Omnichannel ads
setup guide

Foreword

Omnichannel ads and Meta tools are subject to change. As such, they may
both have differences over time. If anything seems wrong, contact your
representative with the following information.

I'm blocked on {Step number and letter} on
omnichannel optimisation setup because {Reason}.

Business ID: {Business ID}
Catalogue ID: {Catalog ID}
Page ID: {Page ID}

Ad account ID {Ad Account ID}
Offline dataset ID {Dataset ID}
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Setup requirements

To run omnichannel ads, you must complete the requirements below.
Requirements:

Your ad account has an active Meta pixel (Conversions API)

Your ad account is receiving offline events via the Conversions APl with the offline dataset attached to
all ads in your account using automatic tracking.

Your ad account has a dataset that receives both website and offline events

Your website events meet the event match quality threshold

Your offline events meet the offline data quality threshold

"Website and in store" is the conversion location for your campaign

You're using the right catalogue and/or dataset in your ad set or ad.

ooodd do

Nice-to-have:

Include contents, content ID, shop ID in your offline events

Connect your main dataset to a catalogue. This will allow you to run Advantage+ catalogue ads.

Add your physical shop information to Store locations. This will allow you to add local shop
information to your static ads.

Keep the store locations creative enhancement turned on for your ads to highlight the benefits of
shopping in your stores.

Set up a local inventory catalogue. This will allow you to run Advantage+ catalogue ads with in-store
availability and pricing, a map card in creative and digital circulars.

O O ddo

Note: Omnichannel features are also supported via Marketing API.



https://www.facebook.com/business/help/1480558938621580
https://www.facebook.com/business/help/765081237991954
https://www.facebook.com/business/help/905457088464077
http://business.facebook.com/business_locations
https://developers.facebook.com/docs/marketing-apis/guides/omni-optimal-setup-guide

Eligibility

Becoming eligible

To become eligible for omnichannel ads, your ad account must send quality online and offline data to Meta.
This ensures that your omnichannel ads will deliver and perform as intended. Here are the steps that you
need to take:

1) Set up and send website and offline events via the Conversions API
2) Set up asingle dataset in Events Manager that receives both website and offline events.
3) Improve event match quality:
a) Send multiple customer information parameters (e.g. phone, email, mobile advertiser ID etc.)
to Meta to maintain a high rate at which your events are matched to Meta accounts.
4) Improve Offline data quality. Our system will consider the following factors over the previous 28 days:
a) Frequency: How often you send data to Meta. You should be sending data at least daily.
b) Freshness: How up to date your data is. It should be no older than 2.5 days from the time of
transaction to the time of upload.
c) Accuracy: Whether or not you pass offline data with no errors/inconsistencies (e.g. you should
not pass website data as an offline event).
d) Valid purchase values: Whether you pass a purchase value with all of your offline events.
e) Store purchase volume: Upload all available shop transactions (not every business will have
enough transactions to be eligible for omnichannel ads).
5) After the quality of your data improves, your ad account will be automatically allowlisted and eligible
to run omnichannel ads. This process could take up to 28 days.

Tip: We strongly discourage basket-splitting of offline events, as this is likely to hurt campaign performance.

Troubleshooting data quality issues

If your data quality fluctuates, you can still run omnichannel ads, but the performance of your campaigns will
be negatively affected. Here are a few steps that you can take to resolve data quality issues:

1) Check to ensure that you've selected the right dataset for your campaign, and are passing website and
offline events to the same dataset.

2) Review dataset-related warnings in Events Manager, the Ads Manager campaign table and ad setup
asking you to review your event setup.

3) Go to Events Manager > Data sources to get more information about each issue.

4) Email the issue to your developer, if applicable.

5) Address the issues.

6) Wait up to 28 days for improved event match quality and/or offline data quality.

7)  When your data quality improves, you can expect performance to return to normal.

