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Amanda (00:13):

Welcome, everyone. If you all can hear us or you can see us, let us know in chat. Tell us that you're 
excited. Where are you guys from? What time is it?

Amanda (00:38):

Pakistan. Wow, India, New York, Spain. Wow, we've got... we're about to go global.

Reza Khadjavi (00:49):

So, Texas, LA.

Amanda (00:49):

Brazil. Lithuania. Wow, this is amazing, y'all. You're blowing my Idaho out in the water. Utah, you're 
close. And make sure everybody, as you do type in chat, make sure that you're chatting with everyone 
and not just the host and panelist. That way, we can keep the discussion lively and we can all be 
interacting together. Okay. We are going to go and get started. I know a few people are going to be 
filtering in, but we want to keep our schedule on track. Welcome, everyone. I hope you're really excited 
to hear all about performance creative with Motion, and I'm going to let Reza introduce himself and 
take it from here.

Reza Khadjavi (01:37):

Awesome. [inaudible 00:01:38] some of my screen but anybody pops anything to the chat that I should 
be aware of, remember just to let me know.

Reza Khadjavi (01:53):

Hey, everybody. My name is Reza. I'm the CEO of a company called Motion. And Motion helps agency 
owners, freelancers and e-commerce brands learn what creatives are working and why, and then helps 
you visually share those insights with other people. Over the last year in building Motion, I've spoken to 
probably 200 or 250 performance marketing experts all about their workflow, all about creative, and a 
lot of what I'm going to be talking about today are insights that I've gathered from all of those 
conversations trying to take the best practices, the patterns that I've noticed, the similarities, and 
putting them together to share that with all of you.

Reza Khadjavi (02:35):

Prior to Motion I also started a company called Shoelace, which if you've been in the industry for few 
years, maybe you're familiar with. We started out as one of the retargeting apps in Shop Find. The 
business sort of evolved from there, and so I've had a pretty good front row seat to a lot of paid 
advertising, a lot of creative and have tried to use that experience to formulate the opinions I want to 
share with you today.

Reza Khadjavi (03:03):

To kick off, we've obviously heard a lot about creative. As a topic, it's been something that's been... 
Actually, as the last few years, a lot of things have been changing in the Facebook ecosystem, and 
creative comes up a lot as a point of reference in the conversation. For example, the idea that over the 
last few years, Facebook is starting to become more and more competitive. It's been more crowded in 
the feeds, you have more people coming on the platforms and venture-funded companies that are 
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spending lots of money, and so you see a rise in ad post, rise in CPM, or rise in competition. And from 
the consumer standpoint, a very, very cluttered feed, so it becomes challenging to stand out in those 
crowded feeds.

Reza Khadjavi (03:54):

And so you heard people talk about creative being important from that standpoint or more recently, we 
hear about the iOS challenges. And so this idea that, as ad targeting becomes a little bit weaker and all 
the changes that it basically is going through post-iOS 14, you hear a lot of people screaming, "Creative 
is the answer. Creative is the silver bullet that's going to solve those problems. Just in general, as 
Facebook has... A lot of people over the years, you've seen them migrate from very microaudience 
targeting to testing a lot of different audiences, bid strategies, that sort of thing.

Reza Khadjavi (04:32):

And we're evolving more and more, as you talk to performance marketers, you'll see more and more of 
them doing broad audience targeting and if they're testing audiences, you're just testing a few relatively 
large audiences. And a lot of these things have pointed to creative as being something pretty critical, 
and so the question is like, with all of the craziness, all of the challenges, all of these things that are 
happening in Facebook, I'm obviously asking this in a cynical way but is creative the silver bullet that's 
going to solve all these challenges?

Reza Khadjavi (05:05):

And we hear some people here and there making that claim, which I don't agree with, unfortunately. I 
think, spoiler alert, I don't believe creative is the silver bullet. I don't think it's going to solve these 
problems in a way that takes us back to the way things were. I think the most fundamental thing to 
realize is that there's probably no going back to the way things were. So, for those of you who've been in 
paid social for a few years, you'll remember that maybe in 2016 or '17, you'd be able to have a few 
images or couple of videos and you'd be able to scale those in a way that will make you very profitable, 
and we're just not going back there for a number of reasons for the fact that there's so much 
competition for this iOS 14 change, I think it's a change that's here to stay.

Reza Khadjavi (05:57):

I think the industry is evolving to figure out what do we do in a post-privacy-driven advertising world? I 
don't think it's going away, I don't think digital advertising is going anywhere, but it's certainly evolving. 
Evolving in a way that what we're going through, what we're experiencing with Facebook is not 
temporary. I think it's just the beginning of a new change. What that change looks like is unclear. 
Nobody can really predict exactly what's going on or what's going to happen. But I think there are a 
couple of things that are pretty certain. Number one, so we're not going back to the way things were. 
And number two, creative is going to play a very critical role. It's just not going to be like the way that 
we [inaudible 00:06:41] algorithm [inaudible 00:06:44] going to help us get the kind of returns that we 
were previously getting. So I don't think we're going back to the way things were, and I do believe that 
creative is a very critical part of what happens in the future.

