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Agencies See Modest 3Q Growth for Facebook, but Much Upside 
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Summary of Findings 

 Spending growth on Facebook Inc. (FB) ads is slowing, but the 

social media giant will continue to dominate as new brands flock to 

the platform, fresh products like autoplay video ads gain traction, 

and emerging technology such as the Atlas ad network improves 

consumer targeting, according to Blueshift’s ad agency sources. 

 Thirteen of 22 sources said spending on Facebook increased less 

than 10% in the third quarter compared to the prior three months, 

while 12 of 19 projected less than 20% growth for the fourth 

quarter, 2015 or both compared to the prior year.  

 Ad prices on Facebook are rising, according to 12 of 16 sources, 

with three reporting CPM jumps of more than 80%. However, 17 

sources said Facebook’s ROI continues to be strong, thanks to its 

reach, measurement tools and surgical targeting. 

 Thirteen sources reported little use of, and subpar results on, 

Twitter Inc. (TWTR) as compared to Facebook. Four sources listed 

Pinterest as a potential competitive threat. No sources reported a 

shift in spending to Twitter or Google Inc. (GOOG) for app install 

ads. 

 Autoplay video ads likely will be popular with advertisers, 13 

sources suggested. Eleven sources want to explore buying ads on 

Instagram to reach younger consumers.  

 One source reported hearing of a major consumer packaged goods 

company combining its TV and video divisions, a possible harbinger 

of a shift in spending from traditional to digital media. Blueshift’s 

Oct. 14 advertising report found Facebook among the main 

beneficiaries of a shift from traditional to digital advertising. 

 

 

 
 

Q3 vs. Q2 FB 

Ad Spending 

Q4/2015 FB 

Ad Spending 

Outlook 

New FB 

Product 

Potential 

Large Ad Agencies/ 

Advertisers    

Midsize Ad 

Agencies/Advertisers    

Small Ad 

Agencies/Advertisers    

Industry Specialists N/A 
  

Research Question: 

Will new ad products and News Feed enhancements allow Facebook to sustain its ad 

revenue growth rate amid rising competition from Google and Twitter? 

Silo Summaries 

1) Large Ad Agencies/Advertisers 
Six of seven ad agency sources said spending on 

Facebook ads was flat or up only slightly in the third 

quarter. All seven expect Facebook ad spending to grow 

in the fourth quarter, next year or both, but only two 

projected growth as high as 20%. Ad pricing on 

Facebook is increasing, according to four sources, while 

two said they were not seeing any major pricing shifts. 

All seven agree that the ROI in Facebook is excellent 

due to a combination of reach, performance metrics 

and unparalleled consumer targeting. Among 

Facebook’s new products, four sources were bullish on 

autoplay video ads, three think a Facebook Buy button 

could be successful, and two believe Instagram could 

be a big winner, especially with youth-oriented brands.  

 

2) Midsize Ad Agencies/Advertisers 
Two of nine sources reported that client spending on 

Facebook ads grew more than 40% in the third quarter 

compared to the second, while four others said growth 

was 10% or less. Five think Facebook spending will 

surge in the fourth quarter and possibly next year, with 

three of those sources projecting as much as 100% 

increases. One said app install ads are more productive 

on Facebook than on Google or Twitter. Five sources 

said Facebook ad prices are rising, but six reported that 

the ROI on the platform remains terrific. Six sources 

think advertisers will like autoplay video ads. 

 

3) Small Ad Agencies/Advertisers 
Three of nine sources said spending on Facebook ads 

skyrocketed by 100% or more in the third quarter, while 

one said spending was up more than 10% and another 

reported no change. Six expect clients to spend more in 

the fourth quarter, next year or both, with estimates 

ranging from 10% to 500% higher than the prior year. 

The ROI on Facebook is good, according to five sources. 

Sources in this silo were most positive about Instagram, 

with five saying they are interested in exploring the 

platform. Sources were mixed about autoplay video ads. 

Four think a Facebook Buy button could work, including 

one source that expects it to be a huge success. 

 

4) Industry Specialists 
One source said Facebook still has major room to grow 

because many large brands have yet to try it. Another 

said advertisers question the effectiveness of Facebook 

ads. One source reported modest pricing increases for 

Facebook ads in the third quarter. Autoplay video ads 

could be a huge moneymaker for Facebook, according 

to one source. One source thinks advertisers will like 

the idea of a Facebook Buy button. 
 

mailto:sa@blueshiftideas.com
https://www.facebook.com/
http://www.nytimes.com/2014/09/29/business/with-new-ad-platform-facebook-opens-the-gates-to-its-vault-of-consumer-data.html
https://twitter.com/
https://about.pinterest.com/en
https://www.google.com/
http://instagram.com/
http://blueshiftideas.com/reports/1014092015TraditionalAdvertisingBudgetsDeparttoDigital.pdf
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Background 

Facebook’s advertising revenue grew 67% in Q2 2014 compared to a year earlier, led by a 151% jump in mobile ad revenue. 

The social media giant remains a distant second to Google in its share of the mobile ad market in the United States, but the 

gap is shrinking. Facebook’s share is expected to climb to 18.4% this year, up from 9% two years ago, while Google’s share is 

forecast to slip to 40% this year from 50% in 2012, according to research firm eMarketer. 

 

App install ads have been a driving force for Facebook’s swelling mobile ad business, with some analysts estimating that such 

ads account for about 25% of the company’s total mobile ad revenue. With so much money at stake, it is no surprise that 

both Google and Twitter have been rolling out app install ads. 

 

Facebook, meanwhile, continues to release new functions to enhance the capabilities of advertisers, including: App Links, 

which allows developers to link to specific content within an app; Facebook Audience Network, aimed at helping brands 

advertise on third-party apps using Facebook’s detailed targeting data; and autoplay video ads, with Facebook’s July purchase 

of LiveRail aimed at enhancing its video offerings. 

 

The company also is testing a “Buy” button and has started introducing ads on Instagram, the photo sharing site that it 

acquired in 2012. 

 

However, several analysts believe Facebook must show more traction in its new businesses and ad services if it hopes to 

maintain the phenomenal growth rate the company has enjoyed for the past two years.  

 

Facebook’s average price per ad increased 123% in Q2 compared to the same period a year ago. While such increases are 

great news for its top line, they are stretching the limits for some small businesses with limited ad budgets. One small 

business owner noticed that his cost-per-click in 2013 had more than quadrupled to about $2 and reported a 75% decrease 

in Facebook conversions, causing him to halt his Facebook ads. Others have noted significant declines in ad impressions and 

clicks.  

 

Sources in Blueshift’s May 21 Facebook report agreed that Facebook’s extensive targeting capabilities, its status as the 

social identity for consumers and the sheer number of its users will help it claim a leading share of mobile advertising dollars. 

They also predicted that the Facebook Audience Network will be popular and could reap major rewards. However, sources 

expected Facebook to encounter significant hurdles to becoming the dominant mobile ad platform, including competition 

from Google and Twitter, uneven results with some age groups and a poor fit with some advertisers. 

 

 

Current Research 
In this next study, Blueshift Research explored Facebook ad spending trends and the outlook for several new products. We 

employed our pattern mining approach to establish five independent silos, comprising 28 primary sources, including six 

repeat sources, and five secondary sources focused on Facebook trends:  

1) Large Ad Agencies/Advertisers  (7) 

2) Midsize Ad Agencies/Advertisers  (9) 

3) Small Ad Agencies/Advertisers  (9) 

4) Industry Specialists  (3) 

5) Secondary sources (5) 

 

 

Next Steps 

For our next study, Blueshift will assess the impact on Facebook of the shift to programmatic buying. We also will look for 

further signs of convergence between traditional TV and digital video divisions at agencies and advertisers. Finally, we will 

explore some of the negative comments about Twitter as compared to Facebook, and look for any changes in sentiment 

about the two platforms. 

http://www.usatoday.com/story/tech/2014/07/23/facebook-earnings/13045633/
http://recode.net/2014/07/24/why-doesnt-facebook-want-to-brag-about-its-billion-dollar-app-ad-business/
http://venturebeat.com/2014/06/30/twitter-officially-joins-facebook-google-in-offering-mobile-app-install-ads/
https://developers.facebook.com/blog/post/2014/04/30/app-links
https://www.facebook.com/business/news/audience-network
http://www.adweek.com/news/technology/facebook-reveals-premium-autoplay-video-ads-156279
http://www.businessinsider.com/facebook-buys-video-ad-tech-firm-liverail-2014-7
http://www.businessinsider.com/facebook-buys-video-ad-tech-firm-liverail-2014-7
http://www.sfgate.com/business/article/Facebook-and-Twitter-test-buy-buttons-5769884.php
http://www.mercurynews.com/business/ci_26203135/facebook-profit-soars-and-revenue-beats-expectations
http://www.techtimes.com/articles/12378/20140808/facebook-average-ad-price-up-123-percent-no-likes-from-small-business-owners.htm
http://online.wsj.com/articles/facebook-ads-become-costlier-choice-for-small-businesses-1407341983
http://online.wsj.com/articles/facebook-ads-become-costlier-choice-for-small-businesses-1407341983
http://blueshiftideas.com/reports/051406FacebookWillThriveinMobileAdSpacebutWillNotDominate.pdf
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Silos 

 

1) Large Ad Agencies/Advertisers 
Six of seven ad agency sources said spending on Facebook ads was flat or up only slightly in the third quarter compared to 

the prior quarter, with one source reporting a 20% jump. All seven expect Facebook ad spending to grow in the fourth quarter, 

next year or both compared to the same period last year, but only two projected growth as high as 20%. Two sources think 

Facebook can grow faster than those projections suggest, as large new advertisers are coming to the platform, while two 

others believe Facebook’s re-launch of the Atlas ad network could spur spending growth. Ad pricing on Facebook is 

increasing, according to four sources, while two said they were not seeing any major pricing shifts. All seven agree that the 

ROI in Facebook is excellent due to a combination of reach, performance metrics and unparalleled consumer targeting. 

Among Facebook’s new products, four sources were bullish on autoplay video ads, three think a Facebook Buy button could 

be successful, and two believe Instagram could be a big winner, especially with youth-oriented brands.  

 

 

KEY SILO FINDINGS 
Ad Spending Trends 

- 6 of 7 sources reported little to no increase in spending on Facebook ads in the third quarter. 

- 1 said Facebook ad spending was up 20% in the third quarter. 

- 7 expect some ad spending growth for Facebook in the fourth quarter, 2015 or both, but only two predicted growth 

as high as 20%. 

- 2 listed Pinterest as a potential competitive threat. 

- 5 criticized Twitter for having a less engaged audience than Facebook, poorer results with app install ads or less 

evolved targeting capabilities.  

- 2 think Facebook’s growth will be fueled by new advertisers coming to the platform rather than existing brands 

spending more. 

- 1 thinks Facebook will benefit if analytics push advertisers to shift dollars from traditional to digital media. 

- 1 said some TV ad dollars are shifting to video and other digital media. 

Ad Pricing/Performance 

- 4 said ad pricing on Facebook is increasing, with 1 reporting a 150% jump in CPM and another saying CPMs have 

more than doubled. 

- 2 said there had been no significant pricing changes. 

- 6 said the ROI on Facebook ads continues to be strong because of the platform’s scale, metrics and targeting. 

- 1 said ROI was good, but higher pricing is eroding it. 

New Products 

- 4 think autoplay video ads on Facebook have strong potential. 

- 2 believe Instagram will be a big revenue driver for Facebook, especially with youth brands. 

- 3 called the Facebook Buy button smart and potentially efficient. 

- 2 said Atlas is a powerful new tool for Facebook. 

 

 

1. Veteran ad executive and consultant to a top digital agency; repeat source 

Spending on programmatic marketing—using software to buy digital ads—increased 10% to 20% in the third quarter at 

this source’s agency, but Facebook’s share was flat. Facebook has reached a tipping point where its ad revenue growth is 

likely to slow to the single digits in 2015. Facebook fatigue among both users and advertisers represents a significant 

threat but the company’s acquisition of Atlas has the potential to revitalize Facebook as a go-to advertising venue. 

Google’s entry into the app install ad market has grown the platform, but Twitter has had no impact. 

Ad spending trends 

 “There is a prevaricated answer to the question of how much we spent on Facebook advertising because agencies in 

general are spending just so much money vicariously through programmatic marketing, which refers to the use of 
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software to purchase digital advertising as opposed to using humans. Implicit in this type of ad buy is use of 

Facebook inventory. It is a percent of the overall spend on programmatic.” 

 “Facebook has built billions of impressions into the digital agencies’ programmatic ad buys. It is likely that agency 

spend on Facebook is actually higher than what is otherwise reported due to the overwhelming percentage of 

Facebook inventory that appears in a variety of programmatic buy/sell platforms.” 

 “Most of this would not necessarily be visible to the agency, clients or other reporting organizations, such as third 

party ad servers, and as such, the spend that is reported can be safely assumed to be direct.”  

 “Programmatic [spending] increased 10% to 20%, 3Q versus 2Q, at our agency. They are not spending on Facebook 

per se, but the increased spend is on programmatic in general. I would say direct spend on Facebook is flat but 

[actual spend] is more. There is a lot of complexity around unit spend.” 

 “The [additional spending on programmatic marketing] is being shifted from medium and long tail publishers and ad 

networks. It is all an efficiency play. The clients recognize that scale counts, scale matters. Scale does count, but the 

agencies are being backed into a corner in their ability to make money on digital. So they need to be more efficient.” 

 “Strategic deals are being put in place between Facebook and the growing number of advertising agency holding 

companies like the CHR Group and Publicis Groupe. This increases the inventory Facebook puts into the agency 

trading desk but not necessarily direct ad spend for Facebook.” 

 “The increase in spend on Facebook is coming to a close. Facebook is reaching that point. Facebook [ad spend] has 

dramatically increased but it will slow because they are reaching their utilization maximum. People are scrambling to 

find something else.” 

 “It is not as if Facebook’s use is going up. In fact, Facebook use in the U.S. 

is actually going down. Facebook, in the grander scheme of things, is a 

relatively mature advertising platform. Plus, users are experiencing 

Facebook fatigue, and that is on both sides of the equation—consumers 

and advertisers. Facebook fatigue is something both advertisers and 

Facebook should be concerned about.”  

 “I would say we will continue to see ad spend on Facebook but the growth 

will be incremental and nowhere near what it has been. I believe Facebook 

is reaching their Elvis moment when notable growth will be hard to quantify. 

We may still see single digit growth, maybe. But then 5% growth on a billion 

dollars still translates into big ad dollars.” 

 “Facebook is becoming part of a portal of base advertising options that now 

includes Facebook and AOL [Inc./AOL] and Microsoft [Corp./MSFT] and 

Yahoo[! Inc./YHOO]. Facebook is now one more pillar in the digital 

advertising structure. It also is used to maintain reputation in the CRM 

environment.”  

 “Facebook is no longer the new kid on the block. They are one part of a core 

of places to advertise and part of what companies have got to do [in 

advertising portfolio] whether it is mobile or news stream. To that degree 

and regarding replacement, Facebook has stolen money from AOL and 

Microsoft.”  

 “Its biggest weakness is ‘Facebook fatigue’ and that is a big weakness. Plus, their ad platform is a crowded and 

cluttered environment. And they are seen as homogenous right now. They are not perceived as being a cutting edge 

platform. They do not push the envelope at all.” 

 “Facebook no longer has the glitter. Instagram and Snapchat [Inc.] and Twitter are the glitzy new boys on the block. 

And whatever the next new thing is, it will take money away from whatever is traditionally done. Right now, Facebook 

is getting money indirectly that once went to AOL and Yahoo. Whatever comes next will steal money from Facebook.” 

 “All of the social media platforms have their own place. Facebook does have a couple of notable strengths. They 

have massive scale and that translates into advertising efficiency. They also have very broad scale—lots of people 

and various types of consumers. They have scale in terms of [consumer] diversity.” 

 “So they have scale, efficiency and diversification, namely lots of advertising products in terms of assortment. They 

also are multiplatform [web, mobile, phone, tablet]. Facebook has a very powerful sales organization and lots of 

products to sell.” 

 “Google is a behemoth and it continues to be dominant.” 

I would say we will continue to 

see ad spend on Facebook but 

the growth will be incremental 

and nowhere near what it has 

been. I believe Facebook is 

reaching their Elvis moment 

when notable growth will be 

hard to quantify. We may still 

see single digit growth, maybe. 

But then 5% growth on a billion 

dollars still translates into big 

ad dollars. 

Veteran Ad Executive & Consultant  

Top Digital Agency 

http://www.aol.com/
http://advertising.microsoft.com/en/home
https://advertising.yahoo.com/
https://www.snapchat.com/
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 “Twitter has made some intelligent acquisitions and they are a nimble digital platform, considering their size. But 

Twitter has problems. Its participating Internet audience is unengaged and there are followers but they still are a 

minority player.” 

 “The number of people who use Twitter versus the number of people who sit back and watch is relatively small. The 

majority of the audience is unengaged. Twitter is a challenging environment to be in because the users generate the 

content. It is an undisciplined advertising environment and an immature ad environment.” 

 “Twitter’s ad sales team struggles with how to sell to agencies. They try to do outreach with ad agencies but they 

struggle to offer a mature advertising product. It also is difficult to do business with Twitter whereas it is relatively 

easy to do business with Google and Facebook and advertising agencies like business to be easy.” 

 “This will change for Twitter eventually but most ad agencies don’t have the 

time to figure them out. I’m not down on Twitter. They have grown their ad 

visibility at a fantastic rate, versus their relative size.” 

 “We see huge growth in app install [advertising]. Growth is 20% to 30% 

year-over-year. People want ads on desktops or to put apps on mobile.” 

 “Twitter hasn’t changed spending [on app install ads], but Google has. They 

have grown the platform for app install.” 

 “App installs are a very esoteric category and the app install world in 

general is an esoteric topic. App install in and of itself is esoteric and often 

times the work of app install is not done by the agencies. It is done by 

companies that specialize in app install and the agencies just farm out the 

work. Work is farmed out to companies like Getjar and then there are 

people who buy traffic for app install or analyze app install. It is a very 

speculative space.” 

Ad pricing/performance 

 “We are seeing a significant shift away from display ads to mobile ads, even 

though the advertising unit is smaller. The price Facebook is asking has 

gone up but if you add it all up, agencies are paying more for less. You can 

buy one ad for $1 million or 1 million impressions for $1.00. You may get 

lots more ads for pennies on the dollar but fewer ads on a direct basis.”  

New products 

 “Often overlooked or forgotten is the acquisition of Atlas. A couple of years ago Facebook bought Atlas and that gave 

them the ability to leverage intelligence. It is incredibly powerful.” 

 “Atlas’s powerful tools could overcome the effects of Facebook fatigue. Years from now, people will realize that the 

Atlas acquisition was underrated. They bought it for well under $100 million, somewhere in the $50 million to $60 

million range, and people will realize that they bought it for a phenomenal value.”  

 “A lot of people forget that Google owns DoubleClick and they are about to release what many consider comparable 

products to what Facebook has with Atlas.” 

 

  

2. Two digital strategy executives for an international agency 

Third quarter ad spending on Facebook was flat compared to the prior year for this agency’s clients, but these sources 

expect a 20% jump in the fourth quarter compared to a year earlier, and a 10% to 20% increase in 2015 over this year. 

CPM rates on Facebook have more than doubled and the sources expect prices to continue to rise, but clients still are 

seeing a good ROI. Pinterest could be a significant competitive threat. The sources are interested in spending on 

Instagram when the cost comes down, but likely will shift money from other areas of Facebook spending to do so. 

Ad Spending Trends  

 “Our clients spent about the same on Facebook advertising in the third quarter versus the second quarter this year. 

We have been involved in Facebook for quite a while, and our clients like Facebook. It performs.” 

 “Facebook ad spending might be up a little bit in the fourth quarter versus last year’s fourth quarter, about 20%. 

People want to test Facebook targeting [through the use of Atlas]. So we will be running some campaigns for that.” 

Atlas’s powerful tools could 

overcome the effects of 

Facebook fatigue. Years from 

now, people will realize that the 

Atlas acquisition was 

underrated. They bought it for 

well under $100 million, 

somewhere in the $50 million 

to $60 million range, and 

people will realize that they 

bought it for a phenomenal 

value. 

Veteran Ad Executive & Consultant  

Top Digital Agency 

http://www.getjar.com/
http://www.google.com/doubleclick/
http://www.adweek.com/news/technology/facebooks-new-people-based-ad-technology-marketing-nirvana-160438
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 “We will see a 10% to 20% increase in Facebook ad spending with our clients in 2015 over 2014. I do anticipate 

Facebook will be successful because their data is good, and it will pay off. We do not know about the effectiveness of 

some of the ad units yet.” 

 “For a while marketers were able to work with Facebook for free and post a lot of content and get folks to become 

fans or friends of the brand. Now they are not able to reach those fans without really spending some money.” 

 “There are a lot of brands out there that are still just getting the hang of Facebook and will be spending more in 

2015.” 

