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[bookmark: _Toc5893187][bookmark: _Toc5893275]About this Course
This course gives an in-depth overview of Modern Advertising. 
[bookmark: _Toc269304570][bookmark: _Toc5893188][bookmark: _Toc5893276]Sprinklr’s Modern Advertising simplifies and enhances the advertising workflow. Plan, Execute, Analyze and Optimize advertising campaigns within Sprinklr.
Target Audience
This course is designed for Sprinklr Modern Advertising users who have at least 3-6 month’s experience within the platform.
[bookmark: _Toc269304571][bookmark: _Toc5893189][bookmark: _Toc5893277]Prerequisites
Before attempting this course, students should have completed the On Demands courses (if not at least 3 month’s experience).
Learning Objectives
[bookmark: _Toc269304572]Students who complete this course will be able to:
[bookmark: _Toc5893190][bookmark: _Toc5893278]Execute ad campaign setup and foundational tools 
Utilize ad campaign reporting
Implement ad campaign creation 
Apply ad campaign optimization and management 

	For the Instructor
	For Students

	Instructor Guide (IG)
Student Guide (SG)
Deck (PPT)
Link to Sprinklr U Survey
Laptop & Charger
Dongles & Cables (in case host can’t provide)
	SG
Laptop and Charger
Notepad (if preferred)


[bookmark: _Toc5893191][bookmark: _Toc5893279]Agenda Day 1 
	Tasks
	Expected Time

	Welcome, Agenda, and Goals
	15 mins

	Platform Overview and Navigation
	30 mins

	Campaign Foundations: Tools & Settings + Workshop
	60 mins

	Campaign Foundations: Settings + Workshop
	60 mins

	Campaign Creation: Ads Composer, Audience Manager, Content Creation 
	2.5 hours


The listed times are approximate. Verify them during classroom preparation. 
[bookmark: _Toc269304574][bookmark: _Toc5893192][bookmark: _Toc5893280]Agenda Day 2
	Tasks
	Expected Time

	Welcome, Agenda, and Review Day 1
	 15 mins

	Management & Optimization: Ads Manager + SBA + Workshops + Rule Engine
	2.5 hours

	Analytics: Ads Reporting + Settings + Workshops
	90 mins

	Review for Exam + Questions
	20 mins



Class Preparation Checklist 
	Task
	

	Download newest version of materials: 
· Instructor Guide
· Student Guide
· PowerPoint Slide Deck
· Logins for each student 
	

	If printing, make one copy of the Student Guide for each student
	

	Rehearse all demos and exercises from Instructor Guide
	

	Test Wi-Fi connection and strength
	


[bookmark: _Toc269304575]	
[bookmark: _Toc5893193][bookmark: _Toc5893281]Classroom Setup 
Arrive early to set up the classroom
Arrange tables for groups of 6, or as permitting
[bookmark: _Toc269304576][bookmark: _Toc5893194][bookmark: _Toc5893282]Instruction Notes
The following notes refer to slides in the PowerPoint presentation as well as actions to perform for in-platform demonstrations. The notes also refer to the Student Guide and tips on demonstrating tasks. Use these materials to prepare for the session and guide you during delivery.
[bookmark: _Toc269304577][bookmark: _Toc5893195][bookmark: _Toc5893283]Icon Glossary 
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	Speaking points, transitions, and miscellaneous information
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	Equipment logistical tips
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	References to Student Guide and On-Demand Courses
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	Ideas for customizing course materials
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	Tips and tricks for performing a task more effectively
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[bookmark: _Toc13478536][bookmark: _Toc23839408]Welcome, Goals, and Agenda


[bookmark: _Toc5893197][bookmark: _Toc5893285]Time
15 min
[bookmark: _Toc5893198][bookmark: _Toc5893286]Materials
Slides 1 - 7
Laptop
LCD Projector
[bookmark: _Toc5893199][bookmark: _Toc5893287]Objective
To set student expectations for the course.
[bookmark: _Toc5893200][bookmark: _Toc5893288]Context
Students need to understand the goals of the certification so they can pass the exam and take it back to the job.

Process
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Slide 1
	Welcome to the Sprinklr Ads Certification course! That’s where everyone wanted to be, right?
Good, let’s get started!
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[bookmark: _Toc5893290]Slide 2
	In this certification, you’ll learn the ins and outs of Sprinklr Modern Advertising. You’ll be an expert at executing ad campaigns and setting up foundational tools. You’ll be able to create and utilize reporting dashboards. You’ll learn how to create and manage ad content within the platform, as well as optimize your ad campaigns that are running. You’ll know best practices to use Modern Advertising efficiently. 
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[bookmark: _Toc5893291]Slide 3
	
First, let’s introduce ourselves.
.
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Slide 4
	Tell us your name, company/job position, how long you’ve been using Sprinklr, and what you hope to get out of this certification. Also tell us something else about yourself. 
Where is the last place you traveled to?!
I’ll start.
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Slide 5
	
Let’s go over everything that encompasses a certification. 
On the training side: this will be a 2 day course with workshops. We’ll be in the platform within a training environment so you can feel free to play around.  This course is designed for experienced users. It is a lot of information over the 2 days, so you will have access to on-demand courses on SprinklrU to review what we cover. 
After Day 2 concludes, I’ll submit you to take the exam. You will have 120 min to complete it and up to 3 attempts to pass. There is a 2 week timeframe for you to complete the exam, as well as access to the testing environment. The exam is open notes and open platform so please take notes! 
.
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Slide 6
	Here is our agenda for Day 1: 
First, we’ll do a quick overview of the platform and walk through the navigation 
Then, we’ll dive into Campaign Foundations – setting up Advertising tools and value-add features before creating campaigns. We’ll also jump into overall Platform setup – entities that go across the entire environment like Custom Fields, Accounts, Web Analytics. 
Next, we’ll cover how to launch an ad campaign with Sprinklr. We’ll walkthrough Ads Composer, Audience Manager, Asset Manager and Creative Library to showcase the different workflows to create a campaign. 
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Slide 7
	Tomorrow we’ll cover what happens after you setup and launch your ad campaign: Optimizations and Reporting.
Then we’ll be sure to review and cover any questions before assigning you the exam. 
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[bookmark: _Toc13478537][bookmark: _Toc23839409]Platform Overview & Navigation


[bookmark: _Toc5893202][bookmark: _Toc5893293]Time
30 min
[bookmark: _Toc5893203][bookmark: _Toc5893294]Materials
Slides 8-14
[bookmark: _Toc5893204][bookmark: _Toc5893295]Objective
To introduce Sprinklr’s Modern Advertising, assign logins and review important concepts/terminology.  
[bookmark: _Toc5893205][bookmark: _Toc5893296]Context
A basic understanding of Modern Advertising within the Sprinklr platform, the basics of logging in permissions and access. 

Process
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[bookmark: _Toc5893297]Slide 8
	First, let’s make sure we walk through the platform overview to make sure we have a shared understanding of Sprinklr ‘s Modern Advertising.
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Slide 9
	Sprinklr Modern Advertising sits along side the Modern Marketing, Modern Research, Modern Care and Modern Engagement offerings linked by 1 core platform and powered by AI.
.  
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	Modern Advertising’s offerings are broken out by Plan, Execute, Analyze and Optimize (the full workflow of an advertising campaign). 
Modern Advertising is used by clients to Increase Return on Ad Spend, Save Time across multiple teams and business units, and help manage Brand Risk. 
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Slide 10
	First, let’s make sure you all have access to the testing environment. 
Please open your browser and type in space.sprinklr.com
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Slide 11
	Find your Name and User ID to login to the platform. The general password is at the bottom on the slide – it’s the same for everyone
You’ll be prompted to change your password once you login. Please do so and let me know once you have access.
.  

	
	
	MAKE SURE THIS SLIDE HAS BEEN UPDATED!
Unique user IDs are needed for each student. Please edit the email, First Name and Last Name (as well as password if different) before sharing 
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Slide 12
	Now that you have access, let’s walkthrough the platform. When you login, you’ll see a few menu options – please select Modern Advertising (let me know if you don’t have access for some reason) 
You’ll see the Menu Icon (9 dots) which will bring you back to this menu view. Next, you’ll see the different navigation tabs – the + icon will add in more tabs to Sprinklr view so you can easily toggle. 
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Slide 13
	Modern Advertising’s menu of tools is categorized by the lifecycle of an ad campaign. Plan, Execute, Analyze and Optimize. We’ll be covering all over these over the next two days. 
.  
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Slide 14
	In the upper right hand corner, you’ll see an icon for User Profile Settings.  Here you can access the overview of your role, user groups you’ve been applied to, permissions you’ve been given and security settings. You can even change notifications so you personalize exactly what you want Sprinklr to notify you on.   
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[bookmark: _Toc23839410]Campaign Foundations


[bookmark: _Toc5893207][bookmark: _Toc5893308]Time
60 min
[bookmark: _Exercise_1:_Assess][bookmark: _Toc5893208][bookmark: _Toc5893309]Materials
Slides 15-50
[bookmark: _Appendix_A:_Campaign][bookmark: __Appendix_A:_Campaign][bookmark: __Exercise_1:_Assess][bookmark: _Toc5893209][bookmark: _Toc5893310]Objective
To review the concepts within Tools & settings in Modern Advertising & Sprinklr that will feed into the Ads workflow. To review the concepts within Settings in Platform Setup & Sprinklr’s Unified front office platform that will feed into the Ads workflow. 

[bookmark: _Toc5893210][bookmark: _Toc5893311]Context
You’ll align on the knowledge and concepts needed to fully grasp the Tools and Settings lesson.


Process
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Slide 15
	In the Campaign Foundations section, we want to make sure you have a full understanding of how to set up foundational tools that you’ll be applying to an ad campaign. 
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Slide 16
	·  First, let’s go into tools that will be applied only with Modern Advertising. These are value-add features that will help manage your ad campaigns. You’ll find the majority of these features under the PLAN section of the menu. 

	
	[image: ]
Slide 17
	·  Naming Conventions is the first tool we’ll cover. Naming Conventions automatically and dynamically name ad campaigns, ad sets and ad variants based on select variables of your campaign or custom fields. 

	[image: ]
	This feature might replace an excel sheet being used to configure your naming sequences. 
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Slide 18
	Provide a structure to your campaigns so that you can easily identify, differentiate and manage your campaigns, ad sets and ads
Ability to create multiple Naming Conventions per channel, if required
You can Edit and Delete the Naming Convention once it is created & also Share it across Workspaces within the same Customer environment
Choose from both predefined parameters as well as custom fields to auto generate the name of your campaigns, ad sets and ad variants
Capability to select naming convention when launching in Ads Composer and re-name existing names of campaigns in Ads Manager
.  
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Slide 19
	Adding a naming convention is fairly easy. Once you navigate to it within the platform, you’ll see a list of previously created naming conventions. 
To Create new, select Create Naming Convention in the upper right hand corner and select which channel. Once all mandatory fields are selected, you’ll be able to create a naming convention at each of the 3 levels by scrolling through the dropdown or searching for the variable. 
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Slide 20
	Here are a few Best Practices to keep in mind when creating and using Naming Conventions. 
· Ability to Create Custom Date Format in Naming Convention
· Useful if you feed your ads data into a third party reporting tool that is designed to read names in a certain way
· Ability to Share Naming Conventions Across Workspaces Will help you to easily aggregate the reporting data across all workspaces that you manage
· MultiValue Separator: to separate potential multiple values for one selection, like Country or Gender.  For example, India & USA & UK, where & is mentioned as the separator.
· Add as separator: Add separators between values by typing the character or characters you'd like to use to separate values and select 
User Input: To add text that will not dynamically update according to a value (i.e., to start all Facebook Campaign Naming Conventions with "Facebook".
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Slide 21
	 Budget Sources are the first of 2 tools to help you monitor advertising spend. Think of Budget sources as the highest level of budgets, the Director of Marketing or Supervisor might be using this tool. 
 You can implement across multiple channels or campaigns. 
Budget Sources add an additional level of budget management – so it’s a step above the campaign level spend cap
You can build these to monitor by ad account, social account, year, quarter, goal, or marketing campaign [however you internally break up advertising budgets 
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Slide 22
	 Budgets are regularly managed at the Ad Set level, with opportunity to set Spend Caps at the campaign level 
Budget can be used in many ways to govern users' access to spend 
Ads that draw from a saved budget will stop when your budget time limit reaches the specified limit or expires
Manage the visibility of budgets to Clients and Users and specify time limits for your budgets; campaigns outside of this time frame  or viewability will not be applied to Budget Source
Ability to Clone, Edit, Delete or Audit a Budget Source available in Budgeting Tool 
Set pacing options to ensure that all Campaigns associated to a Budget Source are spending appropriately throughout the day, week, or month
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Slide 23
	When creating an ad campaign in Ads Composer, you will have an option to apply your created budget sources in Budget & Schedule 
Capability to apply an existing campaign to a Budget Source in Ads Manager, if it falls within the specific date/time 
Ability to see reporting based on Budget Source using it as filter/ column etc. in Ads Reporting
Budget End Notification: Select the appropriate number of days for getting a notification
Conservative Amount: Check the Enable Conservative Amount box to prevent overspending of the allocated budget. This insures you from time lags that might lead to the overspending of the budget.
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Slide 24
	 Pacing Groups are the second option for monitoring campaign spends in groupings. This feature is more geared toward the media manager who is executing campaign and wants to see a more detailed breakdown of spend.
Pacing groups help you to monitor your spend through the campaign duration
Provides a straightforward representation of how your advertising campaigns perform on a daily basis
Minimizes under or overspends while simultaneously achieving your goals
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Slide 25
	When creating an ad campaign in Ads Composer, you will have an option to apply your created pacing group in Advanced Configuration
Capability to create holistic groups by adding multiple social campaigns across multiple social channels and visualize the pacing of a larger marketing campaign. 
Pacing Groups: Set the overall budget for a group of campaigns and assess the pace at which they spend over time. 
Sub-Pacing Goal: Divide your pacing group within its overall period to measure the pace at which you spend differently throughout the course of your marketing campaign. 
Best Practice: Most pacing groups are created by combining all of the Campaigns associated with an IO or larger marketing campaign. Create your pacing group to begin before the start date of the first campaign and add newer campaigns to the group as needed. 
· 30 day window to apply* if you need to get around please reach out to success manager 
Conservative Amount: Check the Enable Conservative Amount box to prevent overspending of the allocated budget. This insures you from time lags that might lead to the overspending of the budget.
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Slide 26
	 Ads Benchmarks are a great tool to help to report against dynamic goals that your campaign might have. For example, if you have a Q4 goal of sales, but flighted to align with the holiday season (Cyber Monday, Black Friday) you would want to create an Ads Benchmark to compare your changing goals to your performance.
Ads Benchmarks will help you: Visualize how well your campaigns are performing compared to previous campaign data
Measure multiple KPIs over time with an individual benchmark
Makes it easier to understand how your campaigns perform compared to internal marketing campaigns and/or external data related to the industry
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Slide 27
	You will create an Ad Benchmark within Tools & Settings to set up specific timeframe associated KPIs. Remember you have the ability to add multiple timeframes per benchmark 
When creating an ad campaign in Ads Composer, you will have an option to apply your created Benchmark in Advanced Configuration
You can retroactively tag a Paid Initiative with Benchmark until a month after they were first launched, in Ads Manager 
Benchmarks can be tagged at either the Campaign or the Ad Variant level. Depending on your use case will determine the level you should tag the benchmarks, if using a more general benchmark it is recommended to tag at the campaign level.
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Slide 28
	 Conversion pixels are used to measure your return on investment by tracking the actions users take after viewing or engaging with your ads in social channels.
To start measuring conversions, you need to add a snippet of pixel code in your website page that corresponds to the conversion action.
This helps you to perform analytics on your featured ads and target people who are most likely to take the actions on your paid initiatives.
Different channels support the various pixel types.
Parent Pixel is the main pixel tracking all events on the channel site vs Conversion Pixel will track events that happen on your website from traffic coming from the channel. 
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Slide 29
	Please keep in mind that any pixels created natively will pull through the API and be available in Sprinklr
To take specific conversion events on Facebook, a specific conversion pixel must be created based off the Parent Pixel 
Twitter requires unique pixels for each conversion type as well as attribution windows for post-engagement and post-view
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Slide 30
	Now we’ll jump into the platform and build some of these tools within Cosmic Comics. 
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Slide 31
	The first Ads Foundation Scenario is going to require you to build a Naming Convention for both Facebook and Twitter.
I’ll give everyone 10 min to complete and we will review. 
Please make sure to add your separators! 
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Slide 32

