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Research 

The importance of research and its impact 

on purchasing decisions of consumers, 

simply cannot be overlooked. We 

know that 45% of people that use their 

smartphones to engage online will read an 

online review before buying anything. 

In the UK, 76% of consumers say that they 

do research or get inspiration online before 

they make a purchase. In the US, 88% of 

consumers do their research online before 

going in-store to make their final buy.  

Retargeting is an extremely powerful tactic for your digital advertising strategy and 

when harnessed effectively will deliver higher conversion rates than other forms of 

online advertising. 

If you get it right, you can boost your conversions and drive the performance of your business 

forward. 

You can guide consumers through each stage of the path to purchase with you and turn them 

into loyal advocates of your business.  This guide gives you the basics to build your bespoke 

Retargeting strategy. 

YOUR WEBSITE

YOUR AD

Your Ads Other Sites

Return Visitors

SECTION 1 :
The Consumer 
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Your online interactions Making the
purchase 

So, what does this mean for your website? Clearly, that’s it’s not just about 

the final conversion. 

The facts are there for all 

to see. We know only 2% of 

consumers will convert on 

the first visit to a website. 
So what are the other 98% 

doing?

Well, they may be 

researching you as a 

business, looking through 

your products or engaging 

with your helpful blog 

content. 

For users, a good website 

will be any manner of things 

and a place to purchase 

products is just one in a long 

potential list. 

Conversions for you are key, 

but they simply wouldn’t 

exist without getting things 

right in the research phase. 

Here is how online research 

continues to impact 

purchasing behaviour and 

dictate the effectiveness of 

your campaigns. 

In the UK we’ve seen that 

a third of shoppers (35%) 

purchase online after 

researching online. This is 

compared to 41% that do 

their research online before 

heading in- store to make 

their purchase.  

Blog Content 

Consider how users search 

for a holiday. Much of it taps 

into their wants and desires. 

Let’s consider the example 

of a holiday at the end of the 

season in October. What do 

they want? 

For many, it’s just about the 

sun. Online searches will 

consist of longtail terms in 

the form of questions such 

as “where’s hot in October?”. 

Online reviews

A new vehicle is a huge 
purchase. In the US, 
consumers expect to have 
their car for up to eight years 
after they buy it. It’s a big 
investment and one that 
needs to last. 

For tradesmen, a new 
van may be their first big 
expense when setting up 
their own small business.
Again, it’s not something 
they’re going to take likely. 
It’s therefore no surprise 
that automotive is one of the 
industries that leads the way 
for ROPO (Research Online 
Purchase Offline). 

At least 50% of all offline 
purchases are preceded by 
reading an online review. 

In the UK, this is as high as 
87%.

Comparisons 

A key part of online 

behaviour when it comes to 

making purchases online is 

the need to compare prices 

and deals. 

This has led to the increase 

in comparison sites and 

aggregators across a wide 

selection of industries. 

These websites perform 

extremely well when it 

comes to their SEO, ensuring 

that they are dominant in 

the search engine results 

pages (SERPs).

That means when a user 

searches through a specific 
query, these are the results 

that they will see. These 

websites will likely form the 

beginning of their research 

journey in many cases. 

Other industries where we 
see the impact of research 
include electronics where 
95% of UK consumers read 
an online review before 
purchasing. 

As buyers become more 
socially and environmentally 
aware, we expect to see a 
huge increase to follow in 
ROPO for health, beauty and 
retail. 

This signals one key 

intention. To go somewhere 

hot. 

The user doesn’t generally 

know that Turkey, Egypt or 

the Italian Amalfi Coast are 
all ideal destinations for 

some sun during this month 

when they first run their 
initial search. 

Once they’ve engaged with 

helpful content online, their 

research will drill down into 

specific resorts and holiday 
providers. 

Only after thorough research 

will they be anywhere close 

to booking their holiday 

and moving through the 

purchase funnel.

For the fashion industry, 

blog content is key to 

understand new trends, 

looks and up and coming 

brands. 
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Of course that’s a simplified way of looking 
at things. 

The purchase funnel or path to purchase 

varies from industry to industry. In some, 

consumers will spend weeks at the 

research phase, in others right before 

purchase their number of potential choices 

may actually have increased. 

Next, we are going to take you through 

some industry specifics.

The importance 
of research

Online research is vital to many purchases, 

both online and offline. 

A successful Retargeting strategy will 

ensure that your business stays active 

during this phase. 

Understanding your 
customer and defining 
your purchase funnel

We’ve all seen the purchase funnel before. 

Consumers begin with an awareness of 

multiple brands, products or options, 

becoming familiar with them through 

their research and narrowing their options 

The Travel 
Industry

In the travel industry, the 

traveller path to purchase 

is defined by three distinct 
phases: 

Research &

Inspiration Phase 

Shopping Phase

Decision Phase

The Research & 
Inspiration 
Phase 

The  Decision 
Phase 

The
Shopping 
Phase 

This occurs when the idea of 

a holiday first manifests. The 
consumer will have an idea 

that they want to go away 

This is where their 

accommodation and flights 
are booked. They will 

have narrowed down their 

choices in the shopping 

phase and they have a very 

high intent of booking. Not 

surprisingly, price is a huge 

consideration at this phase. 

