
TAGGING PARAMETERS IN FACEBOOK ADS
Correct tagging in Facebook Ads ensures that any campaigns you run are correctly reported in

both Facebook Analytics and Google Analytics.

 

Facebook recently announced the release of several new dynamic tracking parameters - See

https://www.facebook.com/business/help/1016122818401732 for more details.

 

Although Facebook touches on the topic of UTM tags for Google Analytics, their explanation

falls some way short of being effective.

 

This document aims to address that by showing the tags that you should use for different types

of campaigns.

 

In a recent article published by Spades Media - https://drive.google.com/open?

id=1DCW1oNf4rhWhvU_PXnmBeqYq-LnI-e6wHuQmDmQt4b4 we went over the creation of a

number of audiences that can be used within Google Analytics and Google Adwords.

 

One of the sections in that document covered the Channel Remarketing Lists -

http://bit.ly/2r1bgmK

 

Cross-Channel conversions account for a significant number of conversions for most companies,

but due to poor tracking these normally get incorrectly attributed.

 

Using the tagging parameters in Facebook, combined with the Channel Remarketing Lists in

Google Analytics gives you the best possible chance of understanding the user journey and how

you can capitalise on the journeys and attribute any revenue correctly.

 

Spades Media considers the following to be our best practise. Others will have different views,

and you are welcome to vary these suggestions to suit your own business requirements.

 

https://www.facebook.com/business/help/1016122818401732
https://drive.google.com/open?id=1DCW1oNf4rhWhvU_PXnmBeqYq-LnI-e6wHuQmDmQt4b4
http://bit.ly/2r1bgmK


CAMPAIGN TYPES

There are three “types” of campaigns we would expect our advertisers to run.

 

These are :

 

1. Paid Social campaigns

2. Remarketing campaigns

3. Video campaigns

 

Paid social encompasses many of the tactics you might run, but broadly speaking they cover

advertisers looking for “conversions” whether those conversions are sales, leads, subscriptions,

add to cart, initiate checkout.

 

Remarketing encompasses the tactics surrounding remarketing and could include traffic from

other channels (e.g. Google Adwords), other Facebook campaigns, (e.g. remarketing to

abandoned carts, remarketing to custom audiences created after seeing 50% of a video). This

primarily is a warmer type, so the traffic volume would be expected to be less and the conversion

rate would be expected to be higher.

 

Video encompasses the tactics where you are using video primarily for either conversion or for

audience building. You will expect to get some conversions, but overall the CPA will be higher.

Typically you look at results of video campaigns in conjunction with a remarketing audience that

might be created on the back of the video views.

 



PARAMETER TYPES

The following are the dynamic parameters you will use.

 

site_source_name

 

These values show the Facebook platform that the ad appeared on and will include Facebook,

Instagram, Messenger, and Audience Network.

 

These parameter values will appear in Google Analytics (when you pass the

{{site_source_name}} parameter as follows:

 

fb 

ig 

msg 

an 

 
placement 

 

These values show where the ad appeared on the Facebook platform and will include Facebook

desktop News Feed, Facebook mobile News Feed, Facebook right column, Messenger inbox, and

Instagram Feed and Instagram Stories.

 

These parameter values will appear in Google Analytics (when you pass the {{placement}}

parameter as follows:

 

Facebook_Desktop_Feed

Facebook_Mobile_Feed

Facebook_Right_Column

Facebook_Marketplace

others (horrible name, but it does show)

Messenger_Home

Instagram_Feed

Instagram_Stories

 

names and ID’s

 

These are use for ad, ad set, and campaign the values will dynamically populate based on your

ad setup information.

 



When you create an ad, you input a name and an ID is automatically assigned by Facebook.

These are the values that will be used for the name and ID URL dynamic parameters.

 

These names and ID’s pass in the open when people hover over your URL’s so you may want to,

either, give your campaigns non-descript names that don’t give up too much data about your

strategies, or, pass the numeric campaign, ad set and ad ID’s and not the actual campaign

names.



PARAMETERS AVAILABLE
Here are all the parameters you have available to you, with suggested parameter names. You can

call them whatever you wish, but bear in mind these might conflict with others already in Google

Analytics, which may mean custom dashboard or reports might be more complex to create.

 

You may want to consider creating custom dimensions in Google Analytics to add that

information to any reports, but as you are only able to have 20 custom dimensions, you may

only wish to create a few of these parameters as custom dimensions.

 

This is easily done using URL parameter type variables and then adding in custom dimensions.

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Dynamic

Parameters available in Facebook

 

source={{site_source_name}} (fb, ig, an, msg)

 

place={{placement}} (facebook_desktop_feed, facebook_mobile_feed etc.)

 

adid={{ad.id}} (the ad ID that is allocated at the time the ad is created)

 

grp_id={{adset.id}} (the adset ID that is allocated at the time the ad is created)

 

camp_id={{campaign.id}} (the campaign ID that is allocated at the time the ad is created)



 

camp_name={{campaign.name}} (the actual name of the campaign)

 

grp_name={{adset.name}} (the actual name of the adset)

 

ad_name={{ad.name}} (the actual name of the ad)

 

We have noticed that for Audience Network placements that the campaign, name and ID

parameters are not populating across the board, so be mindful of that in reporting and analysis.

