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What makes good 
creative?



Source: Meta Ads Library



Stop asking me.
Start asking your 
customer.



Expectations 
& beliefs

Sou rce : Flat icon.com

Cultural 
norms

Lived experience

Media consumption

Emotional 
needs



Let’s play
a game
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AB testing tells you which version 
won.

But it doesn’t tell you why it won.

Or if there was a better version you 
didn’t test.

Thank you for the feedback, now I 
know!



Customer Research

Hypothesis

Action Test

Track Outcome

Have a CHAT:

Sou rce : Flat icon.com



“I'm not sure how much information I'm 
getting from this. What do you mean by ‘We 
do the planning'?”

“You're not giving me that much information 
of how you're going to help me.”

Customer Research:



Hypothesis:
Ad creative with more information 
about holiday details will get 
higher conversion rate.



Action Test:

A B



+425% increase in 
enquiries

-58% reduction in 
Cost per enquiry

Track Outcome:



“I would expect to see other colour options.” 

Customer Research:

“I don’t know if that’s the only colour it comes 
in. Maybe there’s other colours?”



Hypothesis:
Adding alternative colour options 
to the creative will improve the 
add to cart rate.



A B

Action Test:



+92% improvement in CTR

+110% more add to carts

+95% more purchases

Track Outcome:



“There's actually no price on that product, 
which is a little bit off-putting.” 

“It doesn’t say what price it is though.” 

Customer Research:



Hypothesis:
Adding price to the creative will 
improve quality of traffic & 
increase purchases



A B

Action Test:



-10% reduction in CTR

+66% more purchases

+95% improvement in ROAS

Track Outcome:



A B

Next Stage:
“A strikethrough price will result in more purchases than a percentage off on 
the creative”



Next Stage:
“Having a strike through price AND a percentage off on the creative, will result 
in more purchases than a % off on it’s own”

A B



Exploitation vs Exploration 



Exploitation

Develop on a winning ad

What worked last year?

You don't need to exhaust yourselves

Don’t let perfection stand in the way of progress



Exploration

Customer Review Mining

Competitor Research

Create the space to have collaborative ideas 

Don’t go rogue at peak without testing!



Customer Review Mining…
Customer reviews are not just for 
testimonial ads

@launchonlineuk



Pain Point: Pre-purchase... what pain is your customer experiencing?
 
Discovery: What caused them to buy or how did they find you?

Frustration: What other solutions did they try before finding you?

Happiness: What was the ‘happiness’ that your product provided?



Discovery

Pain Point
Frustration

Happiness



How do we inspire more 
teams to research and 
experiment? 

@launchonlineuk



Creative experimentation is 
necessary for sustainable growth

Worker bee

Scout bee



1. Don’t assume ‘good’

2. Have a C.H.A.T.

3. Be more scout bee



Thank you
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