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SPENCER CAMPBELL

Senior Client Strategy Director, Goodway Group

Spencer Campbell came to Goodway Group in 
January 2022, after helping lead a team that 
garnered the Best Use of Paid Social and Best 
Large Agency prizes at the 2020 U.S. Social 
Media Awards. His decade of experience in the 
digital marketing realm has spanned all 
performance channels and has primarily been 
oriented around direct response, ecommerce, 
and multi-location categories.
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SOCIAL:
PAID VS ORGANIC



Paid Social is your searchlight.
Paid social’s primary purpose is to find new people who 

will likely be interested in what you have to offer. 

Organic Social is the experience you give 
to the customers who show up.

Organic social provides a platform to facilitate interactions 
between brands and their customers and prospects. 
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TO BETTER UNDERSTAND THE RESPECTIVE ROLES OF PAID AND 
ORGANIC SOCIAL, IT’S HELPFUL TO USE THE ANALOGY OF A 
NEW RESTAURANT ON ITS OPENING NIGHT.



● Identifying and converting new customers.

● Leveraging signals—and predictive modeling that’s 
unparalleled—to deploy full-funnel initiatives that foster 
purchase intent for your products 
or services.

● Finding hard-to-reach audiences who slip through the 
cracks on traditional channels (light TV viewers, etc.)

● Deploying diverse messaging to even more               
diverse audiences.

● Market-testing new ideas — whether it’s creative, product 
ideas, brand messaging, etc. — among new, lapsed, and 
churned customers.

● Driving actual results that have a meaningful impact on 
your business.

● Developing a dynamic brand voice that reflects the 
values and aspirations of your target customer.

● Cultivating a community of loyal followers who are 
actively engaged with your brand.

● Market-testing ideas for new products, services,      or 
brand messaging among smaller audiences 
comprising your most loyal customers.

● Quickly responding to users’ concerns about a 
particular issue involving your brand’s products 
or services.

● Demonstrating your brand’s values by actively 
participating in discussions revolving around topics 
and communities your customers care about.
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WHAT PAID SOCIAL IS GREAT AT WHAT ORGANIC SOCIAL IS GREAT AT
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ORGANIC SOCIAL:
WHY & HOW



Fosters Transparency

Social creates a space for 
brands to be candid with their 
customers about everything 
from how their products are 

made to how they play a part in 
the cultural zeitgeist.

Builds Trust

Social actions (posting, 
answering questions, etc.) 

build relationships and foster 
trust with both current and 

future customers.

Grows Goals

Organic social, moving in 
sync with a strong paid 

targeting strategy, can help 
set and achieve company 

goals and KPIs
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WHY
ORGANIC
SOCIAL
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Every Platform is not created equal. 
Each has strengths and weaknesses and 
should be judged accordingly.

Step one is to align on business goals
that are measurable and meaningful.



What consumers care about.

AUDIENCE PROFILE | Who’s there 
and how many

FORMATS & TARGETING | Ad units and 
targeting options

MEASUREMENT | How we measure success

What advertisers care about.

WHY | Reasons to be 
there.

WHAT | What they see when 
they get there.

HOW & WHEN | How (and how often) 
they act.
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EVALUATING 
PLATFORMS



PAID SOCIAL:
WHY & HOW
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Paid social is a performance channel 
and should be planned accordingly.

Only SEM offers a quicker route to deliver meaningful business results 
than paid social. And by results, we do not mean engagement.
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Social platforms provide unparalleled 
access to new, existing, and prospective 
customers for practically every brand. And, 
crucially, major social platforms have 
focused on generating value for both users 
and advertisers. For advertisers, the appeal 
of social platforms can be reduced to three 
factors: context, creative, and scale.

The nature of social platforms practically ensure that users 
are there to kill time (which they do —  tons of it), and that 
alone makes social inventory valuable to advertisers. 
Brands able to capture a user’s attention are likely to get 
much more of it than a 30-second TV spot would allow.

Ad placements on social offer a mountain of creative 
possibilities for brands to identify, cultivate, and convert 
new customers. Those placements and creative options 
increase brands’ likelihood of delivering the right message 
to the right person at the right time.