	For Scenario number 2, please build a Budget Source to help you monitor your entire social advertising of Q3 evergreen campaigns. 
I’ll give everyone 10 min to complete and we will review. 
Please make sure to only share it with yourself!
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Slide 33
	For Scenario number 3, you will create a Ads  Benchmark help you report against your KPIs through the quarter. 
I’ll give everyone 10 min to complete and we will review. 
Please make sure to add both timeframes and both KPIs!
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Slide 33
	· For Scenario number 2, please build a Budget Source to help you monitor your entire social advertising of Q3 evergreen campaigns. 
· I’ll give everyone 10 min to complete and we will review. 
Please make sure to only share it with yourself!
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Slide 34
	Let’s take a 15 min coffee break before we get into Platform Setup of Sprinklr 
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Slide 35
	In the Setting section of Campaign Foundations, we want to align on of foundational tools that go across the entire Sprinklr platform and make sure you’ll have the ability to create and apply to the advertising workflow. 
Everything we go over in this section located NOT in Modern Advertising, but under that menu in Unified Front Office Platform
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Slide 36
	 The very first step (that was completed in enablement) is to add the accounts and permission them to users within the platform. 
To link accounts to Sprinklr, user must have the correct native permissions - For Ad Accounts: Administrator or Advertiser (FB) 
Lifetime of ad account will sync with Sprinklr once authentication is confirmed
To publish ads via Sprinklr, not only must the ad account be linked but also the page
Business manager is optional and only needed for product catalogs and other advanced tools
Accounts should be tagged with account properties to place them in the appropriate account groups.
Accounts may be shared with the appropriate user groups in order to permit.
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Slide 37
	 The O-Auth token that links the account to Sprinklr is related to the native channel access of the user who added the account 
If the users change their password in the native channel, the accounts they added for that channel will be deactivated in Sprinklr (Linkedin needs re-auth every 60 days) 
User will have to re-add accounts to Sprinklr 
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Slide 38
	Web Analytics is used for automatically configuring parameters to add a link in posts for tracking purpose and only applies to posts published from Sprinklr
Any time the specified domain is posted through Sprinklr and clicked on by a user, your analytics platform will collect and measure all of the variable tags you have assigned to your Web Analytics Profile
Parameters are based on the provider—Sprinklr, Google Analytics, Adobe SiteCatalyst, Core Metrics. Values may be Static (physically typed in) or Dynamic (based on a field in Sprinklr)
To Use Web Analytics 
· Create a Web Analytics Profile [Paid]
· Configuring Web Analytics at the Accounts Level
· Create a Web Analytics Configuration for Domains  
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Slide 39
	With every parameter, define the value. For example, Account Id or multiple values like Account_ID+Account_Name
Be careful of unsafe characters are modified by the browser. These include the blank/empty space and " < > # % { } | \ ^ ~ [ ]
Paid Web Analytics will only be applied to posts that are published within Sprinklr. You will not be able to append web analytics to campaigns published elsewhere.
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Slide 40
	Web analytics can be applied to each account. 
Account level configuration will override the workspace level configuration.
Enter the domain of the client for which you want to view web analytics
Domains should start and end with * to ensure anything after the domain is considered in web analytics
You can set the domain as a wild card (*) and append the Analytics Profile to all links that are published. You can also use the wildcard to ignore text that precedes the wild card.
Without mapping of domains with correct profiles, web analytics will not work.
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Slide 41
	Web Analytics does not work on Auto Imported posts; only applied if ads is published through Ads Composer or Ads Manager 
Only works if the post type has a separate input for a URL link for tracking to be appended
Web Analytics will not work if the URL added in Publishing is of a shortened link. It will work if normal URL is added and then the URL shortener is applied
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Slide 42
	Create an approval path for both organic and paid content
Paths can incorporate multiple steps and can involve both single individuals or groups of people responsible for the approval. 
Approval paths can be selected manually or can be a part of an automated rule. 
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Slide 43
	For the recommended workflow use the rules engine to automate the submission of an ad to an approval by user or account among other available conditions
Entry Criteria: A setting that manages which of your users will see a specific approvals. For example: You may have a different approval path for each of your social accounts
Global Queues: Global queues give content producers the ability to submit the ads to an approval that has a group of people responsible for approving the content.
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Slide 44
	 Hopefully you’ve heard and seen custom fields used throughout the Sprinklr platform previously. 
Custom Fields are Sprinklr’s Tagging structure used to identify Paid Assets (Account, User, Paid Initiative, Ad Set and Ad Variants) and bucket them into similar categories
Create custom fields to create properties that are not provided by Sprinklr by default
Unique tags are enabled based on your company and business needs
Create Custom Field Type. You can select from Picklist Multiselect, Picklist, Number, Date, Text Multi, Text Area, and Text
Define values, or custom properties, manually
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Slide 45
	When creating a campaign in Ads Composer, you will have an option to select your Custom Properties at the Campaign, Ad Set & Ad Variant Level
Step by Step or Advanced Configuration
Capability to apply custom properties to an existing campaign or auto-imported in Ads Manager
Ability to see reporting based on Custom Properties using it as filter/ column etc. in Ads Reporting
Custom Fields are also used to group Users into User Groups or Accounts into Account Groups.
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Slide 46
	 When creating a campaign in Ads Composer, you will have an option to select your Custom Properties at the Campaign, Ad Set & Ad Variant Level
Step by Step or Advanced Configuration
Capability to apply custom properties to an existing campaign or auto-imported in Ads Manager
Ability to see reporting based on Custom Properties using it as filter/ column etc. in Ads Reporting
Custom Fields are also used to group Users into User Groups or Accounts into Account Groups. 
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Slide 47
	Now we’ll jump into the platform and set up some of these functions within Cosmic Comics. 
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Slide 48
	The 4th Ads Foundation Scenario is going to require you to create a new custom field. We’ll be applying this later on within the Ads workflow.
I’ll give everyone 10 min to complete and we will review. 
Please make sure to only share this with yourself! 
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Slide 49
	For Scenario number 5, please build a Global Que and a Tiered Approval for Paid. 
I’ll give everyone 10 min to complete and we will review. 
Please make sure to only share it with yourself!
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Slide 50
	For Scenario number 6, please create a Web Analytics Profile for Paid with the following parameters.
I’ll give everyone 10 min to complete and we will review. 
Please make sure to apply the new profile to the FB Ad account for cosmic comics at this URL. 
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[bookmark: _Toc23839411]Campaign Creation



Time
60 min
Materials
Slide 52 - 75
Objective
To describe and demonstrate the Ads Composer workflow, Audience Manager and Content Creation. 
Context
Showcase the step by step workflow to launch an ad campaign within Sprinklr at a high level, and then deep dive into each section in detail. 



Process
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Slide 51
	Now that you have a basic understanding of foundational tools and value-add features within Sprinklr, let’s get into the workflow of launching advertising campaigns. 
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Slide 52
	Now that you have a basic understanding of foundational tools and value-add features within Sprinklr, let’s get into the workflow of launching advertising campaigns. 
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Slide 53
	Now that you have a basic understanding of foundational tools and value-add features within Sprinklr, let’s get into the workflow of launching advertising campaigns. 
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Slide 54
	Now that you have a basic understanding of foundational tools and value-add features within Sprinklr, let’s get into the workflow of launching advertising campaigns. 
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Slide 55
	Now that you have a basic understanding of foundational tools and value-add features within Sprinklr, let’s get into the workflow of launching advertising campaigns. 
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Slide 56
	
Ads Composer is the first section we’ll cover and main tool used to create a new advertising campaign within Sprinklr. 
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	You can locate Ads Composer by navigating to the Modern Advertising Menu and under Execute section, Ads Composer should be visible under Ads Compositions.
Please let me know if you do not see it within your menu. 
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Slide 57
	
Create Paid Initiatives (Ad Campaigns) with new creative or boosted content (existing creative) 
Select Naming Convention to dynamically create uniform Campaign, Ad set and Ad Variant names 
Define Custom Properties to efficiently view cross-channel reporting
Efficiently launch cross-channel campaigns with consistent workflow.
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Slide 58
	Campaign Details: Create Paid Initiative (Ads Campaigns), set objective, select pixels, tag custom fields.
Target Audience: Create new saved audiences, and/or select pre-created saved audiences, Custom Audiences or Lookalike Audiences to create ad-sets.
Budget & Schedule: Set budgets, bids, flight schedule, optimization goals, placements.
Creatives: Select existing creative (boosted content) or create new dark posts.
Advanced Configuration: Select Custom Properties at each level, implement pixels, DCM integration, etc.
Optimization: Optimize spend to maximize goal results.
Review: Review campaign details & error messages prior to launch.
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	As mentioned, this workflow is consistent for any channel you’ll select to launch an ad campaign. 
Adding an Ad account and having the organic page linked to the account are mandatory prerequisites before you can start composing ads. 
Let’s take a look at how the workflow looks in the platform.