Note: For more information about eligibility, contact your Meta representative. Criteria may change over time
as we make improvements to the experience.


http://facebook.com/events_manager2
https://www.facebook.com/business/help/765081237991954
https://www.facebook.com/business/help/905457088464077

Available campaign setups

Objectives

Bidding

Targeting

Connecting a catalogue

Catalogues supported

Local catalogues
supported

Catalogue
requirements

Dataset

Conversion locations

Performance goal

Conversion event

Attribution settings

Ad formats

Store locations
creative enhancement

Creative from Creative
Hub

Static ads

Sales

Highest volume only (value
unavailable)

All options available for sales
campaigns

Ad level only (optional)

All catalogue types

Yes

None

Should be receiving both website and
offline events

Website and in store

Maximise number of conversions

Purchase

7-day click

7-day click, 1-day view

7-day click, 1-day view, 1-day engaged
view

Incremental attribution

All formats available for the sales
campaigns, including Advantage+
catalogue, Reels, Partnership ads and
existing organic posts.

Available for single image and video
ads when your business Page has up-
to-date store locations.

Not supported

Advantage+ catalogue and shopping
campaigns

Sales

Highest volume only (value unavailable)

All options available for sales campaigns

Campaign level

All catalogue types

Yes

Must be connected to a dataset that
receives website and offline events.

Must be connected to your catalogue

Website and in store

Maximise number of conversions

Purchase

7-day click

7-day click, 1-day view

7-day click, 1-day view, 1-day engaged
view

Incremental attribution

All formats available for the sales
campaigns, including Advantage+
catalogue, Reels, Partnership ads and
existing organic posts.

Not available

Not supported



Using store location data

With omnichannel ads, you can leverage store location data to target ads to nearby shoppers and drive

awareness and sales to your shops.

Store locations Advantage+ creative enhancement

You can now display store locations on your
omnichannel static ads with single image or video
format.

Eligibility: Your business must have a Page with store
Pages enabled.

Benefits: This enhancement is designed to drive shop
awareness. We've observed in testing that omnichannel
ads perform better with this enhancement turned on.

Ad experience: To shoppers, stores will appear under
your ad creative based on the proximity to each person
viewing the ad. Shoppers can tap the shop to open their
native map app or view the store Page.

Default on: Store locations is turned on by default for
selected eligible omnichannel campaigns.

Reporting: You'll see the same reporting as you would in
any sales campaign. Store-level reporting is currently
unavailable.

Important notes:

e  Notevery ad will deliver with store locations, even
when this enhancement is turned on.

e [fshoppers haven't shared their precise location
with Meta, your ad creative will still include store
location(s), but not the shopper's distance from
the shop.

e To preview your ad, we recommend using a device
outside your company VPN, as this can affect
your ability to see nearby shops in the ad preview.
See if your Location Services are turned on.
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https://www.facebook.com/help/275925085769221/

Using store location data
(cont'd)

To set up shops on Meta:

a) Go to Store locations

b) Selectthe Page in the top menu for which you
want to add or edit shops.

c) Toadd or edit shops, tap Add shops. Note that
you can add 30 shops by default... You can do
this:

i)  Via Marketing API (recommended)

ii)  With a spreadsheet to bulk upload
multiple shops at a time (instructions).
Contact your Meta representative for
access.

iii) Manually if you have less than five shops
(instructions)

iv) By connecting an existing shop to your
Page (instructions)

d) To manually edit shops, select your existing
shops from the list and tap Edit.

Keep shops current: To get the best results from this
enhancement, make sure that your shop information is
up to date.


https://www.facebook.com/micro_site/url/?click_from_context_menu=true&country=US&destination=https://business.facebook.com/business_locations/&event_type=click&last_nav_impression_id=0Eo0hz0jwfWX0UcwD&max_percent_page_viewed=40&max_viewport_height_px=1008&max_viewport_width_px=1792&orig_http_referrer=https://www.google.com/&orig_request_uri=https://www.facebook.com/business/help/1664726753843273?id%3D153845951953267&primary_cmsid=1664726753843273&primary_content_locale=en_US&region=noam&scrolled=true&session_id=1eizq8PjRx6kImog3&site=fb4b&extra_data%5Bview_type%5D=v3_initial_view&extra_data%5Bsite_section%5D=help&extra_data%5Bplacement%5D=/business/help/1664726753843273
https://www.facebook.com/business/help/224119578024377
https://www.facebook.com/business/help/293042287781370
https://www.facebook.com/business/help/1488355761467829

Setup instructions: Static ads

Go to Ads Manager
and click Create.

Under Create a new
campaign, select
Auction as your buying

type.

Select Sales as your
objective and click
Continue. Sales is the
only campaign objective
available at this time.