Reza Khadjavi (07:00):

In particular, this idea of performance creative, I think, is the right way to think about creative and 
where things are headed. And you'll notice me talk about, on this topic, it's a lot less about hacking the 
algorithm or tricks or things that we could do that would help us easily scale. It's a lot more about 
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challenging difficult fundamental work that is not something that we can implement overnight. It's not 
something that you can necessarily take from a blog post and go implement it in your ad account and 
see the success. It's a lot more about process, it's a lot more about the operation that were running on 
our teams, it's a lot more about workflow, and it's just the bar is rising.

Reza Khadjavi (07:46):

So, if for example, you had a time where you could open a drop-shipping store on Shopify and run some 
Facebook ads on it, live on the beach and make tons of money, those days are gone. Now, as these 
platforms have matured, as the industry has matured, it's just going to be a lot harder to run your 
businesses in this environment, and it's not like the opportunities are gone. E-commerce is still in its 
infancy. There's still so much more growth ahead from a market standpoint, but if there's one theme 
that will be consistent throughout what I'm talking about, is that the solution is not like silver bullet 
stuff. It's like fundamental work. It needs to be implemented on our teams in order to adapt to the 
change.

Reza Khadjavi (08:38):

One of those things to think about fundamentally is the role of the team. And so, I've got four roles here. 
And these four roles don't have to be individual people. I know a lot of people in attendance might have 
small teams, might not have the budget to hire a number of different people for a number of different 
roles, and it could be that there's a single person or two people that are doing these roles that I'm going 
to describe. But that's the first place to start. You'll see I've kind of put front and center the role of the 
creative strategist, which I believe is one of the most important roles in our time.

Reza Khadjavi (09:15):

Creative strategist role has been there for a long time. A lot of larger companies have had this role, but I 
believe that a lot of smaller teams, smaller agencies, smaller brands are going to start realize that the 
creative strategist role is critical to surviving what comes ahead, and the creative strategist role is the 
person who is not creating content necessarily. They're not the person that's doing graphic design to do 
post-production edits to make the videos ready for advertising, and they're not necessarily the one in 
the ad account buying the media. But the creative strategist is the person who is answering the question 
of what creatives are working and why are they working and helps guide the next batch of assets based 
on those learnings. So, it's the person who will link together the creative team and the media mind team 
so that there's a tight feedback group around the things that we're learning on the media mind side and 
making sure that the creatives that we're producing are related to that.

Reza Khadjavi (10:17):

And so, this person is not just a creative from the standpoint of making engaging content that's very 
artistic and cool and kind of engaging, but this person is very, very focused on performance. And so the 
idea is how to make a creative that is on brand that does stand out but also looks native to the platform 
because if an ad looks too much like an ad, people will scroll past it. And so, thinking about how to drive 
the performance elements that are needed inside the piece of creative that will drive conversion while 
making the creative feel engaging and interesting and fun and memorable and all of those things. And 
so, the fact that we have a person that's blending together the brand side and the performance side, so 
very, very critical role.

Reza Khadjavi (11:09):
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If you don't have the budget to hire dedicated creative strategist, there's nothing to worry about 
necessarily. It's just that somebody's got to play this role. It could be that if you're a media buyer and 
you're thinking what is the evolution of a media buyer's role? It's changed a lot in the last few years. It 
might be a good opportunity to start brushing up your creative strategy skills and wearing that hat if 
you're on a team but doesn't have the budget to hire creative strategist. The media buyer can actually 
fill a big void there, step up, and learn how to be a good [inaudible 00:11:47] about the day-to-day kinds 
of things that this role might do.

Reza Khadjavi (11:55):

But really critical to have these four players on the team in some fashion whether it's like two people 
doing these four roles or if you're some sort of superstar. You're a single person doing all four of these 
things, shooting content, making edits to it, running it on Facebook ads, learning what's working and 
why. It could happen that a single person is doing this, but you could review your team and be like, 
"Okay. If I'm a brand owner and I'm your creative and I have a good eye for creative and I know my 
brand and I can think about creative in a performance-driven way," then maybe you wear that hat. You 
work with your agency partner or media buyer in order to bridge that gap of figuring out what creatives 
are working and why and getting those insights from that team member. And so you can really create a 
function that works for you if you understand these different roles and set a team up in a way that all of 
these hats are being worn.

Reza Khadjavi (12:57):

And so, when you're thinking about rolling out a creative operation so that it runs smoothly and there's 
a good rhythm to it, the first place to start is what is our capacity for producing new creative? I know a 
lot of teams, the first area that they struggle with is they don't have a good system to be producing new 
creative on a weekly basis, on a biweekly basis, and so that would be a really good place to start. If the 
creative production side is a challenge that you're currently facing, that would be the first challenge to 
solve. And usually, people can really overthink this step and think that you need extensive studio 
production quality staff and that's generally not the case. Things shot on an iPhone can do really well. 
It's just about going out there and shooting content so you could work with a content creator to produce 
that, you could go out there and shoot it yourself.

Reza Khadjavi (13:53):

Basically, the first starting point is to be able to produce content. And so if you don't have that function 
on your team yet, figure out a way. It doesn't have to be high budget but you just need it. You need to 
have a way to produce content on a regular basis. And once you have that content produced, you also 
need to make that content ready for ads. And so what's a graphic design or the post-production person 
would come in. To take those pieces of content, format them so that they fit in different placements, 
make little edits to the first three seconds of the video which we'll talk a little bit about that, thumb stop 
ratio is very important for these kind of things, or adding text that will relate to it or swapping in a 
product and adding that into the video. So, having somebody be able to take your piece of content and 
make post-production edits to it to make them ready for advertising is also really important.

