
For years, paid social performance was 
closely associated with audience 
targeting. Media buyers built layered 
interest groups, behavioral segments, 
lookalike audiences, retargeting pools, 
and complex campaign structures 
designed to identify the people most 
likely to convert. That model has 
fundamentally changed.

Apple’s privacy changes did not 
technically eliminate Meta’s targeting 
capabilities. They weakened the signal 
environment that made granular, 
advertiser-controlled targeting reliable. Beginning with iOS 14.5, apps were required to receive 
permission before tracking users across other companies’ apps and websites or accessing the 
device’s advertising identifier. Without permission, the advertising identifier is unavailable for tracking.

The result was a loss of deterministic user-level data, smaller retargeting pools, less complete 
conversion feedback, longer reporting delays, and greater reliance on modeled attribution. Interest 
and lookalike audiences still existed, but the data supporting them became less complete.

At the same time, Meta rapidly improved the artificial intelligence systems responsible for ad retrieval, 
ranking, and delivery. Meta’s Andromeda system was built to process significantly larger volumes of 
advertisements and identify which ads are most relevant to individual users. More recent systems use 
engagement sequences and multimodal information from ad text, images, video, page data, and 
product attributes to understand both the user and the advertisement itself.

This shifted the advertiser’s primary responsibility.

The media buyer no longer needs to manually identify every potential customer through a targeting 
field. Meta increasingly identifies the customer through its own behavioral models. The advertiser’s 
job is to provide the platform with enough meaningful creative options to match the right message 
with the right person.
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How Privacy Changes, Broad Targeting, and 
AI-Driven Delivery Reshaped Meta Advertising

In 2026, creative is not simply what the 
audience sees. Creative is one of the primary 
signals Meta uses to find the audience.
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What the iOS Privacy Changes Actually Changed
The statement that “iOS killed targeting” is directionally correct, but technically incomplete. Apple 
did not remove Meta’s audience controls. It restricted access to the cross-app and cross-website 
tracking signals that had made many of those controls powerful. 

With the introduction of App Tracking Transparency, or ATT, apps were required to request 
permission before tracking users across properties owned by other companies. On devices 
running iOS 14.5 or later, access to the device’s advertising identifier also became dependent on 
user authorization. When authorization is not granted, the identifier returns as unavailable rather 
than providing a usable device-level advertising signal.

Before ATT, an advertiser could more consistently connect a series of actions:

1. A user interacted with content or visited a website.

2. Meta associated that activity with a device or profile.

3. The user entered an advertising audience.

4. The user later saw an ad.

5. A conversion was attributed back to that interaction.

At X Agency, this has led to a persona-led paid social model built around:

Broad audience delivery

Clearly defined customer personas

Multiple messaging angles for each persona

High creative diversity across formats and concepts

Simplified campaign architecture

Continuous creative testing and replacement

Decisions based on business outcomes rather than 
arbitrary creative timelines

The winning account is no longer necessarily the account 
with the most sophisticated targeting. It is the account that 
gives Meta the strongest collection of customer insights, 
conversion signals, offers, and creative assets from which 
to learn.



Broad targeting is sometimes interpreted as a lack of strategy. In reality, broad targeting reflects 
where the strategy now lives. Under the traditional model, much of the strategy was embedded in 
audience settings: interests, behaviors, lookalike precentages, demographic combinations, 
retargeting windows, audience exclusions.
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Retargeting Audiences 
Became Less Complete
Website visitors, app users, cart 
abandoners, and purchasers could not 
always be identified and matched at the 
same rate. Retargeting did not disappear, 
but the addressable audience became less 
representative of total customer activity.

Conversion reporting 
became more modeled
Advertisers experienced discrepancies 
between Meta, analytics platforms, 
e-commerce systems, and customer 
relationship management platforms. Meta had 
to rely more heavily on statistical modeling 
and privacy-preserving measurement 
methods rather than direct observation of 
every conversion.

