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Campaign Budget Optimization 

Hello and welcome to this section of the training. I'm going to do a quick tutorial on campaign 
budget optimization, which has been around for a little while. But I've been doing some 
testing on it, and it's mandatory starting in February, 2020 so here's what you need to know. 
We'll talk about what campaign budget optimization is and when you should use it. 

And if it's after February, 2020 - it's all the time. And then some pitfalls that you have to 
watch for. So first of all, what is it? It's basically a different way of setting your budget and 
the budget is set at the campaign level, whereas it used to be set at the ad set level. And 
what happens is that Facebook optimizes whatever budget you set at that campaign level, 
across all of the assets underneath. 

So for example, ad set number one might get much more of the budget and ad number two 
might get much more of the budget from ad set number one. So it's going to be very uneven 
as far as what you see in there. And what makes this challenging is that you're not going to 
really be testing everything correctly, but Facebook is trying to optimize the budget 
towards the best. Add an end audience that is getting the best results.  

Now, this doesn't always happen and we'll talk about that, but the one thing I'm seeing is that 
you really do need to keep the audience sizes similar underneath the campaign that 
you're running. So if you have a retargeting audience or if you have an audience that is a 
little bit more targeted than maybe a couple of the lookalike audiences that you have that 
are maybe a size of 2 million, then you'll want to break out those smaller audiences into their 
own campaign so that you can be sure that they're going to get a chance.  

The good thing with campaign budget optimization is the audience overlap situation is 
removed. You're not really competing against yourself, and I'll talk about that in just a 
second.  

Here's what campaign budget optimization looks like when you set it up. Currently when it's 
after February 2020, I'm assuming that there won't be this toggle button cause it'll just be a 
natural feature and who knows what the ads manager will look like in a, in a month or so. 

So you have to now toggle it on, but some ads managers actually have this rolled out as a 
default right now. So if you don't have a toggle button, your account may already be set up 
to default to campaign budget optimization. And that could be because you've been using it a 
lot already, or Facebook is just rolling that out.  

But if you toggle it over, then you're setting up the campaign budget there and you can set a 
daily budget or a lifetime budget there and you're setting up some of those things right in 
the beginning. 
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When we had ad set budget optimization. What that looks like is you're just setting the 
objective at the campaign and then you're setting the budget at each ad set. Now if you're 
testing and trying to test split test certain things, you might see this kind of situation where 
whatever budget you're setting, if it's $10 in each ad set, you're essentially competing against 
yourself with those ads. 

But with campaign budget optimization, they're removing that, and this is really the theory 
that Facebook is showing in their introduction of campaign budget optimization. What they're 
saying is, in the old way, you would have $10 for each ad set. You might get more conversions 
in the one and that way, you're maybe getting a higher cost per conversion with campaign 
budget optimization. 

The theory is that Facebook is going to give you the best results with whatever ad set and 
choose how to spend that. But I have been doing lots and lots of testing. This is actually just 
a fairly recent test I was doing. And you can see that the ad set at the top, the audience at 
the top, it was a lookalike audience. 

I was running there. $2,000 of the budget was spent there, and that lead cost was $24 per 
lead, a little over $24. And then only a thousand dollars was spent on that third ad set 
audience. And that one was almost a $6 cheaper per lead. I would have preferred those be 
swapped, but this is how Facebook did it. 

So unfortunately, it's not always working that way. Facebook has a lot of explanations about 
why that is, and really if you did want to be a little bit more controlling, you would have to 
split each audience into their own campaign. If you were doing campaign budget 
optimization, and that's a lot more work, right? 

One thing that you can do is ad spend limits on ads so you can set a daily spend limit so 
that you know that only a certain amount is being spent on that ad set, that sort of 
artificially controlling that. I probably wouldn't recommend that. But, if you're really having a 
problem, you might try it. 

Facebook explains this with the breakdown effect, and what they talk about is targeting that 
low hanging fruit. But as your budget increases, the price goes up because the leads get more 
expensive. And what happens with this breakdown effect is that I think Facebook can't always 
course correct to switch the budget back to the other audiences. 