Scale
Roughly 80% of US adults older than 18 actively use at least 
one social media platform, including many segments who 
are harder to reach through traditional channels. That 
amount of scale—combined with unparalleled machine- 
learning algorithms—make paid social the leading tactic for 
full-funnel marketing campaigns.
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WHY PAID SOCIAL
Context

Creative



Using engagement as a 
primary KPI.

We should never, ever optimize 
campaigns for engagement. 
Social’s role as a full-funnel tactic 
is to drive business results, and 
it’s more effective at that than 
any tactic other than brand 
search. Eschewing conversion 
campaigns in favor of top- and 
mid-funnel objectives is like 
telling your star pitcher to throw 
nothing but fastballs.

Trying to translate pop 
culture trends into business 
success.
Similar to what happens with 
popular slang terms when parents 
try to use them, social media trends 
often are no longer trending (or 
cool) by the time brands 
appropriate them. Those trends are 
great for keeping users on a 
platform, which benefits all 
advertisers, but clients should know 
that’s about it. Trends are not a 
shortcut to relevance or success.

Ignoring best practices for 
machine learning.

Prescriptive, overly segmented 
targeting is a relic of a bygone era, 
and it causes agencies and brands 
to ignore aspects of their strategy 
with the most potential to provide a 
meaningful impact to their business.

Confusing complexity 
with sophistication.

Adding complexity rarely adds 
value for predictive models — a 
lesson marketers have been slow 
to warm to. For performance 
accounts especially, the little 
things matter, which is why we 
adhere to best practices. We know 
how to be successful on the 
platform, and we shouldn’t let 
reluctance to change our ways 
prevent us from seeing success.

Assuming influencers 
should be part of every 
strategy.
The value of influencers is hard to 
articulate because they’re almost 
impossible to measure. For that 
reason alone, influencers should 
be a secondary or tertiary option. 
But that doesn’t even take into 
account the rampant fraud and 
bad-faith business relationships 
notorious within the influencer 
community. We’re not saying it 
never makes sense, just that it 
rarely does.
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SOCIAL STRATEGIES 
TO AVOID



Optimize for the business 
outcomes you want to see.

Campaigns should be optimized for 
events that reflect you overarching 
KPI (and there should only be one). 

Proxy metrics (clicks, 
engagements, sessions, etc.) are a 
last resort and should be calibrated 

with experiments. 

Use messaging to augment 
targeting in broad 

audiences.
Everyone buys the same things; 
they just buy them for different 

reasons. Target broad audiences 
and incorporate several value props 

that reflect the different reasons 
people buy your product/service.

Let data drive your 
decision-making.

Using gut feelings instead of data to 
make important decisions is a 

hallmark of a bygone era. If there’s a 
question regarding strategy and it’s 

answerable with current data, let 
data be the tiebreaker. 

All clients. All verticals. If you’re not adhering to these approaches, you’re doing it wrong.

Embrace machine learning.

Machine learning affords us the 
ability to focus on bigger ideas and 
better insights. When we lean on 

predictive models to drive business 
results across broad audiences, 
we’re not forfeiting our claim to 
expertise. We’re showcasing it. 

Target behaviors, and use
personas to inform 

messaging.
Sellers should look for buyers. 
Period. Unnecessary audience 
restrictions make it harder for 

predictive models to find the most 
cost-efficient opportunities. That’s 
money (and valuable insights) left 

on the table.

Package Deal
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SOCIAL STRATEGIES 
TO STAND BY



Signals
Harnessing behavioral data to 
augment targeting and deliver 

more relevant messaging

Liquidity
Enhancing efficiency by 
removing unnecessary 

restrictions

Creative
Leveraging multiple value 

props and building for mobile 
first to enhance efficiency
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PERFORMANCE
PILLARS

1 2 3
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Predictive models have rendered 
most segmentation unnecessary.
This is a good thing.
You should be reserving fewer resources to figure out which users you 
should target – and instead focus more on what you want to say and 
what you want your audience to do.

HOT TAKE #1



Five years ago,
if you asked us to find a needle 
in a haystack, the first thing 
we’d do is shrink the haystack. 
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Refine targeting to match attributes of 
your target customers as much as 
possible while still allowing room to scale.
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But today,
We’d just use a magnet.
Leverage machine learning and relevant 
messaging to find the most valuable 
customers in real time.



