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Facebook Conversion Tracking
Conversion tracking allows you to track activity 

that happens on your website as a result of 

someone on Facebook seeing or clicking on your 

Facebook Ad. In combination with your ad 

statistics like impressions and clicks, conversion 

tracking will help you better understand the 

value of your Facebook ad campaign. 

The following pages will help you get started 

using Facebook conversion tracking tags on your 

website, enabling you to more efficiently 

manage your Facebook advertising account. 

 



Getting Started 

Generating a conversion tracking tag

Your tracking tag is specific to your Facebook advertising account. To generate a new tag, 
simply go to your Ads Manager and click on the “Tracking” link in the left hand navigation. 
That will take you to the Tag Management page. From here, you can create a new tracking 
tag. Before your tag is generated, you have an opportunity to name the tag, choose the type 
of conversion event that you’ll track on your website and specify a value associated with the 
conversion. After you hit the “Save” button, you’ll be able to copy and paste the tag into your 
website code.

Tag Name: The Tag Name allows you to easily monitor your tags. Your tag is listed in your 
Reports by the name you specify here. You can name your tag according to the type of ac-
tion you’re tracking on your site. For example if you’re tracking navigation or how visitors go 
through various pages on your site, you’ll want to include the page type in your Tag Name. If 
you’re tracking purchases, name your tag after the purchase type 

Category: Choose a category that most describes the conversion type you’re tracking.

Conversion value (optional): Though the Conversion Value is optional, it allows you to identify 
your tag with a numerical value associated with a purchase, lead or other conversion action. 
For instance, if the conversion you’re tracking is a purchase of a product worth $10, you would 
enter 10 in this field. If you include a Conversion Value, your Reports will show you the average 
return on your Facebook Ads investment.

Tracking Page in Ads Manager
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Tag variables 

Basic tag

The basic tag has no Value or SKU defined. It is important to leave the ‘id’ and ‘h’ fields the 
way they are generated in the Tag Management page as they identify the tag to Facebook. 

Tag with Conversion Value (optional)

If you enter a Conversion Value when you create a new tracking tag, it will be added to your 
tracking code. It is important to not adjust the ‘id’ and ‘h’ fields as they identify the tag to 
Facebook. If you choose, you can also change the Conversion Value variable dynamically. Fol-
low the instructions in the Help Center at http://www.facebook.com/help/?page=994 for more 
information.

Tag with Conversion Value (optional) and SKU (optional) 

You can also add aditional information in your tag by defining an optional SKU variable in the 
tracking tag code. The SKU variable can be used to specify product SKUs, information about 
the tag placement, or any other information you want to associate with the conversion event. 
Simply add the following line of code below the ‘value’ specification in your tag after your 
code is created per the screenshot above:

‘SKU’ : “Y” // you can change this dynamically, and Y can be any string (in quotes)

If you choose, you can also change the SKU variable dynamically by following the instructions 
in the Help Center at http://www.facebook.com/help/?page=994. 

Tag with Conversion 

Value (optional) and 

SKU (optional)

Tag with Conversion 

Value (optional)

Basic tag
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Implementing your Tracking Tag 

Simple as copy and paste

Implementing your Facebook tracking tag is as simple as copying and pasting your tag into 
your website code. Facebook will record a conversion every time a tracking tag is loaded. A 
tag is loaded when a person initiates the conversion event as defined by you and where you 
put the code on your site. There are a number of different places you could insert your tag(s) 
depending on the action on your website that you would like to track.

By generating a conversion tracking tag on Facebook and copying and pasting it into the ap-
propriate code on your website, you can track things like individual page views, purchases, 
registrations or downloads. You could even track a series of page views to determine the path 
someone takes to these conversion events.

Types of conversion events (examples) 

Tracking page views: By placing the tracking tag before the closing HTML </body> tag on a 
web page, you are telling Facebook to track visits to that page.

