Drive meaningful
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Impact organizations !
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“Power continues to shift from institutions
to individuals. And for creators, their
strengths lie not in their fame or follower
count, but in the creativity and innovation
that sets them apart. They're actively
shaping how people experience culture and
view the world, and that's a powerful thing.”

Adam Mosseri, Head of Instagram, Meta
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Creators are a pivotal connection point
between organizations and people

We’'re drawn to creators because
of their authenticity and their
originality, not their fame

/8%

of Gen Z agree that having a
unique POV is a reason for
following a creator.

People spend their time
with creators across
Meta technologies

21

minutes were spent with creator
content globally across Meta
technologies in 2023

Source: Tubular Labs | Audience Ratings | Platform: Facebook | Top 1000 Creators Per Creator Type | Minutes Watched
(based on 30s quality views) | Global Audience, 2. BAMM quant research, Q1 2025, global, n = 1,519



Creators are diverse, but they
have three qualities in common

@ sallve

Authenticity Relatability
Creators earn our trust because of Creators are people like us -
their unique voice and perceived they speak tous on a
independence peer to peer level
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Creativity

Creators have an original
perspective or craft that
entertains or inspires us



Because of this,
creators can help
organizations tell
their stories in
fresh ways

Creators can be a connection
point between organizations and
people - translating programs or
ideas into a language that will
resonate with your audience.

SUNGLASSES

"'.’%

Roller TR90 Black Edition Reller TRE0 Trans / Brown

39.99 €

Creator translation

135 products

3999 €

Product video

Creator video



reators shape
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Creators today
are leading a
revolution in
expression

and connection

Embracing the content
people want now and
driving the growth of
short-form video

Source : 1. Meta internal data. May 2025.
2. Meta Q4 2024 earnings call. Jan 2025.

ﬁ thepacman82

Sliding into the weekend & Gotta mix... more

>50%

of time on Instagram Reels’

More than

4.58

reels are shared daily?




Creators are enabling the creativity
and culture that happens on our apps
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Creators who excel in..

Lifestyle Peer to peer Humour and Subject matter Native video editing CGlor
influence perspective comedy expertise techniques generative Al craft



Across Meta technologies, creators are experimenting
with our variety of formats to build communities
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@ Just sat down with Mheann Tolentino, a board

Let's make a difference together — fresh air, good
vibes, and a cleaner community. « @

7 Sep 17| ? Central Park | © 9 am

Bring a friend and gloves!

member from Ministry of Health, and wow,
this conversation is a must-listen.

We covered everything from improving access
to healthcare, digital health tools, mental
wellness, and what the future of public health
looks like from the inside. Trust me, you'll walk
away feeling more informed and inspired.

226K @308 &i215 +80

9:41 AM

goodincommunties

Thanks to every one of you Done
who donated, packed bags,
and stayed late sorting boxes.
Because of you, shelves are

It's Flu season! Don't

- A forget to get your free
stocked and families will eat 9 9 . yl
. L vaccine!
well this week. € This is what
community looks like.
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| sat down with Ben Reid to answer your questions from...
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Leave a new note
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How
partnering
with creators

Lydia Rosales and
’@; Ministry of Health

can help
you achieve
your goals




Collaborate with

creators to...

&

Build
Build connections

with new audiences

"2

Leverage
Leverage their authentic
bonds to raise awareness

Push
Push the boundaries
of creativity

<

Inspire
Inspire action
and change behavior



@

Leverage their authentic
bonds to raise awareness

Creators have the ability to raise awareness, educate, and inform
about sensitive topics in a way that resonates with their audience.

By using their unique voice and

approachable language, they can: oo
Pp guag y 208
>) Increase awareness of important 78 O/ of Gen Z are receptive to hearing about /
O from brands via content creators

issues, making it easier for people
to engage and understand

© Simplify complex topics Key reasons for Gen Z to follow a creator:

breaking down barriers to

knowledge and making the (% 73% Yél' 75%

learning process more enjoyable
having a niche being an expert

(2) Use their authentic bonds level of knowledge in an area :9'
to connect with their audience

on a deeper level, fostering a
sense of trust and credibility

seoye seoul and .

wearemlnlstryofhea th

Source: BAMM quant research, Q1 2025, global, n = 1,519.



Inspire action and
change behavior

Creators authentic voice allows them to 6 3 /O

connect with their audience on a personal level. of young adults trust what

a creator says about a
brand more than what the
brand says about itself.’

They tend to be more relatable and trustworthy
within their communities. This unique position
enables them to:

@ Mobilize their community to act o
by inspiring people to take action + 5 3 /O

@ Drive meaningful actions higher click-through rate
through partnerships when mix in creators to
your always-on to maximize

@ Change behavior by challenging
their audience to think differently
and sharing valuable resources for
positive change

performance?