 “Facebook is fairly significant to our clients. We do have Facebook in the 

majority of the campaigns, an element of Facebook. So it is not necessarily 

one of the biggest spending components but it is definitely a component 

either for a social-promoted post or using it in more of a direct response 

fashion.” 

 “We use Facebook for targeting and for engagement. One of our clients is 

looking at renovating an existing store and used Facebook as a way to keep 

current customers up to speed on the renovations. We like Facebook 

because we can communicate to them and get interaction. Facebook is for 

all age groups now and is a good place to reach a wide variety of people.” 

 “Facebook is really a Swiss army knife—75% of their posts should be for interaction and community and things like 

that, and only 25% are for sales and promotions.” 

 “We use Twitter in two ways. One, we are trying to reach people who have contextually relevant information. I might 

find somebody searching on Twitter and advertise to them. We also use Twitter for real-time events—we used it for 

one of our sports clients, so people could see the latest shot.” 

 “Twitter is definitely good in real time—if there is some event happening, if clients want to know about the Oscars or 

Grammys or whatever is happening in real time that is newsworthy, you definitely want to be on Twitter for that.” 

 “We are clearly seeing a division, a clear role for Facebook versus Twitter. When it is time-sensitive news 

independent of content, we will work with our clients on implementing a Twitter content approach. When it is more 

relationship-oriented and about getting immersed in content, we will advocate for using Facebook.” 

 “We are trying to promote content on Facebook or get interaction or use it for targeting, and we are trying to come up 

with a low cost of conversion. Facebook has been pretty smart about letting other people use their data, because 

their data is so good. It brought attention to Facebook itself.” 

Ad Pricing/Performance 

 “The first trend our clients saw was that the posts that they were doing organically on Facebook were not getting the 

reach that they had in the past after Facebook changed some of its rules. We have definitely been promoting a lot 

more Facebook posts for our clients in order to get that reach, and we are promoting that with paid media. We are 

looking for more engagement—not looking for a particular return—and we are trying to get people who are already 

shoppers or followers of our brands to participate and remember us.” 

 “We do use Facebook campaigns for ROI. We see that Facebook is one of the better performing media types, 

because we will put money out there across mobile and video and display and Facebook, and what we find is that 

the information that Facebook has to offer is high quality and very detailed.” 

 “If we want to hit a very small/narrow niche audience, Facebook tends to be able to deliver the good response from 

that audience and they have some sizable interest groups. I can come up with a pretty good target group and we see 

some good results.” 

 “At our agency we do simple campaigns using Facebook tools, but also work with partners that can take those target 

audiences, and mix them up with a variety of generations or age ranges and mix them up with a variety of texts and 

images that we put together for the ads.” 

 “Because of the flexibility of it, we have seen the trend in costs of Facebook ads going up. They did increase the size 

of their ads but we really have not had enough data to see if that has increased the performance of the ads we have 

run, but generally they have been very productive on an ROI basis.” 

 “CPM rates have been going up. We used to be at a $2 per CPM—now it is closer to a $4-$6 CPM for Facebook.” 

 “I expect Facebook ad pricing to be higher in the fourth quarter compared to the fourth quarter of 2013. Facebook 

has done a good job of monetizing and getting people connected with the ads and they do a good job of value 

pricing, so with these bigger ad units—and if they are starting to get some traction and now forcing people to use 

Facebook and get distribution on their posts—they will be able to drive up the price because they do not want to 

overwhelm their users with ads.” 

There are a lot of brands out 

there that are still just getting 

the hang of Facebook and will 

be spending more in 2015. 

Two Digital Strategy Executives  

International Agency 
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 “There is more money moving online. We usually buy premium ads for a price but now Facebook is in that same 

realm or higher. Facebook will have to perform just as well now. I do not think they will be able to go a whole lot 

higher.” 

 “Facebook advertisers have not been all that price sensitive, but when we have seen the pricing go up, Facebook 

has figured out the value of it. Some of it will be you will pay to get those ads in stream.” 

 “If Facebook starts pushing it too much, some advertisers might start asking the question, ‘What is my cost per 

interaction?’ [But] Facebook has a monopoly on social engagement. Where else am I going to go?” 

New Products 

 “The biggest threat to Facebook now is Pinterest. They have got to get out of beta.” 

 “Pinterest will be huge. Pinterest is one of Facebook’s biggest competitors out there. There has been a lot of 

research—when people see things on Pinterest it generates demands in sales.” 

 “Autoplay video ads will do well. Obviously video is huge. In people’s feeds they are seeing videos. You get sucked 

into those videos. And I know Facebook is making a big play for video right now and video way back in the day was a 

limited resource.” 

 “Video does have a higher CPM. Facebook is also working hard this year on 

getting the fraud out of video, as video clickthrough rates have gone down.” 

 “Advertisers will find autoplay video ads popular. It is up to Facebook if it 

will turn off consumers. Consumers would love the Internet to be free and 

ad-less—and Facebook has learned very well what is the right mix and they 

do a lot of testing. They figured out what is the right mix of ads to organic 

content from your friends.” 

 “We will spend ad dollars on Instagram as soon as they are out of the 

million-dollar-to-participate category. We will have to take really good 

photography of our clients’ products in order to make it a good Instagram 

experience. There is lot of interest and we have to get clients to invest in 

doing it correctly.” 

 “If Instagram catches on, that new product would start to provide revenue 

growth.” 

 “If clients spend on Instagram, those ad dollars would likely come from 

Facebook. Some of our clients even have ‘social dollars.’ Clients will 

probably bucket it—social promotion dollars.” 

 “The Facebook Audience Network will do well for Facebook. Clients are 

already asking about it and it will do well because Facebook is still very predominant in advertisers’ thinking. A lot of 

people will test it, and I anticipate it will beat the average algorithm out there. They have rocket scientists from MIT 

that used to do this for the CIA. It is only as good as the data and Facebook has some of the best data.” 

 “I have already heard about Twitter and their buy button. I think buy buttons will do well. Anything that has that direct 

connection to the advertising and the commerce transaction is easy for clients to understand. It will be better for 

figuring out the value pricing. They will price it as high as they can but will make it a low enough that it will still get a 

return. Google is good at that, too.” 

 “Facebook has been throwing a lot of tricks out there to get ad revenue and I am sure they still have a couple tricks 

up their sleeve. Facebook has gone out of their way to figure out a lot of the different avenues and they move very 

quickly to implement a lot of those things.” 

 “[Facebook] is getting to the end of their rainbow. Next year will be good for Facebook but it feels like they have 

played most of their tricks.” 

 “Facebook will still do well next year with video and the network etc., but I think their growth rate will start slowing.” 

 

 

3. Senior vice president of mobile for a full-service global agency; repeat source 

Spending on Facebook for this agency’s clients grew by 5% at most during the third quarter compared to the prior three 

months. The growth rate of ad spending on Facebook is slowing, as high demand for ad space is ratcheting up the cost—

as much as 150% based on CPM. However, Facebook is taking strong steps toward combatting rising costs with 

innovative and potentially efficient products like video ads and a Buy button. The latter has had a limited roll-out to date, 

Advertisers will find autoplay 

video ads popular. It is up to 

Facebook if it will turn off 

consumers. Consumers would 

love the Internet to be free and 

ad-less—and Facebook has 

learned very well what is the 

right mix and they do a lot of 

testing. They figured out what is 

the right mix of ads to organic 

content from your friends. 

Two Digital Strategy Executives  

International Agency 
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so likely will not have traction for 6 to 12 months, but may be indirectly helped by the launch of Apple Pay. Facebook 

Audience Network has been underwhelming due to the limited number of publishers on board.  

Ad spending trends 

 “Facebook revenues are going to start to grow less rapidly very soon, because we’re coming to a point where there 

are so many advertisers that it’s driving prices up. The only way Facebook can satisfy demand is to make more ads 

available, which they’re not likely to do. Historically they’ve tried to protect their users from too many ads, which is 

also how they create the efficiency.”  

 “I don’t know what Facebook has in the pipeline, but based on what I’ve 

seen over the last two years, I think [advertiser spend on Facebook] is going 

to start to grow less rapidly, probably early next year. I don’t think you’ll see 

revenues decline, but I don’t think you’ll see the kind of exponential growth 

[we’ve seen to date] last forever.”  

 “For the clients with which I have a consistent history, they will spend a lot 

more generally in the second half of the year. I would say that a proportion 

of [my clients’] incremental spend has been driven—not away from 

Facebook—but more towards other types of publishers, because we’re 

almost saturated with Facebook because of the price of the inventory.” 

 “I would say the percentage spend might be slightly higher [during the third 

quarter compared to the second quarter]. Exact percentages are really 

difficult to say, but probably around 5% [increase] or below.” 

 “Facebook’s ad revenues really started to grow exponentially when they 

introduced the mobile component. They launched their ad revenue on 

mobile in November just short of two years ago, and mobile now accounts 

for about 70% of their total ad revenues, which is quite amazing.” 

 “In the first 18 months of [the launch of mobile ad products], brands all 

flocked to Facebook. [But now the space is becoming crowded] and the 

kinds of efficiencies we’ve seen, [including clickthrough rates], will decline.”  

 “We do use Facebook app install ads for our clients. I think it’s going to 

continue to be strong, though I don’t know if it will grow as much as it has. Having an app install is still something 

that is considered as adding more value to a brand, to the advertiser, because the user has that app installed in 

their phone, so even if they don’t buy something straight away, they’ll eventually be reminded and use it at some 

point. So in the mobile ecosystem it’s still a big part of the spend.”  

 “Twitter has spent 18 months [talking about their app install offering] but they still haven’t been able to drive the 

results that Facebook has, for two reasons. One, [Twitter] didn’t have much tracking capability; they didn’t approach 

tracking and optimization the same way Facebook did, which means they’re just less efficient in terms of tracking 

and allocating and optimizing the media dollars that the client is spending.” 

 “Now they’ve sorted that out—because they partnered with the same tracking partners Facebook did—but the 

problem is still that typically on Twitter, you have less information about their users than Facebook.”  

 “Twitter is more efficient [than Facebook] in some countries like Japan, where Twitter is bigger than Facebook. Also 

in some industries like entertainment, or things that are time-sensitive or event-related, like the Super Bowl where 

everyone’s Tweeting about it.” 

 “You can be efficient [with Twitter] if your brand is related to whatever is happening with the Super Bowl, for 

example. But if I look at the broader scale of the media, because Twitter is not capturing as much information about 

users as Facebook, it’s just not as efficient. Whether or not it will become more efficient I don’t know. I don’t think 

so.” 

Ad pricing/performance 

 “The trend [for spending on Facebook] has been slowing down a little bit, because the cost of the media has risen. 

It’s still a lot more efficient [than alternatives in the mobile space], but the price you’re paying for an impression is 

now becoming a lot higher than other publishers. This is fine while the conversion is still better [than alternatives], 

but it comes to a point where there are so many [advertisers] trying to bid on Facebook, that it starts to equal 

cheaper media out there.” 

 “It’s not really meaningful to talk about price increases [in terms of dollars], because for most of our clients, what we 

buy is based on performance. We buy on a CPM basis, which means that we pay for every impression, but it’s 

Facebook revenues are going 

to start to grow less rapidly very 

soon, because we’re coming to 

a point where there are so 

many advertisers that it’s 

driving prices up. The only way 

Facebook can satisfy demand 

is to make more ads available, 

which they’re not likely to do. 

Historically they’ve tried to 

protect their users from too 

many ads, which is also how 

they create the efficiency. 

Senior VP of Mobile  

Full-service Global Agency 

http://www.forbes.com/sites/markrogowsky/2014/10/20/apple-pay-is-here-and-its-going-to-be-great-why-the-skeptics-have-it-wrong/
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optimized towards an action; so users buy something without loading an app, or do something that ultimately 

generates more revenue for the advertiser.” 

 “If I just look at the pure CPM, it might have increased by say 150%—so it’s grown significantly—but because we’re 

bidding on an end goal, if we acquire a user at say $10 CPA [cost per acquisition], we still want to get that $10 CPA; 

we don’t want to go up. We’re just getting less scale, or the cost of the media is higher because the optimization is 

not working very hard, but we can’t scale more.” 

 “At the end of the day, most of our clients are performance-based, so they want to see how much it costs for them to 

acquire a user who buys something or subscribes to something. That doesn’t change, but when the cost of the media 

becomes so much higher, at some point it just becomes less scalable, and dollars aren’t [going to be] added to 

Facebook the way they used to be.”  

New products 

 “Video ads have been very efficient in the mobile ecosystem and I’m sure it 

will be very efficient on Facebook.” 

 “While the cost of Facebook as a media is going up, and the growth [in ad 

spend on current offerings] might not grow at the same exponential rate 

[we’ve seen in the last 18 months], Facebook does constantly try to find 

alternatives to grow and expand, and given their ability to target very 

specific audiences, I expect they will keep finding ways for the media to be 

more efficient.”  

 “[Facebook is] trying to find new ways to get around the fact that the media 

is becoming more and more expensive, and I think they’re doing that really 

well, by enabling advertisers to be more specific and to be able to target 

their audience in a smarter way. I think video advertising is something that 

is going to expand that and limit the impact of the [saturation by 

advertisers] and the growing cost of the media. I’m sure they’ll find other 

things to combat that problem.”  

 “We’ve done a lot of testing with the Facebook Audience Network, but it’s 

not as developed as the Facebook direct audience because it has a limited 

number of publishers involved. I don’t know if it’s going to scale up in the 

same way. To date I haven’t seen it growing very fast.” 

 “I don’t know how strong their capacity is to get new publishers on board to 

be part of the network and whether they can drive higher revenues than 

what they’re getting from other networks, but that would be the question.”  

 “We’ve done two things [with the Facebook Buy button]. I think it’s going to 

be very efficient. It’s still not as efficient as an app install, but this is part of 

the innovation. Not that Facebook is the only one doing this, but overall the 

fact that they are developing native advertising, removing the user from seeing a banner ad and steering the user to 

buying something from the advertiser.” 

 “Any time tools can facilitate the user experience it’s always a plus in terms of driving efficiency. Again, the problem 

with the Buy button today is scale, because they haven’t rolled that out over the whole network, so it’s quite limited 

for now, but I think that could make a difference in six months or a year’s time.”  

 “It’s still more efficient to drive an app install than it is to try to get a user to action something straight from their 

mobile browser or outside of an app. Users seem to still be a lot more comfortable buying through their app than a 

mobile site.” 

 “What might make a difference—and could help Facebook indirectly—is Apple Pay, which will be launching later this 

month. It might help Facebook increase efficiency on the Buy button.”  

 “We’ve done some tests with Instagram, but my clients are more performance-based, and Instagram is geared more 

towards brands. I’ve got less going in that space, but that’s just based on my agency, not the industry. I’m sure 

others are spending on Instagram.” 

 “Overall, Facebook’s efforts are definitely moving in the right direction, and I wouldn’t discount them on any 

advertising opportunity for any advertisers within the next few years.” 

 

The trend [for spending on 

Facebook] has been slowing 

down a little bit, because the 

cost of the media has risen. It’s 

still a lot more efficient [than 

alternatives in the mobile 
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other publishers. This is fine 
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to bid on Facebook, that it 

starts to equal cheaper media 

out there. 

Senior VP of Mobile  

Full-service Global Agency 
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4. Vice president at a full-service agency 

This source’s agency did not see any spending increase on Facebook ads during the third quarter, but the agency’s 

clients likely will spend about 20% more on Facebook ads in the fourth quarter and into 2015. Facebook pricing likely will 

increase, but clients are becoming more comfortable with the platform. Facebook is the agency’s primary social media 

platform, particularly for business-to-consumer companies, as Facebook’s targeting abilities have improved significantly. 

Still, paid search through Google tends to return stronger results. She predicts Facebook’s autoplay video ads and Buy 

button will be popular, and will help Facebook sustain its robust ad revenue growth. 

Ad Spending Trends  

 “Our clients’ spending on Facebook advertising was consistent from the second quarter to the third quarter this year. 

It was stable.” 

 “We will probably spend more on Facebook ads in the fourth quarter this year compared to last year’s fourth quarter, 

about 20% more. Clients are becoming more comfortable being in this space. It used to take a lot of education to get 

them comfortable with the targeting.” 

 “Our clients will spend about 20% more on Facebook ads in 2015 versus 2014. They are just becoming more 

comfortable with the idea of it. We have good metrics, and we use a social intelligence tool that helps us track our 

performance. Having that data and being able to show how things are performing makes it easy for us to 

recommend increasing our spend on Facebook.” 

 “Facebook has become definitely more prevalent in our mix. A lot of our 

clients are B2B and we tend to not use Facebook to reach a business 

audience. But when we have consumer audiences, Facebook is a big 

consideration.” 

 “Facebook is our primary platform from a social network perspective, our 

B2C social platform.” 

 “Facebook definitely has done a great job of continuing to increase its 

targeting ability in the last two years. It has been amazing at how much 

better its platform has become, the ease of how we manage it in-house. 

Twitter does not have as much data on users.” 

 “Twitter we use both for B2C and B2B communications, but we have not 

found it as engaging as Facebook. So, when we look at divvying up a media 

spend, for a B2C we would prefer Facebook.” 

 “We use Google a ton for paid search and for their ad network. Search is an 

awesome thing for us, capturing things for people that have shown interest 

in your brand or category. If it came down to it, paid search would win out 

over Facebook.” 

 “The Google ad network is strong for us. We can target having our ad next 

to a specific client either based on the content of an article or using 

keyword targeting, and we have seen good results.” 

 “For all three—Facebook, Twitter, Google—customer service [is terrible], 

which has been disappointing. Google used to have fabulous customer service. They were really helpful to give ideas 

or how to reach people. You have to have some presence with all of these but they are not easy to do business with.” 

Ad Pricing/Performance 

 “Our biggest return on investment has been on more of the ads that engage users. So on Facebook the right-hand 

column with small image ads, we do not bother with those. You can get the best CPMs for them, but we do not see 

that they perform very well.” 

 “The advertising in [Facebook’s] News Feed has performed best for us, and we tend to spend the most on Facebook 

when we are engaging the user, inviting them to be part of a poll or promotion or sweepstakes—something where we 

are asking for their interaction versus just a brand message.” 

 “We did not see much of a difference in CPC/CPM rates for Facebook ads in the third quarter versus the second 

quarter this year.” 

 “Facebook ad pricing will increase in the fourth quarter this year over last year’s fourth quarter, mainly because they 

are offering so many more targeting opportunities.” 

Our clients will spend about 

20% more on Facebook ads in 

2015 versus 2014. They are 

just becoming more 

comfortable with the idea of it. 

We have good metrics, and we 

use a social intelligence tool 

that helps us track our 

performance. Having that data 

and being able to show how 

things are performing makes it 

easy for us to recommend 

increasing our spend on 

Facebook. 

Vice President, Full-service Agency 
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 “We are used to volatility. Digital advertisers are comfortable with big deltas between pricing models. Facebook is 

just another place to put an ad. Some clients want to see what the cost-per-click metric would be, and while we are 

happy to share that, we have to explain to them that we may not be buying things as efficiently as possible. Not all 

advertising is created equal, so clients in general will give us a budget and look to us to do a budget allocation. We 

have to have data to back up why we do things.” 

New Products 

 “Facebook’s autoplay video ads will be popular because the thing that has made TV so popular is that it is motion. 

The autoplay ads offer motion and will catch people’s attention, so advertisers will love them, because you can get 

another sense of engagement. Users will not mind them—I think they will go over well. But I do not see autoplay ads 

as so revolutionary, as they have been talked about.” 

 “We will potentially advertise on Instagram. Instagram has been interesting because it seems exclusive for what 

advertisers they are allowing on there. We have not aggressively explored it based on the exclusiveness of it and it 

has not aligned well with any of our clients right now.” 

 “In terms of the Facebook Audience Network, it seems like Facebook is trying to mimic the Google ad network model. 

If Facebook can find a way for clients to create ads and upload them once, there could be a lot of success, and they 

could become a challenger to Google’s ad network.”  

 “The Facebook Buy button is interesting. As the whole mobile wallet comes to light, and especially because about 

70% of Facebook users are accessing it via their mobile devices, the Buy button removes one more barrier to 

completing the purchase. It is really smart.” 

 

 

5. Brad B. McCormick, chief digital officer at Moroch Partners 

Total client spending on Facebook was up about 20% in the third quarter, with much of that increase the result of dollars 

shifting away from traditional platforms to social media, according to McCormick. Such spending should be even higher 

next year. The amount of user data Facebook has puts it ahead of Google as a targeting tool, and way ahead of Twitter, 

which remains primarily a platform used by millennials. Facebook’s ad prices are rising, and while this could become an 

issue at some point, thus far it has not. Video ads have a lot of potential, but such ads come with major challenges, as 

the content must be a good fit for social platforms. 

Ad spending trends 

 “A lot of our accounts are still pretty traditional, but I’d say [spending on Facebook in Q3 versus Q2] is up about 20%. 