	Switch from PPT to Platform
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[bookmark: _Toc5893312]Slide 59
	Navigate to Ads Composer within Modern Advertising
Point out step up & account selection using Appendix A: Select Ad Account and Appendix B: Workflow options. 
Once an Ad Account is selected, you’ll be pushed to Campaign Details. Take a moment to point out the step by step workflow, note how as you go through each step, you’ll see a green check mark or red exclamation depending on if all mandatory fields were selected or not. 
Within Step 1, Campaign Details, you’ll be setting your campaign objective, selecting pixels, naming your campaign. 
· Select an Objective 
· Objectives will populate from the three most frequently used objective types within the Ad Account
· Users can see all of the campaign objectives by selecting Show More Objective Options
· Add a Naming Convention
· Enter a Naming Convention manually 
· Users can select a naming convention from the drop down that has been configured previously
· Campaign Setup 
· Note that anything selected at the campaign details tab sets other parameters for the rest of the campaign. (for example: the objective you choose sets options for ad formats).  Appendix C: Campaign Setup
· Define Custom Properties 
· Fill out picklist, multiselect picklist or text Custom Fields at the campaign level
· Note that mandatory Custom Fields will be denoted with a red dot
Next is Step 2, Target Audience, note that this is a similar view as Audience Manager, but audiences available for selection are drilled down by the Ad account previously selected.
· Select a saved audience from view that has been previously used
· Option to search by audience name or targeting parameter
· Hover on the three dot icon to view details of selected audience or click the (+ 1 targeting) hyperlink 
· Option to clone/use audience as template 
· Create a new audience using Appendix D: Create a new audience.
· Ability to create a new saved audience only
· Select parameters of audience based on channel dimensions (different by channel) 
· Option to layer previously created Custom Audiences  
· Capability to Save audience or Save & Segment 
· Note that selecting multiple audiences or creating new will generate multiple ad sets automatically
· Selected Target Audience tab (review selected audiences)
· Option to add another audience
· Option to clone and edit or remove audience
· Define Custom properties at the ad set level 
Next step is Budget & Schedule where you will set your budgets, placements, bidding, dayparting, etc. of your campaign & ad sets. 
· Option to configure all Ad Sets individually or consistently Appendix E: Configuring Budget & Schedule 
· Smart Search option to filter by name or targeting dimensions & Copy values to filtered ad sets 
· Budget details at Campaign level 
· Spend Cap 
· Mandatory for certain channels (Twitter)
· Option for to enable Facebook’s Budget Optimization tool 
· Ability to assign a Sprinklr Budget Source
· Budget & Schedule at ad set level 
· Budget Type: Lifetime vs Daily 
· Start Date & End Date (option to change time zone) 
· Mandatory fields denoted by red dot
· Option to enable Dynamic Creative for all ad sets  (Facebook Specific Feature)
·  Add the individual assets, such as images and headlines, and automatically generate optimized creative combinations for your audience
· Configure Placement Details Appendix F: Placement Variations   
· Differs by channel’s offerings 
· Automatic vs Edited 
· FB: Platform, Device, Position 
· TW: Search, User Profile, Users Timeline 
· Enter Bidding Details 
· Optimize for ___ (CPC, CPM, etc.) is based on objective selected (FB) 
· Automatic Bid vs Manual (TW) 
· Delivery Type can be changed to accelerated if manual bidding enabled (FB)
· Ability to layer dayparting delivery Appendix G:  Apply Dayparting   
· All times of day vs specific days and times for ads to run 
· Based on good, average and poor performance
Click the next button in the lower right corner and move the Creative tab where you can select an existing post(s) or create new ad variants.
· This view will populate all existing dark and organic posts for selection. Appendix H:  Selecting existing post
· Option to change out page/handle if multiple apply to one ad account 
· Ability to search post by post text, post ID or permalink 
· Filter by post status (scheduled, drafted, etc.) or post visibility (dark or organic) 
· Sort by published time, modified time, engagement metrics, etc. 
· Moon icon in the upper left corner will denote the post was dark (not visible on the organic page at any point) 
· Social metrics will populate beneath post if previously live 
· Timeframe hyperlinked to show ad on native channel (permissions necessary to view) 
· Select existing creative by clicking on the post – it will be framed out by blue outline with a check mark 
· Option to hover on the three dot icon and Use as Template (copies values of previous post but opportunity to edit as needed 
· Select multiple existing posts by highlighting each post that will be used
· Create new creative by selecting option at the top 
· Creative header: Select the page that the ad will be published from 
· Post Type: select from drop down (based off what objective was selected)
· Creative details: differs by post type selected.
· Select photo or video from SAM, URL or file from desktop (twitter cards must be created prior in SAM and applied here) 
· Facebook only: option for placement variations. Appendix I: Placement Asset Customizations  
· Option to add Web Analytics profile to append parameters to URL once ad is published. 
· Blue hyperlink (text, headline) quick tool to create multiple variations of ads Appendix J:  Creative variations.
· View preview of ad variant on right side pane with options to change placement preview (mobile, righthand rail, feed, etc.)
· Option to publish ad as dark post, publish posts w campaign, schedule on native. 
· Review Creatives
· Default is to create each ad across all ad sets within the ad campaign
· Option to check box to configure creatives for each ad set individually Appendix K: Configuring creative for ad sets 
· Add additional ad variants by selecting Add another creative
· Remove applied Creatives by hovering over the three dot icon of any Creative and selecting Remove
· Define ad variant custom properties
· Click Next to finalize the creative selections
Demonstrate features of Advanced Configuration. Set custom properties at all three levels of your ad campaign, third party tracking, pixels, & Sprinklr tools like pacing groups & benchmarks. 
· Campaign level 
· Enable Budget rebalancing
· Apply Third party tracking (DCM)
· Add Pacing Groups & Ads Benchmarks
· Option to change Dark post Story ID
· Define custom properties 
· Ad set level 
· Define Custom Properties – option to copy values to all ad sets 
· Ad variant level 
· Apply view tags to URL, tracking pixels, mobile app tracking & URL tags 
· Define custom properties – ability to copy all values within ad set or to all within campaign 
Optimization – new feature to apply Smart Budget Allocation (Sprinklr’s advanced optimization tool) to your ad campaign. This is an optional step and we’ll go into it in depth in the value-add lesson. 
The final step within Ads Composer is Review before publishing the ad campaign. 
· Review all aspects of the ad campaign built, at each level 
· Guided error notifications will populate at the top of the screen if you have campaign errors or warnings
· Campaign errors are missing mandatory fields; campaign cannot launch without these populated. 
· Campaign warnings are notifications that custom fields are missing values.
· Option to save campaign as Draft
· Does not send to API, campaign will only be available in Sprinklr. 
· Option to create a shell campaign if waiting on final creative or targeting. 
· Publish or Publish as Paused
· Send to API, campaign will be available on native channels 
· Publish will start to spend as soon as campaign goes through creative review 
· Publish as paused will have active ad sets & ad variants (creative will go through native approval), but campaign paused 
· Option to Send for Approval
· Campaign will go through formal approval process via Sprinklr. 
· Campaign will send to API once approved.
All campaigns (as published, drafted, send for approval) will push you to Ads Manager. You’ll be able to find & view the ad campaign and make edits from there. 
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	Let’s take a moment to review best practices and terms of the Ads Composer workflow.
Ability to upload images/video assets in Asset Manager & create audiences in Audience Manager prior to creating campaign in Ads Composer 
Apply Custom Fields at all three levels of your Ad Campaign in Advanced Configuration for accurate Reporting & Naming Convention 
Search and Configure Budget for Ad-sets Individually as well as Ad variants 
Publish & send campaign to the native channel by selecting “publish” or ”publish as paused”, “save as draft” will only publish the campaign to Sprinklr (not visible on native)
Paid Initiative:  Highest level of the three-tiered ad campaign, where you set objective
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	If you need to build a Reach & Frequency campaign within Sprinklr – Reach & Frequency Planner is a great tool to know. 
Reach and Frequency is a tool that estimates how much you will pay to reach your audience or obtain a CPM (Cost Per 1000 impressions) before you activate your campaign.
It provides you with multiple predictions of the reach and frequency of your ad campaign in order to make an informed campaign decision without having to use a real budget to test and optimize them.
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	Easily create and compare multiple Reach & Frequency audiences
Generate multiple predictions in order to make more informed campaign decisions, without having to use real budget to invest and optimize
Ability to build multiple variations of R&F predictions using different variables (targeting, scheduling, frequency, placements etc.) In one go and reserve the most beneficial ones.
Compare different variations with graphs based on different parameters and predict winning R&F variations based on reach/cpm
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	Create and remove Reach & Frequency reservations separately from Ads Composer.
You can create a maximum of 100 variations at a time for different combinations of prediction variables. 
Select multiple reservations and click “Create Reach & Frequency Campaign” and be driven to the Reach and Frequency Composer with details prefilled. 
Add multiple reservations to a campaign within Ads Composer, by searching for reservation ID and reservation name.
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	From the Audience Manager, you can create, view, manage, report and take action on all Audiences across your advertising channels and accounts, all in one place.
Audience Manager is accessible from the Modern Advertising menu under Campaign Strategy. 
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	Audience Manager is essentially deposit for all audiences, across ad accounts and channels that you have permissions to. 
You can create new Saved Audience, Custom Audience, Lookalike Audience
Edit, clone or delete existing audiences
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	There are three types of audiences that you can create within the Audience Manager: 
Saved Audience: Demographics, Behaviors, Interests, Location, Age 
Custom Audience: Website, CRM Uploads, Lead Ad Engagement, Video Engagement  
Lookalike Audience: Based off Custom Audience and Page
Remember: you MUST create new Custom and Lookalike audiences within Audience Manager – it is not possible to do so in Ads Composer.
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	Navigate to Audience Manager within Modern Advertising
Walk through the navigation within Audience Manager.  
· All Existing Audiences across channels will be shown based on permissions to add accounts 
· Review columns 
· All audiences will be synced with Sprinklr once ad account has been added
Next, showcase ability to edit existing audiences. Hover on the three dot icon to Edit, clone, share and delete Existing Audiences. 
Create new audiences, you’ll be select Create Audience in the top-right corner of the Audience Manager 
· Options to create Saved Audience, Custom Audience, Lookalike and Target Group 
To Create a Saved Audiences, select Create Saved Audience as the Audience Type. A Saved Audience can be used for specific channel targeting.
· Enter the Audience Details for your new Saved Audience, including an Audience Name and optional Description. Select the Audience Type, Channel for audience creation and the associated Ad Account for the channel.
· Enter channel-specific details if applicable. When a channel is selected, you may have the option to set a channel-specific Objective and its associated Page or Handle.
· Enter the targeting details like Location, Gender, Language, to define your audience based on the Audience Type. Appendix L: Create a Saved Audience
· The fields available in the Targeting section may vary depending on the channel and objective specified.
· For Facebook, you can include/exclude Custom Audiences in Detailed Targeting section and further narrow your selections between each other using Narrow Audience.
· For Pinterest, you can create and save your targeting inclusive of Custom Audience(s) only, without having to select a Keyword, Interest, or dynamically expand your interests and keywords based on your pin
· Select the custom field as desired in the Custom Properties section – unique to each client environment.
· Add Visibility and Permissions. They include the options to set the following:
· Visible in all workspaces - Check the box to make the saved audience visible in all the workspaces of your environment or select the particular Workspaces / Workspace Groups from the Workspace drop-down menu.
· View Globally - Check the box to make the saved audience visible to all the users and user groups of your environment or select the particular Users / User Groups from the Users / Users Groups drop-down menu.
· Edit Globally - Check the box to allow all the users and user groups of your environment to edit the saved audience or select the particular Users / User Groups from the Users / Users Groups drop-down menu.
· You can create Saved Audiences in the Audience Manager to be used later in Ads for efficient, easy-to-use targeting.
Creating a Custom Audience in the Audience Manager allows you to directly import or manually enter Audience member details, or to configure an Audience based on past actions through one of your brand's social channels - for example, a list of users who have viewed your Facebook videos. 
· Select Create Custom Audience as the Audience Type.
· Enter the basic details for your new Custom Audience, including Audience Name and an optional Description.
· Choose the type of audience you'd like to create, whether uploading or manually entering Audience details or creating an Audience based on interactions with your brand accounts. Appendix M: Types of a Custom Audience
· The availability of some Audience Types, like Facebook Video Engagement and Twitter Flexible Audience, will depend upon the channel selected for your Custom Audience.
· Select the custom field as desired in Custom Properties section.
· Add Visibility and Permissions.
Creating a Lookalike Audience in the Audience Manager allows you to create an Audience using an existing Audience, creating targeting that looks for similarities to an existing Audience. 
Select Create Lookalike Audience as the Audience Type
Enter the basic details for your new Lookalike Audience, including Audience Name and an optional Description. 
Enter Targeting Details for Lookalike Audience 
· Select the Audience type for your Lookalike Audience (the Source Type will determine the Audience Sources you can select as the base for your Lookalike Audience).
· Select a specific existing Audience on which to base your new Lookalike Audience.
· Select a country to target.
· Use the slider to weigh similarity or reach as the optimization point for your Lookalike Audience.
· Audiences optimized for Similarity will be more like the Audience Source; (1-20%) Audiences optimized for Reach will be optimized to reach more individuals but may be less alike the Audience Source.
A Target Group can be used to create audience presets for specific business locations. You can create Target Groups in the Audience Manager to be used later while creating Facebook campaigns with the Store Visits objective.
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	Previously we went through the workflow of creating new advertising content with the Ads Composer.
Now let’s look at how to create content ahead of building an ad campaign and where to locate content that’s been previously used through your business’s social practice.
Asset Manager and Creative Library are section with Sprinklr where you can work on Content Creation.
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	Asset Manager is the Repository for all content across Sprinklr module, Located within Modern Engagement Menu
Upload new asset: photo or video, link, text 
Ability to suggest high performing posts 
Create Twitter Card: Image, Video, Website Card 
Save Boards to organize assets by region, line of business 
Apply tags for organization
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	Creative Library is a feature within Modern Advertising which focuses on building an entire ad variant prior to associating it to an ad campaign. 
Create Library centralizes your advertising assets in a single, easy-to-use repository
· Create dark ad posts ahead of campaign build 
· Ability to collaborate on creative prior to publishing  
· Ability to send creative through Approval Path available for internal or creative agency 
Facebook/Instagram, Twitter, Pinterest & LinkedIn Only 
Apply Custom Fields or tags for organization
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	Let’s take a moment to showcase the creative library workflow and how you can use it in campaign creation.
Creative library is a helpful tool that allows you to build you creative ahead of your campaign.
We’ve seen clients with creative agencies separate teams or multiple stakeholders for approval have a lot of efficiencies with Creative Library. 
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	OK Let’s get into the platform and have you launch an ad campaign! Multiple steps go into this workflow, so we’ll make sure to cover all of them. 
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	For Workshop 1, navigate to Audience Manager and create a new saved audience and a new custom audience for you to use in your upcoming campaign. 
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	For the 2nd exercise, we are going to create a Traffic campaign on Facebook. Follow these steps and make sure to fill out all appropriate custom fields. 
At the end – make sure to save as draft instead of publishing. You’ll be pushed to Ads Manager to review your campaign. 
I’ll give you 15 min and let me know if there are any questions!
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	Now that you’ve done successfully launched a Facebook Campaign, let’s walk through how Ads Composer workflow looks on another Channel. Let’s create a Tweet Engagement campaign for Twitter.
I’ll give you 15 min and let me know if there are any questions!
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	True or False? Budget Sources require the use of real money to be deposited from your funding source. FALSE
Where can you navigate within the platform to approve Ad Campaign (paid initiatives)? Ads Manager & Engagement Dashboard 
Which part of an Ad Campaign structure defines your targeting, budget, schedule, bidding, and placement? Ad Set
Where can you navigate within Ads Composer to copy Custom Field values across multiple ad sets or ad variants?  Advanced Configuration 
What type of audiences can you NOT create in Ads Composer?  Tailored, Custom, Lookalike
Where can you create Twitter Cards within the platform? Asset Management +Bulk
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90 min
[bookmark: _Toc5893218][bookmark: _Toc5893322]Materials
Slide 75- 92
[bookmark: _Toc5893219][bookmark: _Toc5893323]Objective
To describe and demonstrate how to manage and optimize advertising campaigns within Sprinklr by using Ads Manager, Smart Budget Allocation and Rule Engine.
[bookmark: _Toc5893220][bookmark: _Toc5893324]Context
Sprinklr offers various workflows to manage and optimize campaigns whether its manually or using automation features.


