
Anatomy of
META ADS
For Entrepreneurs



Primary Text
• This is the copy that appears at 

the top, right below your account 
name and above the ad creative. 
Only the first 125 characters will 
show, but you can write more.

• You want them to click, so the 
idea is to give enough info to 
motivate them to click, but not so 
much that they no longer feel the 
need to click.

• Data shows: 20 words is perfect



The Creative

• The image, which can be a static image, carousel, 
animated image, or video. You can have text in the 
creative, but if there’s too much of it, your Meta 
(Facebook) ad might not get approved. 







Example: 1986 
Homecoming 
Special in TN

TAP INTO THE 
FAMILIAR





The Headline
• Appears just below the image, 40 

characters or less.
• Study of 750,000 ads confirms...
• Aim for the perfect 5 -word headline 
• Start with numbers...

• Headlines that started with numbers 
resonated most with people, to the 
tune of 36% of all participants. Compare 
this to the second-place finisher, which 
only found favor with 21% of people.



The 
Headline

• Use emotional words 
• https://www.aminstitute.com/h

eadline/
• Trigger an emotion vs being or 

describing an emotion
• According to CoSchedule, posts with 

emotionally charged words like 
“Love,” “Amazing,” or “Free” get 
more shares and clicks, with an 
average engagement rate increase 
of 21%.

• Huffington Post reported that adding 
urgency-related words like “Now” or 
“Today” can increase conversion 
rates by 332%.

https://www.aminstitute.com/headline/


Top 10 Words That Trigger Emotional Response

• You – Personalizes the message and directly engages the audience.
• Free – Instantly grabs attention and creates a sense of opportunity.
• Because – Provides reasoning and justification, making arguments more 

persuasive.
• New – Triggers curiosity and excitement about discovering something novel.
• Imagine – Helps the audience visualize and emotionally connect with the desired 

outcome.
• Now – Creates a sense of urgency and encourages immediate action.
• Save – Appeals to the desire for financial benefit or value.
• Love – Evokes strong positive emotions and connections.
• Proven – Establishes credibility and reassures the audience about reliability.
• Limited – Implies exclusivity, raises the risk of missing out. Shorter decision time.



The Headline
• Address the negative

• Stop losing sales!
• Fix your ad mistakes!
• Quit dieting that doesn’t work!

• The Power of 3-word phrases 
(Proverbs 22:20)
• Will make you
• This is why
• Can we guess

• “This Free Guide Will Make You a 
Better Husband.”



The Description and CTA

• Just below the headline, 30 
characters or less.
• Chosen from a dropdown 

(Download, Install, Learn More, 
Shop, etc.)



30-Second Ads (9:16 ratio)