 “The previous year, by comparison, was flat. A lot of it is that [Facebook’s] ad platform has matured recently.” 

 “What’s interesting is that Facebook can replace so many different things. It can replace TV, for example, because 

you can put video on Facebook—though it has to fit certain constraints.” 

 “For one of our clients, [a large auto repair and maintenance franchise], we do a lot of direct, and we’re seeing 

Facebook replace a coupon program. We send a coupon for [customers of the brand] just to spend at [the retail 

store]. So it’s pretty easy from an ROI standpoint to say, instead of printing 4 million coupons and distributing them 

in a way that most get thrown away, [with Facebook] we have a much more 

targeted approach to replace direct mail and direct couponing.” 

 “When you look at Facebook ad spend, you can look at in a variety of ways. I 

don’t see ad budgets growing. I see ad budgets shifting. With a lot of our 

clients, it’s not about getting them to spend more, but getting them to 

spend differently. A lot of that shift is towards social, and of all the social 

platforms, Facebook is dominant.” 

 “One of our largest clients is [an international fast food franchise], and 

we’re shifting more and more of our dollars to digital overall, but we’re really 

looking at Facebook. Our company is investing in a programmatic ad buying 

platform for Facebook.” 

 “The amount of data that Facebook has is profound, more profound than 

Google’s AdWords. Twitter’s ad platform by comparison is incredibly 

primitive. All of Facebook’s targeting has really taken the next leap in the 

past six to 12 months. So I think it’s the perfect storm of a bunch of things 

going on.” 

I don’t see ad budgets growing. 

I see ad budgets shifting. With 

a lot of our clients, it’s not 

about getting them to spend 

more, but getting them to 

spend differently. A lot of that 

shift is towards social, and of 

all the social platforms, 

Facebook is dominant. 

Chief Digital Officer, Moroch Partners 

http://www.moroch.com/
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 “The pie is growing enough that Twitter and Google aren’t taking away from Facebook. Twitter is so millennial. The 

user base is just not as large or as wide. A lot of times [the target audience] are baby boomers, and they all have 

Facebook. Almost none have Twitter. Google’s a different story—everyone’s on Google.” 

 “I’m pretty impressed with Facebook overall as a business and as a platform. I think they’ll be [able to grow] without 

ruining the user experience or losing their base. When people say that millennials are abandoning Facebook for 

Instagram, that’s true, but Facebook owns Instagram. Likewise with WhatsApp [Inc.]. Facebook itself may not be as 

viable in the future, but Facebook as a whole—as a media holding company—is incredibly viable, in the same way as 

a Viacom or Omnicom or IPG.” 

 “Twitter, on the other hand, is still pretty much a young person’s platform. It 

doesn’t reach baby boomers.” 

 “People seem very anxious to be binary with Facebook—either it’s a huge 

thing or millennials are abandoning it in droves. I think it’s probably a little 

of both. But I think Facebook has definitely not peaked as a platform.” 

 “The trick with Facebook—and they know this—is that they’re trying to 

balance their data with privacy, and then also intruding on the user 

experience. Facebook has to figure out how to balance content that people 

want to see with content that builds brand equity. And I think so far they’ve 

done a pretty good job of it. I’m an advertiser and sometimes I don’t 

recognize what’s an ad and what’s content. ” 

Ad pricing/performance 

 “Price is not an issue [for my clients] at the moment with Facebook. We 

have a lot of larger, established clients in categories that aren’t growing. For 

clients like [our large national franchise businesses], Facebook is still 

dwarfed by traditional [advertising channels], so there’s not as much price 

sensitivity yet, but there is definitely a concern [that prices will keep rising], 

and that so many [advertisers] are moving onto Facebook. How do they 

balance the amount of inventory with people’s attention?” 

 “There are definitely some legitimate business challenges that Facebook has with scaling up, and I could see [some 

advertisers start to reduce spending on Facebook] because it’s going to get more expensive. I expect prices to go up. 

You’re going to be paying a premium to get your ad on there.” 

 “[Price sensitivity] is on a case-by-case basis. Facebook/social/digital allows for more targeting—which is more 

expensive, but it’s also less wasteful.” 

 “Mostly [our social advertising] is about the mobile experience. The whole geo-targeting thing is so easy to sell; you 

can hit the right person with the right message at the right time. We’ve seen more and more brands wanting that 

very localized data, time-based reach, which apps allow them to do.” 

New products 

 “Video has a lot of potential, but also a lot of risk. No one goes on Facebook to get advertising, and they hate it. The 

marketing is just getting more complicated. One size doesn’t fit all as it used to. You often need one ad for one 

audience, and a different one for another.”  

 “We see a lot of TV dollars shifting to video, but it can’t just be a TV commercial. So there is a lot of potential with 

video—and a lot of challenges.”  

 

 

6. Managing director of digital for a Midwest agency 

Ad spending on social media grew about 1% to 3% in the third quarter compared to the prior quarter, with Facebook 

getting more than 90% of social media advertising dollars at this source’s agency. Pricing has been relatively stable. The 

performance of Facebook campaigns have been hugely successful compared with other digital media, and is one of the 

primary reasons social advertising spending is rising while search spending remains steady. Growth in ad spending on 

Facebook in the fourth quarter and beyond could accelerate if budgets are steered into digital advertising. Instagram and 

especially Pinterest could attract more dollars in 2015 from this agency’s food-oriented clients, likely taking some dollars 

from Facebook. 

Ad spending trends 

The amount of data that 
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by comparison is incredibly 

primitive. All of Facebook’s 
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Chief Digital Officer, Moroch Partners 
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 “Social has been a very big topic over this past calendar year. We primarily work with large CPG brands, some real 

estate and home goods. I’m specifically in the digital space for my clients, but thankfully the conversation [agency 

wide] is becoming more and more holistic.”  

 “Of paid ads, Facebook takes 90% to 95% of all social media budgets right now. Twitter is the only other one our 

clients pay into right now.” 

 “In 2014, digital media—search, banners, anything in the digital space—found a permanent placement, a permanent 

line item in every single one of my clients’ budgets. That’s what we started finding early 2014, and then moving into 

Q2 and Q3, social media found its own line item.”   

 “I’m starting to see three consistent line items [digital being the first]. About a year ago, search broke out on its own 

in 100% of my clients as a separate line item to digital advertising. Now all of a sudden it’s a Facebook question, and 

social has broken out as a separate line item. They’re all pulling from separate buckets, but I’m starting to see as we 

go into 2015 planning that social media advertising has become its own line item, where before it was bucketed in 

with digital.” 

 “We’re still trending between 10% and 15% of the overall media investment 

being in the digital space—and this is for our more traditional brands like 

CPG. It’s sliced and diced between those three buckets now [digital, search 

and social].”  

 “What I’m starting to see is that search is holding pretty consistent, digital 

media is going down, and social media is going up—I’d say it’s between 1% 

to 3% a quarter. That’s because of the massive success we’ve seen from a 

response standpoint [with social advertising].” 

 “We continue to do modeling around moving investments from more 

traditional media, but I could see, if the modeling comes through which 

allows us to pull more [ad dollars] from traditional media, that social will 

accelerate at a tremendous rate.” 

 “If budgets stay flat [in the agency’s digital division], then I don’t see it 

accelerating above that 1% to 3% because it’s pulling from [other] digital 

media, and we still need to pay attention to other digital media 

opportunities outside of social.” 

 “If [the modeling allows the agency’s digital division] to pull [more] from radio or TV, then I think social will receive 

the highest percentage of those increased investments.”  

 “The [Facebook] platform is working for all of our brands, just because you can put so much in there. My clients 

aren’t e-commerce, but we get down to as close as we can get to purchase, and we’re just seeing massive gains in 

the social space for that. That’s why the clients are asking to break it out separately.” 

 “Another interesting thing is that [before this year] we would present and sell through social media opportunities, 

promoted posts and so on as a test, and now the test aspect of it has dropped off the conversation.”  

 “Now the conversation is, how much should we invest from our overall budget into social? We’re continuing to test 

other things within the digital space, but the word ‘test’ has dropped off [the social conversation]. It so quickly proved 

itself in 2014 that it’s part of the strategy. It’s now about figuring out the level we should be at, the percentage that 

should go into that medium, versus testing the medium.” 

 “It will be interesting when Pinterest [comes into its own as an advertising platform], because we work in so much 

food, and so recipes is such a core piece of our marketing model.”  

 “The other thing that’s interesting with social, which is very similar to search, is that for most of our brands we have 

an ‘always on’ model for media with social. This contrasts with our traditional advertising—TV, radio, print—which run 

on a campaign calendar, and where media spends will be heavy with a new launch, or whatever happens with a 

traditional campaign cycle for a CPG brand.” 

 “With all of those brands, we are ‘always on’ with search and social, and so that’s why the budgets are stretched for 

the calendar year. We will heavy up with social for a campaign launch—but we will never turn it off.”  

 “When Pinterest—and also Instagram—start to play a little harder, when they start to have a more robust offering and 

can start to take in some of the smaller brand investments, we’ll start to see our social budgets get stretched a lot 

further. I think it will take [ad dollars] from Facebook.” 

 “I think [Facebook competitors will start to bite] in 2015—for sure for us, because we’re in the food space, and 

Pinterest has a hold on recipes, I could see them definitely taking more.”  

 “We do some advertising on Twitter; it works pretty effectively as a content play, but it’s a very small buy for us.”  

We continue to do modeling 

around moving investments 

from more traditional media, 

but I could see, if the modeling 

comes through which allows us 

to pull more [ad dollars] from 

traditional media, that social 

will accelerate at a tremendous 

rate. 

Managing Director of Digital  

Midwest Agency 
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 “We do a lot of TrueView advertising with Google’s YouTube [LLC] platform, as more of a pre-roll. That’s very effective 

for us.” 

Ad pricing/performance 

 “For the level that we’re buying at [on Facebook] we’re not seeing 

significant [price] changes. But the [ROI] results that I’ve seen from my 

clients have been consistent.”  

 “When we compare [the performance of] social to the overall digital bucket, 

social performs so well because there’s so much data segmentation 

opportunity there. Our media partners are doing such a great job partnering 

with the Facebooks of the world that we’re actually able to reach the exact 

person who has some interest in what we’re selling.” 

 “We’re measuring [success] in more of a CPC. We actually want our 

impressions to go down, but our engagement of whoever comes to the site 

to go up, to measure that we’re getting the right person.” 

 “[Pricing] has not come up as much of an issue for us. For my clients, 

there’s probably about 10 of them that are buying into Facebook right now, 

and none of their budgets are [high enough] where it’s going to make a 

huge impact.” 

 “We still have so much opportunity to even reach the segments that we’re 

going after. [Clients] are not even spending into it enough yet. The pricing is 

still competitive with everything else we’re buying into because of the 

results that we get, but again, we’re leaving a lot on the table still—and 

that’s just because of client budgets.” 

New products 

 “We are not spending any dollars on Instagram with my clients, but other agencies in the group are.”  

 “Video has been decent and good, but we’re trying to figure out the right content to actually make it better. Two of 

our clients have used video [with Facebook]. The video has been interesting because we’re also testing the content 

we have on our advertising, so we’re seeing some mixed results, but that would be a good example of where we use 

test budgets to continue to try the different opportunities that Facebook and others bring to us.” 

 “We haven’t used the Buy button because we don’t have any e-commerce [clients].” 

 

 

7. Senior vice president for a full-service agency based in the Midwest; repeat source 

This mid-size agency saw its client spending on Facebook increase slightly in the third quarter compared to the prior 

three months. The significant growth for Facebook’s ad revenue in the next two to three years will come from companies 

advertising with the social media giant for the first time, many with very large budgets. Facebook easily dominates the 

mobile space as the premium platform for advertisers, followed by Pandora Media Inc. (P). Facebook will remain at the 

top while mobile matures as an ad platform, which will take at least two to three years. One client recently did well with a 

large campaign using Facebook’s app install ads as one element, while comparative results on Twitter were terrible. 

Instagram will be a big revenue driver. Video ads on Facebook will be popular but expensive. 

Ad spending trends 

 “[Spending on Facebook ads] is up [in the third quarter], but only marginally. We always see a seasonal uptick in 

September, but a lull in late July/August.” 

 “The way you get [the 70% growth rate Facebook achieved in the second quarter] is not within an advertiser typically. 

What you see is new advertisers into the market.” 

 “As far as our advertisers go, most of them that are going to be active [on Facebook] are already active now. So the 

growth slows for us, but we’re still probably looking at easily 5% to 10% [growth in the second quarter compared to 

last year], and probably even a little more. As we bring on new clients, if they’re not active [on Facebook], then they 

instantly become active members.” 

 “[For] a big furniture retailer we brought on, [Facebook] will be part of the recommendation that it wasn’t last year—

and that [spending] will be in the seven figures. I think there’s plenty of advertisers that aren’t active yet that are 

going to be coming in, and that will fuel the growth.” 

When we compare [the 

performance of] social to the 

overall digital bucket, social 

performs so well because 

there’s so much data 

segmentation opportunity 

there. Our media partners are 

doing such a great job 

partnering with the Facebooks 

of the world that we’re actually 

able to reach the exact person 

who has some interest in what 

we’re selling. 

Managing Director of Digital  

Midwest Agency 

https://support.google.com/adwords/answer/2383007?hl=en
https://www.youtube.com/
http://www.pandora.com/
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 “[Advertiser spending on Facebook] seems to be accelerating. There was a big bump when Facebook changed their 

algorithm back in October [2013], and everyone freaked out because their reach went from 7% to 1% or 2%. I think 

that has maybe settled down a bit, but what you're seeing is a real democratization of [the media buy on Facebook].” 

 “For example, we were doing a big [Facebook] campaign for a large consumer packaged goods company—millions of 

dollars over a couple of months. They have taken all of that in-house and are doing it themselves now. [The 

advertiser’s] social media managers now have their own budget. They went and contracted with a PMD [preferred 

marketing developer].” 

 “Facebook seems to be having less visibility [on the agency side], but for 

pretty much every client, Facebook seems to be the gateway drug. It used to 

be search and Google, but now it’s, ‘I want to do a promoted post or 

Facebook campaign.’ And then we move [the client] into a more robust 

strategy.” 

 “Facebook is definitely a core element to digital plans these days, largely 

because it’s the most robust option in the mobile space. Facebook and 

Pandora are really the only two truly premium elements that hit mobile 

well.” 

 “Pandora is a huge player in mobile, but they don’t talk about themselves 

much. People assume that it’s mostly desktop because that’s how they first 

interacted, but most Pandora now is used on the phone, and 80% of their 

listenership is now mobile.” 

 “As Bluetooth in cars [increases], Pandora will become even more of a 

player. I know through talking to various sales people that cities are selling 

out of Pandora. Considering they have 50-70 million listeners a month, the fact that they sell out is pretty 

astounding. But I think they’re cannibalizing radio [advertising] as much as they’re being viewed as a mobile 

platform.” 

 “We’re seeing half of interactive behavior happening on mobile phones, and Facebook is one of the only legitimate 

ways to do it. It very much reminds me of AOL in 1997. They’re perfectly positioned, they have a closed garden, their 

own units, everybody’s bought into the platform—and they’re going to be the show for a while.” 

 “Once mobile as an ad platform matures, Facebook will eventually get eaten alive, but not yet. We’re probably talking 

two or three years minimum that Facebook is going to be top of the heap.” 

 “Right now they capture a massive amount of the market due to very few legitimate alternatives. They will have 

massive share of dollars due to the environment. Much like Yahoo in 2001, they win. By 2009, Yahoo was hurting. I 

see a similar, if not accelerated, trajectory for Facebook. They are on the way up now, will peak in 24-36 months and 

then people will catch up.” 

Ad Pricing/Performance 

 “We dabbled in app install ads, and more recently with [a major national 

fast food chain client] we had an app that we were pushing, and we actually 

had pretty good success with Facebook. It was disastrous on Twitter. That 

said, we had other channels that were better for us—search and YouTube, 

because we had a lot of video in the campaign.” 

 “We also did some incentivized video content tied to social gaming—so a 

trial pay type thing. This all worked pretty well [on Facebook], but it helped 

that we had a compelling product. If your business model is tied around KPI 

for an app, I can’t imagine there’d be better opportunities [than Facebook’s 

app install ad].” 

New products 

 “I bunch Instagram in with Facebook. I think Instagram’s going to be a big player. I think Twitter is going to putter 

along at the 20% usage, and so they’ll be a player but not a massive player. The Cards are a good move for Twitter. 

That’s going to be helpful over time.” 

  “Mobile video is something that everybody will want to get into, but I think there’ll be more advertisers than viewers, 

so it’s going to remain pretty expensive.”  

 “It will be interesting when programmatic mobile becomes something of scale. We’re seeing really good results using 

companies like Adelphic and other mobile native platforms. But the problem there is that the units are pretty terrible. 

Apple iAd is just not very compelling for the advertiser or for the consumer.” 

Facebook is definitely a core 

element to digital plans these 

days, largely because it’s the 

most robust option in the 

mobile space. Facebook and 

Pandora are really the only two 

truly premium elements that hit 

mobile well. 

Senior VP, Full-service Agency  

Midwest 

Mobile video is something that 

everybody will want to get into, 

but I think there’ll be more 

advertisers than viewers, so it’s 

going to remain pretty 

expensive. 

Senior VP, Full-service Agency  

Midwest 

https://dev.twitter.com/cards/overview
http://www.adexchanger.com/mobile/aol-adds-premium-mobile-unit-to-programmatic-lineup/
http://betaboston.com/news/2014/05/16/adelphic-aims-to-dominate-the-targeted-mobile-ad-space/
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 “Online banners are terrible, but they’re the currency of the [digital] realm. Mobile banners are even worse—and 

nobody’s really bought into them. I’m guessing that there’s going to be a new ad format that works on mobile that 

becomes the currency of the realm. I don’t think we’ve settled on what that is yet.” 

 “We haven’t tested [the Facebook Audience Network] yet. I’m sure we will. Agencies very much view Facebook as a 

‘frenemy,’ and while Facebook post promotions and Facebook ads are a necessary evil, the Facebook Audience 

Network is less so.” 

 “I know we’re not chomping at the bit [to use Facebook Audience Network]. I’m sure clients will push us that way and 

we will test it. If we were a direct response agency, we probably would have tested it. In fact, some of our direct 

response people may have already tested it. We just don’t feel it’s super sexy, so we’ve been slow to jump at it.” 

 “We haven’t used the Buy button, but that’s largely because we have other tools [for direct response] and we don’t 

do much e-commerce. We’re much more brand focused.” 

 “We are doing minimal spend on Instagram, but that’s more of a function of us not having many youth brands. On 

top of that, most of our brands are putting content into Facebook and Twitter right now and haven’t branched into 

that space yet. We did a few light tests [on Instagram] with some content, but we aren’t fully there yet.”  

 

 

 

2) Midsize Ad Agencies/Advertisers 
Two of nine sources reported that client spending on Facebook ads grew more than 40% in the third quarter compared to the 

second, while four others said growth was 10% or less. Five think Facebook spending will surge in the fourth quarter and 

possibly next year, with three of those sources projecting as much as 100% increases. Among competitive platforms, four 

sources reported little use or success with Twitter, while two use Pinterest regularly. One said app install ads are more 

productive on Facebook than on Google or Twitter. Five sources said Facebook ad prices are rising, but six reported that the 

ROI on the platform remains terrific. Sources were mixed about the potential for Instagram ads, but most were negative about 

the Facebook Buy button. Six sources think advertisers will like autoplay video ads, but three of those six pointed out that 

consumers may be annoyed by such ads. 

 

 

KEY SILO FINDINGS 
Ad Spending Trends 

- 4 of 9 sources said third quarter ad spending on Facebook grew by 10% or less. 

- 2 reported 40% to 50% growth in the third quarter. 

- 5 predicted significant growth in Facebook ad spending in the fourth quarter and possibly into 2015, including 3 that 

expect as much as 100% increases. 

- 4 reported little use of, or subpar results on, Twitter. 

- 2 use Pinterest regularly. 

- 1 said app install ads work better on Facebook than on Google or Twitter. 

- 1 expects Facebook’s Atlas to spur spending because of its ability to provide attribution to purchases. 

- 1 said advertisers are shifting spending from TV to Facebook and other digital channels. 

Ad Pricing/Performance 

- 5 said ad prices are rising on Facebook, including one that reported an 80% jump in CPMs and another that expects 

a 30% increase in the fourth quarter. 

- 6 said ROI on Facebook is excellent. 

- 1 said Facebook ROI has been disappointing due to decreased organic reach. 

New Products 

- 6 think autoplay video ads will be popular with advertisers, though 3 suspect users might be turned off by it. 

- 4 are not interested in Instagram ads, while 4 others are interested. 