Process
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	We’ve already seen the basic workflow to launch an ad  campaign within Sprinklr but the next step in the lifecycle of your ad is to optimize it for what is performing well! 
Sprinklr Ads Manager centralizes all of your ad data across each of your channels simultaneously, giving you the power to optimize content in real-time. Specifically, you can:
· Assess what is or isn’t working and adjust aspects of your ad on the fly.
· Improve your return on your investment with Ads by developing data-based initiatives.
· Optimize your ad content, budget, audiences and more.
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	With the Ads Manager, you may customize your own views for a better download of active ad content.
Optimizations can stretch across multiple campaigns at once with bulk actions such as macros.
You can apply custom fields to past ad content for a historical view of granular data sets.
Audit trails are available to track actions on all ads within Sprinklr.
And simplified rules give you control of automated optimizations per campaign, ad set or ad variant. 
Data in the Ads Manager will upload every 15 minutes.
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	Review, manage and optimize Paid Initiatives, ad sets & ads
Customize view using saved filters, columns and boards
Add New Ad Sets or Ads/Quick Ads Publish: add new ad sets or ad variants to existing Paid Initiatives 
Clone historical Paid Initiatives, ad sets or ad variants 
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	Navigate to Ads Manager within Modern Advertising
Walk through the navigation at the top within Ads Manager.  
· Three folders of ad campaign levels: Campaigns, Ad Sets, Ads
· Global Icon: Option to Change Skin. Default is all channels, but can drill down to both channel and ad account(s).
Next, showcase ability to Filter the campaigns visible in Ads Manager. Click the filter icon to view filtering options. Appendix N: Customize View with Filtering
· Standard Filtering will give you the ability to select standard filtering options or Add other filters like Custom Fields that might be applicable.
· Switch to Advanced filters to showcase options to filter by Dimensions (that are not listed) or Metrics. Example: Paid Initiative Name CONTAINS Marvel
· Once filtering is completed, option to Clear All, Close (not save) with the Up Arrow, or Save Filter.
· Save Filter by Adding a Name and click Save & Apply.
·  Note that all users with access with Ads Manager will be able to use saved filters. Keep organized but using an obvious name.
Show the standard filters on the left side of Ads Manager: All, Errors, Active Campaigns. If additional filters have been saved, you will see a + # depending on the number of saved filters.
· Hover over the +# to see a list of all saved filters. Click one to be applied to Ads Manager view.  Once applied, the Filter Icon will have a bubble with more details on the view. 
· Click Manage Filters to edit, clone, or delete any saved filters. 
The magnifying glass icon will allow you type in what you’d like to quickly filter down to view. 
· Example: type in “Marvel” and all campaigns with a name containing Marvel will populate. 
Next to the magnifying glass icon, highlight the ability to change the date range of the data coming through Ads Manager.  
· Select a predefined date range on the left hand side from Today, Last 30 days, to Last Year. Custom Date Range is also available for any specific time frame needed. 
· Lifetime will pull in all data from the history of the ad account. Use this date range for any campaigns scheduled for the future or in draft mode. 
· Today will include the most up to date data, API syncing every 15 minutes.
· Option to change Timezone (upper right hand corner) to align with a specific region or the timezone set to the particular ad account. 
· Filter Stats only (check box in bottom left hand corner): All Campaigns/Ad sets/Ads will be shown. Only the Stats/Metrics will be filtered for the given time duration.
Next to date range, the reload icon is available to re-ping the API and make sure you have the most up to date data. You can also refresh your browser. 
· Again, call out that the data will updated every 15 minutes for the paid API
The Gear Icon will be where you can customize your column views. Appendix O: Customize with Columns Configuration.
· Select Column Configuration and a drop down of standard views and previously created/saved views will populate. 
· Previously saved column configurations can be edited, cloned or deleted
· Select Modify or Build New to customize your own view of dimensions and metrics. 
· A new window will pop-up to all you to select multiple dimensions and metrics at the campaign, ad set and ad variant level.
· These are categorized by level of the ad campaign and objectives. You may search for specific D&M at the top or search through the particular folders. 
· Note that you can pull in DCM, Custom Metrics and various attribution windows to Ads Manager to optimize against. 
· You may apply this new view or Apply and Save by adding a name to the view in the bottom left hand corner of the pop-up window. 
Color tag is the next icon and will help highlight performance within the Ads Manager view. 
· Select the Color Tag and it will push you to Ads Settings. This is where you will build your IF/THEN statements to highlight good or poor performance Appendix P: Customize with Color Tags.
· Add Visibility and Permissions so that not every user has the color tag applied to their Ads Manager view.
Call out that Macros are the wand icon, which is the in-platform bulk actions option. It will be covered in Optimization your campaign. 
The last icon on the right is Group By, which gives the possibility to show data in a pivot table view. 
· You can have up to 2 dimensions layered and the campaigns will be grouped by those dimensions. 
· Example: Group by Objective or Account to showcase this feature. 
Next, hover over the three dots icon (Sprinklr’s more action items) on the upper right hand corner. These are bigger actions you can take within Sprinklr. 
· + Ads Composer is a shortcut to push you into Ads Composer workflow
· Next, Import/Export option allows you to export campaigns into excel, make changes needed and import back into Sprinklr. 
· It is not possible to import campaigns across multiple channels, so call out that each upload should be channel specific. 
· Quick Ads Publish is a short-handed workflow to create a new campaign, but most often used to create new ad sets or ads to existing campaigns. 
· Save as Board option allows you to save both a filter and a column configurations together.
· Example: If you are filtering to Objective IS Traffic AND Website Clicks for FB and Twitter, you will want to view data that is website traffic, CPC, CTR, Link Clicks and maybe conversion data. 
· Once you save a board it will be located in the Dashboard Menu left of the Ads Manager name. (3 horizontal lines on the upper left) contains all saved boards. You can navigate between boards you have created and those other users have shared with you.
· You can manage boards to edit, delete, clone or share with your team. 
· Sync Account Data allows you to re-sync your entire ad account if Sprinklr is not matching to native.
· Example: If you create a pixel after you’ve added your ad account, and you are not able to see it in Sprinklr.
· Sprinklr syncs every 15 min for data but Pages, Permissions, Pixels might need a resync to pull in.
Optimizing your campaign, ad set and ad variant can be done by hovering over the three dots on the left of the Name and selecting from the drop down. 
· Click View & Edit on the Options menu to show the actions you can perform, including: 
· View Audit (list of changes made to the item by who, when, etc.)
· Update Workflow details (Pacing group, benchmark, etc.)
· Update Budgeting, Optimization, Smart Budget, Creatives, and other details
· View Performance of an item (campaign/ ad-set/ ad)
· Apply Rules on any campaign, ad-set or ad-variant
·  Appendix Q: Optimizing your Campaigns
· Appendix R: Optimizing your Ad Sets
· Appendix S: Optimizing your Ad Variants
Apply Rules at all three levels of an ad campaign by hovering over the three dots and selecting Apply Rule 
· Simplified Rules can be used by Advertisers who would like to use automation to assist with alerts or actions to campaigns. 
· Appendix T: Simplified Rules  
Smart Budget Allocation will help Advertisers group campaigns together and optimize across them. By selecting multiple campaigns by checking the box left of the name, you will see a menu populate across the top. Hover over the three tops here and come down to the Smart Budget Allocation to apply these campaigns. 
· Appendix U: Smart Budget Allocation 
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	That was a lot of information on customization of Ads Manager view, optimizing and managing your ad campaigns. Let’s review some Best Practices and Terms. 
Macros: In-platform bulk actions taken in Ads Manager at the paid initiative, ad set or ad variant level
· Examples: Increase daily budget by $xx or %XX, tag Custom Field with X value, etc.
Board: tool used to save your preferred filter sets and customized columns 
· Examples:  “Campaigns related to Optimization Goal: Traffic,” “Ad accounts in APAC Region”
Configure your Ads Manager view as desired. You can apply filters and make changes to the column configuration to change the Ads Manager display as needed. to save as a board, hover over the options icon in the top right corner and select Save New Board.
Apply color tags based on performance data metrics & dimensions to visually identify efficiencies and optimizations needs 
· Define one or more criteria for each color, and each tag can define multiple colors. For example, create a color tag configuration that identifies efficient CPCs or CTR
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	Let’s review all the different type of customizations you can create and optimizations you can make within Ads Manager by doing it! 
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	Smart Budget Allocation is an amazing value-add feature we briefly walked through in the platform, but let’s make sure we review this tool in depth. 
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	First, create a board and color code to help visualize the right campaigns and highlight their performance 
Next, try editing a campaign’s audience, budget, placement and custom field. 
I’ll give everyone 15 minutes to complete and walk round to help if needed! 
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	Smart Budget Allocation is an amazing value-add feature we briefly walked through in the platform, but let’s make sure we review this tool in depth. 
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	Sprinklr’s Smart Budget Allocation is based on the Greedy Algorithm approach, aiming to make locally-optimal choices at each stage in order to reach globally-optimal solutions. 
Maximize ROI by optimizing budget distribution across campaigns & ads sets
Automatically distribute budget between Campaigns and Ad sets, Leading to optimal campaign results
Set custom KPIs to trigger budget redistribution and optimize your spend
Apply budget pacing to make sure that the amount of budget allocated gets fully utilized
Get detailed projections on your budget optimization, showing how using budget improves ad performance.
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	Allocation of funds will get applied only after entities have been live for at least 24 hours.
If a single Campaign (besides Twitter) is selected, then it should at least contain two Ad Sets.
Allocation can be applied for daily or lifetime budgets, but can only be applied to campaigns with lifetime budgets if the entities selected are of the same channel and have the same start & end dates. 
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	Previously, we learned how to use Automation in Ads Manager with Simplified Rules, but there is a larger automation function that layers across the entire Sprinklr Platform and is located with The Unified Front office Platform Setup.   
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	The Rule Engine is the primary source of automation across the Sprinklr platform
If you have never seen it within your once Sprinklr instance, its because Paid Admins only have access. 
Rules are schematics structured around “If, then” statements using conditions (if) and actions (then)
Example: If the message author is “X”, then add the custom field “Y” 
3 types of commonly used Paid Rules:
· Auto Tagging & Paid Pre-Publishing
· ,Auto Boost 
· Auto Optimize
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	Categorize your campaigns, ad sets, or ad variants based on properties automatically with Auto Tagging Rules once ad campaign is published 
If: Paid Initiative [PROPERTY] includes "X" 
Then: Tag campaign with "X"
Paid Pre Publishing Rules are the rule conditions and actions in the Rule Engine which allow you to improve the campaign configuration process in the Ads Composer through automation before they are published.
-Automatic Filling of Custom Field Values based on Condition 
- Fill Same Custom Field Values across all Ad Entity level
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	In Ads Manager, we walked through Simplified Rules which are only able to be applied to a particular campaign. The Rule Engine is the major source of automation within Sprinklr but due to it’s complexity, is only available to Paid Admins.  It overlays across the entire platform, and can be located within the Unified Front office Platform Setup Menu
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	Automatically identifying well performing organic content to boost or manually selecting an organic post to be boosted with a custom field, automatically creating ad campaigns, targeting and specific 
	If: Engagement Rate is great than X%
	Then: Boost Post for $X
		If: If Custom Field: Boosted Y/N is YES 
     		Then: Boost Post for X days 
Preset campaign for launch, option to create multiple variations (naming convention, objective, etc.)
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Slide 91
	Auto Optimizing Rules may be set up to Allow well-performing ads to drive better overall campaign performance or stop expensive ads based on benchmarks 
If: Cost per Click is great than $X (inefficient)
Then: Pause adset
Add the action for Email Notification to notify the team of efficient or inefficient campaigns
If: Click through rate is great than X%
Then: Increase daily budget by $X
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Slide 85
	In Ads Manager, we walked through Simplified Rules which are only able to be applied to a particular campaign. The Rule Engine is the major source of automation within Sprinklr but due to it’s complexity, is only available to Paid Admins.  It overlays across the entire platform, and can be located within the Unified Front office Platform Setup Menu
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Slide 92
	Since you might not have access to the Rule Engine in your own environment, let’s jump into the platform and walk through how to set up a Paid Rule. 
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Slide 93
	We’re going to build a rule to assist with optimizing Ads within all Traffic objective campaigns. 
Make sure to add in the action of being altered via email! 
I’ll give everyone 10 minutes to build this rule.  
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Management and Optimization
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[bookmark: _Toc23839413]Analytics 


Time
90 min
Materials
Slide 94-101
Objective
To share how to create reporting dashboards within Sprinklr Modern Advertising. 
Context
After you launch an Ad campaign and optimize it, you’ll want to create a report to view performance data easily. 


Process
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Slide 94
	You may have experience with Sprinklr Reporting whether its within Advertising, Benchmarking, Listening or Organic/Engagement.
The good news is the reporting UI is very similar across Sprinklr but there are some Advertising nuances that we’ll make sure to cover. 
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Slide 95
	Ads Reporting dashboards show you how your ads are performing. 
They deliver this information in the form of graphic images, called widgets, that visually depict ad performance data.
First, let’s make sure we have a shared understanding of what Ads Reporting is.
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Slide 96
	Sprinklr Ads Reporting can help you visualize data, stay informed, and centralize insights. Specifically, you can:
· Customize dashboards to analyze campaign performance for informed decisions. 
· Visually compare ROI across social channels, from clicks to website conversions and activities.
· Choose the most effective past content to create new, equally successful content.
· Analyze all of your campaigns on one screen to shape a multi-channel marketing strategy. 
· Evaluate performance across regions using customized widgets to define regional marketing strategies.



	Switch from PPT to Platform

	
	[image: ]
Slide 9
	Point out the elements of the Overall Dashboard, using Appendix A: Sprinklr Ads Reporting Dashboards and Appendix B: Dashboard Menu as guides.
When you get to the Dashboard Options menu, note how few options are available on the standard dashboard. 
Select Clone to demonstrate cloning a dashboard and note how many new options are available, including Edit Layout. 
· Click Edit Layout to show the Layout Editor
· Drag and drop selected widgets around on the screen.
· Click + Add Section to create a new tab.
· Click the check mark in the upper left of a widget and use the Move to Sections drop-down menu to add it to your new tab.
· Click Save to show your revised layout. Drag and drop a widget around the screen to show how that operation can be performed in regular view.
Demonstrate filtering for assorted criteria, including campaign-specific data, custom properties, and social networks.
Continuing the demo, click Add Section to demonstrate adding a tab.
Adjust the Time Range menu, observing how widgets look different with different time ranges.
Interpret the information from 2-3 sample widgets and ask students to suggest implications to the campaign. 
Pick a widget and create another custom dashboard, using the process in Exercise 1: Create a Custom Dashboard.
Open the Dashboard menu and discuss the options under Settings, as described in Appendix D: Ads Reporting Dashboard Settings. 
Display the Reporting Glossary and explain the New, Deprecated, and Favorite tabs.
Return to the All tab and demonstrate the process of searching and starring a metric, as described in Exercise 4: Star a Metric.
Before exporting, introduce the problem: You need to send weekly reports to your team each Friday.
Demonstrate the process of creating a report title—“Monthly Executive Report,” for example—by adding a custom text widget at the top of the dashboard. 
Demonstrate the process of scheduling a custom report export, as described in Exercise 5: Schedule Custom Intervals.