Source 1: Role of creator Marketing by Crowd DNA (Meta-commissioned online survey of general population respondents ages 18-65 yrs in USA, N=1,750). Qualified respondents shop online at least two times per month, have been
influenced by creators when shopping in specific retail & CPG categories, and have recently purchased in that category, 2. Global Media Study by Ipsos. (Meta-Commissioned online study of 34,015 people ages 13-64; internet population;
monthly mobile internet users, monthly video viewers, and monthly messaging app users in the US, CA, UK, DE, FR, BR, JP, KR, IN,TH), February 2023 - May 2023).



&

Build meaningful
conhections with
new audiences

Creators let you diversify concepts 5 5 /o

t k to multiple motivation
O speak to multiple motivations of people surveyed agree that

creators on Reels help them

Creators are agile and empathetic discover new organizations.’

community leaders. They constantly
evolve their approach to strengthen
their connection with their audience.

Forming strategic partnerships with 71 /O

creators can help reach new and
engaged audiences who are in the
mindset to discover and connect.

are open to hearing from
niche content creators they
don’t follow?

Source: Commissioned by Meta research with GWI, 2023. Base: 6,758 heavy short-form video consumers (1,178 in Brazil, 1,110 in Germany, 1,178 in India, 557 in Japan, 515 in South Korea, 1,113 in UK, 1,707 in US) aged 16-64
who are at least people who use Reels weekly, 2. BAMM quant research, Q1 2025, global, n = 1,519



Push the boundaries
of creativity

Creators are expert

. producers of Reels ads
Creators are the architects of culture.

@ Innovative storytelling: Creators >
experiment with new formats, styles, and ®
narratives to captivate audiences.

times a day reels are shared.’

@ Fresh perspectives: Unique viewpoints and
experiences bring novel ideas and insights 94%

to organizational storytelling. of Gen Z like/ find content

creators worthy of
fO”OWing if they use Learn more
advanced, Clever or Creatlve Ministry of Health has updated their mental health reso...

teC h N i ca I S ki | |82 « [0 ) Liked by mosseri and 14,428 others

’ afonso aad and
@ ofhealth

wearemi

@ Experimentation and risk-taking: Creators
continuously push the limits of what's
possible, driving innovation and creativity.

=4 Sponsored

N Q + O

Source: 1. Meta earnings Q4 2024 2 Meta-commissioned research with GWI, 2023. Base: 6,758 heavy short-form video consumers (1,178 in Brazil, 1,110 in Germany, 1,178 in
India, 557 in Japan, 515 in South Korea, 1,113 in UK, 1,107 in US) aged 16-64 who are at least weekly Reels user, 2. BAMM quant research, Q1 2025, global, n = 1,519



How to
partner
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Steps to a successful partnership with creators

Define

Align on objectives
and desired
outcomes upfront
to set everyone

up for success.

Q

Discover

|dentify creators
who align with your
brand identity and
can deliver the
desired impact.

NS

Co-create

Both parties should be
involved in the creative
process to ensure mutual
understanding, integrity
and authenticity.

DU”D

Scale

Add paid media or use a
combination of emerging
and established creators
to reach more people and
improve performance of
your collaboration.

&

Measure

Measure, evaluate
and iterate for
future campaigns.



Define

Goodincommunities
Sponsore d - Q

Define goals and roles

Aligning on objectives and desired outcomes
upfront will set your organization and
creators up for success.

Write a strategy for your organic content

01 and / or advertising campaign with clear
goals and what hypothesis you want to test.
02 Think about how creators can elevate your

content / campaign, what role they can play,
how they fit into your overall strategy.



Define

Define your strategy

Objective
Campaign

and beyond

Measurement

Testing

What do you want people to do?

How will your partnership with
creators achieve these objectives?

How will you know it worked?

What do you want to learn?

Example strategy

We want people to register for an event.

We will invite creators to the event and ask them to record
videos about the upcoming event and publish on Instagram
ahead of the event to inform their communities.

We will use tracking to understand where registrations
are coming from, registration vs. participation rates, and
compare results with previous traditional campaigns.

Did creators enable us to drive additional sign ups?
Is there a better engagement when collaborating with
creators to promote upcoming events?



Define

Creators let you diversify concepts
to speak to multiple motivations

facebook + Q ©

m 9 Lydia Rosales and Ministry of
b Health

From access to fresh food to community health
support, this initiative is changing lives where it
matters most. Proud to share these stories and be
part of the movement toward healthier futures.

inistryofhealth.com
RN Learn more

ind 68 others 55 comments
Keymessage =2 B 0 @
I nfO rmative Friends  Marketplace  Notifications —

& {7@ maiara_praial and goodincommunities
<« S ,n_soretﬁe » Expand Story

COMMUNITY IS EVERYTHING! M"
£ ;. e L4

HAPPY TO HAVE JOINED MY LOCAL &
COMMUNITY CLEAN UP ¢

Key message
Emotional

Learn more

facebook + Q ©

@ Shannon Brown and Ben Reid .