This happens between 1 and 

19 weeks before a booking 

is made and is a huge 

opportunity to engage with 

and attract the attention 

of consumers. They will be 

doing a number of different 

activities such as searching 

for information on flights 
and hotels, reading reviews 

online, scanning through 

Awareness
Decision

Consideration
Convert

Loyalty

but will not yet know where 

or potentially when.

They may be searching 

online for specific phrases 
such as “where is hot in 

October”, as previously 

mentioned. 

This occurs 20+ weeks 

before booking and is when 

the specific destination is 
defined.

They are open to inspiration 

and different possibilities. 

Influencing that destination 
is key for brands at this 

stage.

photos and videos, as well 

as looking for inspiration on 

social media platforms. 

through the consideration phase and 

finally on to purchase.

Following their initial purchase they then 

become loyal brand advocates. 
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The
Automotive 
Industry

Let’s flip things on their 
head. The often-cited path 

to purchase, suggests 

consumers begin with a 

number of brands in mind 

at the beginning of their 

journey, narrowing them 

down as they go. 

Significant industry 
research suggests that this 

is in fact the other way 

around for the automotive 

industry. 

It’s suggested car buyers 

have a significant bias 
towards one specific brand 
when they start their 

journey. In a lot of cases 

this is what we call unaided 

awareness – this in fact 

influences 85% of purchase 
decisions. 

Unaided awareness means 

that the consumer doesn’t 

need to be prompted to 

be aware of the brand. 

Deep brand awareness 

campaigns are essential for 

this. 

We can also see that the 

number of car brands 

being considered actually 

increases the closer the 

consumer gets to making a 

final decision. 

On average car shoppers 

consider two to three 

brands when they begin 

their journey, but as they 

get close to purchase this 

can rise to as many as five. 

The Retail
Industry

While many of the steps 

may be the same as 

the traditional path to 

purchase, online retail or 

e-commerce and that has 

only increased during the 

Covid pandemic.

We can now see a circular 

path to purchase, with a 

huge amount of emphasis 

placed on the evaluation 

The online shopping 

experience is just that, an 

experience.

Is delivery free? How does 

the returns process work? 

Is the customer service 

on point? These things all 

matter and define a positive 
or negative experience with 

a brand. 

This evaluation stage 

has now become just 

as important as both 

the awareness and 

consideration phases. 

A positive experience is 

critical to both generate 

loyalty and repeat 

This suggests that they 

are open to considering 

additional brands, despite 

having an initial bias, as 

they do their research and 

learn more about how 

certain brands and models 

can cater to their specific 
needs. 

This reversed purchase 

funnel creates a number of 

opportunities to both build 

long-term brand equity and 

help to inform the initial 

bias, as well as being there 

when the final decisions are 
being weighed up. 

purchases, but in an age 

of social media and peer 

to peer reviews, this can 

also heavily influence 
buying decisions for 

new customers in both a 

positive and negative way. 

Around 30% of online 

consumers have posted 

brand feedback online. 

It’s key for brands to 

understand where and 

how this is being done and 

how to be present in those 

moments. 

Experience and 
feedback

Where and 
when to buy

Product and
company research

Triggers and
influencers
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The
Real Estate
Industry 

Mobile has had a significant 
impact on how people 

search for a new home. In 

the US 42% of homebuyers 

started the process by 

searching online on their 

smartphones. 

Search is absolutely 

fundamental to this path to 

purchase. 

Homebuyers have so many 

questions before they even 

begin looking for a property. 

First-time buyers will want 

to know about credit scores, 

deposits, any Government 

schemes that may be able 

to help them and how long 

the whole process can take. 

Put simply, they have plenty 

of questions that need 

answering. 

Research has shown that 

90% of homebuyers search 

on Google to find the 
information they’re looking. 

Specifically, 11 searches are 
done before a homebuyer’s 

website is even interacted 

with. A lot of online articles 

are read and factors 

considered. 

This early research phase 

presents a key opportunity 

for real estate agents to 

drive awareness of relevant 

properties through display 

advertising.

What is Retargeting?

Retargeting, which is sometimes referred 

to as remarketing (mainly by Google), 

in its most simple form is the process of 

following a consumer online once they’ve 

visited a website. 

Product Retargeting takes this slightly 

further and drills down to views on a 

specific product.

Search Retargeting focuses on serving 

users with relevant ads based on their 

specific keyword searches. 

SECTION 2 :
What is Retargeting and how does 

it work?  

By tapping into the 

capabilities of Fluid Ads 

Geofencing, agents can 

serve digital display ads 

to users while they’re on 

the go and within miles 

or kilometres of relevant 

properties (performing 

better than Google and 

Facebook). 