Reza Khadjavi (14:54):

Once you're at that point where you do have that rhythm going and there is content being produced, 
then it becomes like, "Okay. How do we analyze this content? How do we learn what's working? How do 
we learn what's not working? And how do we incorporate these learnings into the next batch of assets 
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that we're producing? So, you need that first rhythm that you're creating a content on a recurring basis, 
and the next gap to plug is that we're looking at the end sides. We're deriving learnings and we're 
feeding those learnings back to the next batch of access and then you have this rhythm that flows, that 
you're producing new assets, you're learning what works, you're feeding that back and you have this 
really interesting feedback group.

Reza Khadjavi (15:39):

And then, it's just about having the right process and place where the right people are getting together, 
maybe let's say on a weekly basis, to review the last week's performance and figure out what's working. 
So, like a weekly sync up meeting, that sort of thing, to go through it. I'm spending a lot of time talking 
about workflow and process and things that you can't necessarily implement overnight, but it's really 
important especially ahead of Black Friday. We still have about a month and a half left before the 
madness begins, maybe even less than that. Right now is the time where you want to be learning these 
things.

Reza Khadjavi (16:16):

So, when it comes the time for mid-November or starting our Black Friday, Saturday, Monday 
campaigns, that's not the time to be thinking like, "What type of messaging resonates with my 
audience? Is this sort of positioning better or that kind of positioning better?" Ideally, you want to have 
all of those insights ahead of time so that when you're focused on your promos and your discounts and 
the Black Friday-related concepts, you know what kind of Black Friday theme content you can add on 
top of [inaudible 00:16:50] messaging, all of that sort of thing.

Reza Khadjavi (16:59):

And so, we talked about creating content, we talked about learning what content works and having 
these four roles somehow inside of your operation, and one of the other things that becomes really 
important when we talk about workflow is naming conventions. And so this one can be something that a 
lot of teams struggle with. I've seen a few ad accounts or maybe looked at the ad account, which is ad 
one, ad two, ad two copy, ad three. And if that's the kind of naming conventions that you have on your 
team, it's a really good idea to rethink those and implement something that's a little bit more 
structured.

Reza Khadjavi (17:37):

And the reason to do that is actually two really good reasons. One, the obvious, that you will be able to 
analyze a lot of insights from that, which we'll talk about in a bit. If you have the proper naming 
conventions, then you can use that to run analysis, field reports, and figure out what's working and why. 
But there's another more cultural reason that I think is really important. That if you're building a team 
that's serious about performance creative and it's something that you want to implement on your team 
as something that's important, naming conventions can be a really big important symbolic move, where 
everybody on the team gets together, agrees on a naming convention, and it's like an activity that could 
kick off the idea that we're taking this seriously as a team.

Reza Khadjavi (18:25):

And so having the discipline to implement good naming conventions in your ad accounts can be a really 
good first step to getting a lot more serious about creative. Again, repeating this idea that... I don't 
believe that there's a way to take things that you might read online or find online about, "Oh, this kind 
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of creative is working really well. Let's go create that and then so that we can scale our ad account." 
Again, we're always thinking about the next silver bullet after silver bullet, I think we'll be missing the 
point. At this level in the industry, we think they're so competitive that the edge that you have is 
investing in a good process, investing in a good system, and that doesn't even necessarily take a big 
budget to do that. It just takes a bit of discipline, a bit of structure on the side of the team.

Reza Khadjavi (19:18):

And so once you have this in place, you have the right people, you have the right roles being taken 
seriously so whether it's two people or four people or 10 people, you have the right people doing the 
right things, you have the right rhythm of creating content, looking at it on a weekly basis, we have good 
naming conventions, you have that kind of foundation set up, now it becomes time to go like, "Okay, 
how do we learn? How do we learn what's working? How do we learn what's not working? What do we 
look at in terms of KPIs and all that sort of thing?" We'll go through a few examples of that together.

Reza Khadjavi (19:54):

So, in terms of figuring out what creatives are working from a KPI standpoint, these are the four that I 
really like. You can take this and add your own details to it, but you'll see that the team here is looking at 
your creative in terms of a funnel. So, saying like at every step of the funnel, where are the best-
performing creatives? In this example here, the first KPI that we might look at is the thumb stop ratio. 
Thumb stop ratio is really interesting one. It's related to videos so this won't be a clickable if you're 
looking at static images. But for video, it is a really fascinating KPI to look at. If you're not familiar with it, 
we have a 3000-word article coming out just on thumb stop ratio, with 50 examples of getting this right.

Reza Khadjavi (20:46):

So when it comes to performance creative, thumb stop ratio could be really, really important. And the 
reason is pretty simple. When you're scrolling through your feed, the first touch point is the first three 
seconds, and so you have about three seconds to have the person who is scrolling through stop and 
watch the rest of your content. So that first three seconds, sometimes called the thumb stop ratio, 
sometimes called the scroll stop, and so what can you do in the first three seconds to get that person 
just stop scrolling and pay attention?

