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Calls to action are mandatory, they fill in the
gap between the value proposition and the
next steps down the conversion funnel.
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IMAGES

The brain perceives visual information
60,000 times faster than text. Choose
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Don't shy away from using humor

\ in your ads, if appropriate.
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Know your metrics So you know where
you stand. Before you start your campaign,

‘ \\ select the most relevant metrics for your
objective.
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‘l_ts z:ljllmost as important as the visual ad.
anding pages need to reflect the promise

your ads maqle. Create landing pages that
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MEASUREMENT

This is how you know how well your visual
ads are performing. Measure what matters
to see how you're doing against your
objectives.

\ NATIVE ADS

Ads that fully match the look and
\\ feel of the website or the platform

I they appear on.

OPTIMIZATION

Visual ads don't work on a set it and leave it
basis. To get the results you want, you need
to follow up and constantly optimize.
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You can create the coolest ads, but if you're showing
them to the wrong audience, you won't see any results.
Take a few minutes to think about your target audience
and make sure you know how to reach them.

- UNDERSTANDABLE
Good visual ads are easy to understand. The images
are clear and professional, and text can be easily
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read and understood.
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allows users to opt out of receiving specific

ads and to report ads that cover page
content.
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