HOW MACHINE LEARNING 
(OUR MAGNET) WORKS.

04
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Target CustomerTime of Day Day of Week

Age

Location IP Address

Gender

Device
Type

Browser/Platform

Job Title

Recent
YouTube Views

Current
Weather

Past
Purchases

Language
Settings

Recently
Used Apps

Bookmarks

Recent
Searches

Favorite
Restaurant

Audience
Segment

Interactions
on Social

Phone
Contacts

Signals come from 
everywhere, all the time.

We leverage predictive 
models that predict which 
users are most likely to 
convert in real time.

SIGNALS
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Conversion

Day of Week

Job Title

YouTube Views

Recent Searches

Browser History

Thousands of data points are being fed 
into machine-learning algorithms every 
second to inform and refine their 
models. In a silo, many of these signals 
wouldn’t necessarily be that helpful.

But taken together, they become 
extremely powerful indicators of future 
actions.

HOW SIGNALS
INFORM MODELING
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Machine learning really isn’t that different from 
how we learn as humans. It’s just faster. The more 
the algorithm knows, the better it is at predicting 
which users will convert.
Think about how much better your grades would’ve 
been if you’d been able to consult every other 
student who’d gotten a perfect score. Machine 
learning essentially does that, but thousands of 
times a second. Predictive models then use that 
data to select an audience for your ads in real time. 
Adding restrictions to this process — whether it’s 
budget, targeting, or creative messaging — makes 
it harder for predictive models to find the most 
efficient conversion. 
And costs go up.

FEWER RESTRICTIONS. 
GREATER EFFICIENCY.



HOW REMOVING RESTRICTIONS
HELPS DRIVE INCREMENTAL OUTCOMES
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Users ready to convert

All potential buyers
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Soccer Moms 
25-49

Work in 
Finance $150K+ HHI Active 

Lifestyle
Baseball 

Fans
In-Market for 
New Home

Narrowing your targeting can actually diminish 
efficiency, drive up costs, and exclude 

opportunities you might’ve had otherwise.

As a result, you leave money on the table and 
deprive your brand the opportunity to better 

distinguish between who you think your target 
customer is and who they actually are. The 

algorithm could prove you right, or it could help 
you discover new, unexpected opportunities. 

That’s a win-win.
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Liquid Campaign

Removing unnecessary 
restrictions — while 
maintaining meaningful 
control — results in more 
data for predictive models 
to parse and more opportunities 
for your brand to capture demand it 
might have missed otherwise.

The result is lower costs and 
better efficiency across the board.



HOW CREATIVES TIE IT 
ALL TOGETHER.

06
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Finding prospective customers isn’t the 
hard part. Delivering relevant messaging 
to them is.
Advertisers have a tendency to underestimate the impact of creative in social 

campaigns - and overestimate the impact of targeting on overall campaign performance.

HOT TAKE #2



CONVENIENCE

QUALITY

LOCAL 
SUPPORT

PRICE
CONSCIOUS

LUXURY

PROFESSIONAL

TRAINING

People buy the same things. 
They just buy them for different 
reasons. Your creative 
messaging should reflect that. 

When campaigns are oriented 
around one message, we 
eventually exhaust the 
high-intent audience looking for 
that specific value proposition. 
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CREATIVE
MESSAGING

VALUE



CONVENIENCE

QUALITY

LOCAL 
SUPPORT

PRICE
CONSCIOUS

LUXURY

PROFESSIONAL

TRAINING

VALUECONVENIENCE QUALITY SUPPORT

Instead of workshopping our 
messaging to find one message 
that resonates with an ideal 
customer or persona, we can 
incorporate three to six messages 
that resonate with different users 
for different reasons. 

As a result, we improve reach 
within our target audience (without 
expanding it) and we extend the 
shelf life of creative assets. 
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CREATIVE
LIQUIDITY
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Judge creative performance 
on business results

It doesn’t matter how much you like your creative assets. If 
they don’t sell products, they don’t work.

HOT TAKE #3



Good art doesn’t always make for good ads. Good art inspires 
people. Good ads inspire people to act in a way your brand finds 
desirable. (Only one pays your bills.) Rely on business results to pick 
the winning ideas.

Every ad you make is an educated guess. You’re betting that a 
specific message will encourage people to buy your product or 
service. Sometimes you bet wrong.