Reza Khadjavi (21:21):

I've seen a few of these that are pretty interesting. I saw one person. I think their product was tire 
cleaning, so they had a spray that would clean your car tires. In the first three seconds, they took a piece 
of toast and they had rubbed it on the tire and it was just like this wacky thing and you're scrolling 
through your feed and you see some guy rubbing a piece of toast on a car tire, and you're like, "What on 
earth is going on? What's happening?" So you caught my attention. I don't know if I'll necessarily buy 
the product [inaudible 00:21:54] to make that hook happen so that I'm interested enough to buy, but it 
becomes really key to have the person stop in those first three seconds.

Reza Khadjavi (22:08):

So, thumb stop ratio is a metric where you divide the first three second place divided by impressions 
times 100 and that'll give you a percentage, so it's almost like a conversion rate. We're all familiar with 
conversion rate when it comes to purchase or add to cart or those kind of things. This becomes your 
conversion rate on the thumb stop. And so, that's a really good first one.
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Reza Khadjavi (22:34):

Second one, obviously, click through. You're interesting to look at. Okay. We've had the people stop, 
look at the video, look at the image, and now what percentage of people actually clicking through and 
moving on to the next stage of the funnel? So, just with those first two, you're able to learn a lot about 
how engaging your creative is. It doesn't necessarily mean that the higher the thumb stop ratio, the 
higher the click-through rate, that's necessarily going to translate into better performance because 
sometimes you could be over optimizing for engagement and you're sending the wrong traffic or what 
you put inside your ad was very interesting, but it wasn't related to what you were selling on the landing 
page. And so those are just things to watch out for when you're analyzing.

Reza Khadjavi (23:24):

And then after click-through rate, you want to look at conversion rate. So, you can build this as a custom 
metric in Facebook where you just state the number of purchases divided by the number of people who 
went on the site and you'll get your conversion rate. And that will show you what percentage of people 
actually buy and then, obviously, return on ad spend. And when you look at these four things together, 
I've seen a lot of cases where you might look at a set of ads and you'll realize, "Oh, this ad is doing really 
well when it comes to my thumb stop." So, whatever it is we're doing on the first three seconds here is 
resonating, that's really great, but it seems like the conversion rate on this ad is not doing so well. But on 
this other ad that we have a lower scroll stop ratio, it seems like we're doing a really good job converting 
people into paying customers, so you can look at that and be like, "I'm going to try whatever it is that 
we're doing for the first three seconds here. I want to try that on this other ad that has a good 
conversion rate and then see if we can send more people into the funnel of that other ad that is 
converting well."

Reza Khadjavi (24:40):

And so obviously, you can look at other metrics depending on what you're optimizing or you could swap 
return on ad spend, for example, with cost for purchase. Sometimes that's even more reliable with all 
the funkiness happening on Facebook. Cost for purchase could be a little bit better sometimes, but the 
general idea is to look at it as a funnel and to see which ads are doing better at which stage of the 
funnel, and take those learnings and use that to create a new piece of creative that is going to hopefully 
convert better.

Reza Khadjavi (25:16):

And so, now we'll look through a few examples of analysis that are pretty common that you could do 
that might be very helpful to you before Black Friday, so that you can have a sense of these insights 
before we get into the crazy holiday season. By the way, I'm just showing the Motion dashboard here 
just because it helps us visualize. So the reason why we built the product is to help visualize these 
things, but you could do it in Data Studio, you could do it on a spreadsheet. It becomes a little bit 
challenging to do this sort of analysis inside of Ads Manager, so you probably want to take the data out 
and do the analysis somewhere else. A lot of the teams that we've observed when it comes to this kind 
of creative analysis, we saw a lot of people doing it on spreadsheets, which can work if you're good at 
spreadsheets.

Reza Khadjavi (26:05):

But as soon as you want to start looking at buckets of things against each other, all of a sudden it 
becomes pretty hard to do this in the Ads Manager. As an example for the kind of analysis that might be 
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interesting to you is you might have some ads that are very problem solution focused, and you might 
have some ads that are focused on the product features. So, for example, imagine if we were selling an 
air purifier, and in one of the ads we talked about, the creatives were themed around this concept of, 
"Have clean air in your home," or another one was focused on the technology of the product that, "The 
technology of this product is so good that here is how the filtering mechanism works on this air purifier." 
And you might have those two different [inaudible 00:27:01] team ads and [inaudible 00:27:03] is doing 
better.

Reza Khadjavi (27:05):

And sometimes you might realize that for certain audiences, one is doing better. For other audience, the 
other one could be doing better. For example, maybe for your top of funnel prospecting, the one that's 
focused a lot more around the solution might be a better fit. And for your re-marketing campaigns, the 
one that's talking about the product specs of the actual product might be doing better, so you can 
compare those. And if you have these insights ahead of Black Friday, then you're not going to be 
guessing during that holiday season. You know that the solution-oriented themes work better, so that's 
the angle that we're going with.