	Switch from Platform to PPT
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Slide 98
	Dashboard: a report compiled of widgets, showcasing performance data
Widget: custom grouping of metrics (table, graph, bar chart, post card, etc.)
Filter: tool used to create customized view of data, based on campaign elements or custom properties
Apart from the standard metrics that you can use to populate your custom widgets, you can create your own Custom Metrics by creating calculations of existing API metrics (available cross-channel) 
Apply an Annotation to graphs and charts to add additional context to performance data
Use the Schedule Export tool (Menu > Settings) used to schedule reoccurring exports of dashboards
Refer to the Reporting Glossary to get the native name and definition of the Paid API metric you’re searching for 
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Slide 99
	Let’s make sure that you are confident creating reporting dashboards for your ad campaigns! 
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[image: ]Analytics
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Slide 100
	You may have experience with Sprinklr Reporting whether its within Advertising, Benchmarking, Listening or Organic/Engagement.
The good news is the reporting UI is very similar across Sprinklr but there are some Advertising nuances that we’ll make sure to cover. 
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Slide 101
	True or False? Any changes to campaigns in the View & Edit pane Ads Manager have to be reviewed before being saved and applied. TRUE
What are the ways in which you can change the visibility of dimensions and metrics within Ads Manager?  FILTERS, COLUMN CUSTOMIZATIOS, BOARDS, COLOR TAGS, GROUP BY 
True or False? Daily Budgets cannot automatically be increase based on performance. FALSE 
What are some of the Sprinklr tools that automate workload, make bulk actions and optimizations?  MACROS, SIMPLIFIED RULES, RULE ENGINE, BULK IMPORT

	
	

	Sprinklr Ads Reporting can help you visualize data, stay informed, and centralize insights. Specifically, you can:
· Customize dashboards to analyze campaign 
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[bookmark: _Toc23839414]Wrap-Up & Next Steps


Time
15 min
Materials
Slide 102 - 104
Objective
To review what’s next and next step to take Advertising Certification exam.
Context
This closing module ties up loose ends, gathers student feedback, and sets you up to leverage Sprinklr Advertising knowledge to pass certification.


Process
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Slide 102
	Now let’s use what you’ve learned to build an ad campaign by using the Ads Composer workflow. 
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Slide 103
	Review the material from the 2 day agenda 
Study your notes, explore the platform 
Don’t forget about the resources in SprinklrU and the Knowledge Portal. 
On-Demand courses for Advertising available in SprinklrU for additional materials
Take & PASS exam within SprinklrU!
REMINDER:	   120 Minutes - 3 attempts 
	   Two week timeframe
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Slide 104
	Do you have any more questions? Are you sure? 
Thanks for attending! 
I’ll be sending a final exam with with PPT, a guide to access your transcript and survey for course evaluation.
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[image: ]Exercise & Course Wrap Up
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[image: ]Course Wrap-Up
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	[bookmark: _Toc13478543][bookmark: _Toc23839415]Resources


Course survey
To improve our Sprinklr course offerings, click the SprinklrU Learning Services Survey to provide your feedback.
For more information, see these resources: 
About Ads Composer 
Ads Composer 
Create and Use Advertising Naming Convention 
Search and Configure Budget for Ad sets Individually
Search and Associate Creatives with each Ad set Individually
Add Placement Variations 
Daypartying in Sprinklr Advertising
Add and Use a Budget Source
Add and Use DCM/DFA Account
Facebook Reach and Frequency in Ads Composer
Create a Reporting Dashboard
Dynamic Product Ads
Ads Campaign Review and Approval
Ads Manager Overview
Manage Ads
Actions in the Ads Manager
Edit Ads in the Ads Manager
Cloning Ads in the Ads Manager
Create or Edit Facebook Ad Creatives in Ads Manager
Create and Save a macro
Create and Manage Boards in Ads Manager
Smart Budget Overview
Smart Budget FAQ
Manage Smart Budget Allocations
Apply Smart Budget Allocation
Smart Budget Allocation by Channel
About Ads Reporting
Paid Media Reporting
Using Target Metrics
Reporting Glossary
Paid Media Reporting Glossary
Create an Advertising Benchmark
Manage Advertising Benchmarks
Using Ads Benchmarking
Tag Campaigns with Advertising Benchmarks
Drill Down into Reporting Widgets
Apply Universal Time Zones in Ads Reporting
Filter the Ads Reporting Dashboard
Create a Reporting Dashboard
Manage Scheduled Exports
[image: ]
[image: ]Appendices
Manage Reporting Widgets
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	[bookmark: _Toc23839416]Appendices


This section includes references for locating information and performing reporting tasks in Sprinklr:
Appendix A: Select Ad Account 
Appendix B: Workflow options 
Appendix C: Campaign Setup
Appendix D: Create a new audience
Appendix E: Configuring Budget & Schedule 
Appendix F: Placement Variations   
Appendix G:  Apply Dayparting   
Appendix H:  Selecting existing post
Appendix I:  Placement Asset Customizations       
Appendix J:  Creating multiple variations of ads
[image: ]
Error! Reference source not found.

Appendix K: Configuring creative for ad sets
42
[bookmark: _Toc13478545] 
[bookmark: _Appendix_A:_Navigate][bookmark: _Toc23839417]Appendix A: Navigate to Ad Composer & Select Ad Account  
Dashboards are Sprinklr-designed, prebuilt templates that offer you a leg up on creating reports. They show reporting metrics across most features, summarize ongoing campaigns and social channel performance, and let you copy and configure widgets. 
[image: ] 

The Navigation Menu contains all Sprinklr product menus, navigate to Modern Advertising and find Ads Composer within Campaign Creation. 
[image: ]
The Ads Composer will populate all ad accounts you have access to in the list below “Create an Ad Campaign”.  You can search an Ad Account or Channel by typing into the search bar. Ad Account, Channel, Time zone and Currency will populate in columns to better identify the account you’re looking for. Click the Ad Account and you will be pushed into the Ads composer step by step workflow.
Click Add Filter below the search bar to filter the ad accounts of campaigns as needed. You can also sort the columns as desired by clicking the Sort icon alongside each column. Refer to Appendix B for a list of filter and sort options for the different campaign creation types.
The Create New Campaign option will be your default for Ads Composer.  If you would like to select a different workflow, click one of the options before selecting your ad account. Reference Appendix B: Workflow Options for more information. 
[bookmark: _Appendix_B:_Dashboard][bookmark: _Appendix_B:_Ads][bookmark: _Toc13478546][bookmark: _Toc23839418]Appendix B: Ads Composer Workflow Options 
[bookmark: _.]Although the most common workflow for Ads Composer is to “Create New Campaign”, Sprinklr also allows you to use a saved campaign as a template and create a new campaign for your social advertising needs, saving you the time and effort of creating it from scratch. The following are the available campaign creation options:
 [image: ]
1. Create New Campaign: Select an Ad account and create your new campaign.
Use as Template: Create a new campaign by using the existing or the draft campaign as a campaign template. To create a new campaign, click on any listed ad account, and then you can choose from the following templates within the existing template:
· Use Initial State: Use campaign as it was when originally created and ignore any changes made later to this campaign. Initial State can only be used with those campaign created through Ads Composer.
· Use Current State: Use the current state of the campaign. This is useful if you have, for example, added ad sets or creatives after the campaign was created. Please note that ad set statuses will not be cloned.
· Note: Use Campaign as a Template can be used on all campaigns but not on Deleted or Archived campaigns.
Edit Draft Campaign: Select from the existing draft campaigns to make changes as required. Note that all the draft campaigns built in Ads Manager via cloning are available for you to select in Ads Composer.
Add to an Existing Campaign:  Select existing campaigns to add new Ad-sets or Ads.
Filters & Sorting by each campaign creation Type: 
· Create New Campaign - Filter by Channel (All channels selected by default). Sort by Channel.
· Use as Template - Filter by Channel (All channels selected by default), Ad Account, Ad Objective, and Status. Sort by Name, Status, and Modified Time.
· Edit Draft Campaign, Add to an Existing Campaign - Filter by Channel (All channels selected by default), Ad Account, and Ad Objective. Sort by Name and Modified Time.

[bookmark: _Appendix_C:_The][bookmark: _Appendix_C:_Various][bookmark: _Toc13478547][bookmark: _Toc23839419]Appendix C: Various campaign Setup Options 
Selecting your objective at the first step of Ads Composer, Campaign Details.  Picking certain objective will request additional configuration of your campaign. 
. [image: ][image: ]
1. The Campaign Details tab will populate with different configuration options depending on the objective you select. When selecting the traffic objective for Facebook, it will request that you choose where you want your traffic to drive to. 
If Facebook Conversions is selected as your objective, you’ll need to choose where the traffic will go to and select a pixel or event to track conversions. 
[image: ]
Twitter Tweet Engagements objective will give you an option to define the frequency value and days for your engagement campaign.
 [image: ]
Depending on which Facebook Objective you select, you may be able to publish your campaign as Reach and Frequency instead of the standard auction based. Click the check marked box next to Publish as Reach and Frequency Campaign and your Ads Composer workflow will change in accordance with reserved buying. 
[bookmark: _Appendix_D:_Ads][bookmark: _Appendix_D:_Create][bookmark: _Toc23839420][bookmark: _Toc13478548]Appendix D: Create a new audience 
Enter the target audience details if you need to create a new target audience for your ad campaign. 
[image: ]
1. Select Create new audience and all channel audience targeting options will populate below. 
Each channel’s specific targeting aspects to create a Saved Audience will pull through the Ads Composer for section. Some channels offer the option to layer on Custom or Tailored Audiences; however, they cannot be created in the Ads Composer workflow. 
Review Target Audience will populate the estimated reach of the audience selected as well as a review of specifications selected.
Custom Audiences let you include or exclude your 1st party data that has been previously created within Audience Manager or natively.
Once all targeting dimensions have been selected, you have the option to Save the Target Audience to apply to your ad campaign or Save & Segment. Any audience that you create here will automatically create a new ad set.  
[image: ]
Option to Save & Segment for demographics like location, age and gender to create different ad sets by each breakdown to better optimize between ad sets. 
[bookmark: _Appendix_E:_Configuring][bookmark: _Toc23839421]Appendix E: Configuring Budget & Schedule  
While composing an Ad, in addition to configuring budget for each ad sets individually within an Ad campaign, Sprinklr allows you to search the ad set based on the keyword associated with each ad set to narrow down on the specific ad sets within an Ad campaign.[image: ]
1. Under Set Budget & Schedule for your Campaign and Ad sets section, click Configure All Ad sets Individually. 
To further filter the Ad-sets, in the Search Ad Set field, type the keyword that is associated with the Ad-sets. Click the listed Ad-sets and configure budget individually.
· Once you have configured budget for one of the filtered Ad-sets, you can click Copy values to all filtered Ad-sets to apply the budget configuration on all the filtered Ad-sets at once.
4 If you are configuring Ad Sets individually but there is one or two details that are consistent across Ad Sets, use the tool Copy values to all Ad Sets to copy those values. 
[bookmark: _Appendix_F:_Placement][bookmark: _Toc23839422]Appendix F: Placement Variations   
While composing a campaign, Sprinklr provides you with an option to add multiple placement variations for your target audiences instead of having to add the placement individually. This will create a duplicate of your ad sets for each placement variation.
[image: ]
1. To add placement variations for all ad sets, click Add Placement Variation under Enter the Placements details for all Ad Sets, within the Budget & Schedule section of Ads Composer. 
[image: ]
1. On the Add Placement Variations pop-up window, click Add Placement Variation to add multiple placement variations for your Ad Sets. You can either select Automatic Placements or Edit Placements for different variations.

Click Create Variations in the bottom right corner of the pop-up window to create duplicates of your ad sets for each placement variation
[image: ]
To Add Placement Variations for Individual Ad Sets, Click on a particular Ad Set to which you want to add placement variations from the left-hand pane.

[bookmark: _Appendix_G:_Apply][bookmark: _Toc23839423]Appendix G: Apply Dayparting    
Advertisements are often viewed more during certain days of the week and certain times of the day over others, depending on different industries and products. So rather than running ads all day and at all times, you can save money and time by targeting your users at times when the chances of conversions are maximum. 
[image: ]
1. Within Budget & Schedule step, you have the ability to set your ad sets with Dayparting. 
8 In the given days and hour boxes, drag along the boxes to select those days and hours you wish to enable your ads on. 
· You can unselect the box by clicking on the selected box. 
You can click the + button to schedule your ads based on the historical performance of your ad account: 

· Hours when the performance is Good: Click the icon alongside to bulk select the hours when the performance is good.
· Hours when the performance is Average: Click the icon alongside to bulk select the hours when the performance is average.
· Hours when the performance is Poor: Click the icon alongside to un-select the hours in bulk when the performance is poor.



[bookmark: _Appendix_H:_Selecting][bookmark: _Toc23839424]Appendix H: Selecting Existing Creatives     
In the Creatives tab, you can search/select from an existing creative for your campaign by clicking on the available creatives. 
[image: ]
1. Select from existing Creative will be the first option once you hit the creative tab. You have the ability to change the organic handle or page you’ll be advertising from (as long as it’s associated with the ad account) 
10 Search for existing creative by post text, post ID or Permalink. 
· Blue moon icon indicates it’s only been published as a dark post, all other posts have bene live on the organic page/handle.
11 Option to Add a filter for existing posts by various dimensions in the drop down.
12 Sort existing creative by Published Time, Modified Time, Engagement Rate, Likes, etc. Option to sort by ascending or descending order. 
13 To select an existing post to use as an ad variant, click on the post and it will be outlined in blue. 

[bookmark: _Appendix_I:_Placement][bookmark: _Toc23839425]Appendix I: Placement Asset Customizations       
In the Creatives tab, you can search/select from an existing creative for your campaign by clicking on the available creatives. 
[image: ][image: ]
1. Select the Post Type for your creative. Placement Asset Customization is only supported for Image, Link, and Video post types. Under Creative Details, slide the Toggle icon alongside Placement Asset Customization to enable customization of your ad creatives.
15 As you select multiple assets for your creative, you’ll be able to apply certain placements to specific assets. You can only select a total of nine assets or less for your placement customization
16 Under Creative Details, slide the Toggle icon alongside Placement Asset Customization to enable customization of your ad creatives.
· You can only select a total of nine assets or less for your placement customization. Option to Add a filter for existing posts by various dimensions in the drop down.
Create placement asset customizations for Images, Videos, Headlines and Text. 
[bookmark: _Appendix_J:_Creative][bookmark: _Toc23839426]Appendix J: Creative Variations 
In the Creatives tab, you can now add multiple aspects of a Creative in order to quickly create multiple Creative variations. Now, you no longer have to manually add in each variation of a Creative; instead, efficiently create all Creative variations in one seamless workflow.[image: ]

17 When creating a new Creative in the New Ads Composer, select Add Another Entry to add in multiple variations of particular headers, texts, photos etc. 