- 6 think there are obstacles for a Facebook Buy button to succeed. 
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1. CEO of a West Coast ad agency; repeat source 

This agency saw a 40% rise in spending on Facebook advertising during this year’s third quarter compared to the second 

quarter, and this source projects at least a 30% jump in the fourth quarter over the same period last year. Spending in 

2015 could rise another 60% to 100% over this year. The consumer data on Facebook makes each new product instantly 

viable from a marketer’s standpoint, with the quality and precision of the targeting far surpassing the competition. 

Facebook’s innovation has had Google playing catch-up for some time. Facebook’s app install ads also are superior to 

the competition and will continue to perform well. Ad rates on Facebook were up about 20% in the third quarter, but ROI 

remained outstanding. Advertisers like Facebook’s video ads, and users don’t seem to be getting turned off so long as 

the ads are high quality and creative. Facebook hasn’t had great initial results from e-commerce, and the Buy button will 

have to be adopted by younger consumers to be successful. 

Ad spending trends 

 “We’ve seen a 40% increase in the Q2 to Q3 spend this year.” 

 “We expect a 30%-plus increase in Q4. We are seeing some instances where it’s 40% month over month because of 

the efficiencies of the media and targeting.” 

 “We project a 60% to 100% increase on Facebook ads in 2015 compared to 2014. Clients are starting to see 

Facebook as a performance platform that can deliver measurable results.” 

 “Our clients see Facebook as a means of reaching an exact audience, and getting away from shotgun spending.  In a 

target market of 20 million people, the client doesn’t need to market to 50 million to reach those 20, they can target 

the exact consumer who behaviorally has a higher likelihood of responding.” 

 “Traditional media cannot provide the level of insight about who responded 

to ads, where they live, their demographic make-up. Facebook media allows 

for this. Google at best can tell you where they last visited and thus inundate 

a consumer with ads for that site, creating a negative result many times. 

Twitter is great for reaching an existing audience, but very difficult to find a 

large one at scale quickly.” 

 “Facebook app install ads are the industry leader in terms of quality of user 

install. Other channels can drive high volume, but the quality and value of 

those installs is much lower than Facebook. The retargeting and 

remarketing efforts available through Facebook app installs is second to 

none as well. We think it will continue to increase as more dollars are 

shifted away from low-performing channels in a highly competitive market 

place.” 

 “We don’t drive Twitter [app] installs or utilize Google for app installs. They 

are more passive in how they present the install opportunity. With a 

Facebook app ad, you are taking full real estate of the user’s screen to drive 

action based on the match of their app usage to your client app.” 

 “I don’t think [dollars spent on Google app installs] will be taken from 

Facebook, but rather other channels like the TapJoys of the world.” 

Ad pricing/performance 

 “[CPC/CPM] rates are market driven but have increased 20% from Q2 to 

Q3.” 

 “[Rates in the fourth quarter compared to last year should be] 30% higher. 

It’s becoming very competitive, but with the onset of improved ad units like video, clickthrough rates are also 

increasing.” 

 “We have been seeing where we are delivering 120% to 180% of our goal because of efficiencies in targeting and 

optimization. [ROI] is increasing with our clients that take a long-term approach to Facebook advertising.” 

 “[Facebook advertisers are] not too [price] sensitive. They set a target ROI range and know there’s market 

fluctuations.” 

New products 

 “Advertisers are liking [autoplay video ads], and the [clickthrough rates] suggest that consumers aren’t getting 

turned off, provided there is quality in the creative.” 
 “[Instagram is] not really a scalable option yet.” 

Traditional media cannot 

provide the level of insight 

about who responded to ads, 

where they live, their 

demographic make-

up. Facebook media allows for 

this. Google at best can tell you 

where they last visited and thus 

inundate a consumer with ads 

for that site, creating a negative 

negative result many times. 

Twitter is great for reaching an 

existing audience, but very 

difficult to find a large one at 

scale quickly. 

CEO, West Coast Ad Agency 

http://home.tapjoy.com/
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 “It’s early, but I think [the Facebook Audience Network] has potential, as it’s Facebook’s version of AdSense for 

mobile developers. It allows developers to focus on their apps and let Facebook monetize it for them.” 

 “They have tried e-commerce and didn’t see great initial results. [A Facebook Buy button] will have to be adopted by 

millennials if it’s going to have success. The easier it is to execute, the better its chance for success.”  

 

 

2. Social media planner for a digital ad agency 

Facebook ad spending grew by an average of 50% during the third quarter for this agency’s clients, and this source 

expects fourth quarter spending on Facebook to double compared to the same period a year ago. Clients also will 

increase ad spending on Facebook in 2015. Advertisers are seeing significant ROI on Facebook, and in general are not 

price sensitive, as many do not fully understand the platform. This source predicts her agency may spend more on 

Pinterest and Instagram over the next few years than on Facebook, and that eventually Facebook’s ad revenue growth 

will flat-line. 

Ad Spending Trends  

 “Facebook is pretty huge. We do not have any clients that are not advertising on Facebook. For some of our smaller 

brands, their only ad spends are on Facebook. So when prioritizing between digital banners, TV or print, they are 

choosing to run exclusively on Facebook. Facebook is the largest portion of our clients’ social budgets.” 

 “The way most of our clients are using Facebook is by posting content, whether posting site content or posting 

visuals on an ongoing basis, and then promoting that content to their fans.” 

 “Google+ is definitely an afterthought for all of our clients. It does not figure into our strategy. Facebook is the 

primary platform.” 

 “We use a platform like Twitter for customer service or user engagement 

through social listings. Pinterest and Instagram are a little bit more niche in 

terms of the types of role they play.” 

 “For all of our clients, ad spending on Facebook went up in the third quarter 

versus the second quarter—I would not say their spending doubled, but 

maybe 1.5 times larger ad spend, as an average.” 

 “Ad spending on Facebook increased for two reasons. The Facebook 

algorithm has severely impacted the number of people who will see a 

Facebook post without advertising, but also our clients are coming to use 

Facebook as less of a truly social platform and more of an ad platform. 

Facebook is now a place to get in front of people to remind them of a brand, 

to show them something. We are paying to promote that content—and 

creating content that is on par with display ad campaigns.” 

 “I project our clients will double their spending in the fourth quarter of 2014 

versus the fourth quarter of 2013.” 

 “I expect that clients will spend more on Facebook ads in 2015 versus 

2014. The budgets will increase year over year but that increase will come 

from more custom ads—knowing that you visited this shoe page, and now 

we know that you are on Facebook so we will show you a link post that drives you back to that shoe page so you can 

buy. The budgets will be for things that are a bit more focused on a site visit or will have checkout as a goal.” 

 “Quite a few of our clients have not been spending on app install ads until recently, but some are planning to spend 

on these ads in some share or form next year. Overall app install ads at some point probably will grow, but I also 

think our clients will de-prioritize apps in favor of mobile web experiences.” 

Ad Pricing/Performance 

 “We have done some sort of testing when Facebook releases new features, like their site retargeting about nine 

months ago. We have run tests using that product, and we have been running some surveys to track brand 

favorability across people who are part of the Facebook community versus those who are not—and we have seen 

significant return on investment with Facebook.” 

 “We actually saw a decrease in CPC rates but CPMs were fairly flat-lined on all of our clients. The decrease in CPC 

rates is due to partially to our prioritizing the News Feed. Facebook changed the formats of their right-hand rail, with 

bigger pictures, so we saw CPCs and click-through rates fall.” 

We actually saw a decrease in 

CPC rates but CPMs were fairly 

flat-lined on all of our clients. 

The decrease in CPC rates is 

due to partially to our 

prioritizing the News Feed. 

Facebook changed the formats 

of their right-hand rail, with 

bigger pictures, so we saw 

CPCs and click-through rates 

fall. 

Social Media Planner  

Digital Ad Agency 
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 “Facebook advertisers are not price sensitive, but it is an area that is less understood. Our clients can see the value 

of someone commenting on a post, but do not necessarily see the value from display or other types of digital ads. So 

they are less adverse to increases in prices.” 

New Products 

 “We are not recommending Facebook’s autoplay video ads for our clients. I wonder what Facebook is going to do 

with that product, but they probably have a lot of people that are annoyed with it. Nothing really stands out. I suspect 

that Facebook would make that placement premium, or that it would just go away. Consumers will be turned off.” 

 “If we could get Instagram to let us spend money with them, we would. They are still in enough of a beta. I would not 

be surprised if we spent more on Pinterest and Instagram in the next few years than on Facebook. We have 

Facebook dialed in enough and it is self-serve so we can be efficient with the dollars we have.” 

 “With Pinterest and Instagram, we will have to pay more up front to even the playing field. So I would not be 

surprised if we want to test Pinterest and Instagram, that we end up spending more.” 

 “All of these client budgets are probably getting pulled from within TV. A lot of our clients are pulling away from TV 

toward digital and social because they get the metrics afterwards where they can track what happens. If you see a 

Pinterest ad or a Facebook ad, you can re-pin it or comment on it.” 

 “We were a beta partner of the Facebook Audience Network when they first partnered with Nielsen to use essentially 

Facebook data to verify audiences. This product will be great in terms of audience verification. I am excited to see 

how they integrate with our more traditional, display partners, the people that run our video and banner ads for our 

cross-screen service.  If Facebook could crack that it would be huge in terms of helping to get people spending more 

dollars in digital.” 

 “The majority of our clients are not e-commerce companies. So I am not exactly sure how Facebook’s Buy button will 

pan out in terms of spend.” 

 “Facebook may be able to sustain their quarter-over-quarter ad revenue growth. But at some point it is definitely 

going to flat-line, as Instagram and Pinterest and other smarter tactics are also offered, and as more people shrug 

away from Facebook.” 
 

 

3. Product manager for a digital marketing and creative agency 

Ad spending on Facebook increased about 10% at this source’s agency in the third quarter, primarily because brands 

now have to pay to get posts into user News Feeds. She anticipates higher spending in 2015 over 2014 on Facebook as 

well. CPMs on Facebook nearly doubled in the third quarter, and this source anticipates Facebook ad pricing to rise in the 

fourth quarter as well. Her agency runs Twitter and LinkedIn Corp. (LNKD) ads but does not see as good a return as on 

Facebook. This source said advertisers will welcome autoplay video ads, but such ads will annoy consumers.  

Ad Spending Trends 

 “Our Facebook ad spend for clients has definitely increased quarter to quarter this year. In the first quarter we were 

only using advertising if we had a large goal to reach and could rely on organic posts for most promotions. Since 

changes to the Facebook algorithm have greatly decreased organic reach, we are seeing the need to spend more 

money on ads to meet our clients’ goals.” 

 “Comparing Q2 to Q3, our Facebook ad spending for clients increased 10%.” 

 “We will be spending much more on Facebook ads this year compared to last year. We are seeing a need to increase 

paid promotions to have our ads seen by more users. It is also becoming more necessary to use Facebook ads to 

reach a new audience and build your Facebook ‘likes.’” 

 “We will be spending even more next year in Facebook ads. This year our ad spend per client was sporadic and 

related to specific campaigns and promotions. Next year we will have a larger budget and be spending more 

consistently to see results and reach clients’ goals.”  

 “We have more of a focus on Facebook advertising versus Twitter. We do have clients that we run Twitter and 

LinkedIn ads for. However, the return is not as great and we typically have to spend more to achieve the results we 

are seeking.” 

 “As for Google, we do have a few clients that run [Google AdWords] campaigns with our agency.” 

 “We have worked with a few events where we were running PPC campaigns on Google AdWords and Facebook at the 

same time. That strategy worked well in terms of driving traffic and conversions, either signups or tickets purchased 

based on the specific campaign and event.” 

https://www.linkedin.com/company/linkedin
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Ad Pricing/Performance 

 “Average CPM increased from Q2 to Q3. It went from an average of $5 per click to an average of $9 per click.” 

 “Average CPC stayed the same. I would have to dig into the data more to look at our average bid per client. I am 

assuming they are consistent month of month, thus the reason for little to no change when comparing the quarters.” 

 “We anticipate that Facebook ad pricing will increase in the fourth quarter based on trends throughout the year, as 

well as clients having holiday sales and promotions.” 

 “We still work with a few small local businesses that would not set aside a 

budget for Facebook if we did not include it in the monthly social media 

management. However, once they see the campaigns we run and the 

results they have, they are realizing that there is a great value it in. In 

general, our clients see better results with Facebook ads than LinkedIn or 

Twitter so they are shifting their ad budget dollars to focus on Facebook or 

adding additional budgets each month for Facebook ads.” 

New Products 

 “Advertisers will love the idea of putting out a video ad that auto plays in the 

News Feed and could potentially grab a consumer’s attention, but I think 

consumers will not like it. Some users are able to turn off the autoplay 

option, which I believe many will choose to do if this becomes a widely used 

form of Facebook advertising.” 

 “We have not done any Instagram advertising and do not currently have any 

clients using Instagram.” 

 “A Buy button would be great for online retailers. We do not currently have 

any e-commerce clients, but have in the past. We have run ads for e-

commerce sites that included a ‘Shop Now’ button and saw good results 

from that clear call to action.” 

 “There are distinct demographics on each social network that not all of our clients need to reach. Most of our clients 

target users that would most likely use Facebook as their main social media network, so we will continue to allocate 

most of our social media budget to Facebook.” 

 

 

4. Digital marketing manager for a full-service firm with more than $60 million in annual billings; repeat source  

Facebook ad spending was steady in the third quarter for this agency’s clients. An increase in overall marketing budgets 

is leading to a roughly 5% jump in the fourth quarter, but the share of budgets devoted to Facebook is not shifting, 

according to this source. Pricing also was stable during the third quarter. Facebook is the preferred social channel for 

advertisers, as it can be expensive to get messages noticed on Twitter, but this source noted that Google delivers better 

conversion rates. Facebook has yet to provide enough data to prove Instagram ads as a worthwhile investment. This 

source sees promise for a Facebook Buy button, but significant obstacles remain based on the way consumers tend to 

shop on the Internet. 

Ad Spending Trends 

 “[We saw] no change in monthly budgeting [during the third quarter].” 

 “Spending [on Facebook ads] is up slightly overall [during the early days of 

the fourth quarter], maybe 5% or so, due to increased overall marketing 

budgets this year over last. The percentage of overall marketing budgets 

allocated to Facebook ads this year remain mostly the same as last.” 

 “We’re not running any consistently large budget Facebook campaigns right 

now, so [our spending data] may be off trend from [others] depending on 

their budgets and consistency of messages.” 

Ad Pricing/Performance 

 “There were no visible or major changes [in pricing of Facebook ads] in Q3 

vs. Q2.” 

 “Facebook and Google tend to be the primary channels we’ve seen our 

clients implement. Twitter is seen more as a testing vehicle for the brands 

Advertisers will love the idea of 

putting out a video ad that auto 

plays in the News Feed and 

could potentially grab a 

consumer’s attention, but I 

think consumers will not like it. 

Some users are able to turn off 

the autoplay option, which I 

believe many will choose to do 

if this becomes a widely used 

form of Facebook advertising. 

Product Manager  

Digital Marketing & Creative Agency 

Facebook really seems to be 

king for our clients’ social 

campaigns. Typically this is the 

channel where we have the 

strongest following and 

engagement, and the broadest 

reach with great targeting 

capabilities, and a relatively low 

CPC/CPM. 

Digital Marketing Manager  

Large Full-service Firm 
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we work with because most have much stronger Facebook following and engagement than on Twitter. When you 

have a smaller digital budget to work with, you don’t want to spread your budgets too thin, so we typically focus on 

Google and Facebook.” 

 “[With] Twitter, we’ve seen great engagement rates with promoted Tweets in particular. It’s a great way to expand the 

life of your message in the Twitter feed, where organic content does not live long—similar with Facebook Promoted 

Posts.” 

 “The Twitter native dashboard provides really detailed data for reporting 

purposes. [The downside to Twitter] would be mostly around cost 

prohibitions—you have to spend enough to break through the clutter and 

often times budgets do not allow for the investment.”  

 “Facebook really seems to be king for our clients’ social campaigns. 

Typically this is the channel where we have the strongest following and 

engagement, and the broadest reach with great targeting capabilities, and a 

relatively low CPC/CPM.” 

 “Facebook works well for ongoing brand awareness as well as engagement 

in contests, promotions, etc. We have seen that Facebook does not provide 

as strong website conversion metrics, but we’ve seen the strongest 

successes on Facebook ads when they drive engagement and 

conversations within the Facebook environment, rather than driving users 

out of Facebook to complete an action.” 

 “Google doesn’t have the same demo targeting capabilities as Facebook, 

and the CPC/CPM tends to be higher, but drives much more qualified 

website traffic and conversions than the social channels.” 

New Products 

 “We do not have any clients currently interested in pursuing Instagram ads. 

I think the analytical data they provide for advertisers still needs a bit of 

work in order to be able to provide a true ROI on investment.” 

 “Given Facebook’s ownership, it is probably a matter of time before additional tracking is provided, but at this time 

we are not pursuing [Instagram].”  

 “There is tremendous potential for retailers to implement [the Facebook Buy button]. We’ve seen with other 

Facebook ads [that] users tend to prefer to stay within the Facebook environment rather than clicking out to another 

site. And Facebook’s targeting could allow retailers to get their ads in front of the right people.” 

 “There are some obstacles associated [with a Buy button]. The online consumer is empowered and has the entire 

Internet to help them with the purchase decision making process. While I can see users making spontaneous small 

purchases here and there, for other purchases, typically consumers want to research, price-shop, read reviews, etc., 

and this could be difficult for Facebook to overcome.” 

 “They’ve tried e-commerce integration before without success, so time will tell if consumers are more open to this 

now than in the past.” 

 

 

5. Digital director for a national digital and social media agency 

This source’s agency has seen minimal increases in Facebook ad spending during the second half, but such trends vary 

greatly by client and time of year. She projects 2015 will be flat in terms of ad spending on Facebook, particularly 

because budgets as a whole are flat. Facebook ads, especially mobile ones, are more effective than Twitter and other 

social media buys. This source predicts that Facebook ads will be more expensive in the fourth quarter. Autoplay video 

ads are an exciting option,  and she is interested in buying Instagram ads when available. 

Ad Spending Trends  

 “Our ad placements vary by brand. We work on so many brands and their objectives are all different. In general, to 

have their rich connections with their consumers, Google is not something that a lot of our clients are active on. 

Twitter is touch and go depending on the client. Facebook is really that social hub.”  

 “Facebook also definitely varies by brand. Food is different than Glad trash bags. We also have franchise restaurants 

and they all treat Twitter differently based on what type of industry they are in.” 

We do not have any clients 

currently interested in pursuing 

Instagram ads. I think the 

analytical data they provide for 

advertisers still needs a bit of 

work in order to be able to 

provide a true ROI on 

investment. … Given 

Facebook’s ownership, it is 

probably a matter of time 

before additional tracking is 

provided, but at this time we 

are not pursuing [Instagram]. 

Digital Marketing Manager  

Large Full-service Firm 
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 “I would say yes, we have seen an uptick slightly in Facebook advertising for the second half of the year.” 

 “In general, what I am seeing in the fourth quarter is that we are trying to figure out campaigns or clients have no 

funds.”   

 “For us, as an agency that manages multiple brands, 2015 will be flat. Some of our clients are saying they do not 

have funds and thus are cutting all Facebook advertising and advertising in general. Some are saying they are seeing 

great results so they are going to put more into advertising. We have a lot of travel clients and that varies by quarter 

based on weather and the time of the year.” 

 “Same with a lot of our consumer packaged goods [clients]. The targets are 

moms, based on back-to-school and holidays. Budgets as a whole are flat, 

and when we decide to use them depends on the program.” 

Ad Pricing/Performance 

 “We are digital- and social-focused. We only really work with Facebook ads, 

maybe some Twitter promoted posts, maybe some other social media buys. 

Facebook ads work harder for our clients. And we definitely see that mobile 

ads are performing the best for us.” 

 “We do not run as many app install ads as we did before, just because we 

are not really building as many native Facebook apps that need support. We 

are moving more toward ad web and mobile. That is not to say we are not 

using Facebook as a way to drive to the web.” 

 “Facebook ad pricing will be more expensive in the fourth quarter compared 

to the fourth quarter last year.” 

 “It depends on the brand as to whether Facebook advertisers are price sensitive. Some clients do not know how it 

works. Some clients think that paying ‘X’ amount of dollars or cents for every ‘like’ or engagement is high or not high. 

It depends on who the client is. Sometimes they will say, ‘Take that $10,000 and get as many “likes” as you can out 

of it.’ Some are the extreme opposite.” 

New Products 

 “Facebook’s autoplay video ads are exciting. There is a lot of potential there, especially if the goal is engagement. I 

do not think it will turn off consumers. It will be more engaging. Advertisers will like it.” 

 “Hopefully we will spend ad dollars on Instagram. They have not opened up their self-serve platform. It depends on 

what the goals or objectives are for the brand—then we would send dollars there. But it depends on the client.” 

 “The Facebook Audience Network will continue to be more segmented.” 

 “The Facebook Buy button will be beneficial for brands but not necessarily accepted by users.” 

