Supplementary Figure 1. Facebook Ad Creation Options
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Headline:

Mybloodspot.org

Text:

University of Michigan's www. Mybloodspot.

Landing View:
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Image:
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$ - feeds (e.g., [Your friend] likes Mybloodspot.org).

Choose From Image Library

o——— Our Facebook campaign advertised
three sites: Our Facebook page,
our website (mybloodspot.org),

and our photo contest.

We created 25 ads, varying text and images. Ads can be constructed de novo or
can be cookie-cut presentations of a wall post; after creating a post with a picture and

~—

the text, *“Like’ this if you were born in Michigan!” for example, we created an

“ad from a page post” that automatically presented the post as an ad;
these ad types were particularly effective for driving up clicks and likes.

“Ad types” included both standard advertisements, appearing in Facebook’s “right column”
advertising space, and “sponsored stories,” which appear as messages in viewers’ news
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Ve approximately 2 million. All but two advertise-
e ments were targeted to individuals living in
Precise Interests: Michigan between the ages of 18-28; the two
Broad Categories: 17 [ inrerests V] O Console Garners exceptions targeted Michigan residents 18 and
e " © cootma over. Some advertisements (n=3) were further
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Campaign, Pricing and Schedule
Rl g B o e——— Facebook advertisements are sold in
New Campaign Name: 12| | mybloodspot.org-Page Likes—t an auction system: All Facebook advertise-
ments compete to be shown based on their
Campaign Budget: 5000.00 USD | Lifetime Budget % performance and their maximum bIdS The
actual cost can be lower than the maximum
Campaign Schedule: Run my campaign continuously starting today

Optimization:

Pricing:

S@art | 3557/2013 [0 | 10:29 am
{America/New_York)
End: | 4/27/2013 [7| | 10:29 am

{America/Mew _York)

w\;,- Your bid will be optimized to increase engagement with your post
(=) Optimize for clicks
|\:) Automatically optimize my budget to get more clicks
(=) Manually bid for clicks
w"ll Optimize for impressions
\;ou will be charged every time someone clicks on your
ad or sponsored story (CPC).

$0.66 |perclick (CPC)

Suggested bid: 30.42-51.72 USD
You can increase your Campaign Budget to achieve more delivery.

bid because Facebook charges for the amount
that was necessary to win the auction. Face-
book allows advertisers to pay only for ad
clicks (cost-per-click), or to pay per 1,000
impressions. We priced our advertisements at
or near the high end of Facebook’s suggested
bids, ranging from $0.61 per click to $2.35 per
click; the actual price paid per click ranged
from $0.45 to $1.29, averaging $1.05 per click.
We selected the “cost per click” option for all
of our advertisements but one. For the cost-
per-thousand impressions ad, we bid $0.25
and paid 10 cents per thousand impressions.