Reza Khadjavi (27:42):

And now, how do we lair on Black Friday specific themes on top of a theme that we know works, which 
is solution driven, or whatever that might be for you? Another example, a very common one, could be 
lifestyle versus products. Imagine you are a footwear company and you're selling shoes. You could have 
some of your assets be just a photo of the shoe on a white background that's very product focused or 
you could have team of creatives that are showing the shoe on the foot somewhere in the real world, 
like a lifestyle-type image of a person walking or something wearing the shoe. And so that kind of very, 
very high-level comparison would be something to know. Is there one of these that's working better 
than the other? And again, is there one of these that's working better than the other at a certain stage 
of the funnel?

Reza Khadjavi (28:37):

And if you have these insights, again tying it back to Black Friday, then when you're creating your Black 
Friday-themed creatives, you know that you'll lair on the Black Friday themes on top of whatever 
concept is working well for you or you can also go and take a look at last, BFCM. So, with BFCM around 
the corner, you can go and look at your results from last Black Friday and start to see what performed 
then. Are there other ways that you can see, for example, during last Black Friday? Is there a particular 
type of creative or theme or something that was resonating really well? And you can take those 
learnings and reincorporate them back into the creatives that you run this year, and so that's something 
that's really interesting to do.

Reza Khadjavi (29:29):

And another one, and this is the last one, and we can open up for questions soon. If you have any, you 
can start typing them into the chat box and happy to take as many questions you want. We have quite a 
bit of time for that, so feel free to ask away.

Reza Khadjavi (29:46):

And the last report here that you might be interested in looking at is that maybe you might work with a 
bunch of different content creators who are influencers or creating creatives for you, and you just want 
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to compare, is there a particular content creator or influencer whose creatives are doing the best for 
me? Maybe my audience resonates with one influencer over another. And that's another thing that 
would be really useful to know ahead of time so that if you're then creating Black Friday-themed 
creatives with a particular influencer, you can focus on working with the influencer that is most relevant 
and drives the best performance for you.

Reza Khadjavi (30:38):

These are just some examples. There's a lot of different types of analysis to do. We talked about the 
video report. That's a really good one to look at your videos that had the best thumb stop ratio and use 
that as part of your creative and many, many different types of analysis that you could do. And often, it 
tends to be specific to your type of business and so if you have good naming conventions in your 
creatives, then you're probably putting three to four to five or six variables inside each ad name and 
those variables are things that are potentially very relevant to you. It might be your product skew is a 
variable that you put in there. And so are these certain types of products that were featured in this ads, 
are they lifestyle? Are they image? Are they an unboxing type of creative? Are they a testimonial? Are 
they UGC?

Reza Khadjavi (31:35):

All of these different types of creatives are things that you might label in your ad names and then you 
can study those insights to see which ones are doing better than the others and that's the sort of thing 
where you can, on a weekly or biweekly basis, the more things that you learn, the more hypothesis that 
that might produce. It doesn't mean that if you look at your data on a certain 30-day window or 
something, that the thing that was working the best [inaudible 00:32:02] be necessary. It's just the sort 
of thing that helps you build the right hypothesis for the right questions to ask next.

Reza Khadjavi (32:14):

That's thing that I've seen as a good rhythm on the themes that I've observed to do this really well. 
They're not necessarily coming out of these making definitive conclusions, but it's like, "Okay. There's an 
interesting trend that we're seeing here. I think this type of creative is working better. Let's test that 
next week with the next batch of assets that we're creating that we focus on this theme." And having 
that weekly or biweekly cadence that you're asking these questions, syncing up with other members of 
the team and most importantly, documenting the learnings so that you're not just guessing and 
throwing stuff at the wall to see what sticks but you're using data to inform your hypothesis and then 
you're watching it very carefully to just keep incorporating your learnings into your process.

Reza Khadjavi (33:07):

And so that's all for me. You can find me on Twitter @rezakhadjavi and you can check out Motion at 
motionapp.com. I'm excited to jump into questions. Let me see if I can open the chat. So, how do we do 
this, Amanda? We just start from the up-

Amanda (33:30):

Yeah. Let's start from the top. Someone had asked about examples of better naming conventions. I went 
ahead and dropped the free gift that Motion is giving to every attendee, so you all make sure you click 
that link. I don't know if you want to expand on that or if you think that link answers that question.

Reza Khadjavi (33:51):
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Yup, sure. I'll add couple of thoughts to it. The link is obviously really helpful. That blog post goes 
through like best practices for naming conventions, and it also has a Google Sheets template that you 
can copy and use that as your template for generating naming conventions. When you have a template 
on Google Sheets, then that way you can just select from a dropdown your different variables and it'll 
just auto populate.

Reza Khadjavi (34:19):

The best way to think about naming conventions is that there's a few things that are just common for 
everyone. Say you'll have, for example, ad type is a really common one. Is it image? Is it video? Is it 
carousel? Is it GIF? That sort of thing. The other one is we talked about things like lifestyle versus 
product. Is it UGC? Is it testimonial? Is it something else? The best place to start, in my opinion, is the 
higher the level, the better. Sometimes you can get carried away with if you pay very close attention to 
a piece of creative, there might be a hundred variables that you can include. Is it a blue background? Is 
there this? Is there that? There's a lot of detail.

Reza Khadjavi (35:04):

And so the best way to start, I think, is at the highest level, ad type, concept, product included, 
influencer that you're working with. Try to look at a piece of creative and zoom out and try to think of 
the five most important elements of that piece of creative and that becomes your naming convention, is 
the way that I would think about it. It should be very related to your business and your type of creative. 
Keep it to something like five variables and try to have a theme that you follow with all of your creatives, 
so you can take the Google Sheet that you'll find in that blog post and make some edits to it, so that it 
fits your particular business. That would be a good way to approach it.

