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THE PRACTICAL STRATEGY WHITEPAPER

The Partnership
Ads Strategy
Playbook

Find the right creators. Study the creative.
Run a test you can actually learn from.

Research - Brief -~ Permission — Test — Learn

For growth teams, agencies and brands building a repeatable creator programme. Includes a

research worksheet, a sample test matrix and a 30-day launch plan.
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01/ UNDERSTAND THE FORMAT

What Partnership Ads do

The partner brings a recognisable voice. The advertiser brings distribution and a measurable business objective.

A paid collaboration, using a partner identity

Meta Partnership Ads let an advertiser amplify content with a creator or other partner's handle. Brands
can promote eligible organic content or create new partnership creative in Ads Manager. Instagram's
creator marketplace helps brands discover and collaborate with creators. [1]

Who can be a useful partner?

Think beyond a follower-count threshold: a product user who demonstrates the problem clearly, a
specialist who can explain the category, a lifestyle creator whose routine fits the product, or a relevant
publisher or business partner. Check platform eligibility and permissions for the identity you intend to
use.

Why this can help

A creator can show use in context, explain an objection in familiar language and make a benefit easier
to believe. Paid distribution lets you test that message against a defined objective. These are reasons
to form a hypothesis, not a guarantee of lower CPA or higher sales.

CHOOSE THE RIGHT ASSET

An organic collaboration, a paid-partnership disclosure and advertising permission serve
different purposes. Do not treat a creator's public post or a discovery result as permission to
advertise with it.

Meta's training covers always-on creator strategies, permission management and testing partnership content alongside
existing campaigns. [2] The operating recommendations in this guide are AdManage's proposed workflow; they are not Meta
requirements.
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02 / RESEARCH

Read the strategy behind the ads

Start with a question about the brand's creative choices, then watch enough examples to separate a pattern from an
anecdote.

O 1. Pick arelevant advertiser
Use an industry close to yours, then compare brands with similar products, price points and
purchase objections. Ad volume is a useful research tier, not a performance score.

O 2. Compare the creator roster
Look for repeated collaborators, different creator styles and whether the same product story travels
across several people. A large roster may suggest breadth; it does not prove a winning acquisition
model.

O 3. Watch the actual creative
Record the first line, first visual, product reveal, demonstration, objection answered, offer and call to
action. Separate a new concept from a small edit or variation.

O 4. Write a testable hypothesis
Turn 'they use creators' into 'a creator-led demonstration may reduce uncertainty about sizing'.
Build an original brief around that hypothesis rather than copying the competitor's content.

RESEARCH WORKSHEET

Advertiser / creator / example URL / opening hook / customer problem / product proof / objection
/ offer / CTA / what to test next. Use one row per distinct creative idea.

In the finder: Top advertisers — View strategy — select a creator — Preview ad. Counts and examples reflect the stored
collection, with partial coverage. Known Temu affiliations are excluded. Review the full ad history if a preview is unavailable.
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03/ SELECT CREATORS

Build a shortlist around creative fit

The best shortlist has a reason for every creator, not just a row of handles.

Score what matters to the brief

Assess product fit, clarity of explanation, ability to demonstrate use, credibility in the situation, visual
execution and willingness to make variations. If audience characteristics matter, request current
evidence directly or use an authorised platform; this finder does not provide audience demographics.

O Fit
Can this person show the product naturally? Do their existing stories support the customer problem
you need to explain?

O Proof
Can they capture a useful demonstration, comparison or real experience without making claims
they cannot support?

O Execution
Can they deliver the agreed framing, readable captions, clear audio, clean source files and a few
genuinely different openings?

O Working relationship
Confirm availability, compensation, revisions and the permission workflow. Agree the
advertising-use terms before production or launch.

A PROPOSED STARTING POINT

Shortlist six candidates across two or three creative styles. Commission a small pilot with three,
then expand based on execution and measured business outcomes. These numbers are
planning suggestions, not universal benchmarks.
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04 / CREATIVE

Brief the message. Leave room for a
voice.

Give a creator a clear customer problem and the proof to show, while leaving the delivery natural.

A brief that creates useful variation

Specify the buyer situation, one benefit to communicate, the product action that proves it, the objection
to address and the intended next step. Supply claim substantiation and approved product facts. Ask for
different hooks, not six copies of the same opening.

O Hook: identify the moment
Example: 'l wanted a bag that fits under the seat without losing half my packing space.' A specific
use case gives the viewer a reason to keep watching.

O Proof: show the product doing the work
Show the packing process, the fit or a real routine. Prefer visible evidence over a string of
adjectives. A scripted testimonial should never invent the creator's experience.

O Objection: answer one buying hesitation
Choose size, setup, comfort, maintenance or value. A focused explanation is easier to compare
across creatives.

O CTA: make the next step consistent
Keep the offer and landing page aligned with the promise. If the test is about the hook, hold the
offer and destination steady.

DELIVERABLES FOR THE PILOT

Request one core demonstration and two distinct opening hooks per creator, plus clean files for
agreed edits. For Reels, plan vertical framing, readable captions and clear audio; verify current
placement specifications before delivery. [3]
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05 / PERMISSIONS AND WORKFLOW

Make launch readiness part of
production

Good creative can still stall if the identities, files or permissions are not ready.