 

 

6. Director of client services for a Canadian brand marketing firm 

Clients at this agency spent the same on Facebook ads in the third quarter as they did in the previous three months, but 

are spending 20% less of their advertising budgets on Facebook now compared to 18 months ago. Facebook comprises 

only a snippet of ad budgets because clients are not seeing the return on investment and are frustrated by changes to 

Facebook’s algorithms. She predicts her clients’ spending on Facebook will double next year—not because of strong 

performance, but due to price increases on the platform. She anticipates Facebook’s revenue growth to continue since 

large brands with deep pockets will continue to spend there.  

 

Ad Spending Trends  

 “Facebook is still quite significant but it is decreasing as an advertising force. A year and a half ago our clients were 

spending 80% of their digital budgets on Facebook, and now they are spending about 60%.” 

 “This is largely due to the Facebook algorithm changes. Facebook is trying to become this all-encompassing media 

hub, but the algorithm changes are not working for businesses. It is pay to play. The reach has declined. Brands have 

to put so much more into it—with higher costs to reach fewer people. Plus, Facebook has not moved to where 

consumers are moving, which is mobile.” 

 “Most of my clients are not using Google. They do not see the benefit. They are using Facebook as a conversation 

vehicle and to promote contests and promotions. We are starting to get more and more into Twitter in terms of 

Facebook’s autoplay video ads 

are exciting. There is a lot of 

potential there, especially if the 

goal is engagement. I do not 

think it will turn off consumers. 

It will be more engaging. 

Advertisers will like it. 

Digital Director  

National Digital & Social Media Agency 
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keeping the brand top of mind, getting into lifestyle, every day conversations. We are also using Twitter as a contest 

entry.” 

 “The plus of Twitter is that it is growing. It has a wider demographic and it is much easier to participate and it is fast 

and easy and inexpensive. The down side is it is 100% real-time marketing. If you need your consumer to reference 

or if you have content to move, that is not the place to play.” 

 “If you are talking to the mom demographic, Facebook is key. Moms are on Facebook and that has not gone away. 

You can offer coupon deals, and people are looking for offers. That is a strength of Facebook if that is your objective. 

But the weakness is that to get your message out, it requires way too much effort—a high cost for little value.” 

 “Our clients did not spend more on Facebook in the third quarter versus the second quarter—it is equal. It is a very 

small percentage of their [overall] advertising budgets. The ROI is not there and businesses are hesitant and 

frustrated by the changes that Facebook is making.” 

 “Some always had an uncomfortable feeling toward Facebook because a lot 

of brands are not savvy in the space, so they are relying on their agencies to 

do what is best. But they already had a level of being unsure. Now, that bar 

is being raised each and every time Facebook is making these changes.” 

 “This is happening throughout Canada because our marketing budgets are 

so much smaller than those in the United States. We do not have the 

massive budgets. Every dollar has to work hard. If you have one-eighth of 

the budget to work with, the working dollars to non-working dollars need to 

be greater in some cases.” 

 “Our clients’ spending on Facebook will probably double in the fourth 

quarter compared to the same period last year, but that is still not much. 

Spending will increase because there was more organic reach on Facebook 

last year, but this year [the cost] has increased too much. You have to pay 

to reach people.” 

 “Our clients will probably have to double their spend on Facebook ads in 

2015 versus 2014—but absolutely, they will look for other ways than 

Facebook. They already are.” 

 “There is enough money out there to be spent, especially in the U.S. market. Large brands with large sums will not 

see a decrease in spending [on Facebook]. For savvy brands with lower budgets, if they can think outside the box 

there might be some decline for Facebook, but it will not impact their bottom line enough. Facebook is here. It is not 

going anywhere.” 

Ad Pricing/Performance 

 “We are still not seeing return on investment in terms of what it needs to be. When you promote a spot on Facebook 

you are building your reach, but nowhere near the 15% engagement you would have gotten through organic. Now 

they are not even reaching 1%.” 

 “CPC/CPM rates for Facebook ads were about the same in the third quarter versus the second quarter.” 

 “Facebook ad prices will definitely be higher in the fourth quarter this year compared to the fourth quarter of 2013. 

Brands are not stopping the use of Facebook because of this.” 

 “Facebook advertisers are very price sensitive. I say that because they are not seeing the ROI yet. They cannot 

calculate ROI and people are looking to understand the numbers on digital.” 

New Products 

 “Facebook’s autoplay video ads will definitely be popular with advertisers and will turn off consumers. Facebook 

sees this as an opportunity. Video content in Canada specifically is the number one way to get your consumer’s 

attention. Video is the content king here. Having said, that autoplay will not go over well with Canadians—it is just one 

more way Canadians will see brands interrupting their space.” 

 “We will definitely be looking at Instagram. We have a lot of brands that have a younger demographic. It depends on 

the brand, but marketers that are savvy enough and clients willing to take the risk will definitely be putting dollars on 

Instagram. These dollars will come from the traditional bucket of digital funds. There are no more dollars—they are 

just being divided across multiple channels.” 

 “I am skeptical [of a Facebook Buy button] until I see it. Until I can play with it, I do not know where the success is 

going to come from.” 

 

  

We will definitely be looking at 

Instagram. We have a lot of 

brands that have a younger 

demographic. It depends on 

the brand, but marketers that 

are savvy enough and clients 

willing to take the risk will 

definitely be putting dollars on 

Instagram. 

Director of Client Services  

Canadian Brand Marketing Firm 
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7. CEO of a digitally focused media agency 

Facebook continues to be an effective advertising tool, but spending on Facebook ads is slowing slightly, with this source 

expecting low double-digit growth this year compared to last. Facebook’s acquisition of Atlas could lead to additional 

spending as advertisers demand stronger metrics for tracking consumer movement that accurately pinpoints the source 

of a purchase. With Atlas, Facebook can track online and offline activity, a critical tool as consumers go mobile. App 

install ads remain robust, while the Facebook Audience Network makes it more competitive with the Google Display 

Network. This source has seen no shift in ad spending from Google to Facebook or other channels. Video ads promise to 

be popular and eventually spending could shift from mobile to video.  

Ad spending trends 

 “Spending on Facebook is still growing but [growth] has been at a slower rate. We see growth this year in the low 

double digits, year over year, versus double digit growth a year earlier. This may well accelerate given their recent 

announcement of modifications to Atlas that enable much more sophisticated tracking.” 

 “There will be more opportunities on Facebook and more money spent on Facebook because we believe it is a useful 

platform and audience. We use four to six different channels for many basic campaigns, and Facebook 

is generally one of them.” 

 “Facebook’s announcement in September of an expanded audience network will create more opportunities and put 

them in a position to compete more readily with the Google Display Network.” 

 “Spending [on Facebook] is up in the fourth quarter of 2014 versus 2013. 

Facebook is healthy and one of the top channels. [Client] use and spending 

on Facebook will increase significantly the more data they provide and the 

better their reach.” 

 “Facebook ad spend will grow significantly in 2015 versus 2014 but again, 

specific numbers are hard to come by since our mix of clientele continues 

to evolve, and that means the mix we have in 2014 will not be the same as 

or comparable to the mix we have in 2015.” 

 “More and more, the people we work for are focusing on programmatic 

buying. Six to eight years ago, the technology that came into play was 

based on information that went on exchanges. It was demand side platform 

technology. People would bid on the exchanges and so all of the agencies 

had trading desks. Now buys are made based on a parameter of 

impressions and the choices are made in milliseconds based on the 

characteristics of the ad versus where the ad appears. We care more about 

audience than ad placement. And as more programmatic buying happens, 

the less obvious it is where the ad will run.” 

Ad pricing/performance 

 “Facebook is becoming a major factor in metrics. One thing they now have 

as a result of the Atlas development is attribution. For example, if you type 

in a keyword on Google to search for a product, you are doing it either 

because you are looking for a specific item, you saw an ad or because you 

are doing a general search. But not all the business Google generates is a 

result of Google technology. That’s why [advertisers] increasingly want an 

attribution model to determine where the credit for the sale should go.” 

 “Several companies like Visual IQ, Conversant [Inc./CNVR] and [Google’s] 

Adometry also offer this. But the use of unique Facebook ID’s rather than 

cookies for tracking is viewed as a big advancement, as cookies are in danger of being outmoded.”  

 “If you type in the name of a product on Google, without access to an attribution model, the credit goes to Google. 

Now there are ways to look back so that you can trace attribution and give credit for the sale to the appropriate 

source. Advertisers are always looking for this kind of metric, because they know a combination of attributes result in 

a sale. Google gets way too much credit for things because there have been limits to complete tracking and 

measuring attribution.” 

Facebook is becoming a major 

factor in metrics. One thing 

they now have as a result of 

the Atlas development is 

attribution. For example, if you 

type in a keyword on Google to 

search for a product, you are 

doing it either because you are 

looking for a specific item, you 

saw an ad or because you are 

doing a general search. But not 

all the business Google 

generates is a result of Google 

technology. That’s why 

[advertisers] increasingly want 

an attribution model to 

determine where the credit for 

the sale should go. 

CEO, Digitally Focused Media Agency 

http://www.matomy.com/22481/industry-update-facebooks-atlas-ad-platform
http://www.visualiq.com/
http://www.conversantmedia.com/
http://www.adometry.com/
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 “One of the objects of the newer technology is to understand what makes a consumer buy things. It’s not just a 

matter of clicking on a link and buying. Advertisers want the ability to measure the attribution and this is increasingly 

important as consumers buy more on mobile.”  

 “There are attribution models out there. AOL bought Convertro in May, which is a marketing optimization platform 

that lets marketers look across channels to determine which ads influenced a user. Google bought Adometry around 

that time, which is another ad attribution company. Visual IQ is another marketing attribution management software 

that typically tracks performance. One of the issues with using cookies is if you buy on a mobile device, there are no 

cookies to track.” 

 “Online/offline attribution is the holy grail because it is easier to measure 

from one online source to another, versus measuring offline to online. The 

industry is moving to a world with no cookies, which have traditionally been 

used to measure performance and actions, yet more and more traffic is not 

attached to a specific action or tied to cookies.” 

 “Facebook and Apple have unique identification technologies that can 

differentiate if you go on their websites and then do something on your 

desktop or on your mobile device. It is not cookies based; it is based on user 

identification. It gives Facebook [and Apple] the ability to measure 

attribution offline or online. Facebook achieved this through its acquisition 

of Atlas, which is pivotal technology that functions as an attribution engine.” 
 “We use Google in a different way than Facebook. We use their search 

engine for SEM, AdMob for mobile, the Google Display Network, and 

YouTube with DoubleClick to serve and track the ad.” 

 “App installs are still a huge factor. There is new stuff coming out all the 

time and I do not see the prominence of app install ads declining any time 

soon. The device market is no longer just about phone apps. There are 

tablets and wearables, etc.” 

 “I don’t think people are shifting ad spend from Google to Facebook. Each 

platform stands on its own. There is no shift from Google display to 

Facebook  yet but the new technology may change that. Or the Facebook 

volume may come from other channels without hurting Google.” 

 “It’s not Facebook advertisers that are price sensitive. It’s the agencies that 

are price sensitive. They are concerned about the return on advertising 

spend.” 

 “Facebook ads continue to be very effective from an advertising standpoint. The problem with Facebook is that they 

changed the algorithm relationship to devalue the amount of exposures that an earner or viral brand post might get.” 

New products 

 “Video is growing rapidly.” 

 “I think some advertisers are interested in Facebook’s autoplay video ads. But I have no feel from consumers about 

how they will react. We don’t do enough video to have a sense of it at this time. Our clients are more B2B.” 

 

 

8. Senior executive at U.S.-based social publisher 

Social seeding with Facebook is a key part of this Internet news media company’s ad campaigns for sponsored content, 

as 85% of the site’s referrals come from Facebook. This source expects such spending to continue increasing, and costs-

per-click will increase as well. Facebook should get a significant revenue boost from Instagram and video ads. Twitter and 

Pinterest also are part of the ad spending mix for this publisher, with Pinterest pulling ahead of Twitter in the past year. 

Ad spending trends 

 “We do spend on Facebook through a product called social seeding, in which we find users who may be interested in 

a sponsored story, based on their likes and interests, and we feed them sponsored content.”  

 “Our spends on Facebook will continue to rise, since 85% of our referrals come from Facebook.”  

 “Other companies spend money with Facebook in a similar way that we do, but we are one of the few partners that 

work with them in the way that we do. Facebook is very conscious of the type of content that is fed into people’s 

Facebook and Apple have 

unique identification 

technologies that can 

differentiate if you go on their 

websites and then do 

something on your desktop or 

on your mobile device. It is not 

cookies based; it is based on 

user identification. It gives 

Facebook [and Apple] the 

ability to measure attribution 

offline or online. Facebook 

achieved this through its 

acquisition of Atlas, which is 

pivotal technology that 

functions as an attribution 

engine. 

CEO, Digitally Focused Media Agency 

http://www.convertro.com/
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feeds on an organic basis. They are very sensitive to the kinds of ads appearing in News Feeds. They cut out a lot of 

the nonsense that used to appear on the right rail on their old business model, and they actually cut out a lot of click 

feed sites that would get you to click on a story that was a bad experience, that was basically junk.” 

 “The money we spend on Facebook is not huge in terms of revenue, but it is an important part, and it does grow 

every year.” 

 “We essentially take 10% of every [ad campaign] that we do—the average 

program on [our site] is about $150,000—so we’d probably take $15,000 

of that and use it for seeding.” 

 “Not all of that goes to Facebook. Some goes to Twitter, some to Pinterest, 

and some might go to other sites we deem appropriate for the program of 

sponsored content that we create for advertisers.” 

 “Facebook is still very, very important to us. I can’t speak for other 

publishers, but in general if you had to rank them, Facebook would be 

number one for most. Number two could be Twitter—but for some 

companies Pinterest has actually taken over that number two spot.” 

 “Particularly for us, Pinterest has been huge in probably the last year, 

where it’s overshot Twitter in terms of how people are distributing our 

content—because it’s visual, and we do lot of image-based posts, and DIY 

[do-it-yourself] content, and life hack stuff, so those tend to get shared on 

Pinterest more, and Pinterest has become a very big portion of our referral 

business.” 

 “Social seeding is the only [product] we purchase on Facebook. Since we do 

custom content and we don’t do targeting for advertisers, [social seeding] is our way of targeting content to people 

who are more likely to be interested in that content.”  

 “If you’re on Facebook, you’re most likely getting a targeted ad for things you like. If it’s sports you’re interested in, 

that’s the ads you’re going to get—and that’s gold to publishers.” 

Ad pricing/performance 

 “We’re very sensitive to price increases. CPCs always go up—I don’t know anybody’s that have gone down.” 

 “[We measure success] by the rate at which our content is being shared [via Facebook]. Ours is really good content—

that’s why you see so much of it in your Facebook News Feed, because you’re actually sharing it and it is content 

that people like.” 

New products 

 “[Facebook’s] revenue will grow substantially when [Instagram] goes to an ad-based model, but I also think their core 

product will continue to grow with mobile and video. How sustainable it will be, I have no idea.” 

 

 

9. Social media specialist for an independent media buying and planning agency 

This agency’s clients still flock to Google for their advertising and marketing 

needs, with Facebook a distant second. Twitter does not drive nearly the traffic 

or conversions as its competitors. This source expects Facebook ad pricing to 

rise as more targeting options are available for mobile, in particular the 

Facebook Audience Network. The cost of video ads must come down for such 

ads to be attractive to most advertisers. This source’s agency has no immediate 

plans to buy ads on Instagram, and he thinks a Buy button on Facebook will 

have limited success. 

Ad Spending Trends 

 “Google is still number one for most of our clients as they tend to be in the 

dot-com realm and for them, search is a big driver of traffic and 

conversions.” 

 “Twitter, for the most part, is not driving nearly the traffic or conversions as 

Facebook or Google, except for a few clients who have a business model 

that is a perfect fit for Twitter.” 

Facebook is still very, very 

important to us. I can’t speak 

for other publishers, but in 

general if you had to rank 

them, Facebook would be 

number one for most. Number 

two could be Twitter—but for 

some companies Pinterest has 

actually taken over that 

number two spot. 

Senior Executive  

U.S.-based Social Publisher 

Facebook is really trying to get 

users used to seeing autoplay 

videos in their streams to 

lessen the impact of video ads. 

As a result, it will not be as 

jarring when it is rolled out on a 

larger scale. They still are going 

to need to lower the costs to 

make the ad units a viable 

option for most advertisers. 

Social Media Specialist, Independent 

Media Buying & Planning Agency 
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Ad Pricing/Performance 

 “[Facebook’s influence as an ad force] really depends on the client. Some are still not sure about the return on 

investment and are not spending nearly as much as they are on search. Others are seeing solid performance.” 

 “I am not sure about exact numbers, but the CPC/CPM rates for Facebook have definitely gone up.” 

 “Facebook ad pricing will increase as more targeting options are rolled out for mobile, especially the Facebook 

Audience Network.” 

 “Our clients are extremely price sensitive. If a campaign is not performing, it will be canceled.” 

New Products 

 “Facebook is really trying to get users used to seeing autoplay videos in their streams to lessen the impact of video 

ads. As a result, it will not be as jarring when it is rolled out on a larger scale. They still are going to need to lower the 

costs to make the ad units a viable option for most advertisers.” 

 “We will not be spending ad dollars on Instagram until there is the ability to drive traffic to a website.” 

 “[Facebook Audience Network will] reach Facebook users on apps and other mobile sites.” 

 “Except for apps or small purchases, I do not see the Facebook Buy button performing.” 

 

 

 

3) Small Ad Agencies/Advertisers 
Three of nine sources said spending on Facebook ads skyrocketed by 100% or more in the third quarter, while one said 

spending was up more than 10% and another reported no change. Six expect clients to spend more in the fourth quarter, next 

year or both, with estimates ranging from 10% to 500% higher than the prior year. Two sources said they do not spend money 

on Facebook ads and do not intend to start. Three said Facebook ad prices are increasing, one said they have been stable 

and another said prices have fallen as much as 10%. The ROI on Facebook is good, according to five sources. Sources in this 

silo were most positive about Instagram, with five saying they are interested in exploring the platform. Sources were mixed 

about autoplay video ads. Four think a Facebook Buy button could work, including one source that expects it to be a huge 

success. 

 

 

KEY SILO FINDINGS 
Ad Spending Trends 

- 3 of 9 sources reported surges in Facebook ad spending of 100% or more during the third quarter. 

- 1 said third quarter ad spending was up more than 10%, and another said it was flat. 

- 6 expect to spend more on Facebook ads in the fourth quarter and possibly into 2015, with estimates ranging from 

10% higher to 500% higher. 

- 1 said initial projections show a 50% drop in Facebook ad buys during the fourth quarter compared to a year ago. 

- 4 reported little success using Twitter. 

- 2 expect major growth in spending on app install ads, while another said Twitter is gaining on Facebook for those 

ads. 

- 2 said teens and younger people are leaving Facebook. 

Ad Pricing/Performance 

- 3 said Facebook ad prices are increasing, 1 said they have been stable and 1 reported a 10% decrease. 

- 5 said the ROI on Facebook is excellent. 

- 2 said they do not buy Facebook advertising and have no plans to start because the ROI is not there. 

New Products 

- 4 think autoplay video ads have the potential to irritate Facebook users. 

- 3 expect autoplay video ads to be popular with advertisers and effective for at least a short time. 

- 5 said they are interested in exploring Instagram ads. 

- 4 think there is some potential for a Facebook Buy button, including 1 that thinks it will rival Amazon. 
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1. Vice president of an advertising agency 

Spending on Facebook ads was flat in the third quarter, and this source anticipates the fourth quarter to remain flat as 

well, year to year. In 2015, however, this source expects to see a 10% to 15% increase in Facebook advertising, as 

clients choose to boost their digital spending overall. Pricing on Facebook has been stable. His clients spend most of 

their digital dollars on search platforms. He expects spending on app install ads will grow in 2015.  

Ad Spending Trends 

 “Facebook, for our clients, is not what I would consider a force or a primary media. The best return we have seen is 

attracting and keeping ‘likes’ so that we can maintain an ongoing communication.” 

 “Use of Facebook varies by client. Some clients are using Facebook strictly to drive traffic to their Facebook page and 

increase ‘likes.’ We have some clients using Facebook as an ad resource.” 

 “There was no noticeable difference in second versus third quarter 

spending on Facebook advertising.” 

 “We don’t anticipate any measurable change in Facebook ad spending in 

the fourth quarter [over 2013].” 

 “We do expect to see a 10%-15% increase in Facebook advertising for 

2015. We are seeing clients increase their digital business and Facebook is 

part of that equation.”  

 “[Paid search through] Google, Yahoo and Bing still ranks at the top of the 

digital spending list for our clients. The ability to reach qualified consumers 

is invaluable.” 

 “We have not had much traction with Twitter for our clients, and it ranks at the bottom of our paid digital initiatives.” 

 “We have not had any measurable expenditure for app install ads. We [expect] spending on app install ads to grow in 

2015 but would not consider it robust.” 

