
Get started with 
the relevance score

1. Add the ‘Relevance Score’ tab  
to your ads report

2. Understand if your ad is 
resonating with its audience

3. If your ad has a low relevance 
score and is performing poorly for 
your business, pause or optimize 
the ad using the provided tips.

Why relevance matters
On Facebook, we try to show people the ads that are most pertinent to 
them. That’s why we’ve always used relevance as a factor in determining 
how we deliver ads. Taking relevance into account helps ensure that 
people see ads that matter to them, leading to a better experience for 
people and businesses alike.

But understanding how competitive an ad is, relative to its competitors, 
has been a challenge for marketers. You can use the relevance score 
to improve the relevance of your ads, and therefore increase the 
competitiveness of your ads in the auction.

How relevance score is calculated
Ads that are served more than 500 times start to receive a daily relevance 
score between 1 and 10. The score is calculated based on the positive and 
negative feedback we expect an ad to receive from its target audience. 
The inputs vary depending on the ad’s objective, but may include:

• Positive Feedback: The more video views, conversions, likes, shares, 
etc. we expect your ad to get, the higher its score will be.

• Negative Feedback: The more times we expect people to hide or 
report your ad, the lower its score will be. (continue on next page)

Facebook relevance score: Create more relevant 
ads for your audiences
Ad relevance score provides an estimate of how relevant your ad is to its target audience. While you should 
continue to focus on the objective of your ads and measuring against them, you can use the relevance score to:

• Lower the cost to reach an audience
• Test ad creative options before running a campaign
• Optimize campaigns already in progress



(How relevance score, continued)  The score is updated as people interact and provide feedback on the ad.

Ads with guaranteed delivery — like those bought through reach and frequency — are not impacted by relevance 
score. Relevance score has a smaller impact on cost and delivery in brand awareness campaigns, since those ads 
are optimized for reaching people, rather than driving a specific action like installs.
 
How to use relevance score 
Understanding relevance scores helps you in a few key ways:

It can lower the cost of reaching people. Put simply, the higher an ad’s relevance score is, the less it will cost to be 
delivered. This is because our ad delivery system is designed to show the right content to the right people, and a high 
relevance score is seen by the system as a positive signal.

Of course, relevance isn’t the only factor our ad delivery system considers. Bid matters too. For instance, if two 
ads are aimed at the same audience, there’s no guarantee that the ad with an excellent relevance score and low bid 
will beat the ad with a good relevance score and high bid. But, overall, having strong relevance scores will help you 
see more efficient delivery through our system.

It can help you test ad creative options before running a campaign. You can test different combinations of 
images and copy with different audiences, and learn which combinations offer the highest relevance scores.

It can help optimize campaigns already in progress. While ad campaigns are running, you can monitor their 
relevance scores. If a score begins to dip, it may be an indicator that the ad’s creative or audience needs to be refreshed.

How to improve relevance score
Use these tips to improve your ad’s relevance score:

1. Be specific with your targeting
If you are targeting a broad audience such as men and women, ages 18–25 years old living in the United States, 
chances are your ad may not be relevant to every person. Try narrowing your audience by specific location, 
ages, interests and behaviors, and consider using Custom Audiences to reach your customers or website 
visitors, who are likely to respond to your business.

2. Consider your ad’s image and message
Think about how your ad’s message and image (or video) will resonate with your audience. An image/video 
is more noticeable than text so focus on improving that first. Also, keep your message simple and related to 
what you are promoting.

3. Refresh your ad
Over time, an audience that once responded positively to your ad can grow tired of it. When your ad’s score 
drops, it may be an indicator to refresh your ad’s creative or change your its targeting.

4. Learn from testing
Try showing different ads targeting the same audience, or the same ad to different audiences. Look for 
patterns in your existing ads that might lend insight into what works, such as which ads have the highest 
score, and what do they have in common.

5. Avoid using offensive and misleading content
Offensive content might get people’s attention, but on Facebook, this leads to a poor experience.