Your voice matters and your community needs to
hear it. Join us for the March for Change this
weekend and stand up for what matters most right
here at home. Real change starts locally, and it
starts with you.

foroffice.com
s fnr Channg Learn more

Keymessage 2= © 0 @
Create a Friends  Marketplace  Notifications Menu

movement




Define

— 2 Why does mixing
creators into
always-on advertising
=  strategies work?

Getting outside and walking for 30-minutes a day
has been proven to increase heart health. Join us
at our 5K on September 30 to help meet your
goals. Visit our website to learn more about the 5K
and sign up to race.

(“‘ aimi.allover and goodincommunities
f Sponsored

at our 5K

Ministry of

on September 30

Health 5K!
Qv W

Liked by aimi.allover and others

weareministryofhealth.com
Get fit and stay healthy

Sign up

goodincommunities I've partnered with Good in
Communities to support an amazing animal shelter
that's giving rescue pets a second chance. They need

Meta technologies use an ad auction to

el at -

® weareministryofhealth &
Sponsored « Paid for by Ministry of Health

determine the best ad to show to a person || S ' |

every day since I've been back... 3" 3 .
3 @ Good in Communities @ e X

\

w

@ gogoongalve = _—\ ; at a g ive n p o i nt i n ti m e [} fro m C re a t O r | % goodincommunities & ' ‘ Get theS;il:rzdn-:thrip overseas to help advance

girls' education to hear about volunteer
opportunities. Sign up now!

weareministry?health

@chantauflowergirl has believed in our work:
since day one ¥. We're so grateful to have

Sign up C O n t e n t t O r e g u I a r a d S . them join us on our next international course

The 5K is quickly approaching. Are you in May! Check out their latest Reel

ready? » 1B Liked by mosseri and 14,428 others

=€ Sponsored =€ Sponsored & chantauflowergirl

o Q s By including creators in your mixed A Q o
campaign, you give the ads ecosystem
T n more creative options to choose from.

Liked by aimi.allover and others

GEELITIRS weekend!

weareministryofhealth If your goal is to get healthy,
we have arranged a 5K just for people like you.

22 comments goodincommunities.org

. Si
Join our newsletter ey



Q  Discover

Discover the right creators

Identify creators who share your values
and resonate with the target audience

Finding a good brand fit across key dimensions:

= N
(_.u:(b h oo R "ﬁroffic; ‘

Expertise Voice Creativity Brand Previous Participation
values partnerships in cultural
trends

Brand alignment

Consider a combination strategy featuring a mix
of micro to macro creators.

01

Push the boundaries: think outside the box. Creators
02 are early tech adopters and can unlock new creative
formats to raise awareness or fundraise.




Q Discover

Forging authentic Mastering the art

connections with unfiltered gl =B _ of craft ensuring

the communities exceptional content

@ tomycardy # - Follow

At risk of alienating 99% of my audience... more

ol Jriginal Audiotomycardy - (

Hybrid
creators

Personality Craft
first creators creators

We transitioned from using the term "influencer" to "creator”
as we recognize the significance of craftsmanship and content



Q  Discover

Bigger is not
always better

Test with creators of all sizes

Combination strategies, with a
mix of macro and micro creator
content, worked most efficiently

for advertisers across the funnel.

1M+
Mega
creator

100K-1M+

Macro creator

50K-100K

Midi creator

1K-50K

Micro creator

Higher reach

Lower specificity

Higher accessibility

Higher audience
specificity



Q  Discover

How to find the right creators

|Identify creators who can elevate your campaign, genuinely share your
organization’s values and who resonates with the audience you want to reach.

Engage via DM with creators who mention
your organization in their content.

Explore creator marketplace, our
Instagram-exclusive feature lives
within Meta Business Suite.

Optimize search to find local creators
interested in your organization or your
cause area.

Explore hashtags about the topics that
matters for your organization or about
your cause.

=~ Y HIc

X ..,“‘;‘1: A - .

G ’
27 weare

inistryofheéh

>

When your organization is tagged, look at
the hashtags your supporters are using.

Ask your Groups or core supporters,
corporate ambassadors and others if
they can connect you to a creator.

Speak up. Use Stories, Reels or a Feed
post to call out any creators who might
be interested in collaborating.