Lookalike seed data 
became weaker
Lookalike audiences depend on the quality 
and completeness of the source audience. 
When customer and conversion signals are 
missing, delayed, duplicated, or modeled, the 
platform has less deterministic information 
from which to create similarities.

Microtargeting became 
less dependable
Detailed interest combinations often created 
small audiences without necessarily improving 
the quality of the signal. Advertisers were 
restricting Meta’s delivery while simultaneously 
providing the platform with less reliable 
off-platform data.

The practical response was to remove 
unnecessary restrictions and allow Meta’s own 
recommendation systems to evaluate a larger 
eligible population.

After ATT, Meta could no longer observe 
every step with the same level of 
certainty. This affected several areas of 
paid social performance.

Why Broader Audiences Became Necessary

Under the modern model, more of the strategy is embedded in:

◦ The optimization event
◦ First-party conversion data
◦ Customer economics
◦ The o�er
◦ The landing-page experience
◦ The creative concept
◦ The message presented to each customer persona

Meta’s Advantage products increasingly automate 
audience discovery and delivery. Meta describes 
Advantage+ audience as a system that combines 
advertiser-provided customer insights with AI and can 
expand beyond those inputs to reach additional 
high-potential audiences.



Meta has also stated that its AI systems are being developed to understand longer behavioral 
sequences and better determine which ads will resonate with different users. In 2026, Meta 
reported continued investment in larger ads-ranking models and systems that incorporate 
additional engagement information when selecting advertisements.

Broader audiences give these systems room to work.

When an advertiser confines delivery to a narrow set of declared interests, the system can only 
optimize within that restricted population. This can create several problems:

◦ Higher CPMs due to limited inventory
◦ Faster frequency accumulation
◦ Increased auction competition
◦ Fragmented conversion data
◦ Longer learning periods
◦ Missed customers who do not fit a predefined interest profile
◦ False assumptions about why someone buys

A customer does not need to follow a particular Facebook page, belong to a declared interest 
category, or resemble an old customer list to have a genuine need for a product.

Meta can often infer intent from broader patterns of behavior that an advertiser cannot manually 
replicate through Ads Manager. Meta’s sequence-learning systems are designed to analyze how 
user interests and behaviors evolve over time, rather than relying only on static, manually 
engineered characteristics.

Broad targeting therefore does not remove segmentation. It changes the mechanism through which 
segmentation occurs.
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How Creative Became a Targeting Mechanism
Every advertisement contains information about its likely audience.

A video about reducing administrative work speaks to a different person than a video focused on 
revenue growth. An ad centered on safety speaks to a different emotional motivation than an ad 
centered on convenience. A detailed product demonstration is likely to attract a different stage of 
buyer than a short lifestyle testimonial.

Meta’s systems can analyze these differences.

Meta has described ads systems that incorporate multimodal content features, including text, 
images, video, page metadata, and product attributes. These features help the system understand 
what an advertisement or product is, rather than relying exclusively on prior engagement data.

This makes creative a machine-readable audience hypothesis.

Consider a software company serving small businesses. The company may have several potential 
customer personas:

◦ An owner concerned about cost
◦ An operations manager concerned about e�ciency
◦ An employee concerned about ease of use
◦ An executive concerned about scalability
◦ A compliance leader concerned about risk



All five personas could technically fall within the same broad demographic audience. The difference 
is not necessarily who they are according to Meta’s targeting menu. The difference is the problem 
they are trying to solve.

Each creative concept signals a different problem, motivation, objection, or desired outcome. Meta 
observes who watches, clicks, engages, converts, or ignores each concept. Over time, the platform 
learns which creative is most relevant to which users.

Creative therefore performs two jobs:
1. Persuades the customer
2. Helps the delivery system identify the customer

This is why producing multiple visual variations of the same message is insufficient. Effective 
creative diversity requires meaningful differences in the underlying customer hypothesis.

Changing a background color is a visual variation. Changing the customer problem being 
addressed is a strategic variation.