Once the user engages with 

a relevant ad, the agent can 

subsequently retarget them. 



www.fluidads.com www.fluidads.com

1312

2. Product 
Data 

3. Product 
Retargeting 
advert 
template

To make products 

available for Retargeting, 

you need to have 

available data for each of 

them. The platform that 

you use will necessitate 

the format of the data. If 

you already use Google 

Shopping (or your 

website supports it), 

you already have your 

product data in XML 

format. 

Many Retargeting 

platforms support 

Google Shopping feeds, 

4. Purchase of 
advert delivery 

The pixel and cookie 

code injected into your 

website will typically create 

audiences, namely based 

on product viewed, product 

in basket and product 

purchases.

This is what your ad will 

look like. Most platforms 

provide a very limited 

template with limited 

controls, while some 

suppliers allow for custom 

templates.

This is important as they 

can increase conversions 

through A/B testing and 

keep your Remarketing 

in line with your brand 

guidelines. 

Conversion Rate

Shopping Cart 
Abandonment Rate 

What do you want your users to do? Purchase 

products, sign up to your services or something 

else? The rate of successful conversions is 

calculated by simply taking the number of 

conversions and dividing that by the number 

of total ad interactions that can be tracked to a 

conversion during that same time period.

Across industries, the average landing page 

conversion rate pre-pandemic was 2.35%. For 

e-commerce websites in the US, the average 

conversion rate is 1%, with key performers in the 

industry operating at around the 4% mark.

E-commerce brands will need to measure this 

key metric. It refers to the percentage of online 

shoppers who add items to a virtual shopping 

cart but then abandon it before completing their 

purchase.

It illustrates the rate of interested potential 

customers that leave without buying anything, 

compared to the total number of shopping carts 

created.

Returning Visitors 

This is a term used to refer to a 

person that visits a site at least 

once or multiple times  during the 

reporting period.

This refers to users that return to 

a website following their first visit. 
Returning visitors are more likely to 

add items to their cart, doing so 15% 

of the time, compared to just 8% of 

the time for first-time visitors. 

1. Pixels and 
cookies 

This is tech that records 

who has visited your 

website and what 

product they viewed.

This is typically placed 

on products, baskets and 

check-out pages.

Budget will then be 

allocated against a target 

audience (such as product 

viewed, but not purchased).

Typically, you can also 

define the number of 
days you choose to 

target someone and the 

maximum number of times 

they are served with the 

same ad to make best use 

of budgets. 

Product Retargeting 

consists of four distinct 

elements: 

however that has inherent 

restrictions and using a 

platform with full XML 

support will provide more 

flexibility
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Time Spent 
on Page 
It’s also important to 

track the duration of 

a user session on your 

site, alongside bounce 

rate. This will ensure that 

you can begin to build a 

picture of their interest 

in your site, as well as 

a specific product or 
category of products. 

It’s important to consider 

device use at this stage, 

Reach 

Impressions 

Key Retargeting 

Terms 

This is the estimated number of 

people that will see a marketing or 

advertising message at least once. 

The number of times a user has 

seen your ad in a part or parts of a 

page, or it has been displayed on a 

webpage.

A user doesn’t need to interact 

with your ad for it to count as an 

impression.

Traffic
Traffic refers to the number of 
visits that your site gets. To secure 

conversions it’s essential to drive 

traffic to your site. Conversions 
wouldn’t exist without site visits. 

This is the numerical 

value that you assign 

to your KPIs, helping 

you to measure, 

understand and act on 

the performance of your 

campaigns.

Session 

This comes into play 

when measuring the 

traffic your website gets. 
A session is defined as 
a visit from a unique 

IP address during a 

defined time period. For 
example, if you define 
your time period as 45 

minutes, an individual 

who visited in that 

time will count as one 

session. 
Click-through Rate 

The percentage equivalent of users 

that saw your ad and interacted 

with it by clicking through  to your 

website/campaign landing page.

For Retargeting 

campaigns, it’s essential 

to know which pages 

a user views on your 

website, as well as how 

many times they view 

specific pages to verify 
that users intent.

Understanding where 

your users interact on 

site, will help you tailor 

your Retargeting message 

with this in mind. Be 

aware that this will vary 

depending on device.

For example, desktop 

users view on average 14 

pages compared to just 

eight from mobile users.

as the average time a consumer 

spends on a page will vary by 

device. 

SECTION 3 :
Your options for Retargeting

Facebook is huge. It’s the 

biggest social networking 

site and is used by a wide 

variety of people. That 

means that it’s a great 

channel to target different 

types of audiences. 

We know that 68% of people 

in the US use Facebook, 

while 66% of monthly users 

use it daily, with the average 

daily usage at around the 58 

minute mark. 

Using Facebook is a regular 

part of everyday life and is 

ingrained in society.

If you’re going to retarget 

right, it’s important to use 

Facebook to your advantage. 