 “If anything, dollars spent on Google app install ads will come from Google budgets [rather than Facebook].” 

Ad Pricing/Performance 

 “We saw no noticeable change [in CPC/CPM rates on Facebook ads in the 

third quarter versus the second quarter this year]. We expect our CPM to be 

flat or moderately lower [in the fourth quarter compared to Q4 2013].” 

 “Facebook advertisers are not as price sensitive as Google advertisers. As a 

rule, we do not see Facebook advertisers being overly price sensitive.” 

New Products 

 “I anticipate major backlash with users [from autoplay video ads] and 

therefore [such ads will be] a turnoff for advertisers.” 

 “I am unsure if we will spend ad dollars on Instagram. It is something we 

will look at in 2015 but unsure if and where dollars will shift from.” 

 “We expect the data [in the Facebook Audience Network] to help campaigns to be more efficient and to increase 

clickthrough rates while lowering CPA.” 

 “We feel the Facebook Buy button will help the user experience and might make our customers more interested in 

Facebook advertising since there is now a direct link with actual commerce. We look forward to learning more about 

it.” 

 “The young audience has left Facebook in droves but businesses and adults remain, and Facebook must remain 

relevant to them.” 

 

 

2. CEO of a social media marketing agency focused on start-ups 

This source’s firm spent 10% to 20% more on Facebook ads in the third quarter this year, and advertising budgets in 

general are growing. The fourth quarter will see a rise of 100% to 200% in spending on Facebook compared to a year 

ago. This source also expects his clients’ ad spending on Facebook to increase in 2015, despite competition. Facebook is 

becoming more competitive and expensive, with far more advertisers on the site. His agency’s clients are price sensitive 

given that they are young companies. Twitter is making some gains on Facebook in app install ads.  

We have not had much traction 

with Twitter for our clients, and 

it ranks at the bottom of our 

paid digital initiatives. 

Vice President, Advertising Agency 

The young audience has left 

Facebook in droves but 

businesses and adults remain, 

and Facebook must remain 

relevant to them. 

Vice President, Advertising Agency 
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Ad Spending Trends  

 “Facebook is a pretty significant part of our clients’ marketing mix. Most of our clients are social media focused—our 

capabilities are based around social. For almost any industry, Facebook is relevant to them.” 

 “As a company, we are spending more every quarter, and more on Facebook—about 10% to 20% higher from the 

second quarter to the third quarter. Across the board our advertisers are spending more money.” 

 “Compared to last year’s fourth quarter, our clients will spend 100% to 200% more on Facebook in the fourth 

quarter of 2014. Altogether [Facebook] has become a significant expenditure in our budget.” 

 “Facebook is a great source of brand awareness and discovery and driving action. It helps when you know who your 

audience is, and it also helps when you do not know exactly who the best audience is. Facebook is a more a 

significant part of what we do.” 

 “I would project our clients’ ad spending on Facebook to only increase. It is 

certainly going to lift as we bring on more clients and it is very rare that we 

take on projects that are social media focused where allocating a certain 

percentage of that toward advertising on Facebook is not an option.” 

  “At the very least, we see Facebook becoming easier and easier to track as 

they add more tools, but it is becoming more competitive, too—there are far 

more advertisers on Facebook. It used to be sort of a niche to be a really 

good, targeted Facebook advertiser, and now you are up against every 

small business. It has certainly been discovered but it still is effective. 

Facebook is also more expensive than it used to be.” 

 “Facebook is really for demand generation, where Google would be for 

search, purchase intent or research intent. You already know what you are 

looking for and you are just looking for solutions when you are on Google. 

The advertising that happens there is presenting the solution.” 

 “On Facebook you are reaching the right people because you can capture 

them—you are solving a significant pain point. You have to create the 

demand and awareness, which is what advertising is so good at doing.” 

 “Facebook is effective for brands. Then you can follow it up with other types of advertising and then maybe Google is 

sort of the secondary. Twitter is really good for that as well—it is still a demand-generation platform typically. It is also 

conversation and event-focused so you can capture people that are interested in talking about a specific topic. But 

right now Twitter [is] the lesser of the three in my opinion. It is finding its spot right now.” 

 “Twitter is growing significantly in app installs. They are a bigger player because most people use Twitter on their 

phone so it is a viable network to download new apps. It is pretty obvious that Facebook is winning this still, but we 

have had some level of success driving action through Twitter.” 

 “It is pretty subjective and it is going to be on a case by case, but I can only 

assume that right now—if I look at my friends that are way deeper in the 

space—it seems like it is still Facebook-Twitter-Google in that order in terms 

of app install conversion rates, and more specifically, budget.” 

 “People that are purchasing app install ads are really marketing mobile 

apps. And a lot of it is competing with other platforms to see what channels 

drive the app installs. The rest is for initiatives that require some other form 

of conversion. So clients would probably be taking money out of other 

channels than shifting dollars from Google initiatives.” 

Ad Pricing/Performance 

 “CPC/CPM rates might all be increasing. It is not a dramatic increase yet. It 

is all going up because spending is going up as more people enter the 

market. So these rates have likely risen but not a significant amount for us.” 

 “Facebook advertisers are fairly [price] sensitive. We are definitely working 

with a smaller pool of clients, and if you are an entrepreneurial organization, 

every bit of your marketing budget expense you have is meaningful.” 

New Products 

 “Autoplay ads already turn off a lot of consumers, but I suspect like most tests that Facebook runs, it will be very 

effective for advertisers in the short run and there will be a lot of money in the short term and eventually Facebook 
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will find a new ad unit or sort of devalue them or slow them down because if they disrupt users too much, they pull 

back on those types of activities. Facebook will take a hint.” 

 “There may be a gold rush of advertisers in the short run—maybe it is half a year, or a year—but I do not see [video 

ads] as the future of Facebook yet.” 

 “Until Instagram really makes it accessible and easy to do, we probably will not spend any ad dollars there. If they 

allow accessibility in 2015, we will absolutely spend money there to test the viability of it. These dollars would come 

out of the Facebook budget a little bit. It is usually separate from Google.” 

 “I suspect the Facebook Audience Network to really be an effective Google competitor. The easiest expectation is 

that it is going to be another driver of a successful year of growth for Facebook advertising.” 

 “More brands will put more dollars in Facebook and the advertisers who have spent money on Facebook will likely 

increase spending. So [the Facebook Audience Network] will help them get more value out of the Facebook platform 

and reach people they would not be able to reach before effectively. It is a pretty attractive idea for advertisers.” 

 “I do not really have any expectations for the Facebook Buy button. We will see. Facebook has done a lot of different 

experiments to try to get companies to really turn it into a commerce platform. And none of them have really been 

successful by any measure of scale. I am hesitant to jump on that bandwagon, but it is interesting to watch. I will 

watch it carefully.” 

 “Without a doubt, new ad products and News Feed enhancements will allow Facebook to sustain its ad revenue 

growth, at least in the next year.” 
 

 

3. Digital communication manager at a social media and content marketing firm 

Spending on Facebook ads doubled from the second quarter to the third quarter this year, according to this source. She 

anticipates a 25% to 50% increase in spending in 2015 over her firm’s spending in 2014. CPC rates increased in the 

third quarter, but Facebook advertisers tend not to be price sensitive. Her clients are seeing some return on investment 

on Facebook, particularly when links are included in sponsored posts. She expects autoplay video ads to be popular with 

advertisers and the Facebook Buy button to make purchasing within the Facebook realm easier. She is interested in 

buying ads on Instagram if given the opportunity. 

Ad Spending Trends  

 “Facebook is a huge ad force for us and our clients. We have monthly 

budgets for Facebook ads for many of our clients, and are in the process of 

setting a budget with the rest of them. It is clear to us that, with the decline 

of organic reach, Facebook has essentially become pay-to-play and we must 

put money behind posts/campaigns in order to make them worthwhile.”  

 “Facebook, for us, is kind of the hub of our social strategy. Most all of our 

campaigns, contests and strategies live or are executed primarily on 

Facebook. They are incorporated into our other outlets, but centralized 

around Facebook.” 

 “We doubled spending in the third quarter for our clients on Facebook ads. 

We are quickly realizing that if we want any significant growth for our pages 

anymore, it is crucial to incorporate a budget into the Facebook strategy.” 

 “Honestly, I do not think we ran Facebook ads for any of our clients last year 

in the fourth quarter, and if we did, it was only for one or two. Now, we are 

spending for almost all of them. This is because organic reach has been 

steadily declining and we have been learning how to effectively budget for 

Facebook as we go.”   

 “I would project another 25% to 50% increase in spending on Facebook ads for 2015.” 

 “We do not work through Google+ very much for our clients, only to ensure that details are correct through the 

Google locations and searches. We do work heavily in Google AdWords when it is applicable to our clients.” 

 “We use Twitter regularly to interact with our fans and promote links/e-commerce, as that is one of Twitter's major 

strengths.” 

 “Teens and younger generations will continue to leave Facebook, and the audience demographic will continue to 

shift to an older audience base.” 
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hub of our social strategy. Most 

all of our campaigns, contests 

and strategies live or are 

executed primarily on 

Facebook. They are 

incorporated into our other 

outlets, but centralized around 

Facebook. 

Digital Communication Manager,  

Social Media & Content Marketing Firm 



 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 

31 

Facebook 

Ad Pricing/Performance 

 “Depending on the content that we put money behind, we see a high return on investment. With valuable [and] 

shareable content, we see not only an improvement in how many people Facebook shows the posts to, but also a 

significant improvement on organic reach. But, even if we put money behind a post that is not as valuable, we still 

see [some] engagement.”  

 “As far as ROI in other measures, we generally have great clickthrough rates on links when they are included in posts 

we advertise. But, we have less luck with pixel conversions used on Facebook.” 

 “The costs increased per click for us in the third quarter for Facebook ads.” 

 “I would assume that Facebook ads will continue to get more expensive for fewer impressions/engagements.” 

 “Facebook advertisers are not very price sensitive.” 

New Products 

 “Autoplay video ads will be popular with advertisers, and they will not turn off consumers as long as advertisers use 

care in selecting intriguing ad videos that are not annoying.” 

 “If ads are released and available for our clients, then yes, we will definitely plan to spend ad dollars on Instagram. 

Those dollars will probably be re-allocated from Facebook and tested for effectiveness in each outlet.” 

 “The Facebook Buy button will continue to make purchasing within the Facebook application easier and easier, and 

eventually include the option to complete the purchase entirely without even leaving Facebook.” 

 

 

4. Strategist and account manager for RYP Marketing, an online marketing agency; repeat source 

This agency spent more on Facebook ads each day in the third quarter than it did for the entire second quarter 

combined, thanks to a wildly successful campaign with a new client. Existing clients also bumped their spending by 60% 

in the third quarter, as Facebook has become the preferred channel at this agency. Facebook ad pricing has been 

increasing, but the cost-per-lead on the new client’s recent campaign has been significantly better with Facebook than 

with Google. This source said his agency is not likely to spend ad dollars on Instagram because the audience there is not 

a good match for his clients, but he is interested in testing Facebook’s new Buy button with certain e-commerce clients.  

Ad Spending Trends 

 “We were spending about $1,000 per month on Facebook in the second quarter. In the third quarter, we launched 

an experimental campaign on Facebook [with a new client] and it was such a success, that now this one client alone 

is spending about $3,500 a day on Facebook. So we’re now spending more in a day than we were in a quarter.” 

 “There has been an increase in spending on Facebook [among other clients 

as well]. Third quarter Facebook spend increased about 60% over the 

second quarter.” 

 “Based on the first 10 days of the fourth quarter, spend is on track to be 

comparable to the second quarter. [Facebook spending] in Q4 2013 was 

about 50% higher than 2014 Q4's projections.”  

 “Right now, Facebook is our top performing media channel. It’s beating 

Google. It’s beating the other networks we’ve tried.” 

 “We did have a client shift their re-marketing budget from Google to 

Facebook because Google disapproved the campaign, but Facebook so far 

has run it.” 

 “Across the board, our client budgets are mainly staying where they are, whether it’s Google or Facebook, because 

that’s where they’re most effective at reaching their audience. There is overlap and some clients do shift, but by and 

large, most are staying where they are.” 

 “We are shifting clients to Facebook away from other social media platforms, but it’s been small dollars and not 

necessarily an exclusion of those other platforms but in addition to. So there’s a shift towards Facebook but it’s not 

overwhelming.” 

Ad Pricing/Performance 

 “The success we’ve seen with this client on Facebook has only been paralleled by one other client in our history of 

using Facebook, or Google for that matter. It’s been an unprecedented success.” 

 “Anytime you’re using display media as opposed to search or email, you skim the cream off the top when you start 

using a new media channel, because you’re now serving ads to people who weren’t aware of you, have never seen 

Right now, Facebook is our top 
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you. So part of [the success of this campaign] is beginner’s luck. The campaign is not performing as well now as it 

did two months ago when it was launched.” 

 “The other element is we have a rather irresistible offer. It almost works like a rebate. We’re not asking people to buy 

a $5,000 [product]. It’s an easy sell.” 

 “The third factor is that we’re dealing with a micro-niche [in the disability space]. This is not like the insurance space 

or the telecom space where the consumer is being bombarded with advertisements all day long on TV and radio and 

the Internet. It’s something different, so we’re getting a really good response rate.” 

 “Because it’s such an easy sell, the ability to laser target is not that necessary. It’s really a broad target. The potential 

audience is anybody that has any kind of health problem. It doesn’t appeal to everyone but it’s not hyper-specific, so 

Facebook’s lackluster targeting is not an issue here. It’s a broad audience.”  

 “We’re [measuring success by] looking at our cost to acquire the lead into a call center, as well as how many people 

move to the next step of the sales process—having a packet of information sent to them. The cost per lead on 

Facebook started out around $6 for an inbound lead. As the newness of the campaign has worn off and we’ve scaled 

to reach more users, the cost per lead is now in the $15 range.” 

 “The same client spends about $120,000 per month on Google. The cost per lead there is running around $20, so 

it’s averaging $5-$10 higher than Facebook.” 

 “Like Google, [Facebook ad] pricing has gone up the last few years, especially the last two years, as far as the cost of 

traffic. I think the critical component with Facebook is split testing the images in the ads because it’s the image more 

so than the messaging that drives the clickthrough rate. And like with Google, the higher the clickthrough rate, the 

cheaper the cost per click.” 

 “I might have 10 images for a campaign on Facebook and one image might 

have a 2% clickthrough rate and another might have five-hundredths of a 

percent rate.” 

 “Yes [pricing] is going up, but the solution is still a good creative [ad].” 

 “We’ve tried a number of client campaigns on Twitter and they’ve been 

disappointing. I don’t think people engage with Tweets the way they engage 

with Facebook posts, especially sponsored Tweets. It’s a lot easier to miss a 

Tweet within your feed because there’s no visual element, as opposed to a 

Facebook ad with a large image.” 

 “The way Twitter pricing is done, the cost is exponentially higher than what 

Facebook’s is, on top of there being lower engagement. We’ve tried Twitter 

with a couple of different clients and it’s been a loss pretty much.” 

 “We’ve been using Facebook more as an engagement platform. So if a 

client has an interesting story on their blog or has published some new 

research, Facebook is an excellent way to get eyeballs and get that content 

to go viral as people see it in their News Feed, share it, like it, re-post it, 

comment on it, etc. The advent of the News Feed ads in the last year has 

made it easier to drive engagement on Facebook, as opposed to the old 

sidebar ads.” 

 “The traffic you get on Facebook is not proactive. When you have an attractive offer like this one that’s an easy sell, it 

works well with a passive audience like Facebook. But if it’s a more typical sell—call us and buy insurance or call us 

and buy a car or come to our restaurant and buy a bagel—things like that work better on Google where people are 

proactively looking for what we’re offering.” 

 “We’re working with a debt negotiation company, so we’re targeting people with large amounts of credit debt. It’s 

working on Google search but we cannot get it to work on Facebook and we cannot get it to work on Google Display. 

That’s because search is a proactive audience whereas display and Facebook are passive audiences. They’re not 

interested in seeing our ad unless they’re actively looking for it. Whereas with this disability campaign, the offer is so 

compelling, their sense of gain makes them want it.” 

 “We’re still having more success across the board with Google than Facebook if it’s a typical [sales pitch], like a 

consumer product, because people typically don’t buy things on Facebook. Facebook is better for lead generation 

than product sales.” 

New Products 

 “The type of companies we work with tend to be B2B or businesses targeting males or homeowners. We do very little 

work with clients who would target an Instagram audience, which is predominantly urban, female, young, bright, 
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people in school. You’re not dealing with homeowners or business owners. That really limits you to industries like 

fashion or entertainment. If we had clients in those spaces we’d definitely be interested in utilizing Instagram, but 

right now I don’t think we would do so just because of the companies we represent.” 

 “[A Facebook Buy button] would be something interesting for us to test with some of our e-commerce clients, for 

sure.” 

 

 

5. Co-owner and social media strategist for a digital marketing agency 

Ad spending on Facebook fluctuates but should increase in the fourth quarter and into 2015, primarily because clients 

are seeing results, this source said. CPC and CPM rates on Facebook ads have been falling an average of 10% per 

quarter. Facebook ads comprise a large part of this agency’s strategy, while Google and Twitter are much less important. 

Facebook’s autoplay video ads will be popular with advertisers and hit-and-miss with consumers. This source predicts 

Facebook will sustain its ad revenue growth, as it is the dominant force in social media and utilizes excellent targeting.  

Ad Spending Trends 

 “We have spent the same across the board for one client, though allocated more dollars to boosted posts than we 

had been doing. For another big client, our spending goes up and down as marketing priorities change and we test 

different types of ads and target groups.” 

 “Our clients will spend more on Facebook ads in the fourth quarter this year versus last year’s fourth quarter.” 

 “We will spend more on Facebook ads in 2015 because we are achieving results in a way that we want. For example, 

getting people in store or growing the Facebook base by a certain amount.”  

 “Facebook ads are a huge part of the strategy for all our clients. It helps us break through noise and grow our fans in 

a steady and highly targeted way.” 

 “We play around a lot with the ad types—from custom and lookalike audiences, to boosted posts, to our own fans 

and consumers with specific interests. It is helping us get the word out about in-store events and drive traffic to 

stores.” 

 “Google+ and Twitter are less important to us than Facebook, just because 

of Facebook’s popularity and targeting capabilities. Twitter moves so fast 

and Google+ is the red-headed step child we use for SEO [search engine 

optimization] purposes.” 

 “Spending on app install ads this year will increase across the industry, 

especially with Twitter’s new products. It is not something we are looking at 

doing for our clients right now.” 

 “People should shift their ad spending dollars depending on their particular 

audiences. Facebook would not be the holy grail for every business.” 

Ad Pricing/Performance 

 “CPC/CPM rates for Facebook ads decrease on average 10% [quarter over 

quarter].” 

 “I try to keep my cost per acquisition below the national average.” 

New Products 

 “Facebook’s autoplay video ads will be very popular with advertisers, 

especially around the holidays and Super Bowl. [For consumers], they will be a turn-off during the holidays, [but] 

popular during the Super Bowl.” 

 “We will potentially spend ad dollars on Instagram. It depends on the client. It depends on the average costs and 

targeting abilities. Pinterest advertising is more of an interest because of their users’ average demographics.” 

 “My expectations for the Facebook Audience Network are that it will become more sophisticated.” 

 “The Facebook Buy button will not go anywhere. People do not want to be told to ‘Buy now’ on Facebook and they do 

not care to have the ability to purchase through Facebook.” 

 “New ad products and News Feed enhancements will allow Facebook to sustain its ad revenue growth. They are the 

dominant force in social and the targeting is bar none.” 
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6. CEO of a global mobile advertising agency 

This source expects clients to spend more on Facebook ads in 2015 versus 2014, primarily because there will be 

additional products to buy. Spending this year on app install ads on Facebook remains strong, but app download 

campaigns are driven heavily by return on investment, so advertisers are price sensitive. Instagram is not attractive to 

advertisers at this point, but this source predicts the Facebook Buy button and Facebook Audience Network will be huge 

successes that help the company sustain its ad revenue growth.  

Ad Spending Trends 

 “Our clients will spend more on Facebook ads in 2015 versus 2014, because of growth in Facebook’s ad 

offerings/ad products—i.e., more for us to buy.” 

 “Spending in 2014 on app install ads is still robust. But that may be due to the nature of our business—focused on 

mobile.” 

 “Facebook is most effective for app installs.” 

 “It is all from the same pool of money, in terms of where dollars are spent. 

Google and Facebook are competing for share.” 

 “App download campaigns are very ROI-driven. Therefore, advertisers are 

quite price-sensitive. Facebook brand advertisers are less price driven.” 

Ad Pricing/Performance  

 “Facebook is an incredible force. Mobile makes up the majority of Facebook 

ad impressions. Mobile is a big part of Facebook, and Facebook is a big 

part of mobile.” 