 

You can combine the parameters as follows :

 

For Paid Social Campaigns (using names)

 

source={{site_source_name}}&place={{placement}}&camp_name=

{{campaign.name}}&grp_name={{adset.name}}&ad_name=

{{ad.name}}&utm_source=facebook&utm_medium=paidsocial&utm_campaign=

{{campaign.name}}&utm_content={{adset.name}}&utm_term={{ad.name}}

 

For Video Campaigns (using names)

 

source={{site_source_name}}&place={{placement}}&camp_name=

{{campaign.name}}&grp_name={{adset.name}}&ad_name=

{{ad.name}}&utm_source=facebook&utm_medium=video&utm_campaign=

{{campaign.name}}&utm_content={{adset.name}}&utm_term={{ad.name}}

 

For Remarketing Campaigns (using names)

 

source={{site_source_name}}&place={{placement}}&camp_name=

{{campaign.name}}&grp_name={{adset.name}}&ad_name=

{{ad.name}}&utm_source=facebook&utm_medium=remarketing&utm_campaign=

{{campaign.name}}&utm_content={{adset.name}}&utm_term={{ad.name}}

 

For Paid Social Campaigns (using ID's)

 

source={{site_source_name}}&place={{placement}}&camp_id={{campaign.id}}&grp_id=

{{adset.id}}&adid=

{{ad.id}}&utm_source=facebook&utm_medium=paidsocial&utm_campaign=

{{campaign.id}}&utm_content={{adset.id}}&utm_term={{ad.id}}

 

For Video Campaigns (using ID's) 

 



source={{site_source_name}}&place={{placement}}&camp_id={{campaign.id}}&grp_id=

{{adset.id}}&adid={{ad.id}}&utm_source=facebook&utm_medium=video&utm_campaign=

{{campaign.id}}&utm_content={{adset.id}}&utm_term={{ad.id}}

 

For Remarketing Campaigns (using ID's)

 

source={{site_source_name}}&place={{placement}}&camp_id={{campaign.id}}&grp_id=

{{adset.id}}&adid=

{{ad.id}}&utm_source=facebook&utm_medium=remarketing&utm_campaign=

{{campaign.id}}&utm_content={{adset.id}}&utm_term={{ad.id}}

 

Alternatives for each of the above parameters are :

 

utm_campaign={{campaign.id}} 

utm_campaign={{campaign.name}} (preferred) 

 

utm_source=facebook (preferred)

utm_source={{site_source_name}} 

utm_source=facebook_{{site_source_name}} 

 

You need to make sure you amend your Channel Settings in Google Analytics to capture these

different sources if you use something other than facebook. If you work with Spades Media and

we have completed your initial setup then this will have been taken care of for you.

 

utm_medium=remarketing

utm_medium=paid+social 

utm_medium=paidsocial (preferred) 

utm_medium=paid%20social 

utm_medium=video 

 

Our preference for utm_medium is to use paidsocial without any spaces, make sure you amend

your Channel Settings in Google Analytics to capture these different sources if you use

something other than one of the above or the traffic will be incorrectly bucketed

 

The three UTM parameters above are the mandatory parameters, failing to fill one of those three

in with information will result in (Other) sources showing up in Google Analytics.

 

Over and above those parameters you can use two other utm parameters which are typically

used in Google Adwords (utm_content= the ad shown) and utm_term= the keyword used)

 

utm_content={{adset.id}} 

utm_content={{adset.name}} (preferred) 



utm_content={{campaign.id}}_{{adset.id}}_{{ad.id}} (piggy back the campaign, adset and ad,

to save on extra entries in GA 

 

utm_term={{ad.id}} 

utm_term={{ad.name}} (preferred) 

utm_term=25_34_f (age range and gender, but needs to be added in manually) 

utm_term={{site_source_name}}_{{placement}} (if you want to understand conversion data

by source/placement outside of Facebook 

 

In all instances, you need to replace the URL parameters in the tracking section of every ad and

include the correct tracking relevant to your account strategy. You don’t need to have any ? or &

at the beginning of the string.

 

If you are a HubSpot user and have linked up your Facebook Ad account with HubSpot, then all

of the HubSpot parameters will be appended to what you add at the outset.

 

If you are not a HubSpot user, we highly recommend that you evaluate what benefit HubSpot

can bring to your business.

 

Why not try HubSpot for 30 days and let Spades Media help steer your success.

 

 

This is by no means a definitive list, you are welcome to change the parameter names to

whatever you wish, it’s just important that the changes reflect or are reflected in the Google

Analytics/Google Tag Manager/Default Channel Groupings configurations, otherwise it won’t

be as effective.

 

We believe that using these extra nodes of information will enable you to drill in to Facebook

traffic sources, placements and get richer data on the campaigns/tactics/ad sets/ads that are

working well for you.

 

You could use the extra information that you push into Google Analytics to create more

comprehensive reports in Google Data Studio.

https://www.spadesmedia.com/free-30-day-hubspot-trial/