Facebook Retargeting Popularity of Facebook
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Facebook Custom
Audiences 

Facebook provides a Retargeting tool called “Custom Audiences” which enables you to Retarget 

people that have already engaged with your website. There are four types of custom audiences 

on the platform, with the best fit for your business depending on how targeted you want your 
campaigns to be. 

Before you set anything up, there’s a minimum number of 1000 cookie IDs that are required 

before you can launch a campaign. If it’s under the required number your ads won’t be run. 

Audiences Images Locations Videos

Create Audience

Custom Audience
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Customer Lists

The Four Types of

Custom Audiences 

Customer information and data on your website visitors can be used to build your Custom 

Audience, as long as they use the same information in their Facebook account.  You must, 

however, have permission to use this information. 

Website Traffic 

Through Facebook Custom Audience you can target ads to people that have visited your 

website in the past 180 days. You can narrow this down further, to 30 days for example and 

get as specific as you want to. 

Website Traffic

Audience Name

In the Last days

Traffic that meets the following conditions:Include

Custom Combination

Contains

Add New Condition

Add URL keywords

Enter a name for your audience

URL

30

Create Ad

and

Add exclusions

Add a description

Create a Custom Audience

Pixel

Website Traffic

Anyone who visits your website

People who visit specific web page

People visiting specific web pages but not others

People who haven’t visited in a certain amount of time

Include

Custom Combination

Custom Combination

Add exclusions
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App Activity 

This takes it a step further and enables you to target users that have engaged with your 

business’ app in the past 180 days. 

Create a list of people who visit your website or view 
specific web pages.

Create a list of people who have taken a specific action 
in your app or game

Website Traffic

App Activity

Audience Name

Description

App

Name your audience

Add an optional description of your audience

Application

Create a list of people based on their activity in your app

Create a Custom Audience from your App

Action takenAction taken

Action taken

Action not taken
Combined action
Segment

Engagement 

This is how you can get a little more targeted, with this type of custom audience consisting of 
people who have directly interacted with your Facebook content.

This could be watching a video, engaging with one of your posts or opening a lead form for 
example. 

You can track the users that engaged with defined content in the past 30 days. 

Audiences Images Locations Videos

Create Audience

Custom Audience

Create a list of people who have taken a specific action
in your app or game

Create a list of people who who have engaged with your 
content on Facebook

App Activity

Engagement on Facebook

NEW
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Video

Create a list of people who have spent time watching your videos on Facebook.

Engagement audiences allow you to reach people who have previously interacted with your 
content on Facebook.

What kind of engagement do you want to use this audience?

Lead Ad

Create a list of people who have opened or completed a form in your lead ads on
Facebook

Canvas

Create a list of people who have opened your Canvas on Facebook.

Page

Create a list of people who have interacted with you Page on Facebook.

NEW

Create a Custom Audience

Engagement

Audience Name

Choose a content type

People who viewed at least 10 seconds of your video

People who have watched 25% of your video

People who have watched 50% of your video

People who have watched 75% of your video

People who have watched 95% of your video

In the past
People who viewed at least 3 seconds of your video

Best Practice for Facebook Custom Audiences

It’s one thing to know your different available options, the key to getting Retargeting right will 

be an understanding of  best practice techniques and how to use them to your advantage. 

Here’s a top level introduction to the six best practice techniques and tactics to kick off your 

Retargeting strategy on Facebook. 

Create a Custom Audience

Select Videos

Campaign

Page

Engagement

Choose a content type | Browse

People who viewed at least 3 seconds of your video

Choose videos..
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2. Always think 
cross-device 

1. Use the 
right data 

Use your website analytics 

to understand the people 

that have shown interest in 

your website and 

re-engage with them 

through Retargeting on 

Facebook.

Always use the best 

possible quality data. The 

better the data, the higher 

the potential for high-

performing Retargeting 

campaigns. 

When it comes to 

Retargeting ads, you always 

need to consider how they 

will run on different devices.

For example, some may 

work better and perform 

stronger on mobile, while 

some will be more suited to 

desktop.

 If you know your persona 

uses a particular device, 

then use the device where 

your ads are more likely to 

convert, ensuring you have 

the correct call to action in 

these ads for the ultimate 

CTR (Click-through-rate). 

3. Use your 
lookalike
audiences 

There are so many factors 

that you can change in 

Facebook custom audience, 

which means that you’ll 

likely come up with plenty of 

lookalike customers of your 

best customers. 

This means that you can 

find people that are similar 
to your best customers and 

target them also. 

4. Cater to 
your KPIs 

Firstly, understand 

the objectives for your 

Retargeting campaign.

Look at your purchase 

funnel and identify any gaps 

that need to be addressed.

If for example you want 

to increase visits to your 

site, you can tweak your 

campaign to drive traffic to 
site. 

6. Target 
customers that 
you know are 
engaged 

If your users are in the 

engagement part of the 

purchase funnel, this is 

where they require the most 

interaction with your brand 

to become customers. 