Work with marketing agencies or partner
with one of our approved Meta Business
Partners to establish these partnerships.


https://help.instagram.com/1389278101788752/?helpref=related_articles

Q  Discover
O

Find and evaluate
new creators for your
campaigns with
creator marketplace
on Instagram

e efo >+ @ @

The newly improved creator
marketplace offers personalized creator
recommendations using authenticated
first-party data to help you discover
and evaluate the right creators for your
partnership ad campaigns.

Creator marketplace

Find creators to partner with and promote your business.

qj Creators

Recommendations
Lists

Interested creators
Previous partnerships
Follows

Tags

> Campaigns

Use keywords and filters to find creators
Q Search
makeup artists

¥¢ Suggestions  skin care experts

Country A 4 Followers

Approximately 675.9K creators with filters applied

‘ kai_blue &
‘ =4 Partnership ads

150K 2.3%

Total followers Hook rate

3.5%

Interaction rate

A kai_blue @ 0
7 . ¥® Responsive
M |

™ 3.6% 2.5%

Total followers Hook rate

Interaction rate

natural beauty bloggers

Interests

e

70K

Total followers

a

93K

Total followers

cruelty free lifetstyle advocates

kai_blue @
Y@ Responsive

4.7%

Hook rate

kai_blue @
® Strong hooks

6.5%

Hook rate

Age

beauty expert

Interaction rate

Interaction rate

Gender - 25 More filters Reset filters

Sort by: Relevance » - =

kai_blue @
i Engaging content

59K 44.5% 7.5%

Interaction rate

Hook rate

Total followers

kai_blue @ 0 o
- B} Branded content

A
44.5% 5.5%

760K
Total followers Hook rate Interaction rate



https://help.instagram.com/1389278101788752/?helpref=related_articles

Q Discover
5
How to use creator marketplace

1 2 3

Discover hew Evaluate creators Contact creators

creators to using first-party regarding

work with. metrics. partnership.

e See apersonalized set of e View a creator's e Quickly reach out to
creators relevant to your real-time potential partners via

data to inform the best
partnership decision.

organization. an email or prioritized
partnership message

e Apply filters to narrow T
within Instagram

down creators by e Thisincludes

interactions rate,
country, interests,
follower count, and
demographics.

Easily find creators
similar to a performant
past partner.

interaction rate,
partnership ads,
organic content,
engagement over time,
and audience
demographics.



https://help.instagram.com/1389278101788752/?helpref=related_articles

Q  Discover

®

Tools available when usi ng Improved personalization
See creators personalized to your

C reatO r m a rket p I a Ce organization on your homepage, and get
more relevant results in searches
on Instagram o

Search features and improved ranking systems Keyword search
can help organizations find creators who will

_ _ Narrow the pool based on type of
drive the best results for your campaigns

creators, interests, style and find a
great match

Kai Blue & Patricia Ramirez & A Samnang Sarin &
United States United States United States
70K 25K 50K 70K 25K 50K 70K 25K 50K
Total Accounts Accounts Total Accounts Accounts Total Accounts Accounts °
followers engaged reached followers engaged reached followers engaged reached Creator Cards' playable reels

See the content and ads each creator
is making to get a feel for their
tone and style

() Message [l & () Message (D Message


https://help.instagram.com/1389278101788752/?helpref=related_articles

> Co-create

Brief and co-create

Alignment and co-creation are essential when
crafting campaigns with creators.

Brief creators about your objective, your mission, your

1 . : :

0 brand guidelines, where donations are invested, etc.
Think about how creators could play

02 .
evolved roles in your strategy.

03 Listen to their ideas and logic regarding creative

formats, be open to creative experimentation.

‘ Ministry of Health



> Co-create

Brief your selected creators based on your goals

The role of creators has expanded beyond one-off content plays.

As a...

Content

Brief

Interaction

Medium

Content is made and hosted on
creator’s channels only.

Briefing includes overview of the cause
and key messaging. Creators are free to
highlight the messaging in a way that

resonates with them and their audience.

Interaction between organization and
community is only with the creator’s
audience. Organic only.

Creative

Creator makes content with their unique
aesthetic. Content is shared on
organization and creator's handles.

Briefing includes creative best
practices and amplification tactics.

Interaction between organization and
community is with creator’s and
organization’s audience and new
audiences through paid media.

Ambassador

As long-term partnerships, creator and
organization feature collaborative content
across channels frequently and consistently.

Briefing considers short-term and long-term
strategies, events, key programs, advocacy,
audiences engagement, etc.

Interaction between organization and
community is with creator’s and
organization audience and potentially new
audiences through paid media, events, and
other various activations.



> Co-create

Elements of a good creator brief

Budget and process

The basics of who,
what and when

Set clear and realistic
timelines

Clarify important information
about budget, approval
processes and usage rights,
terms and conditions.

Don’t forget the contract.

Mission, brand and campaign

Campaign objectives
to set clear goals

Details about your mission,
programs, values, impact
to empower creators

Brand background
to inspire creators

Creators specific

Why you?