Tracking purchases, downloads and registrations: To track individual purchases, downloads 
and registrations, you can paste the tracking tag into the page on your website that only 
loads directly after the action. This is usually a confirmation or thank you page. You can paste 
the tag in your HTML code right before the closing </body> text. If you’d like to track multiple 
purchases of various products on a single page, you can use the Value field and the SKU field 
to specify more information about the price and SKU. This information will be reflected in your 
Reports in their respective columns.

Tracking a series of page views leading to conversions: You can also track a series of page 
views that lead to a conversion. As an example, let’s say you are an e-commerce business sell-
ing digital cameras and you’re interested in finding out where on your site people are dropping 
out prior to purchase. To track these actions, you could generate a tracking tag to be placed at 
all pages along the path to purchase and simply specify different SKU variables for your home 
page, product page, shopping cart page and confirmation page.
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Ensuring Success

Is your tracking tag working?

After creating a new tracking tag, you’ll see an exclamation in a yellow triangle icon under 
the “Status” column associated with your new tag. When we start receiving conversion data 
from that tag, the yellow exclamation icon  will change to a green checkmark. Since Reports 
do not immediately show conversion data, use this status to determine if your tag is set up 
properly. The yellow exclamation icon signifies that no data has ever been received for that 
tag.

After you implement your tag on your site, trigger the tracking tag to test it (for instance, 
by loading the page that the tag is on). Double check the status of that tag on the Tracking 
page in Ads Manager (http://www.facebook.com/ads/manage/tracking.php). You’ll want to 
see it change to the green checkmark, which indicates that the tag was correctly implement-
ed. If you are still seeing a yellow exclamation icon next to the tag, you’ll need to trouble-
shoot potential issues in the implementation phase. Check the Help Center (http://www.
facebook.com/help/?page=994) for more information.

Home page (tight view on real-time stats)
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Reports

Accessing your Conversion Details in Reports 

After you’ve set up conversion tracking by generating your conversion tag and pasting it into 
your website to be triggered by the right conversion events, you can track your conversions 
in the Reports section in Ads Manager (www.facebook.com/ads/manage/reports.php), just as 
you currently use Reports to track clicks, impressions and click thru rate. You can summarize 
reports at the Account, Campaign, or Ad level.

In your reports, if a converting user clicked on an ad associated with the tracking tag’s ad-
vertiser account, the conversion is attributed to the last ad the user clicked; if the convert-
ing user never clicked on an associated ad but simply saw an associated ad, the conversion 
is attributed to the most recent ad the user saw. Note that reports may be delayed up to 
one day.

Reports Page
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Reports (cont’d)

Post-Impression and Post-Click data 

There are two types of conversions reported: Post-Impression and Post-Click. Post-Click con-
versions are from users who have clicked on an ad associated with a tracking tag. Post-Im-
pression conversions are from users who have seen associated ads but didn’t click on them. 
The ability to track Post-Impression as well as Post-Click numbers enables you to measure 
conversions from users who saw your ads without clicking them and so gives you insight 
into the true value of your ads.

Time between seeing or clicking on an ad and a conversion

Conversions are also categorized by the length of time between a user’s interaction with an 
ad (by viewing or clicking on it) and the associated conversion events. The report is orga-
nized by the time of the conversion event. It is then divided into Post-Impression and Post-
Click conversion numbers associated with three time periods: 0 - 24 hours, 1 - 7 days, and 8 
- 28 days. 

Value and SKU data

If you included optional Value and SKU information in your tracking tag, the Conversion 
reports (by Conversion or Impression Time) will also include an Average Value and a SKU 
column. If you set a Value when you created your tag or generated a Value dynamically in 
the tag, the Average Value column shows the average associated with all the tracking tags 
triggered. If you chose to set a SKU variable in a tag, the SKU column will show you the SKU 
variable associated with the conversions triggered.