Remember, a customer that 

has just purchased is still 

a very engaged customer, 

perhaps the most engaged 

that you have. This is your 

opportunity to Retarget 

them with different products 

and deals to turn them into 

loyal brand advocates.

Whichever approach is 

right for you, Facebook 

Custom Audience creates an 

opportunity to do so. 

5. Consider the 
action your  
users have 
taken 

What do you want to do 

with users that have already 

made a purchase? They 

are still important to you 

but is there other ways you 

can engage with them? Are 

new customers the most 

important to you at this 

stage? If so, you can target 

them with focused ads, 

while considering different 

ways you can connect with 

existing customers on social 

media. 
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Google Ads

At this stage, it’s important to know that the difference between Retargeting and Remarketing 
is that there is no difference at all. They are one and the same thing. Google refers to their 
product as Remarketing, so we’ll interchange between the two terms in this section.

Don’t let it be confusing! Google Remarketing ads are created in Google Ads, with a 
combination of static image, animated image, video and text ads. They are then flighted 
through the Google Display Network and shown on any channels that are part of the network. 

In order for ads to be run, there needs to be a minimum of 100 active visitors. 

How to Remarket through Google Ads
There are a number of different ways to Remarket through Google Ads. These include: 

Standard Remarketing 

This is where your ads will appear to past 
visitors as they browse the websites that are 
part of the Google Display Network. 

Dynamic Remarketing 

With this option, you’re getting more 
focused and personal with your customers, 
as this will show the products or services 
that they recently viewed on your website. 

Remarketing for Mobile Apps

Your ads will focus on customers that 
recently engaged with your mobile app and 
ads will be shown as they scroll through 
other mobile apps on their device.

Remarketing Lists for 
Search Ads 

Here you’ll be able to Retarget to users 
searching through Google (on the search 
engine results page) or through search 
ads. At this stage you know that you are 
targeting prospects that are interested in 
your specific product or service.

Getting your Retargeting right is essential to 
drive those conversions. 

Video Remarketing 

If a customer has seen your video on YouTube, or has subscribed to your YouTube channel, 

you can then Retarget them with your ads. The ads don’t need to include video and can focus 

simply on image or text. 

You can also get more focused with your targeting at this stage and only target those users 

that have finished a video, watched multiple videos, or interacted with it.

This ensures that you are focussing on users that you know are engaged and cutting any 

potential wastage from your campaign spend.

Remarketing list name

New Remarketing list

Create a list of people who have recently visited your website or mobile app. Before you 
create a list, you need to place a remarketing tag across your website or mobile App.

Who to add to your list

Enter a name for your list

People who visited a page with any of the following:

Show advanced options

Description
Optional

Membership duration

Cancel

See examples

Visitors of a page

Enter a value (ex: page.html)

Estimate list size

+ Rule
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Working with an ad-tech provider 

An ad-tech platform is likely to be 

an essential solution to ensure your 

marketing team performs to  its best 

capability. But only if you choose 

the right platform, the key things 

you need to consider include: 

Capability 

It’s vital to choose an ad-

tech platform that has the 

capability to cater to your 

needs and work with your 

team.

Flexibility 

Does your team have time 

for complicated training 

sessions? Do you want them 

to be able to pick up a new 

platform quickly, simply and 

run with it? 

Is the platform flexible 
enough to change in 

line with your ongoing 

requirements? 

Crucially, technology 

partners shouldn’t force you 

to work how they want you 

to. 

They should partner 

with you to enhance the 

way you currently work. 

When it comes to ad-tech, 

consider how it integrates 

with your existing CRM 

systems, e-commerce 

platform, inventory systems, 

Marketing automation tools 

or ordering system. 

Is it flexible enough for 
bespoke integrations with 

your current systems to 

improve how you currently 

work and enhance your 

workflows? 

Ease of use 

Your chosen ad-tech 

provider should give 

you access to complex 

technology but do so 

in a way that is simple, 

straightforward, and easy to 

use.

Question whether it works 

alongside your current 

strategy and does it in fact 

improve it? If you have to 

change too much, this could 

hinder you and your strategy 

in the long term. 

Strategic
benefits 

What else does your chosen 

technology platform give 

you? 

The best ad-tech will also 

provide you with food 

for thought insights and 

business intelligence to 

improve and enhance your 

advertising strategy and 

continually help you take it 

to the next level.

Are you able to use the 

reporting features to define 
your key demographics and 

target audience? 

Can it assist you with further 

understanding on your 

customer journey? Does 

the data you now receive 

improve your marketing 

efforts across all your 

channels? 

It takes a lot longer to undo 

something that needs 

correcting than getting it 

right the first time. Always 
choose your tech wisely. 

Retargeting should be one aspect of your digital advertising strategy. An ad-tech provider that 

can assist with your Retargeting strategy will of course be beneficial, but what else do you 
want to do? 