What are the deliverables?

Keywords

Story

Words to avoid

Production parameters



> Co-create

Do’s and don’ts of writing a brief

>) Do keep it brief

It may take longer to write a shorter brief, but you will

increase your chances of success if creators
understand what you need from the outset. (>) Don’t forget the contract

You will need to work on a
contract covering all legally
binding specifics including
but not limited to payment
terms, usage rights,
territories, disclosures,
exclusivity, and
non-compete terms.

@ Do collaborate

Give creators room to create—that is what drew you to
them in the first place. Use your brief as a starting point for
co-creation and update it to reflect any mutually agreed
upon changes.

> Do inspire

This is your opportunity to inspire your creators, so take
the time to bring your brand to life and excite creators
with the potential for their creativity to make a difference.



> Co-create

Collaborate with
creators on Reels

Reels are an expression on a whole new level of creativity and
invite participation and collaboration: Unleash your creator’s
superpower by putting them center-stage.

Creator-added value:
Mastery of the medium
Creative experimentation

Meaningful audience relationships

N bomdia.joao and

R i1 '~‘
weareministryofhealth |\£o£oﬁw

Learn more Authenticity and relatability

Look who's teaming up with Ministry of Health! It's ever...

# I)') Liked by mosseri and 14,428 others

Connection to culture

= Sponsored

»n Q + © Permission to push your brand guidelines
to fit the culture codes of the format




> Co-create

Ask your creator
to build for Reels,
then adapt their
content for other
placements

Learn more

Whether it's your first time or not, understanding your...

# 1)) Liked by mosseri and 14,428 others

=« Sponsored

m Q +

9:16 video

Jnstagram VO

» magically_marta and weareministryofhealth
a Sponsored

Learn more

Q12k 57 Ve N

EPB Liked by jiho100x and 35 others

magically_marta Whether it's your first time or not,
understanding your X-ray results is key to making

A Q ®& 6

4:5 video

Instagrom, O ®

9 magically_marta and weareministryofhealth
% Sponsored

Learn more

Q12k 57 Ve N
GPB Liked by jiho100x and 35 others

magically_marta Whether it's your first time or not,

understanding your X-ray results is key to making
informed decisions. Ministry of Health has a resource
page available on questions you can ask during your
appointment. Don't be afraid to speak up — it's your
health, and your voice.

View all 5 comments

A Q ® O

4:5 and 1:1 static
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Scale

Share creator
content

Create for their
audience...

Let the creator build an
idea that understands
and connects with the
their community and
advocates on behalf of
your organization.

...and scale it
for impact.

Through collaborative
posts and partnership
ads, the idea becomes a
campaign brought to life
across formats from
your organization’s and
creator’s handles.



UU”U

Scale

Today’s successful
creator marketing
strategies leverage
paid ads to drive
full-funnel results

Organic

Reach creator’s

followers /

Paid
Reach total target audience

Optimize for business
outcomes

Reporting and
measurement solutions

Audience targeting

Creator audience sharing

-
-~ -
_____



allT Scale

eloears
Love this!

travis_shreds18

@ Just donated!

Live

Explore our full suite of organic and paid formats

© 0
Organic formats
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It takes a village! Donate to our Relief Fund tod...

+ I'¥ ) Liked by mosseri and others
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Send message

Reels Stories

With collaborative posts (organic)
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Learn
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@AM Liked by aimi.allover and others
vasudaydreams  Volunteering with Global Good
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Feed
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More >

© 60
Partnership ad formats
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View Likes
"‘\" vasudaydreams « Follow Paid Partnership with globalgoodnonprofit
pielsbeathii 0 sk vasudaydreams  Volunteering with Global Good

It takes a village! Donate to our Relief today to raise funds for such an important cause
Fund today - T g aimi.allover &%« «

View all 5 comments

A Q B & @

2 Ocean - Music ® Products

A Q @ ®

Learn more
——

Reels ads Stories ads Feed ads

Using partnership ads
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How does it work?

Sharing and growing together is easier on
Instagram and Facebook:

Leverage
collaborative posts
to amplify content

Collaborative posts are an opportunity
to work on content creation with
creators, celebrities, businesses,
ambassadors and passionate

supporters to increase awareness and Once the other account accepts, the post

expand their reach. 2N\ keIl rainbows nd 02  will appear on both profiles and be
globalgoodnonprofit . . ’
distributed to both accounts’ followers

@ When you use collaborative posts, your
content will be posted across two different
accounts; yours and your collaborator’s.

How to use collaborative posts?

Sharing and growing together is now
easier on Instagram and Facebook:

The original author tags another private

01 .
or public account as a collaborator.