 “The ROI [on Facebook] is good for things like app downloads. This seems 

to be Facebook's bread and butter for mobile advertising. They have taken 

a lot of share from other big players like Millennial [Media Inc./MM] and 

[Google’s] AdMob. The thing for Facebook to watch is the pricing of ads—not 

to overprice, as ROI does suffer.” 

 “Google [is good] for search and general display. We do not do much with 

Twitter.” 

 “CPC/CPM rates for Facebook ads are increasing quarter over quarter.” 

 “Facebook ad pricing is increasing in the fourth quarter compared to the fourth quarter of 2013.” 

New Products 

 “I have not seen a compelling ad model/ad unit for Instagram yet.” 

 “The Facebook Audience Network will be huge. It is a very big deal for our business.” 

 “The Facebook Buy button will also be huge—rivaling Amazon.” 

 “Facebook will sustain its ad revenue growth if its new advertising products and News Feed enhancements are done 

well.” 

 

 

7. Director of digital strategy for an agency specializing in franchise businesses 

This agency has seen client spending on Facebook grow between 200% and 500% over the past three quarters, starting 

from zero a year ago. Similar growth should continue for the next two to six quarters, as more franchisees in the agency’s 

key industries take up the hyper-local advertising model. Neither new Facebook offerings nor competition from Google 

and Twitter are likely to affect this agency’s spending with Facebook in the near future. Facebook’s ad pricing has so far 

not been an issue, but that could change if CPCs rise sharply. 

Ad spending trends 

 “For us there’s been significant growth [in Facebook spending] year over year and even quarter over quarter, which I 

see continuing for the next four to six quarters at least.”  

 “We really didn’t start doing anything significant [with Facebook] until this year. We’ve had probably 200% to 500% 

growth, quarter over quarter, for the last three quarters. I expect that to continue at that pace for the next two to six 

quarters.” 
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 “Our agency [has only in the last 18 months opened] a digital department, which I was charged with starting. My job 

has been to figure out how we can run campaigns for franchise businesses. It’s one thing to run a campaign for a 

brand with one campaign of $50,000 to $100,000, but we’re [devising strategies] to run a hundred campaigns at a 

thousand dollars each [for franchisees].” 

 “We work at both the corporate/brand level, coming up with overarching 

strategies, and down to the individual franchisee level, for execution of 

hyper-local individual marketing campaigns for the franchisees.” 

 “So for us, just by definition, we started from zero [spending on Facebook 

and other digital platforms]. Over the last year or so, we’ve developed some 

methods to do small campaigns but deliver it at scale. So, many franchisees 

can all be running campaigns at the same time, and as we’re rolling these 

out for clients, more and more clients are starting to run these campaigns. 

Once the franchisees start hearing about it, then start talking to each other, 

they all start wanting to have campaigns, so it just spreads.” 

 “Many people who buy into a franchise system don’t really know marketing. 

They’re very hesitant to do anything unless you can prove it to them. They 

like to start small, but when you do prove it—and make it easy for them—

then they start going all in.”  

 “First we just announced that we could do this [small campaigns for 

franchisees at $1,000], and a few clients came on board. We also did a few 

grand openings, which maybe get up to the $2,000 to maybe $5,000 range [in spending per franchise on Facebook 

advertising]. But I would say over the last two quarters, the flood gates have really started to open, and over the next 

two to six quarters it’s really going to start ramping up.” 

 “Our spend [with Facebook] will exponentially grow, just by the nature of our business, because we’re looking at not 

one $100,000 campaign, but potentially thousands of thousand-dollar campaigns.” 

 “Right now I’d say the number of [our] franchisees [using Facebook campaigns] is in the hundreds, but I would say 

within the next year it will be in the thousands.” 

 “In the digital space—discounting email, because that’s something [clients] 

all do—we have zero clients [spending ad dollars on] Twitter. We do have a 

number of clients using traditional web banners, and we also have clients 

using Google—search campaigns on an automated platform that we have 

and own.” 

 “I’d say [Google] is a smaller percentage [than Facebook] just because 

search doesn’t work for every vertical. Maybe 20% of our individual clients 

are doing search, and a little more than that doing Facebook [advertising]. 

We don’t currently use Instagram for any clients.” 

Ad pricing/performance 

 “We do not get economies of scale [on Facebook pricing]. The nature of 

Facebook—unless you’re doing single large buys—is that we go through the 

same self-serve interface as a small business would.” 

 “The pricing model could affect us down the road, but right now it doesn’t 

because we’re doing everything on such a small, hyper-local level. For us, a 

client’s mainly going to be advertising in one zip code. So it’s pretty small campaigns that aren’t affected that much 

by price fluctuations.” 

 “CPC rates depend on the vertical, but I’d say [we’re paying] between 50 cents and 70 cents. I have not noticed any 

very recent changes [in that pricing], which could be because of the nature of what we’re doing, in that we operate 

on mostly the local level.” 

 “There can be significant [pricing] changes based on the geographic level—prices in Atlanta, for example, compared 

to Little Rock or Minnesota. But that’s more the nature of individual markets and what’s going on in those markets.” 

 “We can’t look at some of the normal KPIs [key performance indicators] that are [commonly used for brands/larger 

spends] in the digital space. Our franchise clients are almost all brick and mortar, so we have different ways we can 

measure performance [of Facebook and other digital advertising], and of course it depends on the vertical.” 
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 “One client we have rents out suites to stylists—so it’s B2B. And for that client the [proof of the campaign working] is 

simply if we’re filling up their suites. It’s a pretty straight line. The [Facebook ad] gets people to a submission form, 

so we can tell that way—though a lot of the business comes in via phone as well.” 

 “For other clients, [the performance measurement] has to be a little more directional. For a client that’s in auto, we 

looked at four different auto centers that opened at the same time, and compared the [client that used our 

Facebook campaign] to the ones that didn’t.”  

New products 

 “We haven’t done a ton on the app side, just because individual franchisees aren’t going to have an app. On the 

corporate side, we’ve done some advising on it, but we haven’t got those campaigns.” 

 “We only just saw in the last couple of weeks their new [app install] offering. We’re keeping an eye on it, to see if it’s 

something we should just cut out.”  

 

 

8. Digital media strategist for an ad agency 

This source’s clients have spent zero dollars advertising on Facebook since mid-2013, and he does not expect that to 

change in 2015 because the platform has become too crowded for smaller businesses to get a return. He expects app 

install ads will see explosive growth. Facebook autoplay ads turn him off and he will not buy them, and he has low 

expectations for the Facebook Audience Network. This source eventually may spend money on Instagram. If Facebook is 

to survive long term, the company needs to fix its News Feed, but if it continues to expand advertising options to boost 

shareholder revenue instead of focusing on the core product, the company will crash and burn.  

Ad Spending Trends  

 “I see Facebook as a mixed bag. For a traditional social media presence—organic reach, audience building, customer 

interaction, etc.—it has simply gotten too busy to be of value to most small to medium-sized businesses.” 

 “It has become a strictly pay-to-play channel, and when measured directly against other channels—traditional PPC, 

display, etc.—its return on investment tends to be below these other mediums, with a high barrier to entry.” 

 “At this point, Facebook is not a great place for my clients to spend money. If something radical happens with the 

News Feed, or if they can prove with the new Facebook ad network that they 

have a compelling reason to spend money with them, I will consider it, but 

as of right now I see no reason to recommend a client spends any money on 

Facebook.” 

 “I am perfectly fine with my competition being distracted by trying to make 

money on Facebook, while my clients continue to see record growth in sales 

and profits without spending a dime there.” 

 “For what it is worth, [not spending money on Facebook] does not consider 

the share of social media manager salaries for the time they spend on their 

standard Facebook organic channels—news items, responding to feedback, 

etc. Across our client portfolio, I would guesstimate that will not change, and 

remain steady at 15% to 20% of their time.” 

 “I have been sour on spending money with Facebook for a couple of years 

now. And with the controversy earlier about declining organic reach, fraud in 

the system, etc., I have advised my clients to simply stay away. We have 

spent zero dollars on Facebook advertising since mid-2013. Prior to that it 

was often 2% to 7% of an overall ad budget.” 

 “We will spend zero dollars on Facebook ads in the fourth quarter.” 

 “Our clients will spend minimal dollars on Facebook in 2015. I have clients 

that have social media managers who spend part of their time on Facebook, 

which will not change. There may be some internal spend to promote their 

content, but no direct advertising is planned. I will trial the new [Facebook 

Audience Network] at some point.” 

 “Facebook for my clients is largely about community building. We find 

influencers and engage them. When it makes sense, [clients] will promote 

posts, but that is their own internal budget and not something they go 

I see Facebook as a mixed bag. 
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through the agency on. They're spending $50 to $100 a month on that, and their internal social [media] persons 

handle it.”  

 “It is hard to make a direct comparison to Google or Twitter because they are different things for different reasons. It 

is like asking how we use our sink differently than our front door versus our closet.”  

 “Google+ has decent communities around some specific niches. When it makes sense, we engage that channel. It 

has obvious SEO benefits. And its tie-in with other products like YouTube make it hard to ignore, especially if you are 

highly engaged on YouTube.”  

 “Twitter is its own thing with its own strategy and, as everything, it is evolving. Great for snippets, great for promoting 

a larger story—building traffic to a blog article, engaging people instantly, but, it is fickle. It demands a lot of attention 

that for many puts the barrier to entry too high.” 

 “That being said—its barrier to entry is lower than Facebook, so often times it is a good place to go, but you have to 

look at the market for the client. A B2B client may not have enough of a potential audience to bother, versus a mass 

B2C brand that had better be on Twitter.” 

 “App install ads are not an area I participate in directly, but I presume this has just begun, and I expect robust growth 

in this sector for at least another three to four years before it finally tapers off. That depends heavily on how we see 

technology integrated into other platforms—i.e., expansion of install base for app-capable platforms.” 

 “[App use will grow because of ] more tablet-type interfaces in cars, refrigerators, tablets outselling PCs, wider 

smartphone adoption, integrating more tech into real-world things. I just think the app market itself is still due for 

some pretty explosive growth, so I have to assume the ads related to it are at minimum going to rise at the same rate 

as the market, if not faster since they are likely under-represented on the whole. At the macro level, we have not 

even figured out all of the potential things to build apps for—or ways to make money from them.” 

 “There has been a lot more spam [and] scams in this area [of app install ads], and my experience tells me there are 

more people being directed to app installs than mean to. This segment is still on the fringes of advertising, and as 

things go more mainstream, I am sure the spending outlook, conversion rates, target audiences and everything else 

will be rapidly evolving.” 

Ad Pricing/Performance 

 “I have seen mixed results on the advertising side [on Facebook]. I think News Feed advertising can have a positive 

ROI and work favorably, provided a business fits a pretty specific mold—a newer company, likely with no brick-and-

mortar store front, needs national branding identity, has limited funds to split between digital and traditional 

mediums, and is in a commodity level service and price point.” 

 “On the right bar ad side on Facebook, I have seen little value and low ROI. I feel that money is best spent elsewhere 

and that should only be considered when you are maxing out all other channels.” 

 “With the new Facebook Audience Network—I think it is a little too early to tell how that is going to go. On the one 

hand, it is intriguing, but it is not truly offering anything new.” 

 “Facebook has not done a great job with its News Feed algorithms, so I am not convinced they truly know their 

audience that well—at least not enough to provide the granular audience targeting that other networks provide.” 

 “Google, on the other hand, has more experience in this game, and they have better audience modeling and more 

experience working with big data and molding that to what advertisers need. Facebook is not going to be able to 

compete on ROI in the near term.” 

 “In addition, the claims where Facebook says they can match your ‘like’ list against sold data—provided you give 

them a list of names—I think is basically bullshit. If I were to give Google a list of my customers they could argue a 

similar if not larger number of those customers saw my advertising on their network. I do not buy that this is 

somehow special to Facebook’s audience.” 

 “Couple all of that with the emergence of Ello, which I personally think will flame out before it takes off, but if nothing 

else they have proved that there is an enormous appetite for something that is not Facebook. Kids are migrating 

away from Facebook because their parents and grandparents are there.” 

 “A larger number of normal people want to leave because of the commercialization and selling their data. There just 

has not been a viable alternative. Google+ wasn’t it. Apps are only dividing the pools into smaller chunks, but do not 

offer any sort of holistic network like Facebook.” 

 “Facebook is primed for a large-scale disruption more so than almost any other company in history—but I do not 

think we have seen who that disruptor is yet.” 

 “Considering the fact that anyone that is not an Oreo or Nike is probably wasting their money, Facebook advertisers 

must not be very price sensitive.” 

New Products 

https://ello.co/beta-public-profiles
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 “Facebook autoplay ads turn me off, which means I will not buy them. I realize many of these things are popular with 

advertisers, but I will not go near that stuff for my clients. I do not do autoplay anything. I do not do video you cannot 

skip. I never force anything.” 

 “Advertisers need to be careful about not pushing things too far and 

creating a backlash against technology and advertising, or they are going to 

ruin it for all of us. There is enough available without resorting to these 

bullshit tricks to force advertising down peoples’ throats.” 

 “Potentially we will spend ad dollars on Instagram, if the ROI is there for the 

verticals my clients are in. That being said, I do not foresee Instagram 

turning into an advertising juggernaut.” 

 “My expectations for the Facebook Audience Network are low. The reality is, 

there are way more networks [and] audiences than anyone needs. Most of 

them cost more than anyone needs to pay. Unless you have a $100 million 

ad budget, they are irrelevant to 99% of businesses in this country.” 

 “All of these ad networks are trying to come up with some fancy [argument] 

about how they are different or better than anyone else. The reality is they 

are not. Everyone is the same. Everyone has the same people in their 

audience pools. It only comes down to how you can segment those pools 

and whether you have any accuracy in targeting. And like I said before, I am 

not convinced yet that Facebook has any real expertise there.” 

 “The only way Facebook survives long term is fixing the News Feed, which is what their entire product is built around. 

Right now, nothing else matters. If they continue to expand advertising options in the interest of shareholder 

revenue, instead of fixing their core product, they are [screwed].” 
 

 

9. Founding partner of an agency focused on home goods 

This source’s agency stopped using Facebook ads for clients more than a year ago, because the ads did not yield results 

or generate product sales for customers. The agency has no plans to use Facebook or Twitter in the future. Google paid 

search is an important marketing venue for agency customers, and spending there is expected to increase by 20% year 

to year. Mobile ads have grown exponentially due to the proliferation of tablets.  

Ad spending trends 

 “We have no significant advertising spend for Facebook on our verticals. We don’t spend money on social media per 

se. We focus more on transactional paid search, TV, radio and other media. Our advertising is performance driven.” 

 “Facebook is not part of our spending budget for 4Q. We do spend money with Google, and we expect to see our ad 

spend with Google increase by 20% year over year. But we have no plans to spend any money on Facebook, and we 

certainly do not intend to spend on Twitter.” 

 “We have zero ads on Facebook. We used to do advertising on Facebook 

but it never worked from a conversion standpoint. We may be old fashioned 

but we see a big trend toward increases in Google product listings.” 

 “We last used Facebook about one to one-and-a-half years ago. We saw no 

return on our investment.” 

 “We do spend money on paid search because in accessing the data we 

measure, we know that the consumers are actually close to making a 

purchase when they search on Google. We have spent over $1 million for 

one client for paid search.” 

 “We don’t look at mobile except with regard to advertising on iPads and 

tablets. We do see mobile ads growing exponentially in this area but we 

believe it is only because of the proliferation in the use of iPads and 

tablets.” 

 “We have no plans to do advertising on Facebook or Twitter in Q4 or in 

2015.” 

Ad pricing/performance 
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 “The customers we deal with sell specific products and we only get paid when those products sell. Our customers 

specialize in home purchases such as mattresses, solar panels, furniture, and even mortgages. We price and work 

on a pay-for-performance basis.” 

New products 

 N/A  

 

 

 

4) Industry Specialists 
None of the three sources in this silo commented on specific ad spending trends, but one said Facebook still has major room 

to grow because many large brands have yet to try it. Another source said advertisers question the effectiveness of Facebook 

ads and will put more money towards Google search. One source reported modest pricing increases for Facebook ads in the 

third quarter and expects a similar trend in the fourth quarter. Autoplay video ads could be a huge moneymaker for Facebook, 

according to one source, but it will take time before advertisers shift money there from traditional TV ads. One source thinks 

advertisers will like the idea of a Facebook Buy button, but overall success will be limited because consumers rarely impulse 

buy online.  

 

 

KEY SILO FINDINGS 
Ad Spending Trends 

- 1 of 3 sources said Facebook has tremendous upside because so many major brands have yet to try it. 

- 1 said Google search will continue to be more effective than Facebook advertising. 

Ad Pricing/Performance 

- 1 reported CPC and CPM rates rose by a few percent in third quarter and predicted similar growth for Q4. 

- 1 believes ad execs are skeptical of the ROI on Facebook because of the lack of metrics to measure success. 

- 1 said Facebook is losing younger consumers. 

- 2 think Facebook’s targeting capabilities are improving significantly due to its Atlas acquisition and partnerships with 

DataLogix and others. 

New Products 

- 1 said video ads have enormous potential for Facebook but it will take time for spending to shift from traditional TV. 

- 1 thinks Facebook’s Buy Button will be popular with advertisers that want to measure ROI but have limited overall 

success because of the way people shop online. 

 

 

1. CEO of a social advertising firm and a Facebook Preferred Marketing Developer 

A stunning number of brand advertisers have yet to try Facebook, according to this source, giving the platform significant 

room to grow revenues. Facebook’s integration with data partners like Datalogix has vastly improved its ability to target 

users in a surgical manner, something very attractive to brands. CPM and CPC rates increased by a few percent during 

the third quarter, with the same expected for the fourth quarter. Impression rates would have to double to affect this 

firm’s ad buys. Facebook provides much more opportunity for value than Google. The Facebook Buy button will be 

popular because advertisers love the opportunity to quantify their spending, but the button will likely have limited success 

because consumers rarely impulse buy online without huge discounts. Facebook’s Audience Network has huge potential, 

as the concept of re-targeting is immensely powerful. 

Ad spending trends 

 “What we see is people displacing budgets from display to mobile and social. And of course, Facebook is primarily a 

mobile platform today, whereas two years ago it was desktop. So Facebook is a proxy for both mobile and social.” 

 “The overarching trend is that people are moving money from channels that they can’t measure to channels that 

they can.”  

 “Facebook is very dominant in terms of social advertising. It’s 90/10 with people I talk to, in terms of where they 

want to put their money. That’s 90% of dollars going to Facebook, 10% everything else, including Twitter and 

Instagram. I think that’ll change over time, but for right now, Facebook is not just dominant but extraordinarily so.” 

http://www.datalogix.com/
https://developers.facebook.com/docs/preferredmarketingdevelopers
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 “The reason I’m invested in Facebook—personally and doubly so with this business—is some things I’ve seen in the 

last six months, that have given me a little more confidence. Most notably, the integration with these data partners 

like Datalogix, Epsilon and Acxiom. What this allows for is hitting someone that’s in your target audience.”  

 “For example, you could target people on Facebook that have a car that’s 20 years old. Or people who don’t use 

credit cards. These are segments available on Facebook—not by themselves but through these partnerships [with 

Datalogix, et al]. It’s three times the price [per click]—but it’s much more surgical. And it’s very interesting to brand 

advertisers who want to reach people in creative ways.” 

 “There’s a stunning number of companies that have not yet tried Facebook, so in my mind there’s some low-hanging 

fruit.” 

Ad pricing/performance 

 “[Price increases for Q3 versus Q2] have been modest—a few percent. 

[Expectations for price increases for Q4] are also modest—a few percent.” 

 “[Over the last few years] CPMs have come up a little bit, clicks have come 

up a little bit. I would say impressions have come up maybe 200%, whereas 

clicks have gone up maybe 50% over the last few years.”  

 [Price increases to date] have not become prohibitive for my campaigns; 

[prices] would probably have to double in order to start getting prohibitive 

for impression advertising.” 

 “That’s only one type of ad unit. It’s entirely possible with the data that 

Facebook has that they could retire the impression ad unit altogether, 

because they’re learning a lot about who’s more prone to click certain things than other people, and they’re making 

things very, very efficient on the click side.” 

 “I spent on a recent campaign, on the first day, about $3 a click on some things. I got 80 clicks—so $2,400, and it 

only took Facebook about 5,000 impressions to get those 80 clicks. That is amazing.” 

 “In the past, that might have taken 25,000 impressions. I got my clicks so I 

was happy. But from a CPM perspective, I spent like $50. So that’s where 

they generate economic value, in the intelligence of knowing who’s going to 

click something. They could increase me from an impression ad—35 cents 

per thousand impressions to $50 for a thousand impressions—by virtue of 

being more intelligent about who’s going to click my ads.” 

 “So when someone bids for clicks, [Facebook’s] incentive is to reduce the 

number of impressions to deliver those clicks. And if someone is delivering 

impressions, their incentive is to deliver the impressions to people not likely 

to click.” 