But you can hedge your bets by avoiding the traditional creative 
process, when teams expend all their blood, sweat, and tears in the 
service of finding the one idea that they wager will apply to most 
target customers most of the time.

Don’t look for one winning idea. Instead, deploy messaging oriented 
around three to six of the most common reasons people buy your 
product or service. Review performance after your campaign 
concludes, and use the top performers to refine your messaging and 
to inform your next round of creative production. 

Trust the process.

Create ads with multiple 
messages/value props. 

Launch campaigns. 

Gather 
performance data.

Review performance 
against target audiences 
and across all platforms

Iterate, allowing media 
insights to inform 
creative direction.

Repeat.

1

2

3

4

5

6

FOCUS ON 
BUSINESS RESULTS
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PAID SOCIAL:
CREATIVE

07



Users on mobile devices consume 
content in a fundamentally different 
way than on traditional mediums — 
primarily in two respects: screen 
orientation (usually vertical) and speed 
of consumption (users consume content 
much more rapidly).

Mobile is different.

You have about a second to capture 
users’ attention. And that’s being 
generous.

Translation:
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When we use more traditional (linear) 
narrative structures and build for 
widescreen displays, we’re making 
assets for a world we remember, but 
not the one we live in. 

Things change.

We can lament the vanishingly 
small attention spans of modern 
media consumers, or we could 
apply that energy in the service of 
optimizing content for how it will 
actually be consumed.

We should too.
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47%
of the value in a 
video is delivered 
within the first 
3 seconds

VIEW TIME

VIDEO LENGTH

:06 :30:15

TRADITIONAL NARRATIVE ARC

74%
of the value in a 
video is delivered 
within the first
10 seconds
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SOCIAL MEDIA VIEWING HABITS



•According to internal research from Meta, users hold their phones 
vertically roughly 90% of the time. And they're moving through content 
much more rapidly, determining interest very quickly before moving on.

•People thumb through 300 feet (roughly the height of the Statue of 
Liberty) of content every day on their news feed. We need to stand out, 
and we need to do it quickly. Brands typically have 1.6 seconds to capture 
users’ attention before they move on.

•As much as 47% of the value in video campaigns is delivered within the 
first 3 seconds.

•Vertical video formats are an easy way to increase viewability and SOV. 
Beyond making your ads look more like native content, this extra space 
means more attention and more real estate for your message.

•Videos shorter than 15 seconds match users’ attention spans and are 
better able to communicate value propositions, which leads to improved 
performance outcomes.

•As much as 85% of video plays in feed take place with the sound off.
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CREATIVE BUILT 
FOR BEHAVIOR



SOCIAL MEDIA
DOS & DONTS

08



● Don’t waste your time on tests whose results won’t have a 
meaningful impact on strategy. Tests can be fascinating 
and still unhelpful for your business.

● Don’t try to do everything all at once. Go to war with the 
army (and budget) you have. Start with a campaign 
optimized for the conversions you want to see, and move 
up the funnel from there. If you can’t generate enough 
conversions (minimum of 50 per week, per audience), move 
up the funnel. The Brand Awareness objective is always 
safe and can provide solid learnings.  

● Don’t be distracted by proxy metrics. Link clicks, 
engagements, and page follows may look good, but they 
carry very little business value on their own. Most of the 
time, you’d be better off running a campaign optimized for 
ad recall lift.

● Don’t chase trends. Keep up with them to better 
understand your audience, but stick with your strategy and 
continue to build a strong foundation for your digital 
marketing efforts. 

● Don’t look to third-party audiences as a solution to all 
your problems. Focus on your messaging instead. The 
vast majority of those audiences are reachable without 
having to pay a premium; invest those dollars in creative 
production instead.

● Don’t assume that fancy measurement tools will make 
you successful. Those partners and tools can help you 
answer specific questions, but their insights are limited 
in scope.

● Don’t obsess over what your competitors are doing. 
They’re very likely doing it wrong.

● Don’t run ads that are just different executions of the 
same value proposition. Think of the three to five most 
common reasons people purchase your 
products/services and work those into your creative.

● Don’t get too granular in your targeting. Lean on 1%-2% 
lookalikes and opt in to audience expansion. 
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DON’T DO THIS



● Listen to experts. People tend to consider themselves experts 
simply because they use social media. Don’t be that dude.