There's still time to drop off your gently worn

jackets to our clothing drive today

2 Ocean » Music ® Products

03 The post's header will attribute the
m Q o @ content to both accounts.
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Reach new audiences
with partnership ads

Partnership ads allow you to run ads with a creator's
handle to scale your partnerships. Mixing partnership ads
into business as usual strategies drives better results.

@ Use signals from both creator and organization
handles for stronger ranking and performance

_ Increased creative diversification gives our ads
e ) .
AR/RK ecosystem more options to choose from

Brand and partner

Instagram O ®

‘% princess_peace and goodincommunities
9 Sponsored

Learn more

Q12k Q57 Ve N
GSPB Liked by jiho100x and 35 others

princess_peace |I'm proud to volunteer alongside
Good in Communities, helping repair homes for familie

A Q ® O

Partner only

Instagrom O @®
ﬁ princess_peace &
Sponsored

’\
»> <

- <

> ——

o

Learn more

Q12k Q57 Ve N
EPB Liked by jiho100x and 35 others

princess_peace Spent the day volunteering to repair
homes in lower-income neighborhoods, and it was inc

A Q ® ©

Partnership ads with one partner in the ad’s header
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Partnership ads run across multiple
placements and objectives

Feed
Instagram vV oW

9 lilLwyatt838 and weareministryofhealth - Shannon Brown and Good in Communities

Sponsored v Sponsored - » Expand Story

Stories

Objectives

Awareness
Traffic

Engagement

Y % pia.in.a.pod and
2% benreidforoffice

Leads

Sign up

'ji_:’-v COME VOLUNTEER WITH ME! ¥ mila

s s _ l-/lE:L :
' CONNECT WITH OUR COMMUNITY AND

Qrax Qb7 Ve A KEEP OUR GREEN SPACES CLEAN!

GPB Liked by jiho100x and 35 others : o

lil_wyatt838 Have you guys checked out the e

new app from Ministrv of Health? It's a aame chanaer.

A Q ® O

App promotion

Learn more

As a small business owner in this community,
| care deeply about leadership that
understands our challenges and supports...

OECECRORORO,

Sales

= Sponsored

 Q
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Streamline and optimize your campaign
management with Partnership Ads Hub

Manage all your
partnership ads
permissions in
one place

Receive partnership
ads notifications
in a central hub

Welcome to Partnership Ads Hub

Everything you need to setup and manage your partnership
ad campaigns is now in one place. About partnership ads

Setup partnerships

&  Add, manage and keep track of partnership requests

SO you can create ads on a partner’s behalf.

Manage content

(=) View content for partnership ads, check permissions
and bookmark to use for your upcoming campaigns.

Resolve eligibility issues
Revi

A iew content and partner eligibility issues an

resolve them straight away.

Get started

d

See errors and
troubleshoot your
ad partnerships

View content
recommendations
to boost
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Navigating to Partnership Ads Hub

01

02

03

Hover over the navigation
panel on the left.

Click on the All Tools menu.

Locate and select
Partnership Ads Hub
in the Advertiser section.

0Q Meta
Ads Manager

. Lalueur Beauty

Account Overview
Campaigns

Ads Reporting
Audiences
Advertising settings
Billing & payments

Events Manager

oD AERSH®G

— Alltools

? Help

All tools
Shortcuts
® B
Ads Manager Content
Manage

@ Business Support Home
0 Apps

83 Billing & payments

© Brand Rights Protection
© Brand safety and suitability
& Business Apps

& Store Locations

{8t Business settings

& Collaboration Center

0 File Manager

i= Get started

E Instant Forms

(9 Media Library

Ratings and reviews

(O WhatsApp Manager

Engage Audience
€ Creator marketplace

8 Planner

M) InhAv

&

Ads Reporting

& 53
Events Audiences
Manager
Advertise

®: Ad account settings
< Ads

Ad limits per Page

® Ads Manager

%3 Advertising settings
& Audiences

&° Automated rules
Campaign Planner
Creative Hub

& Partnership Ads Hub

& Events Manager

Analyze and report

[ Ads Reporting

& Audience Insights
all Insights

& Branded Content
{9 Creative Reporting

& Experiments

.o Traffir analucic ranart

Ads
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Permissions now managed in Partnership
Ads Hub on Ads Manager

Creator partnerships management is moving 09 | Partnership ad hub

from Meta Business Suite to the Partnership B oo e

Ads Hub in Ads Manager. Partnership ads -t 8 i+ | (@« | [rmipre < | [ v | (St g

permissions and content eligibility can be E = —

managed in the Partnership Ads Hub across - BR reorsor i e o @ e =

both Instagram and Facebook. = 2 e S Y q -
If S T e

Note: B & remmitotonnn

Embrace your unique radiance

e Advertisers can still access permissions management

,0 joyroy and lalueuer_beauty

via Meta Business Suite.