All tools
Shorteuts
® & &
AdsManager  Collaboration Business
Center settings.
Manage business
O Apps

B3 Billing & payments

© Brand safety and suitability
% Business settings

@ Business Support Home
© Collaboration Center

& Events Manager

(B Media Library

& store Locations

Engage customers

(@ Pageposts

7 Sound Collection

Sell products and services

W Commerce Manager

Create New Campaign

Buying type

Auction

Commerce StoreLocations  Ads Reporting
Manager
Advertise

@ Ad account settings

Ad limits per Page

@® Ads Manager c [ Ammee B D 8 B O R

& Audiences

2 Automated rules

& Campaign Planner

@ Creative Hub
Analyze and report

@ Ads Reporting

£ Consumer Trends

@ Creative Reporting

B Experiments

© Meta Brand Collabs Manager

¢ Traffic analysis report

Existing Campaign X

Choose a campaign objective

«q Awareness

B Traffic

i Engagement

.,) Leads

Ry App promotion

Your campaign objective is the business goal you
hope to achieve by running your ads. Hover over
each one for more information.

! Sales
Cancel
Create New Campaign Existing Campaign X
Buying type
Auction v

Choose a campaign objective

«q Awareness
h  Traffic

|. Engagement
._J Leads

App promotion

>
L]
° g Sales

Sales
Find people likely to purchase your product or
service.
Good for:
Conversions
Catalog sales

Calls

Cancel Continue

Amount spent

Budget

O ads

Impressions

comcentpar
7600

Bv o Wmgen v

Resch

& expor v

Fraquency



Choose a campaign setup X
o Create your Collaborative Ads sales campaign using a tailored and streamlined
setup, or manually build your campaign.

Under Choose a campaign 4 Streamlined ,ul Tailored ¥ Best Practices @ Why am | seeing this suggestion?
setup, you can choose 5

Advantage+ shopping campaign +
Maximize performance and find new customers.
Preset settings include automatic placements, lowest cost bid strategy and more.

either a manual sales
campaign or an
Advantage+ shopping
campaign. Click Continue.

Manual sales campaign
Create a sales campaign from scratch using the standard setup.



On the ad set level, under Conversion and
Conversion location, select Website and in © Conversion

store as your conversion location. . .
Conversion location

Choose where you want to drive sales. Learn more
a) Under Performance goal, select

Maximise number of conversions. At Website

this time. Maximise number Of Drive sales and conversions on your website.
’

conversions is the only performance App

goal available for omnichannel ads. Drive sales and conversions on your app.

Website and app
Drive sales and conversions on your website or app.

b) Under Dataset, select the dataset that
you want to use. This dataset should be
receiving your website and offline data. Messaging apps

Drive sales and conversions through Messenger, Instagram and WhatsApp.

c) Under Conversion event, select Calls

Purchase. At this time, purchase is the Drive sales and conversions through phene calls.

only conversion event available. S

Drive sales and conversions on your website and in physical stores.
d) Leave Cost per result goal empty.
Performance goal @
e) Under Show more options, and

. . . Maximize number of conversions v
Attribution setting, you can choose
from:
. . Dataset @
i) 7-d ay click Track actions that people take on your website and in physical stores.
ii) 7-day click, 1-day view
. . Select a dataset or search by name or ID -
iii) 7-day click, 1-day view, 1-day
engaged view A datasgt (formerly pixel) is required. To run this campaign, select a dataset you want to use to track
conversions.

iv) Incremental attribution

Conversion event @

Purchase v

Cost per result goal - Optional
$X.XX usD

Meta will aim to spend your entire budget and get the most leads using the highest volume bid
strategy. If keeping the average cost per result around a certain amount is important, enter a cost
per result goal.

Hide options =
Attribution setting @
« 7-day click
« 1-day view

Delivery type @
Standard



[Optional] To display store location information
in your ad creative, you must have up-to-date
store information in Store locations.