X Agency begins with customer understanding rather than platform targeting options. 

X Agency’s Persona-Led Creative Framework

DEVELOPING DISTINCT 
CUSTOMER PERSONAS

◦ Primary problem

◦ Role in the buying 
decision

◦ Level of product 
awareness

◦ Desired outcome

◦ Event that triggers 
solution-seeking

◦ Most significant objection

◦ Language to describe the 
problem

◦ Proof needed before 
taking action

◦ Most-valued feature or 
benefit

◦ Emotional motivation

INFORMING PERSONAS BASED 
ON REAL CUSTOMER DATA

◦ Sales-call recordings

◦ Customer interviews

◦ Reviews

◦ Survey responses

◦ Search queries

◦ Website behavior

◦ Customer service questions

◦ CRM outcomes

◦ Social comments

◦ Product usage patterns

◦ Previous ad performance

TRANSLATING INTO CONCEPTS, 
HOOKS, FORMATS & EXECUTIONS

DEVELOPING CREATIVE ANGLES 
(PER PERSONA)

◦ Saving time

◦ Reducing cost

◦ Simplifying a di�cult 
process

◦ Producing a faster 
result

◦ Protecting a family or 
organization

◦ Avoiding risk

◦ Improving status

◦ Eliminating frustration

◦ Gaining control

◦ Accessing a better experience

◦ Receiving proof from similar 
customers

◦ Before/after 
workflow video

◦ Direct-to-camera 
testimonial

◦ Static graphic 
quantifying hours 
saved

◦ A screen-recorded product 
demonstration

◦ A carousel explaining the 
process

◦ A comparison against the 
current manual solution

◦ A founder video

All of the ads speak to the same general persona, but they give Meta 
several different ways to identify and persuade that person.

FIND OUT HOW AT XAGENCY.COM



FIND OUT HOW AT XAGENCY.COM

A strong paid social program should contain multiple 
creative functions, not simply multiple file formats.

The Creative Types a Modern Meta Account Needs

Problem–solution Creative
Problem-solution ads name a known issue and show how the 
product fixes it, making them ideal for problem-aware audiences.

Customer Testimonial and UGC
Customer-led creative offers relatable social proof.Effective 
testimonials focus on the initial problem, the customer’s hesitation, 
the experience, and the measurable or emotional result.

Product Demonstration
Demonstration ads show the product in action, reducing 
uncertainty and proving how the benefit works.

Founder or Expert Creative
Authority videos from founders or experts explain why a product 
exists. They are particularly useful for complex, expensive, 
technical, health-adjacent, or high-consideration products.

Objection-handling Creative
Objection ads target barriers like price, trust, risk, complexity, 
time quality or the belief that the product is unnecessary. 
They often outperform new benefits by removing the final 
barrier to conversion.

Comparison Creative
Comparison ads contrast your product with alternatives or current 
habits to show why changing behavior is worthwhile.

Educational Creative
Educational ads provide useful information before asking for a 
conversion. They can introduce a problem, correct a 
misconception, explain a process, or define a category.

Static Direct-response Creative
Statics drive volume and fast messaging. Strong static ads focus 
on one hook, one benefit, one proof point, and one action.

Native Short-form Video
Reels and Stories creative should fit their environment using 
native elements like vertical framing, quick hooks, captions, and 
visible product movement.



Offer-led Creative
Offer ads drive immediate action through pricing, urgency, or 
promos, and work best when paired with clear product value.

Carousel and Collection Creative
These formats are useful when a product requires multiple proof 
points, when several products need to be displayed, or when the 
buying process benefits from sequential explanation.

Partnership and Creator Ads
Relevant creators provide diverse perspectives for Meta. The 
goal is to feed the algorithm distinct creative experiences for 
different customer motivations, not to use every format equally.
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How Often Creative Should Be Refreshed
Creative should not be replaced simply because it has reached a predetermined age.

