
Internal analysis of 50 studies

The auction aims to maximize outcomes for your business while also ensuring a 
quality experience for the user. Therefore, we can't objectively know what works 
before testing, but we do know that creative, whether good or bad, has a huge 

influence on overall auction performance. 

SOURCES/NOTES:

This is the max you are 
willing to pay, but not 

necessarily what you actually 
pay. What you pay actually is 
impacted by action rate and 

is the outcome of the 
equation after the auction 

has run. 

How often we predict 
your outcome to occur. 

Good creative will 
increase this action rate 
and decrease costs for 
you. Bad creative can 

decrease action rates and 
increase costs for you. 

This is any positive or 
negative impact that might 

influence the user experience 
and is also influenced by the 

quality of creative as a 
general relevance to the user. 

For example, the creative 
might be great, but the 
product might not be 

relevant. 

This is what gets entered into 
the auction and the amount 
you pay in the end is driven 

by this as well as other 
bidders in the auction. 

Creative can impact

50%

Since we can consider the cost (CPM) of an impression as being fixed, 
getting more conversions per impression will drive down your cost per conversion (CPA)

BETTER CREATIVE WILL GET YOU MORE CONVERSIONS PER IMPRESSION.

1

OPTIMIZE VIDEO 
CONTENT FOR <:15

HOW TO BUILD FOR BETTER PERFORMANCE:

GO BIG (WITH RATIO) 
AS LONG AS YOUR 

CTA IS VISIBLE

USE TEXT OVERLAY 
TO SHOW & TELL
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Creative can impact

10%+ -/
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On average, video creative 
designed for <15s saw a

On average, video creative in 
vertical or square formats saw a

On average, video creative 
featuring text overlay saw an

+41% INCREASE
in sales vs. long-form

in sales vs. horizontal
+45% INCREASE in sales vs. visual only

+8% INCREASE



GO BIG (WITH 
RATIO) AS LONG AS 

YOUR CTA IS VISIBLE

Your product or service is clear immediately:  
It's shown throughout the first 8s and is the focal point 
It's shown in context: real people are using it; there is a 
demonstration on what it is and/or how it's used 

Your brand/logo is introduced in the first 3s 
The production quality is high and the video is policy compliant

IS YOUR CURRENT  
VIDEO CONTENT >30s?

• Choose existing product or service 
images from your website, organic 
feed, or other media that will match 
the user experience when they go to 
your website. 

• Use Mobile Studio apps or VCK to add 
thumb-stopping motion to make the 
ad more compelling for the user. 

DOES IT INCLUDE THE FOLLOWING?

NOPEYES

CREATE A TEMPLATIZED VIDEO 
WITH YOUR EXISTING ASSETS

OPTIMIZE TO 15s

• Trim parts of your video that don't 
add to your overall message. 

• Does your ending seem abrupt? Add 
an end card that includes a catchy 
CTA and your brand/logo.

WHAT ELSE?

• 1:1 & 4:5 work best for DR 
• Make sure the CTA is visible: if your post copy is more 

than three lines, your CTA will be pushed out of view 
• Ensure the headline copy speaks to the CTA (what you 

want the user to do)

USE TEXT OVERLAY 
TO SHOW AND TELL

• Show your RTB (Reason To Believe): what is your 
concise, to-the-point statement that serves as your 
single most important message for your audience? 

• See & Say: See the image and contextualize what's going 
on (whether it's the product, service, and/or value prop) 

• Ensure the text overlay doesn't block the product!

LAST THING! Put effort into choosing your thumbnail, and keep in 
mind the 20% text policy only applies to your thumbnail.

OPTIMIZE EXISTING ASSETS 
OR BUILD NEW ONES?