Reza Khadjavi (35:51):

Rebecca's question, very good. ROAS isn't really accurate with iOS 15. Yes, that's quite the topic, of 
course. So, this is a real challenge. There's no question about it and one of the things that I've seen 
people do as they try to adapt to these new interesting realities of the data not being super reliable. 
What I've seen from teams is that they will take data from multiple sources to look at Google Analytics, 
look at Shopify, look at Facebook, look at your blended results, your EMR, those sorts of things, in order 
to make decisions about the channel. Are Facebooks ads working or they're not working at a high level 
from a channel standpoint? And looking at those blended metrics overall, that's how I've seen teams 
make decisions around how much are they scaling? How much are they pulling back? Are they investing 
more and more in that channel or is it actually not working?

Reza Khadjavi (36:55):

So it becomes the source of truth on channel performance but when it comes to creative performance, 
there's a couple of reasons why [inaudible 00:37:05] data to data even [inaudible 00:37:11] because 
when it comes to creative, it doesn't need to be 100% accurate. It's okay if it's directionally accurate. 
When it comes to making decisions around like, "Am I spending another $10,000 on Facebook ads this 
month or not?" That's a really important decision. It can make a really big impact on your business and 
so you need to be very confident in those numbers in order to make decisions. But when it comes to 
creative, especially because a lot of times right now people are not even doing like the bare bones 
analysis of trying to look at what's working better versus something else. Being directionally correct 
tends to be good enough in order to make good decisions with your team. That's one thing. So, even if 
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ROAS is wrong, let's say, you're perfectly accurate when you're looking in Facebook Ads Manager, it 
does still tend to be directionally correct when you're comparing creatives against each other.

Reza Khadjavi (38:07):

And the other thing is that there are soft metrics on creative that are perfectly intact. So, when you look 
at thumb stop ratio, when you look at click-through rate, these two like soft metrics, are not impacted 
by iOS 14 so you can look at that. But yes, ultimately, when you're trying to look at the total and 
downstream impact, ROAS can be misleading sometimes. I don't know this for certain, but I have heard 
of few people talk about how cost for purchase could be a bit more accurate just because I think 
Facebook might take a little bit longer to populate conversion values but the fact there was a conversion 
might happen sooner, I've heard that. I don't know with certainty if that's the case, but that's why 
maybe flipping between ROAS and cost for purchase, for example, could be something useful to do.

Reza Khadjavi (39:04):

But yeah, it's brutal, it's not ideal, and I think it's challenging. But when you're making creative decisions 
around what kind of creative to invest and which direction it takes strategically when it comes in 
creative? I've noticed that from at least a lot of the teams that I've observed, directionally correct is 
good enough to make their best.

Reza Khadjavi (39:30):

Is there a good formula to know how many creatives to test at the same time? This really depends on 
your budget. As a good rule of thumb, the lower the budget, the fewer you should be testing. And the 
higher the budget, the more test you can run, so that's a good place to start. The other is people can 
definitely go overboard when it comes to creative testing, so I tend to think that the right starting point 
for testing, I've mentioned this earlier, is those higher level concepts. So you might have a concept that 
like, "I want to know are images working better? Or video? Or carousel?"

Reza Khadjavi (40:13):

On this point, specifically, a lot of people talk about video and something that works really well for... 
Facebook feeds is obviously a very engaging format, but I've seen that for a lot of apparel brands, for 
example, carousel might do really well because there's a lot of products and people like to scroll through 
them and so when there's a carousel, they might feel like a shopping experience and people are just like 
swirling through it. So, it's not obvious that video will do better than carousel for you, but that's 
something to test.

Reza Khadjavi (40:45):

And so, once you have an idea of that, it would be something else that's similarly high level. How are 
unboxing type ads working for us or how are testimonial-type ads working for us? As opposed to 
changing a small thing on the creative and turning one green and one blue and one red, that sort of 
thing can get very overwhelming, and so I would start with just higher level concepts, higher level 
learnings, and you could learn those things without having a ton of variation on your creative so there is 
a more targeted approach to that that you can take but that would be a good way to start.

Reza Khadjavi (41:28):
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Andre is asking, "Are you looking at creative visual only or creative image and text?" Yeah, that makes 
sense. That definitely makes sense. I think you want to look at both, but the creative tends to be a much 
bigger part of the equation, so I would look at creative first. If there's one thing that you're looking at, I 
would look at creative first, but yes, you definitely want to be looking at your copy as well. And when it 
comes to copy, one thing that I've seen people do really well tying back to the naming convention topic 
that we were talking about, you could categorize your copy in a few different ways. You could say, for 
example, short form, long form copy as an example, and then you can tag your ad as short form, long 
form. Or it could be humorous or informative or different types of ways that you could categorize your 
creative.

Reza Khadjavi (42:31):

So even there, the best thing to do is try to look at your copy and try to derive a higher level label to 
whatever is going on in that piece of creative. Is there an angle? Is there a theme? Is there something 
that you're trying with that copy that could be summarized in a single word or two words? It could be 
positioning one, positioning two, positioning three, positioning four. Four different ways that you might 
position your product or talk about the benefits of your product.