fis
1t
|

g4 @ 0 O & ®

beauty routine, redefined

e To access the Partnership Ads Hub, visit:
business.facebook.com/latest/partnership ads hub

¥ Stay bold, stay beautiful # Your @ Authorized Not supported @) Feed - Video Feb 25, 2022 [J | e


http://business.facebook.com/latest/partnership_ads_hub

allT Scale

Two ways to share partnership ad permissions

01 02

Account-level permissions Content-level permissions

Advertisers can request account-level partnership ad permissions from With content-level permissions, partners can give advertisers permission
their partners in Meta Business Suite. Account-level permissions provide to promote an individual post, story or reel as a partnership ad. Partners
advertisers with the most control over what content they can run as grant content-level permission to an advertiser by (1) toggling on
partnership ads from their partner’s handle. permission in post, story or reel settings or (2) by sharing the partnership
Advertisers can: ad code.

« Create ads from a partner’s handle without pre-existing content. Advertisers can:

« Create ads from any of the partner’s existing content that tags the - Create ads from a partner’s existing branded content on Facebook or
advertiser. Note: the advertiser must be tagged using the paid Instagram when the “Allow brand partner to boost” toggle is turned
partnership label on Facebook, or in the paid partnership label, an on and they are tagged in the paid partnership label.

@mention, a people tag, a product tag, or a collab on Instagram. « Create ads from any Instagram post, story or reel (regardless of

« Include or exclude their partner’s custom audience in their whether it's branded content or if the advertiser is tagged) when a

partnership ad campaign. partner shares the Instagram partnership ad code.
Partners can: Partners can:
Tag the advertiser using the paid partnership label when making branded Choose which posts an advertiser is allowed to promote as a partnership
content. ad with their handle.

Note: Advertisers can run partnership ads without explicit partnership ad permissions when a Business Account owns or is assignhed partner access to two assets, and the
employee running the ads has been granted “Ads” access to both assets in Meta Business Suite. Learn how to assign Ads access through task-based permissions in Meta

Business Suite here.


https://www.facebook.com/business/help/554090543179384

allT Scale

Which permissions are right for you?

01 02

Account-level permissions Content-level permissions

(Meta Business Suite) (Instagram and Facebook Apps)

Recommended for: Recommended for:
Advertisers who want to initiate a permission request through Meta - Advertisers who want their partners to initiate ad permissions in the
Business Suite. Instagram or Facebook app.
Advertisers and partners with an ongoing relationship. - Advertisers and partners who want to manage permissions at the
Advertisers who want to run partnership ads with or without an individual post, story or reel level.
existing organic post. - Advertisers who want to promote any type of existing organic

Instagram post, story or reel as a partnership ad, regardless of
whether the advertiser is tagged or mentioned.
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Permissions determine what type of partner content advertisers can promote

9:41 all T .

Instagram O ®
ra kaiblue and lalueur_beauty

Sponsored

Shop now >

O Qv N
View Likes

kaiblue being stuck at home doesn’t mean your skin has
to suffer! | enjoyed this WFH-approved ... more

View all 5 comments

A Q B © @

New ad without organic post

Promotable with account-level permissions

9:41 ol T -
( kaiblue
Paid partnership with lalueur_beauty

xow

Qv W

@AY Liked by aimi.allover and others

kaiblue being stuck at home doesn’t mean your skin
has to suffer! | enjoyed this WFH-approved... more

View all 5 comments

1 day ago

A Q B® & ©

Branded content

9:41 ol T -

qmm

B\ kalindi_rainbows and zoomture
@ =

Qv

@RAT Liked by aimi.allover and others

kalindi_rainbows Have you ever hiked a waterfall? |
hadn't either! Book your next trip with Zoomture.

View all 5 comments

1 day ago

O ®

W

A Q B )

Collaborative posts

9:41 wll T -
Instagrom Q0 ®
0 feroldisbrand

Feroldi's Red Bag

o

Shop now >

Qv W

@AT Liked by aimi.allover and others

feroldisbrand Red Bag - Available in our shop now.
Limited amount but more on the way... more

View all 6 comments

5 days ago

A Q B® & O

Product tags

9:41 all T -
Instagram VIO
@ samweber

Qv N
@RAL Liked by aimi.allover and others

samweber Very excited to be apart of @windandwool
Spring Classics, now exclusively on ww.com.

View all 5 comments

1 day ago

A QO B & ©

@mentions
(caption or Stories sticker)

9:41 ol T -
Instagrom © ®
‘ lantouflowergirl

luckyshrub

Qv W

@AY Liked by aimi.allover and others

lantouflowergirl new week, new plant from my
favorite local shop.