© Identity

10

*Facebook page @
To enable this for your ads, go to the ad level.
FB Page with store pages v
1. Under Identity, select a Page with a
store Pages structure. Instagram account @
2. Under Format, choose Single image or FB Page with store pages M
video.
3. Under Advantage+ creative, select the
button under Enhancements to view all
enhancements. Advantage+ creative
Generate assets and enhance your ad creative. Meta will
4. Store locations should be turned on by show the option that's likely to perform best for each
default. placement.
Image generation + Al
Generate product or lifestyle image variations to diversify your
creative. View Terms of Use
Try it out
Enhancements ©
Try it out
Set up your creative Advantage+ creative enhancements Fo3 X
@ Creative setup
Music . O Text improvements . Store locations . Enhance CTA .
° Text On by default On by default On by default On by default
° Media Over 50% of video watch time on 60% of ecommerce businesses
-/ Instagram Feed is spent with ¥ have turned on text We'll pair key phrases with your CTA
@ crop sounden RCHEmATE oformetin sbout youroffemgs and

@ Image generation

O Enhancements

P @ 000/ 413 1f)
Butter My Bread, by Trout Recording

We'll select a song to accompany your
ad based on its content

Change music

o @

Feature headline 4 Al

View terms
< 1/2 >

Customize

encourage action.

Customization

oot (D



https://www.facebook.com/micro_site/url/?click_from_context_menu=true&country=US&destination=https://business.facebook.com/business_locations/&event_type=click&last_nav_impression_id=0Eo0hz0jwfWX0UcwD&max_percent_page_viewed=40&max_viewport_height_px=1008&max_viewport_width_px=1792&orig_http_referrer=https://www.google.com/&orig_request_uri=https://www.facebook.com/business/help/1664726753843273?id%3D153845951953267&primary_cmsid=1664726753843273&primary_content_locale=en_US&region=noam&scrolled=true&session_id=1eizq8PjRx6kImog3&site=fb4b&extra_data%5Bview_type%5D=v3_initial_view&extra_data%5Bsite_section%5D=help&extra_data%5Bplacement%5D=/business/help/1664726753843273

On the ad level:

a)

b)

Set up your ads as you
normally would.

Under Tracking, select
your Pixel and Offline
events (can be an offline
event set or dataset).

M

© Tracking

Track event datasets that contain the conversions your ad
might motivate. The dataset that contains the conversion
selected for the ad account will be tracked by default.

v/ Website events

Dataset with web traffic
Dataset ID: 12759837129834712

v/ Offline events

Dataset with offline traffic
Dataset ID: 789156156484351463

Edit tracked offline event sets
Manage Events Manager datasets
URL parameters - Optional @

keyl=value&key2=value2

Build a URL parameter



Advantage+ campaign se

Step-by-step instructions:

Go to Ads Manager
and click Create (or
you can duplicate
reference campaign)

Under Create a new
campaign, select
Auction as your buying

type.

Select Sales as your
objective and click
Continue. Sales is the
only campaign objective
available.

All tools
Shorteuts
® & & & e
AdsManager  Collaboration Business Commerce  Store Locations
settings Manager
Manage business Advertise
O Apps @ Ad account settings

B Billing & payments Ad limits per Page

© Brand safety and suitability @® Ads Manager
% Business settings # Audiences
® Business Support Home & Automated rules
© Collaboration Center © Campaign Planner
& Events Manager @ Creative Hub
& Media Library Analyze and report
& store Locations O Ads Reporting

Engage customers ) Consumer Trends
(@ Pageposts @ Creative Reporting
£ Sound Collection B Experiments
Sell products and services

'V Commerce Manager ¢ Traffic analysis report

Create New Campaign

Buying type

Auction
Choose a campaign objective

«q Awareness
b Traffic

|b Engagement
’J Leads

§¥  App promotion

Sales

Create New Campaign Existing Campaign

Buying type

Auction
Choose a campaign objective

&g Awareness
B Traffic

|b Engagement
.,J Leads

.” App promotion

(] 9 Sales

2]

Ads Reporting

B8 Adsets

Dy T Actions.

© Meta Brand Collabs Manager

Existing Campaign

Your campaign objective is the business goal you
hope to achieve by running your ads. Hover over
each one for more information.

Cancel

Sales
Find people likely to purchase your product or
service.
Good for:
Conversions
Catalog sales

Calls

Cancel

s - Aames B O T O A

u

Amountspent

O Ads

Vewseuo @

Impressions

oM costpar
impressions

LR T

Rescn

12
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Under Choose a campaign setup,
you can choose either a manual
sales campaign or an Advantage+
shopping campaign.

Click Continue.