Reza Khadjavi (43:02):

And then, in your ad names, you might do positioning one, positioning two, positioning three, and then 
on some other sheet, you have a glossary, which is another thing that I've seen. People would put short 
codes in their ad names and then define those on a sheet somewhere else. So, same thing when it 
comes to landing page. You might want to test different landing pages. But instead of writing out the 
entire landing page on the ad, you might put LP one, LP two, LP three. And then on a different sheet, 
you're referencing what LP one, LP two, LP three means. So, that's how I would start for copy. 
Summarize it in the single word or two words and then do your comparison at that level is a good way.

Reza Khadjavi (43:51):

So the question is, "Don't you think that dynamics have changed quite a bit over the last year post-iOS 
14 that last year's strategy might not be helpful?" Perhaps, yeah. I'm assuming this is in reference to 
looking at last Black Friday Cyber Monday's campaigns and judging based on that, yeah, you might be 
right. It might be quite different. I do think though that when you're looking at creative, you could look 
at some things there and see, are there trends that hold true on even from last year across these types 
of creatives? All work really well or these types of creatives hold up really well? And so perhaps that 
learning is still relevant. But yeah, I think you'd have to take it with a grain of salt and use that as an 
input along with other things that you're looking at in order to come to a conclusion.

Reza Khadjavi (44:48):

Hoover Jacobs, sorry if I mispronounced your name, says, "We produce creatives for seven and eight-
figure brands, what would you say to those who still don't understand the importance of testing more 
creative?" Yeah, that's the top one. I've actually heard this. I have heard this as an issue before. I don't 
know. I think we're trying to help by creating a lot of content around that, so maybe that would be 
helpful but maybe it's like you have a set of clients who really subscribe to this idea of creatives being 
really important and they work with you to produce really good quality creatives, and you create some 
case studies to say, "We work for this client, we did this kind of creative strategy for them, and here are 
the results that they're getting." So that would be one way.
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Reza Khadjavi (45:37):

I think the other way is a lot of people that are running agencies, like marketing agencies, whatever 
channel could be creative, it could be email, it could be media buying. I think at this point, it's really 
important to educate our clients about what's happening in the world. And so, I think if you can take a 
step back and just paint the picture of what's going on in the world, I think that might help. So, this idea 
that the feeds are really crowded, there's a lot more competition for attention. iOS 14 concept, talking 
about all these reasons to help explain why creative is important, might help tying it back to the 
business strategy, just kind of advising them, not just as a performance marketer but talking to them as 
a just kind of growth advisors and business advisors, I think that might help for an agency that has 
limited creative and... Amanda, tell me when we got it cut up. I'm just going to keep going. You said we 
usually jump off at five minutes?

Amanda (46:41):

Yeah. It looks like there might be two or three more in the chat, so I think-

Reza Khadjavi (46:46):

Okay, cool.

Amanda (46:47):

... we might be able to get all of them.

Reza Khadjavi (46:49):

Awesome. Let's go for it. So, Adrielle says, "When agency that has limited creative capabilities, what's 
the best way to find partners or content creators to work with to create UGC content? We've had four 
experience in the past." Well, maybe you can talk to Yakoob in the chat here. It sounds like he can help, 
but also I think one of the things that becomes challenging and where I've seen people have poor 
experiences with content creators is that [inaudible 00:47:17] looking some ads like product, that 
doesn't tend to work really well. Hence, when I was talking about the creative strategist role. Somebody 
needs to be wearing the hat on creative strategy. It's not just about creative content. Somebody needs 
to be thinking about the hook, somebody needs to be thinking about what worked in the past, and how 
do we incorporate that.

Reza Khadjavi (47:40):

And so the first question I think, Adrielle, you have to answer is who's playing the role of creative 
strategist? And if the answer is, "I don't know," then that's the first place to start. Somebody needs to be 
doing that. And if you don't have anybody on the team that has that skillset or that can wear that hat, 
then what you're really looking for is a creative strategist who can then help you work with content 
creators in order to bring those assets to life because the creative strategist will work with the content 
creator and know exactly what they're looking for. They'll know that like, "Okay, you're the content 
creator. In these areas, I want you to have creative freedom and so do your thing and be yourself."

Reza Khadjavi (48:20):

But these are things that I know work for us. This kind of positioning needs to be there. This kind of hook 
needs to be there. I want you to mention this thing somewhere in the video or maybe towards the 
middle. Having those kind of specific instructions to the content creator, I think, really helps. And then, 
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in addition to that, once the content creator creates the piece of content, then you need somebody to 
take that and turn it into a piece of performance creative. So maybe you'll chop the first three seconds 
and turn that into something that's catchy or you'll edit in something else into the video.

Reza Khadjavi (48:54):

And so, if you found that working directly with content creators has been challenging, maybe what 
you're missing is a creative strategist who can help with that guidance and be a graphic person who can 
make post-production edits to that content afterwards. So that might be the case and if not, then you'll 
want to work with a partner who can do all of that. A partner who can source the content from UGC, 
from content creators, implement their own creative strategy based on what's working, and work with 
graphic designers to turn than into ad ready might be something that you need to set up.