 “There are probably 40 or 50 criteria that were not there six months ago, in 

terms of using data to help segment audiences. What I foresee is 

[advertisers] pulling in more and more data, and there being a real market 

for pulling in proprietary data, line of business data, data from all different 

types of sources in order to help optimize when these ads run. That’s why 

we as a business have really focused on the programmatic side, triggering 

ads in certain situations programmatically.” 

 “The way this evolves is that Facebook will continue to make the 

acquisitions to defend the franchise, but they will probably add more 

acquisitions on the advertising side—similar to what Google did with 

DoubleClick and others, in order to round out the ad offerings. And that 

may include some data groups, insofar as that doesn’t violate privacy 

laws.”  

 “Many of the brand advertisers aren’t even doing Facebook ads yet. 

Whether they pay 40 cents a click or a dollar a click is kind of irrelevant to 

them, as long as they get the people they need to hit. That’s where I see Facebook having a lot of upside, personally. 

It’s making the data targeting work that much better—and bringing in a lot more brands to the fold as time goes 

along, because there are a lot of brands that are just now starting to get on to Facebook for paid media.” 

The overarching trend is that 

people are moving money from 

channels that they can’t 

measure to channels that they 

can. 
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 “The thought process for these bigger companies is to say, ‘I pay X customer acquisition on these other channels. 

I’ve not tried social yet, so if I can pay half as much for customer acquisition via a social channel, then I would do 

that all day.’” 

 “Google is a mature auction model. You don’t get a lot of value any more like you did 12 years ago. Facebook has a 

lot more of those arbitrage opportunities, where the value of the ad unit is greater than what you would spend on it.”  

 “There’s still significant arbitrage opportunity in my view with Facebook that is not quite the same as in Google. 

Google’s pretty maxed out. If you bid for a click on the Google auction model and it costs $1.50, after 12 years and 

thousands of people bidding on that keyword, odds are it’s worth $1.”  

 “People may argue—and this is valid—that sometimes the Facebook click is not as valuable as a Google click, 

because Google [audiences] are going with intent to find information about something, while Facebook is more 

passive. In some places and in some industries I can see that being very valid. For example, if you hit a married 

woman [on Facebook] between 25 and 29 who likes Michael Kors, that’s not quite as valuable as a 62-year-old 

woman going to Google to look up Michael Kors.” 

 “To me, [a bigger risk than price] is this: you can start to see the [Facebook] empire crumble a little bit if you start to 

see certain age groups stop participating as actively, and so the advertising in certain demographics—the bidding—

gets a lot more expensive.” 

 “Let’s say the 18-25 demographic is not using Facebook as much, not logging on as much, therefore there’s less 

page inventory and the prices go up. If the price for you to reach certain demographic groups is going up, that would 

be an indication that the usage is coming down, and that Facebook might begin to have some trouble.” 

 “But that’s also why Facebook continues to reinvent itself with the latest technology that is appealing to the 

youngster—the Instagram purchase, for example.”  

 “We worked for around two years in data R&D around Facebook and social 

platforms in order to be able to scalably pull enough data out of the 

different social networks to be of value to the marketing departments of 

larger companies. We are now starting to run large media buys for brands, 

especially at the local level as opposed to nation-wide buys. We’re one part 

technology, one part ad services, one part consulting.”  

 “A lot of the time we deal with companies that have been hesitant to buy 

into social advertising. We make them a lot more comfortable with it by 

making the process data driven.” 

 “You would think the bigger companies are more sophisticated about how 

they spend their ad dollars, but in our experience it’s the opposite, with a 

few exceptions—those companies that are well known for working with data 

pretty aggressively. But there are a lot of large companies that are really just 

getting their arms around social advertising, and their sophistication in the 

channel [is limited] because they’re dealing in such large numbers.”  

 “A large company might take 10% of a $1 billion ad spend for a fiscal year 

and put it into social. Those are not nearly as demanding advertising 

situations as a local business that might put $500 into advertising, that is 

dependent on people coming to the front door for any advertising 

investments that they make.” 

 “So it’s this weird situation in the marketplace right now, where the larger advertisers with the bigger ad spend in the 

current environment—I would say the last few years and this year—are the least demanding advertisers out there 

[when it comes to ROI]. There are exceptions; a group like Pepsi is going to be a lot more sophisticated than others 

[on the social front].” 

 “A lot of these bigger companies are more driven by the need for infrastructure and scale than advertising to work. I 

think you’d be surprised how much money is spent on social without a lot of scrutinizing today. And so we think 

there’s a lot of room to help bigger companies make sense of—and make the most out of—their very large social 

investment.” 

New products 

 “There’s a reason the Buy button is getting popular. [Agencies] want to be able to quantify to a penny what their 

advertiser is paying for access to customers, people to view things or whatever. Facebook and Twitter coming out 

with the Buy buttons—they want to prove they originated the transaction.”  
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 “It’s dangerous for both [Facebook and Twitter], because what you’re really doing is measuring the last step of the 

transaction. How many times have you heard of a Bose sound system? If you can’t quantify all of [the media 

campaign], and you’re reducing it to a ‘buy now’ button, [the danger is] you go all in on that last step, without 

[acknowledging] that it might in fact be the final nudge after a period of months or years, and if you’re going to go all 

in with that buy from Facebook or Twitter, I think it’s only bound to disappoint an advertiser, because it’s not how 

people are buying things.”    

 “I don’t think anyone is persuaded to buy much of anything—unless it’s on significant discount a-la Groupon—as an 

impulse purchase online. It doesn’t happen so often that you’re going to impress advertisers with it. In my view, as 

someone that runs these campaigns, I tend to take a view that these things all build on each other, and when you’re 

running advertising you want to do a little bit of everything in order to touch people a few times.” 

 “I haven’t yet looked at the Facebook Audience Network. I like getting in six months later when they’ve knocked out 

some kinks. A lot of times these things start out modest and expectations need to be tempered. I will tell you this—

the concept of retargeting is an extraordinarily powerful one, and when they get that figured out, it will be another 

way to grow ad revenue.”  

 

 

2. Chief digital officer for a TV/digital ad server and measurement firm 

This source said that Facebook’s video offering has enormous potential but is not likely to contribute significant ad 

revenues in the near future, as most brands do not have systems in place to roll out large scale social video campaigns. 

Video revenue will be meaningful if ad budgets shift from traditional TV. This will happen as TV and video divisions 

converge, and as advertisers switch to exchanges geared to distributing and measuring video content. This convergence 

of TV and digital video is starting to occur but has a long way to go, especially on the agency and brand side. 

Ad spending trends 

 “There’s enormous opportunity for Facebook’s video offering—for them to get it right better than anyone ever has.” 

 “Facebook has three massive things in their favor: one, they have 1.2 billion 

active users around the world, so unlike every other digital player, they 

actually have TV-like scale. If you want to reach 100 people in a 3-hour 

period, like the Super Bowl, you can actually do that every day on 

Facebook—if Facebook lets you.” 

 “Two, Facebook has ridiculously rich data on users, so the targeting 

capabilities and modeling are very granular. I think they will get even better 

at this, and the Atlas purchase is going to be very, very big. The big promise 

in digital for so long [has been] that it’s ‘one-to-one’ rather than one to 

many, and I think that’s actually going to come to fruition.” 

 “The third piece is the earned, organic media—the results from sharing, 

commenting and liking—that also has a difficult to quantify but very real ROI 

multiplying halo around it. When someone you like or trust on Facebook 

comments on an ad—a trailer for a Hollywood blockbuster—you are more 

likely to watch it and be positively influenced.” 

 “Our whole focus is the convergence of television and digital video into one 

format: video. We’re seeing this happen across the board with teams [of 

employees in TV and digital] converging on both the supply side [TV 

networks] and demand side [agencies and brands]. I heard a rumor that [a 

multi-billion-dollar consumer packaged goods company] actually tore down 

the wall between TV and digital video. So now it’s one team.” 

 “For the brands themselves, I don’t think that these individual creative 

formats that just map to a specific native environment is going to have any 

kind of meaningful scale attraction any time soon, because we’re still so 

early [in the process].” 

 “Just taking a beautiful 30 second TV commercial and putting it on a bunch 

of screens, and measuring the different performance on those different 

screens, is where we are today.” 
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 “There may be some R&D budgets for a long-form series of YouTube webisodes that are branded or whatever, but at 

the end of the day, that’s so niche and difficult to prove that it actually backs out into scalable ROI for huge brands. 

So [video on Facebook and others] is just a playground for experimentation today, and kind of a distraction to what 

really matters to the brand.”  

Ad pricing/performance 

 N/A 

New products 

 “Facebook’s video offering is only going to be meaningful if they can capture 

significant revenue. A [reported] million-dollar minimum [per ad] is one way. 

But at the end of the day, video budgets come from TV. There’s a lot going 

on with digital—email, display, search—but when it comes to video, the only 

way to scale that is to get TV budget to move over to digital video.” 

 “What Facebook and [competitors] need to do to get those TV dollars is 

prove to agencies, through third-party data and analytics that [Facebook 

video] really does perform better and deserves a greater share of the 

budget.” 

 “Secondly, [agency digital heads] needs to find a way to get more efficiently 

upstream in the TV planning, buying, trafficking and measurement workflow. 

Today, digital planning and measurement is a bit of an afterthought. TV 

comes first, then what’s left over goes to digital. The irony of course is that 

people spend more time with digital than TV.” 

 “Our position in the marketplace is to provide the technology that can prove 

to the brands that handing money over from TV to digital is a good idea. Our 

goal is to convince the Facebooks of the world to integrate with our 

platform, to be upstream and be treated and measured and trafficked to on 

equal footing with the TV workflow.” 

 

 

3. Founding partner of a small ad agency specializing in creative development for brands 

This veteran advertising executive said Google would continue to surpass Facebook as the go-to advertising platform 

because of its ubiquitous search engine capability. Facebook still represents the biggest player in the social media space, 

but this source said advertising executives increasingly question its ROI, a misgiving that is compounded by the lack of 

metrics to measure the payoff. Facebook still holds interest for Generation X-ers, but the fascination with Facebook 

appears to be wearing thin for millennials and young baby boomers. 

Ad spending trends 

 “Google will always outperform Facebook because it's such a utility. 

People use it all the time, even to find out about Facebook.” 

 “Twitter I just don't get. I think it is sort of irrational exuberance and 

though there are a lot of people who have Twitter, daily use numbers 

are not that impressive and the drop off is big.” 

 “Facebook still is the biggest social player in the room, with more active 

users that advertisers like. So everyone is hard pressed to say they 

won't fizzle.” 

 “The world will narrow with these types of services and then expand 

again with the new thing. I think it will come down to three to five 

players and the rest will be also-rans or quaint alternatives. The big 

advertisers will spend on the alternatives as they have a lot of money. 

Middle level advertisers will focus. Will the big guys price out the 

smaller guys? [If so], that opens opportunities for other services.” 

 “All advertisers are questioning the potency of social [media]. They just 

can't track the return like they could with traditional media. All 

advertisers are terrified of social and the havoc it can wreak on a 

Facebook’s video offering is 

only going to be meaningful if 

they can capture significant 

revenue. A [reported] million-

dollar minimum [per ad] is one 

way. But at the end of the day, 

video budgets come from TV. 

There’s a lot going on with 

digital—email, display, search—

but when it comes to video, the 

only way to scale that is to get 

TV budget to move over to 

digital video. 

Chief Digital Officer, TV/digital Ad 

Server & Measurement Firm 

Google will always outperform 

Facebook because it's such a 

utility. People use it all the 

time, even to find out about 

Facebook. … Twitter I just don't 

get. I think it is sort of irrational 

exuberance and though there 

are a lot of people who have 

Twitter, daily use numbers are 

not that impressive and the 

drop off is big. 

Founding Partner, Small Ad Agency  

Specializing in Creative Development 



 

 1 Ferry Building, Suite 255, San Francisco, CA 94111 | www.blueshiftideas.com 

44 

Facebook 

company.” 

 “I’ve counted Facebook out before due to ubiquity but it still holds strongly, especially for [Generation] X and 

Boomers. It is not the thing it was for millennials. Now it's ‘dad’s’ social media. Even for X-ers and Boomers, the 

commercialization on Facebook is getting tiring.” 

 “Other social platforms will emerge from Facebook [fatigue] such as Ello, and they will pull the disgruntled to a 

less cluttered and opportunistic service.” 

Ad pricing/performance 

 N/A 

New products 

 N/A 

 

 

Secondary Sources 

The following five sources provide details on Facebook’s new Atlas ad network, discuss Facebook’s unveiling of local 

awareness ads, and point to evidence that Facebook is losing younger consumers. 

 

 

Atlas 
The following two articles discuss Atlas, Facebook’s network for allowing advertisers to use the platform’s targeting data to 

serve ads on publishers’ websites. 

 

Oct. 5 GigaOm analysis 

Atlas is a serious challenger to Google’s display dominance because it uses identity management, rather than cookies, to 

target consumers, according to this report.  

 “Okay, Google, watch out. I was underwhelmed by Facebook’s last big advertising announcement—the Facebook 

Audience Network for mobile app promotion. But last week’s Atlas re-launch during Advertising Week is a different 

story.” 

 “While Facebook is exaggerating the necessity of an ad server that doesn’t rely on cookies, it is very much on-trend 

with digital marketing buzzwords like programmatic buying and cross-platform targeting. Google’s DoubleClick 

empire is officially under siege from a well-armed horde.” 

 “Each makes most of its money selling its own inventory, but Google has a big business in ad networks and 

exchanges for placing ads on other publishers’ sites. Facebook has still only dipped its toe into ad networks….” 

 “Ah, but Atlas is a legit ad server, and Facebook is aggressively promoting its ability to help advertisers target 

audiences as they move across content and apps with multiple devices. Facebook is playing its identity management 

card against cookies.” 

 “Google’s targeting is primarily based on cookies, which don’t work on mobile phones and get confused across 

users, desktops, and devices.” 

 “Atlas is a big move with an appealing message, particularly for mobile targeting.” 

 

Sept. 29 AdWeek article 

Atlas is described as “marketing nirvana” for its ability to connect advertisers to the right audience. 

 “Facebook is finally sharing its deep knowledge of 1.3 billion users to power advertising across the Web in a way that 

marketers say is unprecedented, potentially enhancing their ability to target messages like never before. Facebook's 

improved Atlas ad server will be fully unwrapped this week, and one digital advertising CEO called it ‘marketing 

nirvana.’” 

 “It's the biggest step in unleashing Facebook's reservoir of data to deliver ads outside its walls and across apps, the 

mobile Web and desktop, rivalling the infrastructure of the likes of Google, which has dominated digital advertising 

for a decade.” 

 “Facebook calls it ‘people-based’ marketing—where you know a ton about an audience without learning their actual 

names/identities. It's a fairly simple concept but an elusive one for even the most advanced advertising technology 

players.” 

https://gigaom.com/2014/10/05/facebooks-new-atlas-is-a-real-threat-to-google-display-dominance/
https://gigaom.com/2014/05/04/facebooks-mobile-ad-network-is-shockingly-unambitious/
http://atlassolutions.com/2014/09/29/meet-the-new-atlas/
http://www.adweek.com/news/technology/facebooks-new-people-based-ad-technology-marketing-nirvana-160438
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 “’When you have that much known information, tied to analytics and an ad server, you can start doing messaging in 

a way no one's ever done before,” said Jonathan Nelson, CEO of Omnicom Digital. "That's marketing nirvana.’” 

 

Local Awareness Ads 
These two articles highlight a new Facebook ad product aimed at helping businesses connect with users who are physically 

nearby. 

 

Oct. 7 VentureBeat article 

Facebook says local awareness ads are more cost-effective than traditional channels and also benefit users by helping 

them discover places of interest. 

 “In addition to its new mobile Audience Network, Facebook today also launched a new advertising type for business 

owners: local awareness ads. 
 “Local awareness ads are rolling out to US advertisers “’over the coming weeks’ and globally ‘in the coming months.’ 

As is usual for new methods of making money, Facebook is being cautious so it can tweak its idea if advertisers and 

users don’t react well.” 

 “The new ads let marketers target users who are physically nearby. Businesses can find new customers by showing 

ads to groups of people in the neighborhood.” 
 “Facebook claims local awareness ads are more cost-effective than traditional advertising channels like newspapers 

and flyers, plus they offer “more precise targeting and greater reach.” While local businesses get yet another way to 

reach people nearby, Facebook says the ads are also a great way for its users to discover places of interest in their 

area.” 

 “Facebook says these new ads are ‘built with privacy in mind’—advertisers never see a list of specific people, and 

users can choose not to share their location with the social network. In fact, the only way Facebook says you can 

avoid seeing these ads (aside from uninstalling the app) is to turn off location services on your smartphone.” 

 

Oct. 9 MediaPost commentary 

Facebook’s new local awareness ads are pushing marketing too far and making advertising too intrusive. 

 “Facebook this week announced a new advertising tool for ‘location-aware ads’ that allows marketers to pull location 

information from your smartphone in order to serve you targeted ads. In theory, as you are passing, say, a 

Walgreens, an ad could pop into your Facebook stream inviting you into the store for a discount or other such 

offering.” 

 “This, of course, assumes you walk the street, head down, attention focused only on your mobile screen instead of 

the DO NOT CROSS sign—or most famously, a fountain—in your direct path.”  

 “This also assumes that Facebook not only knows when you are near a drugstore, but also have walked into a hotel 

for a nooner or are in a bar instead of the client meeting you told your boss you were heading to an hour ago. In that 

case, though, getting a location-based ad is just the start of your problems.” 

 “As Facebook ads become more and more intimate … how will you react? Happy to have a reminder of things that 

you could be buying, but aren't because you are otherwise engaged? Pissed by the intrusion into an otherwise 

personal activity or state of mind? Thrilled to know that no matter where you are or what you are doing, someone has 

a product or service that would add to the experience—and a handy way to purchase it?” 

 “Isn't there something fundamentally wrong that an entire industry is growing up around the notion that the more 

marketers know about you, where you are, what you are doing and where your head is (anonymously, OF COURSE) 

the more they can construct and serve ads for you to buy more stuff? Putting aside that our entire economy is 

dependent on consumer spending for things we probably don't need, shouldn't there be some limits on the use of 

data that never forgets, endlessly accumulating for the express purpose of selling more stuff?” 

 “Some aspects of this are pretty cool, from recommendations of things to read, programs to watch, or notices about 

price drops. But I suspect we are very close to the general public's tolerance for "personalization" used primarily to 

pitch a product.” 
 “Perhaps our industry motto should really be: ‘Just because you can, doesn't mean you should.’” 

 

Younger Consumers 
The following article discusses the declining use of Facebook among teens.  

http://venturebeat.com/2014/10/07/facebook-launches-local-awareness-ads-to-help-businesses-reach-users-nearby/
http://venturebeat.com/2014/10/07/facebook-opens-its-audience-network-to-all-advertisers-worldwide/
http://venturebeat.com/2014/10/07/facebook-launches-local-awareness-ads-to-help-businesses-reach-users-nearby/
https://www.facebook.com/business/news/facebook-local-awareness
https://www.facebook.com/business/a/local-awareness
http://www.mediapost.com/publications/article/235873/will-you-invite-facebook-to-your-nooner.html?edition=76888
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Oct. 8 Washington Post article 

Teens are moving away from Facebook to Twitter and Instagram, according to a new survey. 

 “Since children are the future, and no one over 21 really knows what they find ‘cool’ (do the kids even say cool these 

days…?), researchers have devoted many, many surveys to the exact quantification of what it is #teens do online.” 
 “In May 2013, they were fleeing Facebook’s ‘drama.’ A year later, they flocked back to the network like lil’ lost 

sheep.” 

 “Now, a pretty dramatic new report out from Piper Jaffray—an investment bank with a sizable research arm—rules 

that the kids are over Facebook once and for all, having fled Mark Zuckerberg’s parent-flooded shores for the more 

forgiving embraces of Twitter and Instagram.” 

 “Between fall 2014 and spring 2014, when Piper Jaffray last conducted this survey, Facebook use among teenagers 

aged 13 to 19 plummeted from 72 percent to 45 percent. In other words, less than half of the teenagers surveyed 

said ‘yes’ when asked if they use Facebook.” 

 “Surveys of this type are, of course, a dime a dozen, and teen whims are as volatile as Twitter’s trending hashtags. 

That said, Piper Jaffray’s research is pretty thorough: It surveyed a national group of 7,200 students and accounted 

for variables like gender and household income.” 

 “Alas, none of this helps explain why teens like the things they do, a question as old and impenetrable as time. Both 

research and anecdote would suggest, of course, that it has something to do with the presence of adults on the site, 

as well as the typically high-school plagues of oversharing and in-fighting.” 

 “The recent rise of anonymous social apps—things like Whisper and Yik Yak, which is dominated by college 

students—would also seem to suggest a youthful wish to escape the confines and responsibilities of a fixed online 

identity.” 

 
 
 

Additional research by Emily Carr, Carolyn Marshall and Cheryl Meyer 
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