18 When adding new creative entities, you'll see the number of Creatives built by the number displayed in Channel Previews on the right side of the Creative window.
· Every Creative that was generated will be put within each Ad Set. Users can toggle between different creative previews. 
[bookmark: _Appendix_K:_Configuring][bookmark: _Toc23839427]Appendix K: Configuring creative for ad sets
Sprinklr allows you to search and narrow down on specific ad-sets within an Ad campaign. Once you have filtered the Ad sets based on the Ad set attributes, you can individually apply creatives to the filtered Ad sets. 

[image: ]
1. After you select or create a new creative within the Creatives tab, you’ll be pushed to the Creative Review tab. Under Selected Creatives, click Configure Creatives for each Ad sets individually.

In the Search ad set field, type the keyword that is associated with the Ad sets. Click Add another creative to apply a unique creative variation to a particular ad sets. 
20 Hover over the three dot icon to edit, clone & edit, remove from ad set(s). 
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	[bookmark: _Toc6232472][bookmark: _Toc8900343][bookmark: _Toc13478549][bookmark: _Toc23839428]Exercises


This section includes exercises for students to practice what they’ve learned:
Exercise 1: Create an Ad Campaign 
[bookmark: _Exercise_1:_Create][bookmark: _Toc6232473][bookmark: _Toc8900344][bookmark: _Toc13478550][bookmark: _Toc5893352][bookmark: _Toc5894427][bookmark: _Toc5894475][bookmark: _Toc5894854][bookmark: _Toc23839429]Exercise 1: Create an Ad Campaign
Creating an ad campaign will allow you to reach new and existing audiences to engage with your brand. Ads Composer gives you a consistent workflow across social channels to gain efficiency and apply value-add features. In this exercise, you will create a Facebook traffic campaign.
Log on to Sprinklr and navigate to the Ads Composer screen by clicking Ads Composer, under Campaign Creation, under Modern Advertising. 
[image: ]
 
1. Navigate to your Facebook Ad Account or search for the name within in search box. This workflow will auto default to Create New Campaign, continue using this option. [image: ]
1. Continue onto the Campaign Details step and set your campaign’s objective to Traffic.  [image: ]
1. Next, select the option to Use a Naming Convention and select one from the drop down list. 
1. Under Define Custom Properties, fill out all campaign custom fields based on what the purpose of the is ad campaign is. All mandatory custom fields will have a red dot next to the name. 
1. Click Next to move to the Target Audience Tab.
[image: ] 
1. Select two Saved audiences in the list of audiences available by checking the box next to the name. Option to search for audience by targeting dimensions or name, as well as view details to gain more insight to audience targeting. 
[image: ]
1. Click Add Selected (2) to create 2 ad sets within your ad campaign. 
[image: ]
1. Review your audiences selected in this tab & reach, then navigate to Define Custom Properties at the ad set level. 
[image: ]
1. Within Budget & Schedule tab, change the Budget Type to Lifetime Budget and enter 50 into the budget amount. 
1. Be sure to add an End Date for Lifetime Budget, select 10 days out of start date for campaign duration. 
1. Select Edit Placements and change Device Platform to Mobile.[image: ] 
1. Under Publisher Platforms, exit out of Audience Network and Messenger.  Navigate to the bottom of this page and click Next.
[image: ]

Select Create new creative within the Creative tab and select the Page your ads will be advertised from. Select the Post Type Link Post.
In the Creative details section, click on Add Photo and the Media Uploader window will populate.  
[image: ]
Click on an image that is available within the SAM and a blue border will populate. 
Click Add. 

[image: ]
Enter a Creative Name for the ad.
Enter a Website URL.
Type a Headline & Text for the ad. Then click on the hyperlink to add in another Headline or Text to create ad variations. 

[bookmark: _Exercise_2:_Filter][bookmark: _Exercise_2:_Clone][bookmark: _Exercise_2:_Create][bookmark: _Exercise_5:_Schedule_1]
image74.png
Reach & Frequency Planner





image75.png
Reach & Frequency Plans

Essiy create and compare multpl Reach &
Frequency aud:

Generate multipl predictionsin order o make
more informed campaign decisons, wthout
having to use real budget o invest and optmize

Ay 0 bulld multple variatons of R&F
predictions using diferent variables trgeting,
scheduing, frequency, placements etc) n one.
o and reserve the mst benefical ones.

Compare diterent varatons with graphs
ased on diferent parameters and predict
winning R&F variations based on reachicom.





image76.png
Reach & Frequency Planner Best Practices & Terms

Creste snd remove Resch &
Frequency resenvtons separately
rom Ads Composer.

+ You can create o meximum of 100
varaions st tme for iferent
combinatons of preciction varisies.

‘Seloct mutipe reservatons and clck
“Creste Reseh & Frequency. = 8
‘Campaign”and be drvento the Reach

‘and Froquency Composer with dtal
prefied: -

Add mutipe reservations 0.2
compoign witin Ads Composer, by
searchingfor reservtion D and
reservation ame.





image77.png
Audience Manager





image78.png
Audience Manager

‘Depositfor all audiences, across ad
‘accounts and channels

Creating now Saved Audionce,
Custom Audince, Lookalke Audience

Eat, done ordelete oxisting
oudiences





image79.png
Audience Manager

+ Saved Audience: Demographics,
Behavior, Interest, Locaion, Age:

* Custom Audience: Website, CRM
Uploads, Lead Ad Engagemert, Video
Engagement

Lookalike Aucence: Based off Custom
Audence and Page

St Aodnce

Cumom dence

[ —





image80.png
Content Creation





image81.png
Asset Management

- Raposton for s content across Sprinki
o

- Upond new et pho orvideo,
o

ity o suggest g perorming posts

+ Creoto Twitter Cart.Image, Video,
Website Card

+ Save Boards to organize asets by regon,

e of business.

‘Aopiytags for organization





image82.png
Creative Library

Gentalize acvertsing assets ina
singe, casyto-use repostory

reate dark ad posts ahead of
compaign buid

Abity to colaborate on creatve prior
topublishing

‘ApprovalPath avallable for nteral o
creatve agency

Facebookinstagram, Twiter, Piterest
& Unkedin Only

Aoy tags or organization




image83.png
Creative Library Workflow Use Case

Standard Ad Composer Workflow
+ Noformal creative approval required pror 0 0d campaign being publish

="

New Creative Library Workdiow
+ Mutipe stakeholders invoied in creative coordination and approval

Creative Library

3




image84.png




image85.png
Campaign Creation Workshop 1

Audience Manager

« Create a FB Saved Audience
-SA_ Your Name
- Gender is Female
- Age is 2160
- Location is ltaly
- Include Pizza interests

« Create a Custom Audience with those who have
viewed one of our past videos: at least 25%




image86.png
Campaign Creation Workshop 2

Ads Composer

Create a Facebook Traffic Campaign

Use a naming convention, apply all required custom fields
Select the custom audience you created in a previous workshop
Apply your previously created Budget Source

Seta $50 daily budget with a 10-day duration

Change Placements to Instagram & Facebook only & Mobile

Create a link post using one of the photos from the SAM and make 2
variations (text or headline)

Apply a pacing group and ad benchmark

Save your campaign as a draft




image87.png
Campaign Creation Workshop 3

Ads Composer

Create a Tweet Engagement campaign

Use a naming convention, apply all required custom fields
Create a new saved audience

Seta $100 lifetime budget with a two-week duration
Create a Image Tweet Post and select an existing tweet
Save your campaign as a draft




image88.png
Soaaee i e e e
Knowledge Check Day 1

True or False? Budget Sources require the use of real money to be deposited from
your funding source.

Where can you navigate within the platform to approve Ad Campaign (paid
initiatives)?

Which part of an Ad Campaign structure defines your targeting, budget, schedule,
bidding, and placement?

Where can you navigats withn Ads Composer to copy Custom Field values across
multiple ad sets or ad ve

What type of audiences can you NOT create in Ads Composer?

Where can you create Twitter Cards within the platform?




image89.jpeg




image90.png
Wi

Management & Optimization

Scale,mianage snd aptmize your sdvertising compalgns





image91.png
Ads Manager




image92.png
Ads Manager

Review, manage and oplimize Pad ntatves, o sets &.ods.

Customize view uing saved s, columns and boards.

ks Neow A et or Ads/Guick Ads Publsh ad ew ad sets oo voran's o existng Pid
it

lone Hisorca Poid i, ad ses or d variants




image93.png
Ad Manager Best Practices & Terms

+ Macro: i latorm bk actons taken n Ads Manager at h o e, st o  vrat vl
" Erample:ncrease daly badge by $oxor XX, Cusom Fieidwith X e

P — P P—

- Bowrd 101 used o saveyour refrred ke sets nd customized columns
Euamplo: “Compalgns rlied 1 Optimizton Gool Tafc”“Ad sccaunts n APAC Regor”

(Confur your Acs Manager iew s cesic. You < appy harsand ke changes t tne colum
onfiuration o changa e Ads Manager ey o5 nesced. 1 v
o 1 comerond seectSov New S

o, hoverover th aptins 0 n
based on metics & amensions o

and opumizaions

Datine one or more e o each clr, and each g can dfine mulil clors. Foraxaple crate s color
103 contiraton et entes it C5Cs o1 TR

v




image94.png
Smart Budget Allocation
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Management & Optimization Workshop

Create a Board & Color Code

Filter for Traffic & Website Visit Objectives

Create columns to include CPC, CTR, Link click and theme (CF)
Create aboard

Create a color code to show spent over $15

Locate your Ad Campaign from

- Change the audience by editing the gender and age group.
- Change the budget of the ad set $100

- editthe placement to only be on mobile.

- Edita Custom Field
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Smart Budget Allocation
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Smart Budget Allocation - Key Facts
- Alocaon offunds il et appied oly atr aniie have beon e o t s 24 hours.

12 single Campaign (besides Twiter) s selected, then f should t least cortain two Ad Sets.

+ Alocaton can be appiied for dlly or fetime budgets, but can only be appled to campaigns with
Htime budgets fthe entiies selected aro of the same channel and have the same start & end
dates.

Ve
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Rule Engine - Paid .

The Rule Engine i the primary source of automation
across the Sprinkir platform .

Rules are schematis structured around ", then”

statements using conditons (1) and actions (ther)

- Example: i the message author s "X then add the
custom flld *Y*

+ 3types of commonly used Paid Rules:

- Auto Optimize.
‘Auto Tagging & Paid Pre-Publishing

- Auto Boost
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Paid Rule: Auto Tag

« Categorize your campaigns, ad sets, or ad variants based on properties
‘automatically with Auto Tagging Rules once ad campaign is published

f: Paid Iitative [PROPERTY] includes X"
‘Then: Tag campaign with X"

* Paid Pre Publishing Rules are the rule conditions and actions in the Rule.
Engine which allow you o improve the campaign configuration process in
the Ads Composer through automation before they are published.

~Automatic Fillng of Custom Field Values based on Condtion
- Fill Same Custom Field Values across all Ad Entiy level
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Paid Rule: Auto Boost

+ Automatically identifying well performing organic content to boost or manually.
selecting an organic post to be boosted with a custom field, automatically creating ad
campaigns, targeting and specific

H: Engagement Rate s great than X%

‘Then: Boost Post for $X

H:If Custom Field: Boosted Y/N is YES.
Then: Boost Post for X days.

+ Preset campaign for launch, option to create multiple variations (naming
‘convention, objective, etc)




image102.png
Paid Rule: Auto Optimize

* Auto Optimizing Rules may be set up to Allow wel-performing ads to drive better
‘overall campaign performance or stop expensive ads based on benchmarks

1 Cost per Ciick i great than $X nefficient)
Then: Pause adset
+Add the acton for Email Notification to ntify the team of efficient or
nefficient campaigns

¥ Click through rate s great than X%
Then: ncrease daiy budget by $X
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Rule Engine Workshop
+ Create anew paid rule
* Set Conditon st condition
‘Common Properties:
+ Aecountis Cosmic Comics (8)
+ Objectve s Traffc
Pai ntitve Propertes:
+ Objectve s Trafc

Adset Matics:
* Cost Per cick >100
* IfYES, Set Action
- Pause Ads
Notify yourself via email

+ IfNO, Set Action
Increase Adset daily budget by $100
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Learn how peoplé engaged with your bmmess across device,
platforms, and more.
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Ads Reporting

Sprinkir collects,stores, and visualizes ad performance across
Social media. You can share those insights through regular
reports.

1. Visualize Data: Build dynamic charts, tables, and graphs
that respond immedately to fiters and dril-down opfions.
Instantiy create new visualizations based on a single data
point.

2. Stay Informed: Automatically export and send reports,
‘dashboards, and widgets to feed valuable key
performance data o your team

Stikethrough

3. Centralize Insights: Compare data across social B
channels, by date, and a wide range of other _—
dimensions. Visualize performance side-by-side for
Twitter, Facebook, YouTube, and more.
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Ads Reporting Best Practices & Terms
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Ads Reporting Scenarios

+ Create  dashboard by cloning a widget youve seen n another report In that
same dashboard create two addiional widgers tha show the number of clicks by
theme and the number o dollars spent by channel. Choose whatever.
Visualiztions you'd ke for these widgers.

‘Create a dashboard from scratch. Buid 4 diferent widgets (Column, Combination,
Table & Countr). You may use any metrics you'd ke but each widget must
represent a diferent metric.

Create a dashboard by coning the overall dashboard. Delte 4 widgets from the.
newly created dashboard, Ceate an Advanced export. Share tis report with 1
other people
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Knowledge Check Day 2

True or False? Any changes to campaigns In the View & Edit pane Ads Manager
have 1o be reviewed before being saved and applied.

What are the ways in which you can change the visbilty of dmensions and metrics
within Ads Manager?

True or Flse? Dally Budgets cannot automaically b increase based on
performance.