O Agree the commercial scope
Document which assets and identities may be used, advertising-use duration, placements,
territories, edits, revisions, compensation and the renewal process. Resolve exclusivity
expectations with the creator.

O Confirm Meta permission
Use the current Partnership Ads permission workflow for the accounts and content involved. Meta's
course covers content and permission management in Partnership Ads Hub. [2] Confirm access
before the launch date.

O Verify the creative and destination
Check the agreed version, claims, disclosure, captions, sound rights, offer and landing page.
Preview the selected identities and the ad on intended placements.

O Keep an asset register
Track creator, asset/version, approval, permission status, usage end date, campaign/ad IDs,
destination and test hypothesis. Give someone ownership of renewals and permission changes.

OPERATIONAL RULE

Do not wait until campaign creation to discover that a creator cannot grant the required access.
Run a permission and file check as soon as the pilot assets are approved.

Discovery is for research. It does not supply creator availability, a contact list or usage rights. Verify the current platform
workflow and the terms of the particular collaboration before launch.
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06 / EXPERIMENT DESIGN

Ask one clear question per test

A test should tell you what to do next, even when the new creative loses.

Define the decision before spending

Pick one primary business metric and a guardrail. Examples: cost per qualified lead with a lead-quality
check, or contribution after creator fees with a refund-rate check. Choose a measurement window and
a budget ceiling that suit your conversion volume and sales cycle.

ILLUSTRATIVE PILOT MATRIX

Three creators x two opening hooks = six creative variants. Keep the core demonstration,
product, offer and destination as consistent as the creative allows. Treat this as a practical pilot
design, not a statistical guarantee.

Distinguish two different questions

A creative test asks which message or creator execution works best. A format test asks whether
adding partnership creative improves the campaign mix. Changing the creator, script, audience, offer
and landing page together tests the whole package; it does not isolate the partnership identity.

Interpret early signals carefully

Video retention and click-through rate help diagnose attention or message fit. Conversion quality,
acquisition cost and margin determine the business decision. Do not call a winner from a few
purchases or from an unusually good first day. Where available, use platform experiments or a credible
holdout for incrementality.

An organic post with strong engagement can inspire a paid test, but engagement does not establish paid-ad profitability.

Meta's training explicitly covers identifying organic content and testing partnership strategies alongside existing campaigns.

(2]
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07 / OPERATING PLAN

Your first 30 days

A proposed cadence for a small pilot. Adapt it to approval time, conversion volume and creator availability.

O Days 1-5: research and define
Study a small set of relevant advertisers. Save examples, complete the research worksheet and
choose one customer problem. Agree the success metric, conversion-quality guardrail and budget
ceiling.

O Days 6-12: shortlist and brief
Confirm the creator fit, terms and permission route. Send a concise brief and ask for a testable set

of variants. Prepare the asset register and tracking plan.

O Days 13-19: approve and launch
Verify assets, identity, access, claim support and destination. Launch the pilot with naming that
identifies creator, concept and hook. Inspect delivery and tracking before interpreting results.

O Days 20-30: learn and decide
Review results against the pre-agreed metric and guardrail. Separate attention problems from
conversion problems. Keep promising concepts, request a useful iteration and retire weak ideas
when the evidence supports it.

WEEKLY REVIEW QUESTIONS

What did we learn about the customer problem? Which creative element changed? Did
conversion quality hold? What did creator fees do to the economics? Which single variation
would resolve the next uncertainty?

Scale a learning process rather than an arbitrary count of ads. Preserve the creative hypothesis and the result in the asset

register so the next brief starts from evidence.
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08 / DATA AND SOURCES

Use the signals with the right limits

Platform facts are sourced below. The test plans and operating recommendations are AdManage's own proposed workflow.

How to read this finder

Creator counts and ad examples reflect observed Partnership Ads in AdScan's stored collection. The
advertiser directory is ranked by total observed ad volume among advertisers with recent Partnership
Ads. Its ad-count tiers cover all observed ads; the strategy view's counts cover the requested
partnership scope. Neither is a measurement of profitability.

What an estimated spend tier means

AdScan currently approximates spend as observed views/reach x 0.015. A '$2M+' tier is a modelled
total, not a verified media budget and not Partnership Ads spend. Public coverage is partial and the
estimate has no stated confidence interval. Use it for exploratory sizing, never as evidence of an
advertiser's actual spend or your likely results.

Names and partner affiliations are sampled; images and permissions can change. The finder does not
supply follower counts, audience demographics, contacts, availability, CPA or ROAS. Confirm the
current platform setup with Meta and the collaboration terms with the creator.

[1] Meta Newsroom
Making it Easier for Brands and Creators to Collaborate on Instagram (21 February 2024).
Read source

[2] Meta Blueprint
Amplify campaigns with partnership ads. Permission management and campaign strategy course.
Read source

[3] Meta for Business
Instagram & Facebook Reels: Create Short Video Ads. Placement and creative guidance.
Read source

Research your next collaboration: admanage.ai/creators
Prepared 7 October 2026. Source links checked on that date; platform eligibility and interfaces can change.
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https://about.fb.com/news/2024/02/creator-marketplace-for-brands-and-creators-to-collaborate-on-instagram/
https://www.facebookblueprint.com/student/path/253173-partnership-ads-course
https://www.facebook.com/business/ads/facebook-instagram-reels-ads
https://admanage.ai/creators