It doesn't always circle back. So it's unfortunate. It's just how it works. This is kind of how 
Facebook explains it in that link, but they talk about if they didn't, didn't do that there, the 
volume would not do well. And the cost would go way up in the top line. So that's the, that's 
the problem there. 

So. It's not a great explanation cause I don't see it happening in real life. I've talked to a lot of 
marketers who are seeing this same thing and hopefully Facebook is getting a little bit better 
with this because we're giving them feedback.  
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So when should you use CBO? Of course you're gonna have to use it starting in February, but 
you can do different things. 

I think it's not terrible. I think if you want a more hands off approach, you want to have 
Facebook try to optimize, you can. If you don't really care too much, if an audience is fully 
tested, then that's okay too. And, and I've seen it working better for longer term ads once it 
gets to some equilibrium. 

So here's an example of some tests I did recently where I was testing. CBO campaign budget 
optimization with dynamic ads. I was doing just one set at the ad set level where I was 
controlling exactly what was happening there with just the Facebook feed. I was doing more 
open ads where I was doing all placements, all kinds of things. 

I was focusing just on Instagram and what I saw here, you know, kind of spending about the 
same in each campaign, so that it was a little bit more, uh, even in this way, it wasn't too far 
off the campaign budget optimization with dynamic ads did the worst actually. So that's 
where Facebook has all the control. 

They're controlling the headline, they're controlling what images being shown. They're 
controlling where the ad is being, where the money is being spent on the audiences, and 
they didn't do as good a job as I did with just Instagram placement and controlling everything. 
So it's not far off though. 

You can see some pitfalls I've already kind of talked about. One of the things I'm noticing as 
well is that it's not properly optimized at all levels either. So in this case, this is at the ad 
level, I was seeing that even the images weren't doing as well. There was a $3 difference and 
more. More spent on the higher cost per conversion. Again, just a little bit frustrating.  

What you can do is turn those off and give the budget to the other ads. Sometimes what I've 
seen there is then the other ads do rise in cost like Facebook was talking about. But, it’s 
worth being a little bit more of a micromanager if you're going to get some better results. 

I am seeing the Facebook isn't circling back to an audience. So this was after a number of 
days, it had spent way more on these other audiences and only spent 84 cents on this one 
audience. And really you cannot tell anything about how an audience is going to perform with 
eight only 84 cents spent. 

Very frustrating cause I thought that particular audience was going to do well. It was smaller 
than those other lookalike audiences. So probably should have broken that out into its own 
campaign. And it actually ended up not doing that well after adding more budget to it and 
testing it separately. 

So, you know, maybe Facebook had some sort of, you know, predictive analysis. I don't think 
that's always the case though. So, it’s a little frustrating. That's one of the pitfalls.  

The other thing I want to just call out, this isn't really a pitfall - but just something to note 
that if you do want to schedule the hours your ad is being shown, you have to indicate 
that under the advanced options that you have at that first step when you're setting up the 
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objective for your ad, so you're going to select lifetime budget, which is the only way you can 
set your hours anyway at the ad set level. 

You select lifetime budget. Then you're going to select, run the ads on a schedule by showing 
the advanced options that are available there. You can run the ads on the schedule and then 
you're going to go into the ad set level like it used to be under the budget and schedule 
section of the ad sets to set that time zone. 

You could set it on the person's time zone. In this case, I was running ads for a client who only 
wanted to get phone calls. That's what we are going for during these set hours of the week 
and of the weekends. So, we were only running the ads then, so he wouldn't be getting calls 
at hours that he didn't want. 

Some solutions for the pitfalls we see with campaign budget optimization is to keep the 
audience sizes similar, like I mentioned. So break out any retargeting or small audiences 
with tighter targeting into their own campaign and put spend caps on the audiences.If 
needed, and then manually turn off the under-performers, which is what I'm typically doing 
with any campaign. 

Anyway. So here's what you learned. We talked about what campaign budget optimization is, 
when you should use it, and some of the pitfalls. Thanks everyone. 