You may want to engage with users on a local level, be looking for simple ways to connect 

your vast product inventory to your advertising, or integrate with your existing e-commerce 

platform and CRM system for instance. Whichever way you look at it, scalability is a huge 

factor.

Relying on your marketing team to connect the dots between your various tools and systems 

can overburden them with unnecessary work and bring in room for human error. Two things 

that you want to avoid. 

Can you get a leg up on the competition by building high-performing ads quickly, simply and 

cost-effectively? Does it enable you to report on the metrics that you need or do you have to 

find that data elsewhere? 

Before choosing a specific platform, first you  must understand your objectives for 
Retargeting and your wider digital display needs. Only shortlist platforms that have the 

capability to tick your boxes. 
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The Fluid Ads Platform 

enables you to quickly 

build your digital display 

ads, target them to key 

audiences, format them 

across multiple devices 

and platforms, as well as 

run essential testing and 

report on key metrics.

You will have one place 
and one solution to create, 
flight and report on the 
performance of your 
ads. Your click-throughs, 
conversions and ROI will all 
be enhanced from start to 
finish, all from one platform.

SECTION 4 :
Retargeting with Fluid Ads

The first thing to note, is that 
the technology provided 

through Fluid Ads  is 

agnostic. 

This means that it can 
integrate directly into any ad 
server systems and doesn’t 
require you to change the 
way you work. This applies 
to all Facebook properties as 
well as all display networks, 
providing the opportunity to 
create campaigns and define 

The flexibility 
to define your 
approach to
Retargeting 

The Fluid Ads platform caters 

to both Product Retargeting 

and Search Retargeting.

audience targeting in one 

place. 

The inconvenience of 

having to copy ad tags to 

fit with multiple systems 
is removed, immediately 

enhancing your workflows. 

Crucially, no longer will 

budgets need to be split 

and managed across several 

platforms, meaning there 

will be no requirement to 

try and understand multiple 

complex systems and 

attribute performance to 

each. 

Product 
Retargeting 
with Fluid Ads 

The Fluid Ads platform 

enables you to get super-

targeted when it comes 

to product Remarketing, 

meaning that once a 

prospective customer views 

a specific product, the ad 
used for Retargeting will 

feature the exact product 

that they viewed.

Your ad will therefore be 

extremely relevant and 

personal to that specific 
user.

Fluid Ads In-Feed solution 

ensures all your product 

data can be accessed 

without any specialist 

development. The Fluid 

Ads API will integrate the 

technology fully to meet 

The fully compatible 

digital advertising platform 

also plugs directly into  

e-commerce sites allowing 

for easy campaign creation. 

Magento 2 users now have 

the ability to integrate M2 

with the Fluid Ads platform 

to Retarget site visitors, 

find new audiences and 
pull products into ads 

automatically.

Everything to do with Digital 

Advertising can be managed 

from one platform simply 

and easily.

custom requirements. 

Crucially, the platform 

accepts CSV, XML, or JSON 

in any format meaning there 

is no additional work other 

than uploading the feed 

once to the platform. There 

is also the possibility to 

scrape the data directly from 

your website.

This unprecedented level of 

support ensures that most 

websites and feed types are 

supported by the platform. 

Specifically it ensures that 
the Fluid Ads platform 

can support all Shopify 

stores due to the automatic 

provision of product data 

online.

Integrating your product 

data into the Fluid Ads 

platform as a live feed, or 

by enabling it to be scraped 

directly from your website, 

ensures that any changes to 

your product inventory will 

be updated and reflected in 
your ads in real-time.

Not only will your ads 

be super-targeted, they 

will always be up-to-

date and precisely reflect 
your product inventory, 

ensuring your approach 

to Retargeting will be 

efficient, seamless and high-
performing. 

Through pixel Retargeting 

capabilities, businesses are 

able to record whatever 

data needs to be recorded 

for Retargeting purposes. 

This could relate to 

products viewed, category 

pages engaged with, blog 

posts read, and products 

abandoned in a basket. As 

long as the data exists, it can 

be used for Retargeting. 
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Creating your 
digital display 
ads 

With the Ad Builder from 

Fluid ads you’re not limited 

by cumbersome templates. 

You can build beautiful, 

feature rich, multi-shape 

HTML5 ads in minutes, 

with the opportunity to 

choose from optimised and 

available templates. This 

ensures you can showcase 

your business in the best 

possible way through 

on-brand ads. 

You also have the 

opportunity to work 

alongside Fluid Ads to get 

your messaging perfect and 

allow for flexibility with your 
visual by creating bespoke 

ads for your Retargeting 

campaigns. 

You now have greater 

flexibility over what goes 
into your Retargeting ads, 

with increased control over 

the images to be used and 

more available space for text 

and messaging. 

Through quick and simple 

ad creation, you will ensure 

your ads stand out, work 

Capabilities of 
The Fluid Ads 
Platform 

Retargeting is just one 

aspect provided by Fluid 

Ads. 