Reza Khadjavi (49:31):

And if you're an agency that's listening to this, having that in your mix, I think, is something that will help 
with client retention as well because this is a really challenging thing to bring to life. And so if you can 
solve it, then you're creating a lot of value for your clients and, hopefully, that helps you charge more 
and keep more, keep your clients happier for longer.

Reza Khadjavi (49:54):

Can UTMs be used as a tool for creative testing? I believe so, yeah. I think you can if you really are 
paranoid about the inaccuracy of Facebook and you want to use UTMs as another source of certainty 
and look at your creative by combining on Google Analytics data, sure. But like I was saying before, I 
believe that just looking at Facebook data can be enough in order for you to be directionally correct 
about what's working and that tends to be enough as opposed to more precision accuracy. It's not a 
requirement, in my opinion, for getting a kind of insights that you need because you just need to come 
up with a good hypothesis to test it in your next creative.

Reza Khadjavi (50:43):

So, we're not looking at the insights here in order to make definitive choices of like, "I'm going to spend 
$100,000 more this month." It's more just like, "I'm going to use this insight to come up with a 
hypothesis for what I want to create next, for what I want to try more of." And so if creative analysis is 
helping you come up with good quality hypothesis that you can test, then that's good enough versus 
trying to be overly precise, which can lead to diminishing returns if you gets up into it too much.

Reza Khadjavi (51:19):

Yakoob mentioned a comment for Adrielle, which I'll just leave in the chat there, but thanks for chiming 
in. And then, Austin asked me, "Can you..." Oh, Austin is mentioning [inaudible 00:51:31] Fiverr? Yup. 
You can try that. But again, caution for if you don't get strategic guidance, then maybe it'll come out 
with assets that are not incorporating the right kind of hooks and themes that you'll need in your 
creative.

Reza Khadjavi (51:47):

Michelle is asking, "Can you try to prove the value of creating our 1 x 1's into 9 x 16's help with asset 
delivery? Pull the delivery report so that placement data is supporting this, but any additional things you 
recommend calling out to help our creative team understand why they should also be taking the time to 
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create for story format too?" Yeah, I think it's sort of similar to the first question where somebody was 
asking how to be [inaudible 00:52:20] creating more serious setting. Building for different formats, for 
different placements, I think is like potentially table sticks thing to do at least to test.

Reza Khadjavi (52:34):

And so, I think, if you have a good reporting system, analysis system, where you're able to visualize your 
creative team, "Hey, look. If we do these creatives for story format and this format and that format, 
here's the difference, here's..." Showing the data to help with that guidance, I think, that can really help. 
One of the things that we obviously try to solve with Motion and just in general help people implement 
is that when you go to those conversations with different members of the team and you're trying to get 
buy-in for a certain direction, if you show up with data, then that really helps.

Reza Khadjavi (53:14):

People can have subjective arguments all the time around like, "I think this is working better" or "No, I 
think this has better direction," and they resonate with it emotionally with bumping over the other, but 
if you show up with data and if you can show some, at least you get their buy-in for like, "Can we run 
this test to look at the data and then let's see what the data shows," I think very few people would reject 
that and be like, "No, I don't want to run a test to look at data." I think that might be rare.

Reza Khadjavi (53:43):

And so if you're trying to win an argument with the team member, just encourage them to run a test. 
"Let's see, let's try it and see what it looks like." And then that way, you can look at the data and if the 
data supports you, and then you have additional [inaudible 00:53:57] to win that argument and maybe 
the data doesn't support you, in which you're like, "Okay. I back down. I'm okay now. Let's move with 
that." Because it's very common for us to think a certain thing might work and then the data just proves 
us wrong, and that's why it's important to look at that.

Reza Khadjavi (54:20):

Yakoob is asking, "Does Motion uptake data from Facebook Ads Manager?" Yes, we do. We pull data 
from Facebook and so the workflow that Motion eliminates and, as I mentioned, what we observed a lot 
of teams doing was taking their data from Facebook, taking it over as spreadsheet, and the creative 
analysis dashboard was almost always a spreadsheet with different pivot tables and different ways to 
look at the data. And so, Motion just makes it a lot easier to do creative analysis without having to 
export your data over to a spreadsheet.

Reza Khadjavi (54:57):

And more importantly, it makes it really visual and easy to take it to a meeting to be able to show those 
insights to somebody else, your client, your creative team. And so, yeah, that's the workflow that it 
solves and if you give it a try, let me know what you think about it. If there's any we can improve for you, 
let me know. You can reach me on Twitter like I said or here's my email as well if anybody wants to 
reach me directly. I'm happy to chat, but I think we're on time.

Amanda (55:31):

Yeah. Perfect-
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Reza Khadjavi (55:32):

Amanda, thanks for-

Amanda (55:32):

... time.

Reza Khadjavi (55:32):

... having me up.

Amanda (55:34):

Yeah. Thank you so much. Make sure you [inaudible 00:55:36] follow on Twitter. I dropped that. Get 
your naming template. And thank all everybody who stepped around. Great chat. Great presentation. I 
really appreciate you taking the time to talk about this. Thanks, everyone. If you enjoyed it, throw up 
some love in the chat and then I will see you all at the next session.

Reza Khadjavi (55:57):

Bye, everybody.

Amanda (55:59):

Bye, all.
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