
November 2023 
Facebook Ad Campaign

Strategy

Advocate provides SSDI assistance to qualified 
applicants, helping workers who are sick or injured 
to receive their disability benefits. The top goal 
of this Facebook ad campaign was to improve bottom-
of-funnel metrics while decreasing costs for cost-
based metrics. The main objective was to increase 
the amount of qualified leads.

KPIs:  CPQL -  CPL  -  CPM  -  CPC  
Cost Per Qualified Lead - Cost Per Lead - Cost Per 1000 Impressions - Cost Per Click

The old ads had a good CTR, but did not focus 
on optimizing down funnel conversions. With 
this campaign, the idea was to dilute the copy 
and imagery to be more concise in effort to 
directly reach more qualified leads. A cohort 
was created by looking at Advocate’s current 
pool of qualified applicants to determine an 
average age range and the most typical line of 
work of qualified applicants. These common 
identifiers helped inform the copy and 
creative iterations for the campaign.



The campaign ran for a month

and produced a clear top performer

that improved each targeted KPI.




Key takeaways:



Trend analysis showed that click-through rate 
stayed largely unchanged (.79% to .70%) 
however the conversion rate increased 
substantially (16% to 49%)



Visual and copy targeting helped reach new 
audience shown through a decrease in CPM

(24% decrease)



A full summary of targeted KPI changes

is listed below.  

Metrics pulled from Facebook Ad Manager on 12/4/23. Trend analysis not shown.

Prior top performing Facebook ad

CPQL:$63.44  CPL:$27.85  CPM:$54.10  CPC:$6.78 
Stats for November 2023 campaign period

Top Performer: Display_Static_trad-2

Reporting starts: 11/6/23

Reporting ends: 12/4/23

CPQL: $50.64 22.4%

CPL: $20.84 28.8%

CPM: $42.57 23.9%

CPC: $6.07 11.1%


