Cooking
Baking
Interests > Food and drink > Food

Desserts

Add demographics, interests or behaviors Suggestions

Audience Size

Your audience is
defined.

Specific Broad

Potential Reach: 520,000 people

Browse
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Campaign optimisation

ON-GOING OPTIMISATION

POST-CAMPAIGN OPTIMISATION

Q Europe in my region

CREATIVE

TARGETING

BIDDING

Use of multiple creative variations
Reuse of best-performing creative

Excluding less-performing segments
Retargeting engaged users

Switch campaign objective
Switch bidding type



Campaign optimisation - Examples

CREATIVE

TARGETING

Q Europe in my region

Week 1

Ad Set 1

» Creative 1
» Creative 2
» Creative 3
- Creative 4

Ad Set 1 - Brussels

Ad Set 2 - Paris

Performance
(end of Week 1)

Creatives 1 and 4
performed better against
your benchmark/KPls

Brussels performed
better against your
benchmark/KPls

OPTIMISATION

Week 2

Ad Set 1

. Creative 1
. Creative 4

Ad Set 1 - Brussels



Creative Execution Checklist

European Parliament

Watch More
-

Brand Link

Business Objective Highlight what matters
Tie the creative to one singular Highlight key elements with
zooming, framing or graphics

message/benefit

Instant Attention
Incorporate strong stopping

Incorporate brand identity to be
recognised within the first
1-5 seconds

| samma stund som vi kommer till varlden
ar vi en del av n°t mycket storre.

Paid for by European Parliament

' Europe in my region

power to grab attention within

the first 1-3 seconds

Sound off/on
Design for sound off as default...
but delight with sound on

\

Frame for Mobile
Frame the asset for mobile feed
with a 1:1, 2:3, 4:5 or 9:16 aspect
ratio

Retain Interest
Retain attention to the end
(completion), and ensure the

right length



Catch people’s attention within the first 3 seconds

‘lmfag’c.am o @ ‘ @ ‘ qm‘&"“m E’ 4 ‘ g CYber Aware

Sponsored -
&) European Parliament LER:
¥/ sponsore d Don't get hacked off. Install the latest software
I 1 AZ2\ Maricopa County Elections Department and app updates.
N onsored

”
S

ARE YOU REGISTERED
TO VOTE?

Learn More
NCSC.GOV.UK ERBRMGHE
' Cyber Aware
Europe in my region Qv =

Paid for by Maricopa County Elections Department
1 Visit BeRallotReadv Vote

QOs Q28 14 Comments 10 Shares




Design for mobile screen

16:9 11 4.5 2:3 9:16
Full Landscape Square Vertical Vertical Full Portrait/Vertical

' Europe in my region



Campaign measurement

Q Europe in my region

OBJECTIVES

AWARENESS

CONSIDERATION

© 0000060000000 000000000000000o0

Reach Objective

Video Views
Objective

Post Engagement
Objective

Traffic Objective

KPIS

e o o

e e oo o
.

.

IMPRESSIONS

COST PER THOUSAND IMPRESSIONS

VIDEO VIEWS

VIEW RATE

COST PER VIEW

POST ENGAGEMENTS

ENGAGEMENT RATE

COST PER ENGAGEMENT

LINK CLICKS

CLICK THROUGH RATE

COST PER CLICK
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