● Before launching any media, install the pixel across your 
entire website, and implement the Conversions API. Not only 
do they help you track performance, but they’re a goldmine for 
audience-building.

● Do what it takes to get mobile-optimized creative. It doesn’t 
have to be expensive to be effective.  

● Focus less on what your audience looks like and more on what 
they want. Use that to inform your messaging.

● Listen to your customers when they tell you what they want, 
even (and especially) when it doesn’t match your assumptions. 
If your target customers aren’t responding to your ads, tweak 
your messaging until they are. 

● Tinker and iterate until you find what works; then keep 
tinkering and iterating. These platforms are fickle, and 
what worked last month may perform horribly next month.

● Reduce complexity as much as possible. There’s rarely 
any benefit to running multiple campaigns that could easily 
be combined. Consolidate audiences with more than 20% 
overlap, and try to keep the number of your ad sets to 
three (or fewer, but never more than six).

● Use between three and five ads per campaign, including 
at least one static and one (mobile-optimized) video. 

● Give yourself some slack. This stuff is complicated and 
becoming an expert requires a ton of experience. People 
who act like there’s a fail-safe formula to success in social 
are either lying or fantastically bad at what they do.
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DO THIS



➔ Videos should show branded elements within the first 2 
seconds. Motion should begin well before that (within 0.5 
seconds).

➔ For each creative asset, we need four aspect ratios: 16:9, 1:1, 
4:5*, and 9:16. Having these different aspect ratios is imperative 
if we want to deliver the right message to the right person at the 
right time.  

➔ Run 3-6 creative assets/messages per campaign or initiative, 
per flight. This is the optimal number of ads according to 
Facebook’s best practices.

➔ Each campaign should have at least one video and one static 
image—at minimum. Carousels are always a solid idea and are 
particularly good for linear storytelling.

➔ Messaging should correspond to the user’s position in the 
customer journey. Don’t ask users to marry you on the first date. 
For users in an awareness campaign, focus more on 
brand-building. Activation campaign assets should get to the 
point much faster.

*The 4:5 aspect ratio is unnecessary for static images.

● Play more: Get out of your comfort zone and experiment.

● Sound: Design for sound off, but delight with sound on. Use 
captions if necessary to understand the video.

● Branding: Showcase your brand early and often.

● Attention: Every moment is an opportunity to capture attention. 
Videos should pull users in within the first second or two.

● Framing: Build for where people are — whether it’s IG Stories or the 
FB video feed. Vertical aspect ratios (4:5 and 9:16) take advantage 
of this, taking up most of the screen and helping ensure 100% 
viewability.

● Time: Find balance between the message and time. Sometimes 
users just need a nudge. For top-funnel campaigns, don’t be afraid 
to lean on your landing page to tell a more comprehensive story. 
Focus your efforts on grabbing attention and piquing interest.

• Is there a clear marketing objective/media KPI? I.e., for product 
consideration, give the audience a reason to consider the product 
as timely as possible.

● Is the creative relevant to the audience that was used in                 
the campaign?

● Is there a call to action? Does that align with the advertiser's 
marketing goals?

● Is the brand present early and often?

Creative Considerations

Creative Checklist
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FOLLOW CREATIVE 
BEST PRACTICES



Thinking up an interesting test isn’t difficult. Designing a 
test that has a substantial impact on your business is a 
little tougher.

At Goodway, we focus more on the learn in Test and 
Learn. Before we launch any test, we recommend having 
an answer to the question: “How will this test result impact 
strategy moving forward?” If the answer to that is unclear, 
it’s probably a good idea to shelve it.

Generally speaking, the performance of a specific creative 
asset is unlikely to be very helpful. Instead, it’s often better 
to break creative assets down into their constitutive 
elements to help generate learnings that can be applied 
moving forward.

Which version of this video drove the 
highest video completion rate?

LESS STRATEGIC

Which static image had the highest 
conversion rate?

LESS STRATEGIC

What impact did animated text have 
on ad recall?

MORE STRATEGIC

Did adding percent-off messaging in 
retargeting ad sets have an impact on AOV?

MORE STRATEGIC

ASK THE RIGHT QUESTIONS.
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