View all 5 comments

1 day ago

A Q@ B® & @

People tags

9:41 wll T -
Instagram VIO

}Q pierre_thecomet

Qv W

&AL Liked by aimi.allover and others
pierre_thecomet loving my new garden, so zen ...
View all 5 comments

1 day ago

A Q ® © O°

Organic content (no tags)

Meta Business
Suite

f

Promotable with post-level permissions

Post settings toggle ><

Ol f,

Partnership
ad code ><

Ol f,
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Partnership ads for social issues elections and politics

01 02
To run partnership ads about social Ensure that the creator(s) they run
issues, elections and politics, the partnership ads with also meet the
primary advertiser setting up the ad following criteria:

needs to meet the following criteria:

Have confirmed their identity
to run ads about social issues,
elections or politics and have
an approved Facebook Page
disclaimer.

Have confirmed vour identity
to run ads about social issues,
elections or politics

Have an approved Facebook
Page disclaimer linked to their Partners do not need to link the
ad account disclaimer to their ad account

03

The primary advertiser will need to
select social issues, elections or
politics in the Special ad category
section during campaign creation.
If they don't select Special ad
category and we determine that
the campaign is about social
issues, elections or politics, the
campaign will be disapproved.



https://www.facebook.com/business/help/2992964394067299?id=288762101909005
https://www.facebook.com/business/help/488070228549681?id=288762101909005
https://www.facebook.com/business/help/488070228549681?id=288762101909005
https://www.facebook.com/business/help/2992964394067299?id=288762101909005
https://www.facebook.com/business/help/488070228549681?id=288762101909005
https://www.facebook.com/business/help/488070228549681?id=288762101909005
https://www.facebook.com/business/help/544219649587656?id=288762101909005
https://www.facebook.com/business/help/544219649587656?id=288762101909005

& Measure

Measure success

Measure, test, learn and iterate

. pop
»: | Cassandra Taylor

Foundation ifl Level up it 2 ‘ “w
Compare your Set advanced learning - | 3
campaign results to the agendas to build an B 5 ' ; ’ '
goals you set out in the iterative and strategic '

define step. approach to your

creator marketing.

Where to start with measurement

Goal Why does it matter? Measurement
Run a campaign Understand the initial  Use a multi-cell
with a creator, impact/value of study or A/B test to
leveraging best creator’s marketing understand

on KPls. campaign impact of

practices for
the creator’s

campaign on
branding and/or
conversion metrics.

creative and
campaign setup.




& Measure

Measure the impact of adding
partnership ads to your campaigns

Split cell:
value of partnership ads

Cell 1: BAU
ads with no

Cell 2: same
ads as control

cell +2
partnership
ads

partnership
ads

Goal:
Understand the value driven by adding
partnership ads into mixed campaigns

Conversion lift

Q = O —

o [

Goal:
Understand incremental impact of
partnership ads on sales outcomes

Lift studies use randomized test and control
groups, with some people who will not see
ads for your campaign.



kalinidi_rainbov)vs and
D

weareministryofh:
Sponsored

(Send message

Barry Weiss and Ministry
of Health



Inspiration
(@creators

Find inspiration at the weekly
report of trends for reels on
Instagram'’s original profile:
@creators.

< creators 2 Q

539 4,8M 148
Publicagdes Seguidores Seguindo

Instagram’s @Creators

No, we can't get you verified. @
about.instagram.com/blog/announcements/instagr...
Seguido por larimagr, tOsko e outras 113 pessoas
Ver tradugao

Seguindo v Mensagem

REE TREND
REPUH&

\
NE'] 1TH

Y

The weekly report can
be found at the feed
and gathers insights on
trending challenges,
audio and effects.



Creators Create ¥ Grow v Monetize ™ Safety & Security ¥ Creator Spotlight v What’s New vV <BECOMEACREATOR )

Best Practices

[ ] [
I I I S p I ra t I O I I Learn best practices straight from Instagram. We've also

asked some of our favorite creators to share what they've
learned on their path to achieve their goals.

best practices

Don’t miss a beat from the ,
Creation
eX p e rtS ) fo I I OW @C reato rs I a b . What makes you, you? Express yourself, bring your ideas to life, and share them with the world. @

https://creators.instagram.com/lab

Content strategy

101 Experimenting 10 catchy hoy
feat. @lauriseirl, @deepica, - creatively Reels editing flow your next rg

Product in Development, actual user interface may vary.


https://creators.instagram.com/lab

Any
questions?




Every connection is an opportunity.
It’s Your World.

O\ Meta



Partnership Ads
Setup Guide

All details available here


https://docs.google.com/presentation/d/1tV0LOUprgR5UoBhyrjh7ZZRHI_keGdm_lAHMb-MZ9dU/edit?usp=sharing