At the campaign level, enable the
Advantage+ catalogues ads and
select the catalogue that you
want to use.

The selected catalogue needs to
meet the following criteria:

1.  Connected to a dataset
that receives website and
offline events.

2. Thereis a maximum of one
active pixel attached to
the catalogue.

A pixel is considered active if it
has received a signal within the
last 90 days. The number of pixels
attached to the catalogue doesn't
matter as long as there is only one
active.

Choose a campaign setup X
Create your Collaborative Ads sales campaign using a tailored and streamlined
setup, or manually build your campaign.

4 Streamlined il Tailored ¥ Best Practices ® Why am | seeing this suggestion?

Advantage+ shopping campaign +
Maximize performance and find new customers.

Preset settings include automatic placements, lowest cost bid strategy and more.

# Manual control

Manual sales campaign
Create a sales campaign from scratch using the standard setup.

(©) Campaign details

Buying type

Auction -
Campaign objective @

] Awareness
[hY Traffic

) Engagement
T Leads

&% App promotion

(] a Sales

Advantage+ catalog ads + On .
Use a catalog to automatically advertise relevant product or services to people

based on their unique interests, intent and actions.

About Advantage+ catalog ads

Ad account Catalog -

Show maore options =

13



On the ad set level, under Catalogue sales
and Conversion location, select Edit to
expand the selection and then Website and
in-store as your conversion location.

a) Performance goal will be defaulted
to Maximise number of
conversions. At this time, Maximise
number of conversions is the only
performance goal available for
omnichannel ads.

b) Conversion event will be defaulted
to Purchase. At this time, purchase
is the only conversion event
available.

c) Leave Cost per result goal empty.

d) Conversion event will be defaulted
to Purchase. At this time, purchase
is the only conversion event
available.

e) Under Show more options, the
Attribution setting will be defaulted
to 7-day click, 1-day view. At this
time, 7-day click, 1-day view is the
only setting available.

© Catalog sales

Conversion location ©@
Website and app

Performance goal @

Maximize number of conversions

Conversion event ©@

Purchase

Cost per result goal  Optional @
None

Show more options =

© Catalog sales

Conversion location ©@

Choose where you want to drive sales. Learn about conversion locations

Website and shop

We'll automatically send people where we think they're most likely to purchase: your
website or your shop on Facebook or Instagram. Learn more

Website and app
Drive sales and conversions on your website or app.

Py Website and in-store

Drive sales and conversions on your website and in physical stores.

Other conversion locations
Drive sales to a single conversion location.
Performance goal ©

Maximize number of conversions

Conversion event @
Purchase

Cost per result goal * Optional @
None

Hide options «
Attribution setting @
- 7-day click

« 1-day view

Delivery type @
Standard

/" Edit

14



On the ad level:

a)

b)

Set up your ads as you
normally would.

Under Tracking, select
your Pixel and Offline
events (can be an offline
event set or dataset).

15

) Tracking

Track event datasets that contain the conversions your ad
might motivate. The dataset that contains the conversion
selected for the ad account will be tracked by default.

v Website events

Pixel MVP Test
Pixel ID: 1098562968078493

v/ Offline events

Facebook will use the following offline event set for tracking and data
upload:

dogfood_offline_dataset
Offline Event Set ID: 756872175834346

Edit tracked offline event sets

Manage Events Manager datasets

@ You no longer need to select a domain for your web
events. There's nothing you need to do for this
change.

Learn more

URL parameters - Optional @

keyl=value1&key2=value2

Build a URL parameter



Reporting

To view the results of your omnichannel campaigns on Meta, follow the same steps that you'd take to view
results for other types of campaigns in Ads Manager or Ads Reporting.

Filter by campaign

® In Ads Manager or Ads Reporting, you can filter campaigns by conversion location. For omnichannel
ads, this will be Website and in store.

Use the Results column

® Under the Results column, your omnichannel campaigns will display data for purchases (website and
in store) with a breakdown of all results.