What are some of the Sprinki ool that automate wiorkload, make bulk actions and
optimizaions?




image112.jpeg




image113.png
What's Next?

b v
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Resdew the matararom the 2 day sgenca

Sty your notes, xplre the laom

Knowtedge Poat s ovibiefor diton
Information and product updates
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Take & PASS exam witin Sornke!
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@ Adbvertising °

& Budget Planning
Alocate intiative and campaign budgets to
clients and users

Campaign Creation i1 Analytics
Create advertising campaigns to meet your Learn how people engaged with your
goals across vrious social channels business across device, latforms, and

Budgeting

Reach & Frequency Plans

Audience Planning

‘Combine CRM data with ich user data to

target the people who are rght for your
business

Audience Manager
Old Audience Manager
Data Collection

‘Segment Manager

Segment Activation

Audience Study

(@ Content Planning
‘Organize, plan, and test your advertising
content

Creative Library

Ads Composer

Social Marketing Automation

Import

£3 Management & Optimization
Scale, manage and optimize your
advertising campaigns
Ads Manager
Macro
‘Smart Budget Allocation

Pacing Groups

Ads Reporting
Manage Custom Metrics
Reporting Glossary

stats Import

Tools and Settings
Access advanced setting to configure your
advertising campaigns

Tools and Settings.

Manage your pixels.

Product Catalog

Account Sync:

Business Locations
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B Ads Composer

Create an Ad Campaign

© CreseNowCampasn O Useas Tomplte ) £t ot Compoion ) AGd oo Eising Compoln
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Create an Ad Campaign

© Crese NewCamgsion O Use 3 Temwiste
+ AdaFier
A Aceount Channel
B cosmicComics 8 105 © raceror
@) cosmic comies O moiter
2 Cosmic comis © urtean
3 CosmcComis e Ads @ st

3 sk -psA-vote O soocrar

B Ads Composer

EditOraft Campaign () Add to an Existng Campaign
Timezone Currency
AmericalNew York uso
AmericalNew York
oMt uso
oMt uso
AmericaLos Angeles uso
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© Campaign Details @ Target Audience

© Budget & Schedule

© Creatives @ Advanced Cc
Select Objective for your Campaign
Post Engagement Conversions.
Lead Generation Video Views. Page Likes +6more
Campaign Name
@ Enter aname.

©) Use a Naming Convention

Enter Campaign Name

Choose where you want t drive traffc.

Choose where you want o dive affic. You'll enter  destination, ke a URL, later.
(® Website or Messenger
Oamo

Oofter®

@ Add New Traffic Destination




image122.png
© Campaign Details @ Target Audience ~ © Budget & Schedule ~ © Creatives @ Advanced Config

Lead Generation Video Views Page Likes +6more

Campaign Name «
@Enteraname () Use aNaming Convention

Enter Campaign Nar

(Choose where you want to drive trafic then select a pxel or event to rack conversions.

Choose the website or 3pp you want to promate, then select aconversion pixl o app event.
® Website or Messenger
O a0
Oofer®

Conversion pixel <O

Cosmic Comics Facebook Pixel 5

Event -

Contact v
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Select Objective for your Campaign «

Followers. @® Tweet Engagements. App Installs.

App Engagements Website Visits Video Views +1more

Campaign Name -
@ Enter a name. (O Use a Naming Convention

er C

Frequency Value ° Frequency Days

paign Name

Show frequency recommendations.
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Page - Check Page Sync status.

Cosmic Comics FB Page v
Instagram Page « Check Instagram Page Sync status.
Use Facebook Page as Instagram Page v

If you don't want your Ads to run on Instagram, then you can edit placements and remove the
Instagram placement from your Ad Sets in ‘Budget & Schedule' tab. In that case, the Instagram
page shown here will be ignored for that Ad Set

° @ Publish as Reach and Frequency Campaign
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nce you want to target to create the adssets

Review Target Audience
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B save s Torgt Acioncefor
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Segment Audience X

Location 3, Unit

Cancel
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Set Budget & Schedule for your Campaign and Ad Sets

@ configure all Ad Sets individually

Search Ad Set

CAMPAIGN  08/06/19_

ADSET 08/06/19_Female_Teen mom & 16
& pregnantSpring Maternity & Baby

ADSET 08/06/19_All_

ADSET 08/06/19_Female_Maternity
clothing

ADSET 08/06/19_All_Lois
VuittonWatchLuxury goods

Ad Set Name -
Enter a name Use a Naming Convention

08/06/19_Female_Teen mom & 16 & pregnantSpring Maternity & Baby

¥ Max Age: 35; Location Types: home,recent; Countries: United Kingdom; Min Age: 18;
Gender: Female; Expand Interests: Checked

Location Types : home, recent | Country : United Kingdom | Age : 18 -3 yrs |
Gender : Female +2 targeting values

Set the Budget & Schedule details @ Copy values to all Ad Sets.
Budget Type Daily Budget «
Daily Budget v USD | Set Daily Bu

Required field cannot be empty

Start Date « End Date
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Placement Variation 1 Tis is being used in 3 Ad Sets

Avtomatc Placements (Recammended) O ® Edt Plocements

Dovica ltiorms

Al Devices (Recommended)

Pubisher Patforms

Facebook Instagram  Auence Network  Messanger <

Platorm postions
Feods « IstantAricles -« Rght o Suggested Videos + Maketace
Facobok Stories -« Instgram Foed « Instagram Sories « Notive, Bannerandnterstl

Revarded Videos « Inbox  MessengerStores <

® Ad Placement Vriation (This wilcreate a duplicat ofyour o sets fr each placement variation)
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T e °
@ Run ads on a schedule

.

] Tue

w 000000000 000000000000 00

» 000D D0O000000000000000000

=« @DO0DDO0000000000000000000

sun

(] R AR iR AT

« This scheduling will be applied on the Ad Set level and will be managed at Sprinklr’s end.
« Timezone for scheduling will be America/New_York

Apply Recommend Dayparting

(® Hours when the performance is 1l Good

(® Hours when the performance is (1] Average
(© Hours when the performance is 1l Poor
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EETTS

Select from existing Creatives
° ~ ‘

B comec
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Post Type

Link Post v

v Creative Details

@ Placement Asset Customization

Customize Your Ad Creative for Placements. Provide individual assets, like images and headlines for
specific placements

Images
—
¥ ‘ .
i -
10 placements @ Set placement v
[

Facebook News Feed
Instant Article

Desktop Right Column

w
Marketplace
Facebook Stories
o Audience Network Native, Banner and Interstitial

@ Instagram Feed
Instagram Stories
W Messenger Inbox

Messenger Stories
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Images

9 placements @ Instagram Stories ¥

Headline

Which is your favorite hero?

Add another Headline rent

nts. At this tim

Text

5. Facebook Stories
6. Audience Network Native, Banner and

Interstitial
Add another Text

7. Instagram Feed

Link Description





image135.png
@ Ads Composer

Channel Previews: ° < >

Cosmic Comics shared e video,
Sponsored-@
‘Sepaate nstagram mage ( Optiosl ) o

‘SPANKLALCOM
'SMMS: Social Media Marketing & Management Software |
Sprinkr
Oestnaton
© Website URL o ke © Comment 2 share
Canas
Website URL -

Cancel





image136.png
Selected Creatives

8 Configure creatives for each Ad Set individually

Channel Preview
° < [ Desktop News Feed

Cosmic Comics shared live video.
o Edit tive Sponsored - @

& Clone & Edit
W Remove from Ad Set

W Remove from all Ad Sets.

avn

(@ Add another creative > Define Custom Properties
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Exercises
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@ Advertising

& Budget planning 51 Campaign Creation i Anaiytics
Budseing Ads Composer
Ads Reporing
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Create an Ad Campaign

@ Create New Campaign () Use as Template

Select an Ad Account to get started

+taarir
At houns

@ commec comies o
@ comccomis

(@) comccomes s s

@ commiccomes i xas

Channel

© Frcononk
© rwiner

@ et
© uen

© Edit Draft Campaign

Timezone

America/New. York

America/New York

oMt

oMT

Add to an Existing Campaign

Currency

usp
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© Ccampaign Details

© Target Audience Budget & Schedule @ Creatives @ Advanced Configuration

Configure your Facebook Campaign

Select an obijective and name your campaign

Selected Ad account «
Cosmic Comics_F8_Ads
America/New York - USD

Select Objective for your Campaign «

Post c Brand
Video Views Product Catalog Sales +6 more
Campaign Name -
Enter aname Use a Naming Convention
Cosmic Comics Facebook v

Choose where you want to drive traffic.

Choose where you want to drive traffic. You'l enter a destination, ke a URL, later.
@ Website or Messenger
O App®
O offer®

© optimiz
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© Campaign Details @ Target Audience ~ © Budget & Schedule @ Creatives ~ ( Advanced Configuration ~ @ Op

— e

Enter aname Use a Naming Convention

Cosmic Comics Facebook v

Choose where you want to drive traffic.

Choose where you want to drive traffic. You'll enter a destination, like a URL, later.
@® Website or Messenger
O App®
O offer®

@® Add New Traffic Destination

("] Publish as Reach and Frequency Campaign

~ Define Custom Properties

Campaign Title Theme «

Evergreen Branding Movies * .

Media Publisher «

Marvel x v

4 Back Next b
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Select the audience you want to target to create the ad sets for Traffic Destinationo X
Define a target audience to specifically target people satisfying your audience filter criterias. leo

® Select from Saved Target Audiences () Create new Audience

@) Name Audience ID Reach Last Modified On Age Gender Country
[m] Expand Interests: Checked; Gender: F... 5d4993bc4170204f54a1a212 21K 8/8/2019 18-35yrs Female United Kingdom +4 Targeting values
i Gender: All; Countries: United Kingdo. 504993bc4170204154a1a211 K 8/8/2019 25-64yrs Al United Kingdom  +2 Targeting values
B i Expandinterests: Checked; Gender:F..  5d4993bc4170204154a1a213 910¢ 8/8/2019 18- 35 yrs Female United Kingdom ~ +4 Targeting values
[) i Custom Location: New York, NY 5d441d02e4b05104587c1650 18K 8/8/2019 - - - +2 Targeting values.
()i MinAge: 18; Max Age: 35; Countries: 50432672¢4b0b42d7dd095da 27K 8/8/2019 18-35yrs Female United Kingdom  +4 Targeting values
[J i Location Types: home recent; Min Age..  5d4202a2e4b0aS51f1f126a 21K 8/8/2019 18- 35 yrs Female United Kingdom  +4 Targeting values
[) i  Location Types: home; Min Age: 25;M..  5d38622de4b02368e6a53f60 K 8/8/2019 25-64yrs Al United Kingdom ~ +2 Targeting values
[J i  HMMatemity Clo 50383cdbedb048e696880bb8 910K 8/8/2019 18- 35 yrs Female United Kingdom  +4 Targeing values
[1 i HMaudience for maternity clothing 5d38379dedb048e69686bf5a 21K 8/8/2019 18-35yrs Female United Kingdom  +4 Targeting values
[J i SAJohnna videos FACEBOOK 180461462356286_61326. 15/7/2019 - - - +1Targeting values

Showing 1- 20 of 613 Rows Fist 4 1 st

Add

cted (2)
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© Campaign Details @ Target Audience.

Selected Target Audience (2)

The target audiences you have added wil create ad sts respecively.

® A acthortargo acionce

‘Gender: Al; Countris: United Kingdom; Location
‘Types: home; Min Age: 25; Max Age: 64

Expand Interests: Checked; Gender: Female;
Countries: United Kingdom; Location Types:

© Budget & Schedule  © Creatives @ Advanced Configuration ~ © Optimization
Gender: Al; Countries: United Kingdom; Location Types in Age: 25; Max Age: 64
Estmated Reach: ] 31,000,000 Refresh Reach

Gender: All
Age: 25-6ayrs
County: Urited Kingdom
Location Types: home.

~ Define Custom Properties

Copy to all Ad Sets

Subject +

Batman * x

@ Revi
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@ Campaign Details @ Target Audience (@ Budget & Schedule (@ Creatives (@ Advanced Confi

Enter the Budget & Schedule details for all Ad Sets

Budget Type Lifetime Budget «
Lifetime Budget v UsD | 50
08-Aug-19, 09:34:48 AM a8 18-Aug-19, 09:35:00 AM =]

Time is shown in America/New.York. Change Timezone

Enter the Dynamic Creative details for all Ad Sets
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@ cCampaign Details @ Target Audience ~ © Budget & Schedule () Creatives (@ Advancec

CHLET UIE FIAUEIIENTS USLans 101 @il AU 96t

Placement Variation 1: This is being used in 2 Ad Sets

O Automatic Placements (Recommended) © (@ Edit Placements

Device Platforms
Mobile ° v
Publisher Platforms

Facebook » Instagram ° v

Platform Positions

Feeds Instant Articles Suggested Videos. MarketPlace Facebook Stories v

Instagram Feed Instagram Stories
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@ Ads Composer

Add creatives to your campaign

Select from existing Creatives @ Create new creative

~ Creative Header

Page

Creck age sy
I cosmic Comics Fo.Page

Instagram Page - Check nstagram Page Sy

Use Facebook Page as Instagram Page

Post Type

Link Post

+ Creative Details

Placement Asset Customization

Photo
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Creative Name

Creative name

Web Analytics

Select a profile

Destination ©
(® Website URL
O Canvas

() Messenger

Website URL «©

Enter the URL that you want to promote

Headline ©

Add a headline that grabs people's attention...

Add another Headline

Text

Enter text that clearly tells people about what you're promoting...

Add another Text
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Sprinkir Modern Adverti
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Objectives of this Certification

+_Our program to empower you to become a recognized expert in the
Advertising module of the Sprinki Platform
+ Execute ad campaign setup and foundational tools
* Utifze ad campaign reporting

+ Implement ad campaign creation
+ Apply ad campaign optimization and management
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Introductions
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Things to Keep in Mind

Training

+ 2Day interactive learning ses

+ Designed for experienced users

+ Abilty 10 access on-demand courses for addtional
content in SprinkirU

ns.

uo Minutes -3 attempts
timeframe

W\m 1o view missed questions.

Open platform & notes

Exa

SRINK,

Drverss

R

Ve
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Agenda Day 1

+ Platform Overview and Navigation
- Campaign Foundation
+ Tools & Settings.
+ Settings
+ Workshop
+ Campaign Creation
+ Ads Composer
+ Audience Manager
+ Asset Manager
+ Creative Library
+ Workshop
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Agenda Day 2

* Management & Optimization
+ Ads Manager
+ Rules Engine
* Workshop
« Analytics
+ Ads Reporting
+ Ads Settings
* Workshop
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Modern Advertising & Sprinkir

2.