Some advertisements fatigue within days. Others remain effective for months. Automatically turning 
off a profitable advertisement after 30 days removes useful learning and can reduce account 
performance.

X Agency refreshes the creative system, not every individual advertisement.

Recommended Production Cadence
For most accounts:
◦ New concepts should enter testing every one to two weeks.
◦ Approximately 20% to 30% of the active inventory should be refreshed during each 

major cycle.
◦ High-spend accounts may require new creative every week.
◦ Lower-spend accounts may require new concepts every three to four weeks 

because it takes longer to collect sufficient performance data.
◦ Proven winners should remain active until business performance demonstrates 

deterioration.

A refresh should introduce new customer hypotheses 
rather than simply recreate the existing inventory.
Examples of meaningful refreshes include:
◦ A new customer problem
◦ A new persona
◦ A new use case
◦ A new testimonial
◦ A new objection
◦ A new offer
Minor hook, headline, crop, and opening-frame variations 
are useful for iteration, but they should support—not 
replace—new concept development.



A 3 tier Creative Pipeline

Exploration
Offer ads drive immediate action through 
pricing, urgency, or promos, and work best 
when paired with clear product value.

ITERATION
Variations based on an existing concept 
that has shown promising signals.

SCALING
Proven advertisements that consistently 
deliver profitable business outcomes.

X Agency organizes creative into three categories:

A healthy account requires all three. An 
account containing only exploratory creative 
is unstable. An account containing only 
historic winners will eventually stagnate.

The rise of creative does not mean data infrastructure is irrelevant.

Meta still requires accurate signals to understand which users and advertisements produce 
valuable outcomes. Advertisers should support broad creative-led delivery with:
• Correct Pixel implementation.
• Server-side conversion tracking where appropriate.
• Meta’s Conversions API.
• Deduplicated browser and server events.
• Prioritized downstream conversion events.
• CRM and o�ine conversion feedback.
• High-quality product feeds.
• Consistent UTMs.
• Independent analytics and revenue reporting.
• Incrementality testing where scale justifies it.

Creative helps Meta find demand. Conversion data teaches Meta which demand is valuable.

An advertisement that generates inexpensive but unqualified leads can train the system toward 
additional low-quality leads. The optimization event and customer feedback loop must therefore 
reflect the client’s real business objective.

The strongest modern paid social system combines:

Creative Is the Lever, but Signal 
Quality Still Matters

BROAD DELIVERY distinctive creative Accurate conversion signals

a compelling offer CONSISTENT MEASUREMENT A strong post-click experience

Creative has become the primary lever because it is the area where advertisers retain the greatest 
ability to create new information for the system.

Targeting settings reorganize existing information. New creative introduces new information.
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The Paid Social Advantage of 2026
The paid social advantage of 2026 is not the ability to 
find a hidden interest category that competitors have 
overlooked.

It is the ability to understand customers more deeply, 
translate those insights into more persuasive creative, 
and produce enough strategic variation for Meta’s 
delivery system to identify new pockets of demand.

Apple’s privacy changes reduced the reliability of 
deterministic cross-platform tracking. Meta responded by 
investing in automation, modeled measurement, broader 
delivery, and increasingly sophisticated recommendation 
systems. Those systems can interpret behavioral 
patterns and the content of advertisements at a scale no 
media buyer can reproduce manually.

The role of the agency has therefore evolved.

Media buying is no longer primarily an exercise in 
assembling audience settings. It is an integrated process 
of customer research, positioning, creative development, 
signal management, testing, and business measurement.

At X Agency, personas remain critical—but not because they allow us to build smaller targeting 
pools. Personas allow us to build better advertisements.

Each persona gives the platform a new message to test. Each angle creates another potential 
connection between the product and the customer. Each creative concept gives Meta additional 
information about who may care and why.

The future of paid social belongs to advertisers that can operate creative as a disciplined 
performance system rather than a collection of isolated assets.

PERSONA MESSAGE ANGLE CREATIVE learning