As well as enabling you to 

build your ads and target 

them to key audiences, 

you can format them 

across multiple devices 

and platforms, connect 

them to your ever-changing 

inventory, update them in 

real-time and change your 

creative in line with external 

data such as time of day, the 

weather, a user’s keyword 

search, and the language of 

the user. 

Through our advanced 

insights reporting, you 

can report on metrics that 

include: 

This data and intelligence 

will help you to understand 

exactly who your audiences 

are and enable you to define 
the best way to engage 

with them in all your future 

digital display campaigns, 

including your Retargeting 

campaigns. 

Fluid Ads helps your budget 

work harder, your internal 

teams to be more efficient, 
and drive better results. 

for your users and boost 

the performance of your 

campaigns.  

To get Retargeting right in 

practice you need to define 
the following core areas:

Once you begin to 

understand these core 

elements you can 

approach your Retargeting 

strategically.

The following are examples 

SECTION 5 :
Retargeting in Practice

The individual goals of 

your business / KPIs

Your consumers’ path 

to purchase / customer 

journey

The behaviour & intent 

at each stage of the 

journey

Drive
Awareness
based on 
Keyword 
Searches 

Let’s go back to the travel 

example earlier. At the 

research and inspiration 

phase, consumers will 

spend a lot of time searching 

for specific travel related 
queries. 

The same applies in real 

of Retargeting approaches 

and strategies that may 

fit with the needs of your 
consumer. 

estate before buyers even 

begin looking at homes. 

The search engine will be 

their first port of call and 
where they will be looking 

for content to answer their 

questions.

Use this knowledge and 

provide them with ads 

based on their search terms 

to drive awareness of your 

business and your relevancy 

to their needs. Keep things 

more brand related and use 

these ads to drive them to 

your site in the first instance. 

Once they’re there, it’s their 

first opportunity to engage 
with your products and 

Age 
Income 
Interests 
Gender
Demographic 
Marital Status
Device Type 
Time Breakdown 
Keyword Breakdown
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Segment your
audience based 
on online intent 

Don’t be that brand or 

retailer that drops one pixel 

or cookie onto their site and 

retargets every single visitor 

with the same message. 

If you take that approach, 

getting those initial visitors 

in the first place will have 
been a complete waste of 

time. 

Instead, segment your 

audience based on where 

they visit on your site and 

split them in accordance 

with what this reveals about 

their intent and stage of 

the path to purchase. If 

they interact with a blog 

post for example, they may 

have found you through a 

non-transactional keyword 

search. This suggests they’re 

at the research phase and 

their online intent is to 

learn more about a specific 
subject. Help them learn 

more about you through an 

ad as they continue their 

journey online. 

When viewing a product, 

it suggests that they have 

intent to buy that specific 
product, but for some 

reason decided against it at 

that specific moment. An ad 
with that exact product will 

be the perfect reminder.

If they viewed a category of 

products they may have an 

Get your 
messaging 
right 

It’s not just the product in 

the ad that can make the 

difference in conversions, 

your messaging and 

particularly the incentive 

you provide will always play 

a part. 

As an online retailer, how 

do you combat a consumer 

abandoning their basket? 

Just serving them with an 

ad featuring that product 

isn’t enough. What incentive 

do they need to convert? A 

discount? Free delivery? An 

offer on multiple products? 

Understanding the mindset 

of the consumer is key to 

getting your Retargeting 

right at this stage. 

Don’t forget 
them once their 
purchase is 
complete 

This first stage is to change 
your messaging once 

they’ve taken a specific 
action, such as purchasing a 

product. 

Remember, the circular 

purchase journey in retail? 

The experience with a brand 

is so crucial for online sales. 

Can you encourage happy 

customers to become 

brand advocates by leaving 

reviews on social media? 

This may not apply to all 

industries but could be a 

key tactic in the automotive 

industry. Earlier in this 

document, we touched 

on the increased number 

of options consumers will 

have for different cars right 

before they make their final 
decision. 

Do something 
different 

onsite content.

But this is just the first stage. 
Remember the stat about 

only 2% of users converting 

on their first visit? There is 
plenty of work still to be 

done. 

If you know consumers 

are viewing online reviews 

and looking for details on 

specific models, you can 
assume that their search is 

coming close to a purchase. 

By all means serve them 

with ads for this specific 
model, but also consider 

Retargeting them with other 

models of a similar spec and 

price point. It could be the 

essential tactic to influence 
their final decision. 

idea of the type of product 

they want but haven’t yet 

found the perfect one. Focus 

your ad on that category and 

give them a range of options 

to help their choice. 

Use all your 
data points and 
apply them 
holistically 

Consumers expect 

personalisation. If they’re 

being Retargeted, they 

expect it to be super-

personalised and really cater 

to their individual needs. 

