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........................................................ 

Facebook Ads Manager 

is currently one of the 

most popular digital 

advertising management 

tool next to Google Ads.  

The effectiveness of  

a scheduled advertising 

campaign is influenced 

by many factors. 



Factor 1: Advertising goal  



Factor 2: The scope of the target group  



Factor 3: Budget (daily or lifetime)  



Factor 4: Schedule  



Factor 5: Ad placements  



Factor 6: Optimization for ad delivery  



Factor 7: Ad creative – media (video, graphics), text 
and destination for an ad (landing page) 



Factor 8: Music in a video ad?? 



Research questions  

Q1: What is the range, impressions, post engagement and frequency.... 

 

Q2: What are the cost metrics (i.e. clicks, CPC, CTR, CPM, cost per 

result).... 

 

Q3: What are the video plays metrics (i.e. ThruPlays, Video plays at 25% / 

50% / 75% / 95% / 100%, video average play time).... 

 

Q4: What are the video plays cost metrics (i.e. cost per ThruPlay, Cost per 

2-second continous video play, cost per video plays).... 

 

...of the video Facebook ads that differ only in the music or the lack of 

it and timed or not to the beat of the video? 

 

Research goal  

The aim of the research is to determine the 

impact of music on the effectiveness of video 

Facebook ad.  

METHODOLOGY 



Hypothesis 

 Music or the lack of it in the ad, its type and timing (or not) 

with the beat of the ad’s video have an impact on the 

effectiveness of the video Facebook ads.  

 It affects, among others on the reach metric, impressions, 

post engagement, number of clicks on the ad, cost of clicks, 

click rate, video plays and video plays costs. 

METHODOLOGY 



Research method 

Test of four advertising campaigns was used. 

The Facebook Ads Manager was used as 

the research tool.  

METHODOLOGY 

4 ads were tested, each with the same 

settings and the same creation (form, content, 

appearance).  

 The advertisements were in the form of video.  

 Their content concerned the field of study 

(encouraged to undertake postgraduate studies 

at Pedagogical University in Krakow).  

 The video consisted of several slides with 

dynamic inscriptions advertising the studio (e.g. 

"Professional staff of practitioners", "Friendly 

atmosphere", etc.) and photos.  

 Content of the ads was in Polish.  

 The ads were legible and understandable 

also without music sound. 



Research method METHODOLOGY 

4 tested advertisements differed only in 

the music (or lack of it).  

1. WM - Ad without music  

2. RTM - Ad with rock music timed with the 

 beat of the video 

3. RNTM - Ad with rock music not timed with 

 the beat of the video  

4. CM - Ad with calm music timed with the 

 beat of the video 



F I N D I N G S 



Q1: What is the range, impressions, post engagement and 
frequency of the video Facebook ads that differ only in the music 
or the lack of it, timed or not to the beat of the video, matched or 

not to the dynamics of the video? 

 

Facebook video ad without music reaches almost twice as many audience, and 

generates almost twice as many impressions than video ads with music. 



Q2: What are the cost metrics (i.e. clicks, CPC, CTR, CPM, cost 
per result) of the video Facebook ads that differ only in the music 
or the lack of it, timed or not to the beat of the video, matched or 
not to the dynamics of the video? 

 

Facebook video ad without music generates the bigest Cost per result. Rock music 

timed with the beat of the video ad generates the bigest CPC. Calm music ad 

generates the bigest CPM and without music ads – the lowest.  



Q3: What are the video plays metrics (i.e. ThruPlays, Video plays 
at 25% / 50% / 75% / 95% / 100%, video average play time) of the 
video Facebook ads that differ only in the music or the lack of it, 
timed or not to the beat of the video, matched or not to the 
dynamics of the video? 

 

Without music video ad had the most longest views (and the longer the video was 

watched by the user, the more engagement it generated) 



Q4: What are the video plays cost metrics (i.e. cost per ThruPlay, 
Cost per 2-second continous video play, cost per video plays) of 
the video Facebook ads that differ only in the music or the lack of 
it, timed or not to the beat of the video, matched or not to the 
dynamics of the video? 

 

Video plays cost metrics were highest with video without music. 



CONCLUSIONS 



• Facebook video ad without music reaches almost twice as many 
audience, and generates almost twice as many impressions than video 
ads with music; 

• Without music ad has the lowest CPM  

• Video plays cost metrics in the case of without music ad is slightly higher 
than the costs of other advertisements  

• The type of music also matters  

• Timing to the beat of ad's video also seems to have an impact on ad 
performance in terms of click cost and click percentage (ad not timed to 
the beat of video ad had better results).  



The hypothesis was confirmed.  

 

Music or the lack of it in the ad, its type and timing (or not) with the beat of the ad’s video 
have an impact on the effectiveness of the Facebook ads. It affects, among others on the 
reach metric, impressions, post engagement, number of clicks on the ad, cost of clicks, click 
rate, video plays and video plays costs. 



RECOMENDATIONS 



• If goal of an video ad is to have the highest reach or 
impressions as possible, one should keep ad without music 
sound for better results; 

• If, presumably, the target group often cannot play the sound of 
video music (e.g. young mothers putting their children to sleep, 
students during classes, etc.), it is better to prepare an ad 
without music sound; 

• Message of an video ad should always be understandable 
without sound (if necessary, the video should have subtitles); 

• As part of the A / B tests, it is worth checking two types of music 
- calm and dynamic, because depending on the advertising 
goals, results may differ. The same goes for timing to the beat of 
video. 
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