3.
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space.sprinkir.com





image23.png
User Log In
lauren.claps30+cosmicasprinki.com Devin Brown
lauren.claps31+cosmic@sprinkir.com Dana Colon
lauren.claps32+cosmicasprinkl.com Sora Jensen
lauren.claps33+cosmic@sprinkir.com Brittnay Neish
lauren.claps34+cosmic@sprinkir.com Martino
lauren claps35+cosmicasprinki.com Russo
Iauren.claps36+cosmicasprinkircom Tran
lauren,claps37+cosmic@sprinki.com Kaisi
laurenclaps38+cosmicasprinklrcom Brown

lauren claps39+cosmic@sprinkircom
lauren clapsd0+cosmic@sprinkr.com

Password: Sprinkirf2!
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Platform Navigation
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Workspace: an o

3
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Modern Advertising Menu
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User Profile Settings

Top ight comer of your

Change your Securty
Settings, set notcation - T
preferences, and view

Permissions of your

profle =

‘Add apicture for quick
teamvisbity
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Campaign Foundation
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Naming Convention
provioussiate
Manualycreaing campagn, o set and o romes
2 ot Roor o mman et conhuslon i Acs Manager

P — l
Future state
Automatcllycreate campaign, ad set and o names by selecting a naming corventon from the
ropdown in Ads Composer

= prosConsisency In scvertsing reporting campigas
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Naming Conventions
Provide a structure 1o your campaigns so tha you can easly identiy,diferentiste
nd manage your campaigns, ad sets and ads
bty to create multiple Naming Conventions per channel, f required

‘You can Edit and Delete the Naming Convention once it s created & slso Share it
‘across Workspaces within the same Customer environment

Choose from both predefined parameters as wellas custor fields to auto
‘generate the name of your campaigns, ad sets and ad variants

‘Capabilty to select naming convention when launching in Ads Composer and re-
name existing names of campaigns in Ads Manager
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Adding a Naming Convention
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Naming Convention Best Practices & Terms

- Aty o Crete ustom Dat Fxrt i Naming Convention

= Usctlf 0 o your s ot o i ary reporing o s cisignet o e ramesin
2canainy

- Aty o Stare Naring Convertions Acros Workspaces Wil hlpyou o ey agregat the
Teporin et sroes 8 erkspaces Tt you g

- MliValus Separator o sepst potents e valus o e olecton ke Courtry o Gencer

Forame. na & USA UK. where & s mentone s e spartr

+ Add as separator: Add separators between values by typing the character or characters you'd like to.

i separte valoe andslet

==l

* User Input:To a0d text it wil not dynamicaly update according 1o a valu (e, tostart all Facebook
‘Campaign Naming Convertions wih Facebook’)

2
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Budget Sources

Manage advertising spend across
Several channels and or multiple ad
campaigns

Budget Sources add an additional level
of budget management

Option to be created per ad account, l rasar l rasar “ e 1
social account, year, quarter, goa, or J 4

marketing campaign [however you
internally break up advertising budgets]
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Budget Sources

+ Budgets are regularly managed at the Ad Set level, with opportuniy to et Spend Caps.
atthe campaign level

Budget can be used in many ways to govern users' access to spend

‘Ads that draw from a saved budget will stop when your budget time it reaches the
Specified imit or expires

Manage the visibilty o budgets to Clents and Users and specify time limitsfor your
budgets; campaigns outside of this tme frame  or viewabily will not be applied to
Budget Source

Abiltyto Clone, Edit Delete or Audit a Budget Source available in Budgeting Tool

et pacing options to ensure that allCampaigns associated to a Budget Source are
‘spending appropriately thoughout the day, week, or month
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Budget Sources Best Practices & Terms

Winen creaing an o campaign in Ads Composer, you wil have an 0pton o apply your created budget
Sources n Budget & Schedule.

(Capatity t0 appy anexistng campaignto  Bucget Sourc i Ads Manager, 1 falls i the speciic
aetime

Aty to o0 reporting based on Budget Sourc usig t s e column tc. n Ads Reporting
Budget End Notification: Select the aporopriate number of days or geting a otficaton

Conservative Amount: Chicicthe Enable Conservative Amunt box o prevent verspending of the
alocated budget TisInsures you from ime ags that might ead t he averspending of the budget.
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Pacing Groups
Pacig roups el you to monor your spend tough the campagn uraton

Provides s suaigntonuerd representaton of how your acvertsing campalgns perfor

Minmizes under or overspends whie simultaneousy achievig your gouls

L
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Pacing Groups Best Practices & Terms

‘When creating an ad campaign in Ads Composer, you willhave an option to apply your created pacing
aroup in Advanced Configuration

Capabity to create hoistic groups by adding multpl social campaigns across muliple social channels
and visuslize the pacing of a larger marketing campaign,

Pacing Groups: Set the overal budget for a group of campaigns and assess the pace atwhich Algn Text
spend over time.

+ Sub-Pacing Goat: Divide your pacing group witin s overalperiod to measure the pace at which you
Spend diferenty throughout the course of your marketing campalgn.

+ Best Practice: Most pacing groups are created by combining 3, of the Campaigns associated with an 10
orlarger marketing campaign. Create your pacing group to begin bofore the startdate of the fst
campaign and add newer campaigns to the group as needed.

30 day window to appy” if you need to get around please reach out to success manager
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Ads Benchmarking

+ Visuazo how well your campaigns
are performing compared 0
previous campaign doa

+ Measure mulipl kPl over tme
Wi ndividulbenchmark

+ Makes t csser o understand how

ndlor exerna data rested o e =
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‘Ads Benchmarking Best Practices & Terms
S
oot et s
B ety

+ Winen creating an ad campaignin Ads Composer, you wil
have an option to apply your created Benchmark i
‘Advanced Configuration

+ You can reroactvely tag a Paid Infitive wih Benchimark
Lt monthafte they were fistlunched, i Ads
Manager

+ Benchmarks can be tagged at efther the Campaign o the
Ad Variant leve. Depending on your use case will
dotermine the evelyou shoud tag the benchmarks, I
using 8 more geeral benchmark s recommended o
tag atthe compaign evel.
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Conversion Pixels

Conversion pixels are used to measure your
retum on investment by tracking the actons users
take after viewing or engaging with your ads in
Social channels

o start measuring conversions, you need to add
a snippet of pixel code in your website page that
corresponds to the conversion action

‘This helps you to perform analytics on your
featured ads and target people who are most
likely to take the actions on your paid Iniiatives.

Different channels support the various pixel types
" Parent Pixel vs Conversion Pixel
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Conversion Pixels Best Practices

+ Any pixels created natively will pul through
the APl and be avallable in Sprinkir

To take specific conversion events on
Facebook, a specific conversion pixel must be
created based off the Parent Pixel

Twitter requires unique pixels for each
‘conversion type as well as attribution =
windows for post-engagement and post-view
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Ads Foundation Scenario 1

+ Create a Facebook Naming Convention:
~Name: NCFB_Cert, Your Name
- Paid Initative: User Input: FB, Start Date, Objective, Theme.
- Ad Set: Platform, Gender, Min Age, Max Age
- Ad variant: Creative Name, Post ID.
- Share with SprinkIrLRN3

* Create a Twitter Naming Convention:
- Name: NCTW. Cert_Your Name
- Paid Initative: User Input: TW, Start Date, End Date, Objective,
- Ad Set: Audience Name
- Ad variant: Ad Set Name, Post ID.
- Share with SprinkIrLRN2

Ve
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Ads Foundation Scenario 2

* Create a Budget Source:
- Name: Q3Evergreen_Your Name
- Add Start & End Date (make sure start date includes
TODAY)
- $10000 with a $3500 Monthly spending limit
- Add Budget End Notification
- Add Visibility to only yourself as a User
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Ads Foundation Scenario 3

Create a Benchmark:
- Name: Q4Holiday Benchmark_.Your Name
- Build a benchmark this quarter
- Add 2 separate timeframes for each month within the quarter
- Timeframe 1 > Add KPI of CPC $3.25
Add KPI of CTR 0.09%

Underine

- Timeframe 2 > Add KPI of CPC $2.50
Add KPI of CTR 0.11%
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Web Analytics

+ Web Analytics i used for automatically configuring parameters to add a lnk in posts for
tracking purpose and only applies to posts published from Sprinki

www.sprinkir.com

‘Any time the speciied domainis posted through Sprinkirand clicked on by a user, your
analytics platform willcollect and measure 2l of the variable tags you have assigned to your
Web Analytcs Profie

+ Parameters are based on the provider—Sprinkr, Google Analytcs, Adobe SiteCatalyst, Core
Metics. Values may be Statc (shysicaly typed in) or Dynamic (based on a leld in Sprinki)

To Use Web Anaiytics
+ Create a Web Analytcs Profie [Paic]

« Configuring Web Anaiytics at the Accounts Level

+ Create a Web Analytcs Configuration for Domains
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Web Analytics Profile Configuration

* With every parameter, define the
value. For example, Account Id or
multiple values lie:

Account ID+Account_Name

+ Unsafe characters are modified by
the browser. These include the
blani/empty space and " <> # % )1
xas ]

Paid Web Analytics will only be
applied to posts that are Published
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Web Analytics Configuration

+ Web anaiytics can be appiied to each accourt.
" Account level configuration wil verride the
workspace evel configuration

+ Enterthe domain of the clent for which you want
toview web anal
" Domains should strtand end wih *to
ensure anything atr the domain s
considered in web analytcs

You can set the domain s a wid card (]

and append the Analycs Pofie t allnks that

are published. You can so use the widcard 1o

Ignore text that precedes the wid cac.

" Without mapping of domains with corect
profies, web analytcs wil not work
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Web Analytics Best Practices & Terms

Web Analytics does not work on Auto Imported posts; only applied if ads is
published through Ads Composer or Ads Manager

‘Only works i the post type has a separate input for a URL link for tracking to be
appended

Web Analytics willnot work i the URL added in Publishing s of a shortened link. It
will work if normal URL Is added and then the URL shortener is applied
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Tiered Approvals

+ Create an approval path for both "
organic and paid content

« Paths can incorporate multple:
steps and can involve both
single individuals o groups of =
eople responsible for the .
approval

+ Approval paths can be selected
manually or can be a part of an -
automated rue.
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Tiered Approval Best Practices & Terms
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Custom Fields

Spinkir Tagging structure used to dently Pald
Assets (Account, User, Paid Iniative, Ad Set and
‘Ad Variants) and bucket them into simiar
categories

Create custom fllds to create propertes tht are:
ot provided by Spriniir by defaut
+ Unique tags are enabled based on your
‘company and business needs
Create Custom Feld Type. You can selec fom
Picklist Mutiseloct, Pickist, Number, Date, Text
Mult, Text Area, and Text

Define values,or custom properties, manually
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‘Custom Fields Use Cases

Winen croating a campiign in Ads
‘Composer, you wil have an otion to select
your Custom Propertes at the Campalgn, Ad
St Ad Variant Leve

" Step by Step or Advanced Configuraton

Capabilty 0 apply custom properties o an
xisting campaign of auto imported n Ads
Manager

Abilty o e reporting based on Custom
Propartes using tas fter column tc. in
Ads Reporting

Custom el ae aiso used to group sers
Into User Groups or Accountsto Accourt.
Groups.
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Custom Field Best Practices & Terms

Visibitty Contol gives the capabity of making the Custom Fied avalabl t the different Warkspaces or
User Groups.

ustom Fieids cannot be deleted. Custom Fields can only be disabled

The Basic Detats soction such as el types, Name, Description, Assat, Category, and Holp Text cannot
be edted

B sure o mark a Custo Field s » Required Fiekd when ncessan: f checked, you'lbe required o fil
out s fled before publishing

‘Controling Filds: Select e hat determines what values wil e surfaced f he field s selected. This
allowsyou o surface only relevant options based on what the ety s

‘Ordr: Add a numeric value (between O and 100000) that defines the order in which custom fiekd wil be
istec. Lower value means higner preference
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‘Ads Foundation Scenario 4

+ Create a Custom Field for Region:
- Name: Region. Your Name
- Build a multipicklist custom field
- Add asset as Paid Initiative
- Set Values: APAC, EMEA, NA, LATAM
- Choose “NA” as default value
- Set visibility control to only show yourself this Custom Field
- Mark custom field to be mandatory
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Ads Foundation Scenario 5

+ Add a Global Que:
- Add Name: XX_Your Name
- Approval
- Set Visibi

ity only to SprinkIrLRN2

+ Create an Tiered Approval for Paid
-Add Name: Approval. Your Name

- Add Criteria: Account is Cosmic Comics (FB & TW)
- Add Approver Type: Approval Que > XX Your Name
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Ads Foundation Scenario 6

* Add an Web Analytics Profile:
- Add Name: Web Analytics._Your Name

- Create a Google Web Analytics profile for Paid
- Create these parameters

Campaign Source = Channel
Medium = Paid Initiative Name

Decroase Font

« Apply this new profile to the FB ad Account
www.cosmiccomics.com dom:
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Campaign Test Flight

Campaign Test Flight

Designed to select ads that perform well
Minimum two weeks

100% of ad spend will be on test & learn
ads

Campaign Go Live

Campaign Go-Live

Steps will basically be the same as Test
Flight (with optimizations based on
results)

Uses the best performing ads from the
Test Flight

80% Ad Spend on Always-On Ads (Top
Performers)

20% Ad Spend on additional Test &
Learn









• Designed to select ads that perform well

• Minimum two weeks

• 100% of ad spend will be on test & learn 

ads

Campaign Test Flight

Campaign Go-Live

• Steps will basically be the same as Test 

Flight (with optimizations based on 

results)

• Uses the best performing ads from the 

Test Flight

• 80% Ad Spend on Always-On Ads (Top 

Performers)

• 20% Ad Spend on additional Test & 

Learn

Campaign Test Flight

Campaign Go Live

VS
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Mixed Media Guidelines

Why these creatives types?

Videos are the highest engaging ad
format because views are counted as
engagements

Facebook recommends 3 or 5 ads per ad
set, either:

1video & 2 static
2 videos & 3 static

Statics tend to provide better DR results
(conversions)









Facebook recommends 3 or 5 ads per ad 

set, either:

• 1 video & 2 static

• 2videos&3static

MixedMediaGuidelines

Whythesecreativestypes?

• Videos are the highest engaging ad 

format because views are counted as 

engagements

• Statics tend to provide better DR results 

(conversions) 
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Ads Composer
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Ads Composer
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Ads Composer Workflow
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Platform Walkthrough
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AAd Composer Best Practices & Terms
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