You need to collect data 

across devices, channels 

and platforms compliantly 

to fully understand who your 

consumers are and how they 

behave online. By mastering 

dynamic ads you will see the 

delivery of the right ad at the 

right moment, across every 

device, throughout every 

context and at each stage 

of the purchase journey so 

you will always be with your 

consumers when it really 

counts. 

And the final word? Get 
to know your customers 

and get to know the right 

Retargeting techniques for 

your business that will make 

the biggest impact. 
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Choose the 
most effective 
Retargeting 
strategy for 
your goals 

To get the most out of your 

Retargeting, you need to 

tailor your approach to 

the specific needs of your 
business.

Do you need to drive 

more traffic to your site in 
the first place? Is basket 
abandonment becoming 

SECTION 6 :
Essential Tips to Keep in Mind

an issue? Are your users 

engaging with your content 

and viewing specific pages 
on your site without acting? 

The first stage is to 
understand your business’ 

purchase funnel and define 
where the gaps are.

Detailed knowledge of this 

will help you to understand 

your goals when it comes to 

Retargeting.

The better the data you 

have, the more likely the 

chance of success from your 

Retargeting efforts. With 

that in mind, it’s important 

to collect as much data as 

possible and then use it to 

your advantage. 

The first step is to use your 
website analytics to build 

a picture of your different 

audience demographics. 

What does the data tell you 

about your conversions? 

Do you have a specific 
demographic that has 

the highest chance of 

converting? What value 

do they represent for your 

business? 

But don’t just limit yourself 

to this information. What 

do the reports from your 

digital display campaigns 

tell you? How successful 

was Retargeting and how 

well did you push specific 
customers through your 

purchase funnel? 

Always 
remember your 
data

Use this website data and 

performance data to create 

key demographics and 

define the persona you are 
targeting with your creative. 

If you know that the majority 

of your sales come from 

a specific demographic 
(let’s say women aged 25-

34), you know who you 

should be focusing your 

next Retargeting campaign 

towards. 

Use limits and 
burn pixels

Ad fatigue is a very real 

thing. We’ve mentioned in 

this guide that an engaged 

user should really be the 

focus of much of your 

Retargeting activity, and 

that’s true, but you need to 

tread a very fine line. 

It can be easy to turn 

an engaged user to a 

disinterested and even 

frustrated user simply by 

serving them with too 

many ads. We all know the 

situation. A user may have 

viewed a specific product or 
a category of products, then 

they’re simply not able to 

move online without being 

bombarded with that very 

same product everywhere 

they go. 

By setting a frequency cap 

on your ads you’ll make 

sure that you don’t show 

the same ad over and over 

again to the same users. 

If a user hasn’t taken an 

action having seen the ad a 

number of times, it’s unlikely 

they will. Continuing to 

Retarget them will simply be 

a waste of your budget.

It will also increase the 

Once you have this, you can 

begin to define the tactics 
and approach to Retargeting 

that will have the most 

impact for your business. 
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As with any aspect of your 

digital marketing strategy, 

you won’t necessarily nail it 

first time. View your ongoing 
approach to Retargeting as 

an organic process. Let it 

grow, change and become 

even more tailored. 

An iterative approach to 

Retargeting is essential, 

whereby you take learnings 

from your campaigns 

and feed it back into your 

strategy. 

For example, use your 

data and your reporting to 

understand the type of ad 

that has the highest chance 

of success.

That means obsessing over 

your A/B testing and feeding 

the results back in. But to 

do this correctly and have 

actionable insights, it’s 

key to keep your testing as 

simple and straightforward 

as possible, meaning only 

changing one element of 

your ads.

This could be an image that 

you use, the messaging, 

your copy or the

all-important hook or call to 

action.

Your customer 

demographics may also 

change over time, so it’s 

key to continue to use the 

reporting from your digital 

display campaigns as well 

as your website analytics to 

understand this and tailor 

your campaigns to the best 

performing audience with 

the most value each time. 

possibility of ad fatigue 

and negatively impact their 

perception of your brand. 

Once an engaged user has 

tipped over into a paying 

customer, don’t show them 

the same ad that got them 

to convert. Again this is just 

a waste of your budget and 

will likely become annoying 

for them. A burn pixel is a 

tracking device that makes 

sure ads are stopped for 

a customer once they’ve 

taken a specific action, i.e. 
purchased a product. 

Using these initiatives is 

your first step, but the 
journey should not stop now 

with that user.

The next stage is for you to 

consider what your objective 

is with them. Do you want 

them to share something 

on social media, purchase 

again or complete a review 

for example? Change up 

your messaging and tailor it 

towards this next objective. 

Visit our website www.fluidads.com

/company/fluid-ads @fluidads @fluidads

Do you want to start Retargeting or realise 

better performance from your current activity ?

Contact the Fluid Ads experts today for your 
free consultation or sign up for your 30-
day complimentary Fluid Ads account. Try 
our Ad  building and Campaign targeting 
functionality only paying when you want to 

send campaigns live.

Start your Retargeting 
journey for better 
performing campaigns