You may also see SKU columns if you’re running Facebook Ads with Inline Actions such 
as “Become a Fan” or “RSVP to this Event.” The conversion tracking system automatically 
counts when users become a fan or RSVP, and includes those numbers in a new line of your 
reports with the name of the Page or the Event as the Tag Name and “fan_page” or “RSVP_
yes,” “RSVP_maybe” as the name of the SKU. These conversion numbers are in addition to 
any conversions from the tracking tag you’ve independently set up.

Report example
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Advertising Performance Report example

Types of Reports

Conversions by Conversion Time Report

Select the “Conversions by Conversion Time” report from the Report Type drop down menu. 
Use this report to understand the total conversions for a particular date range that were 
generated by Facebook Ads. Conversions by Conversion Time shows the conversions during a 
given time period for a given tracking tag. This report is organized by the time of the conver-
sion event. For example, if a conversion occurred on February 12, 2010 from an ad that was 
seen by a user on January 31, 2010, that conversion would show up under the “Post-Imp (8 - 
28 day)” column on February 12, 2010.

Conversions by Impression Time Report

The “Conversions by Impression Time” report helps you understand the conversions gener-
ated by specific Facebook Ads delivered during a particular date range. The report is orga-
nized by the time of the ad impression that motivated a conversion (the impression that the 
conversion was attributed to). For example, if a conversion occurred on February 12, 2010 
from an ad that was seen by a user on January 31, 2010, that conversion would be listed 
under the “Post-Imp (8 - 28 day)” column on January 31, 2010. You can expect the numbers 
in the Conversion by Impression Time report to change over time as more conversions are 
attributed to ads already delivered. For instance, if a user clicked on an ad on February 1 
and didn’t convert until February 9, that conversion would be reported in the Conversion by 
Impression Time report listed under the February 1 date, but wouldn’t show up in the report 
until February 10.

Note that the Conversions by Conversion Time and Conversions by Impression Time reports 
will not show the same number of conversions for any given day since one report is listing 
conversions by the time of the conversion and the other is listing them by the time of the 
motivating impression.

Advertising Performance Report

You will also see conversion information in the Advertising Performance report. In this 
report, you can see two new columns for “Conversions” and “Conversion Rate.” The Conver-
sions column lists the total number of conversions attributed to the impressions shown on a 
given date, and the Conversion Rate column shows the total number of conversions divided 
by the total number of impressions in basis points (1/10,000 ratio). Note that, as in the 
Conversions by Impression Time report, the Conversions and Conversion Rate numbers will 
increase over time as more conversions are attributed to a previously delivered impression.
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How it works

We’re excited to offer you not only conversion information from the Facebook users who 
click on your ad but also those who see your ad. This is how it works: 

Step 1: Go to www.facebook.com/ads/manage/tracking.php and create a new tracking tag. 

Step 2: Copy and paste your tracking tag onto your website using the instructions in this         
guide.

Step 3: When a Facebook user who has seen or clicked on your ad visits the page where you 
have implemented the Facebook tag, the action triggers the tag and a conversion is record-
ed by Facebook. The conversion event is attributed to the last ad the Facebook user clicked 
on or if the user never clicked on an ad, the last ad the user saw before visiting your web 
page.

Step 4: Go to www.facebook.com/ads/manage/reports.php to see your Conversion Reports 
alongside your advertising performance statistics.

Claudia sees your ad on Facebook Claudia purchases from your website 28 days after she sees your ad

Claudia is counted as a conversion on your Conversion Reports
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More Resources

Feedback: At this stage in our development of the Conversion Tracking product, we’d 

like to test our efforts with a select group of advertisers. As with all beta testing, 

your participation signifies that you agree to use a product that is still in develop-

ment and provide feedback about your experience using the tool. This means that you 

could experience bugs affecting specific features of the tool including tag creation 

and reporting. To ensure the success of Conversion Tracking, we’ll need you to surface 

your experience to your Account Manager.

FAQ: There is also a robust frequently asked questions Help Center created for the 

Conversion Tracking tool. You can find this link in the left-hand navigation on the 

Tracking page or at http://www.facebook.com/help/?page=994

FAQ