Campaigns Happy Plants (18823498723489761)

Conversion Location

e @3

Results from 36 campaigns @

Conversion Location - is = Website and in-store -

@ Cancel
23 ' ’

. Happy Plants_USA_Omnichannel_April 2025 * Active
% . Happy Plants_ CAN_Omnichannel_March 2025 Active
GE ‘
_ . Happy Plants_USA_Omnichannel_February 2. * Active
= . Happy Plants_CAN_Omnichannel_January 20... ¢ active

. Happy Plants_USA_Omnichannel_December... o Active

. Happy Plants_CAN_Omnichannel_November... & active

. Happy Plants_USA_Omnichannel_October 20... s pctive

. Happy Plants_CAN_Omnichannel_September... o Active

. Campaign Name ® Active

Rules =

Strategy

-

Updated just now

]
view Setup @@

Budget -

$10.00
$1050
$100C‘)
$10.00‘
$10.00
310.06
$10.0(;
510.06

$10.00

V4 Discard Drafts Review and publish (46)

1Aug 2021-31Aug 2021 *

Ads

Ay AR ¢ Reports = & Export w

Attribution

setting Reach

* O Results -

— .8.5,306
- .6.308
- .26,308
= . 5,312
= 15,312
= .85,306
= 6,308
. .26,308

Multiple attrib... —
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Accounting for missing store
conversions in lift and Ads
Manager reporting

Find the percentage of shops All sales in all ShOpS N
sales that you pass to Meta to Measurable
ensure accurate measurement transactions
and optimisation. With that info, Sales that capture customer information/PII /
you can apply a factor up to your I, 4
offline sales based on your Upload rate
shops Pll capture rate. (to Meta) \ Sales uploaded to Meta
~, N
Why: If your omnichannel \ Match rate
campaign performs on par with | (10 Meta)
a website-only campaign, it s _
means that your omni campaign JISe eI / :
won because the offline events rate |
measured do not reflect 100% N \‘
of shop sales, and omni drives
outsized shop sales impact.
Interpret lift as a lower bound of Upscaling conversion lift and offline attributed
incrementality: When using single-celled lift results: Another way to account for conversion
to calibrate or report on performance, use gaps is for your internal analytics team to
the point estimate as the most conservative conduct the following analyses:
estimate of Meta impact as: e Estimate the percentage of missing data

e Conversion liftis already a
conservative estimate of Meta's
impact, as it only measures the
marginal gain due to Meta ads within
your marketing mix and not Meta's
impact in absence of other ads.

e Some conversion data might be
missing from lift due to known gaps
(e.g. shop data coverage depending
on customer info capture rate),
further lowering offline lift or
attributed reporting that we can
measure.

To learn more about sharing Pli-less data with

Meta, contact your sales team.

based on your understanding of the
business (e.qg. if X% of your offline sales
are not captured).

e Apply this percentage to the lift estimate
(e.g.if 20% of conversions are expected to
be missed and lift is 160, divide 160 by
(100% + 20%) gives you the final estimate
of 200.

Caveat: Measurable conversions might differ
from unmeasured conversions (e.g. loyalty
members vs non-loyalty members). Upscaling
observed lift and attributed numbers
necessitates a combination of data and your
intuition as a marketer.



FAQs/limitations

If you encounter any difficulties or have questions, please contact your Meta
representative. We'll be happy to help with any part of this setup.

Yes, you can use omni optimisation for a manual sales campaign setup, an
Advantage+ shopping campaign setup or Advantage+ catalogue ad campaign
setup.

@ Can | create an Advantage+ shopping campaign?

Can | use a catalogue or create Advantage+ catalogue campaigns?

@ Yes, you can create an Advantage+ catalogue campaign with omnichannel
ads. The catalogue that you select must have one singular dataset (with
web and offline events) connected to it, and you can set this up in
Commerce Manager.

Can | optimise for app conversions?
At this time, app optimisation is available in Beta for omnichannel ads

within an Advantage+ catalogue ad setup; contact your Meta
representative for more information. In the meantime, you can measure
app sales using ad-level tracking.

How long can | run a campaign?
You can run an omnichannel campaign for any duration, but at this time, we

recommend running your campaign for at least seven days so that it's more
likely to exit the learning phase.

Yes, you can tell our system that you want to bid more for either website
or in-store conversions by going to Advertising settings > Conversion
location value rules. Note that you are likely to get more outcomes from
your preferred conversion location, but your overall cost per result may

@ Can | bid more for website conversions or in-store conversions?

increase.

Can | use multiple datasets or data sources in a campaign?
Yes, but we recommend using one dataset that receives both website and
offline data in your omnichannel campaigns.
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